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This paper investigates experience-led and personalised hospitality as a key contemporary development within the hotel and hospitality sector. Drawing upon a broad range of academic studies and industry publications, it examines the drivers, applications, and impacts of personalisation on guest satisfaction, loyalty, operational effectiveness, and competitive positioning. The research employs the PESTLE framework to analyse macro-environmental influences on personalisation, while integrating Porter’s Five Forces to assess competitive pressures, Service-Dominant Logic (SDL) to explore value co-creation between guests and service providers, and the Experience Economy framework to evaluate how hotels design immersive and memorable experiences. The paper concludes by offering strategic, ethical, and operational recommendations to support the sustainable implementation of experience-led and personalised hospitality.
The hotel and hospitality industry is experiencing substantial transformation because of globalisation, technological progress, and evolving consumer expectations. Traditional operational models that focused on efficiency, standardisation, and cost competition are increasingly insufficient in meeting the demands of contemporary travellers. Today’s guests expect more than functional accommodation; they seek meaningful, engaging, and personalised experiences that deliver emotional and social value. As a result, experience-led hospitality has gained prominence within both strategic planning and day-to-day operations.
Experience-led hospitality prioritises the deliberate design of guest journeys to create memorable interactions across all touchpoints of the customer experience. By emphasising experiential value and personalisation, hotels aim to improve satisfaction, strengthen emotional bonds, and encourage long-term loyalty. Digital innovation has accelerated this shift, enabling hotels to gather and analyse guest data to tailor services before, during, and after the stay. Technologies such as data analytics, smart systems, and customer relationship management platforms support more adaptive and responsive service delivery.
Demographic shifts further reinforce this development. Younger travellers increasingly value authenticity, engagement, and experiences aligned with personal identity and lifestyle. Consequently, hotels are repositioning themselves as experiential environments rather than solely accommodation providers. Understanding experience-led and personalised hospitality is therefore essential for effective management and sustained competitiveness in the evolving hospitality landscape.
Experience-led and personalised hospitality has become a defining theme in contemporary hotel management, driven by evolving consumer expectations and rapid technological advancement. Modern travellers increasingly prioritise distinctive, meaningful, and customised experiences over standardised service provision, positioning personalisation as a critical strategic capability for hospitality organisations (Pine, 2011). Existing research consistently demonstrates that tailored service delivery enhances guest satisfaction, emotional attachment, and long-term loyalty by addressing individual preferences and expectations (Gretzel, 2020). The integration of digital technologies, including artificial intelligence (AI), customer relationship management (CRM) systems, and data analytics, enables hotels to deliver responsive and adaptive personalisation across the entire guest journey (Buhalis, 2019). Empirical evidence suggests that guest perceptions of personalisation significantly influence satisfaction and revisit intentions, particularly when technological systems are complemented by authentic human interaction (Li, 2019). Industry commentary further highlights how major hotel brands increasingly employ data-driven personalisation to strengthen competitive positioning and financial performance (Financial Times, 2023). However, the literature also raises concerns regarding ethical data use, privacy, and security, which may affect guest trust and acceptance of personalised services (Tussyadiah, 2020). 
The concept of the experience economy emphasises a shift from delivering services to staging memorable and emotionally engaging experiences (Pine, 1999). Within hospitality, this perspective encourages a holistic approach to designing guest journeys that engage individuals cognitively, emotionally, socially, and sensorially rather than focusing solely on functional service outcomes. Contemporary tourists increasingly seek participatory and meaningful experiences that reflect personal identity and lifestyle, reinforcing the need for experience-oriented service design (Cooper, 2023).
Experience-led hospitality involves the strategic integration of physical environments, service encounters, storytelling, and emotional engagement to co-create value with guests (Pizam, 2019). Hotel design elements, such as spatial layout, ambience, and thematic consistency, play a crucial role in shaping guest perceptions and reinforcing brand identity. Personalisation further amplifies experiential value by aligning offerings with individual expectations, fostering recognition, emotional connection, and loyalty (Ford, 2019) (Buhalis, 2015). Evidence from international hotel chains demonstrates that curated experiences—such as themed rooms, bespoke dining concepts, wellness programmes tailored to personal goals, and immersive cultural activities—can significantly enhance satisfaction, encourage repeat visitation, and support brand differentiation. The use of storytelling and thematic design transforms accommodation into an immersive experience, converting a routine stay into a memorable journey.
Personalisation in hospitality refers to the adaptation of services, communication, and environments based on guest-specific data, preferences, and behavioural history (Dixit, 2020) (Kandampully, 2018). Research indicates that perceived personalisation often exerts a stronger influence on satisfaction, loyalty, and advocacy than standardised service quality alone (Zhang, 2019).This highlights a fundamental shift from uniform service models toward individually tailored guest experiences.
Effective personalisation depends not only on data availability but also on alignment between service delivery and guest perception (Lemon, 2016) emphasise the importance of personalisation across multiple touchpoints, including pre-arrival communication, on-site interactions, and post-stay engagement, to strengthen emotional connection and trust. Practical examples include recognising returning guests, remembering room or dietary preferences, and recommending personalised local experiences. Such initiatives create a sense of recognition and care, contributing to positive word-of-mouth and repeat bookings. Increasingly, personalisation extends to subtle experiential elements such as lighting, scent, and music preferences, reflecting a deeper understanding of individual needs and enhancing overall satisfaction.
Technological innovation plays a central role in enabling scalable and data-driven personalisation within hospitality. AI, machine learning, big data analytics, and CRM systems allow hotels to systematically collect, analyse, and apply guest insights to enhance service delivery (Chkoniya, 2021) (Rust, 2014). Smart technologies, including Internet of Things (IoT)-enabled rooms, mobile applications, and connected devices, empower guests to personalise in-room environments such as temperature, lighting, entertainment, and privacy settings, improving convenience and perceived control (Gretzel, 2019) (Buhalis, 2015).
Industry 4.0 technologies further enable predictive analytics and real-time customisation, allowing hotels to anticipate guest needs while improving operational efficiency (Mariani, 2019). Case examples from luxury and international hotel brands illustrate how AI-powered assistants, mobile check-in systems, and smart room technologies enhance service quality and guest satisfaction (Ivanov, 2020). Nevertheless, scholars caution against excessive automation, as over-reliance on technology may undermine the warmth and authenticity traditionally associated with hospitality experiences (Gursoy, 2020). Achieving an appropriate balance between technological efficiency and human interaction remains a critical managerial challenge.
Despite the growing importance of digital systems, frontline employees remain essential to delivering authentic and meaningful personalisation. Staff play a crucial role in interpreting data insights, responding empathetically to guest needs, and managing service encounters that require emotional intelligence and cultural sensitivity  (Wavei, 2025) (Kabadayi, 2019). Human judgement enables personalised responses that technology alone cannot replicate.
Hospitality is inherently relational, relying on social interaction and emotional engagement to create value (Tribe, 2009). Investment in employee training, empowerment, and knowledge-sharing systems enables hotels to integrate human capabilities with technology-driven insights effectively. Employees who can recognise cultural differences, anticipate unspoken expectations, and adapt communication styles significantly enhance guest perceptions of personalised care. Furthermore, granting staff autonomy in service recovery and decision-making supports a flexible and responsive service culture, increasingly recognised as a key competitive differentiator.
While personalisation offers substantial benefits, it also introduces ethical, operational, and sustainability challenges. Data privacy, consent, and cybersecurity remain significant concerns, particularly under regulatory frameworks such as GDPR (World United Nations, 2022).Excessive or poorly managed personalisation may be perceived as intrusive, potentially eroding trust and satisfaction.
From an operational perspective, implementing personalisation requires considerable investment in technology, training, and organisational change (Costa, 2022). Smaller hotels may face resource constraints, highlighting the need for scalable and cost-effective solutions. Additionally, aligning personalisation with sustainability objectives is increasingly important. Personalised energy management, waste reduction initiatives, and environmentally responsible service design enhance both operational efficiency and brand reputation among environmentally conscious travellers (Socaci, 2020) (Danzer, 2025) (Alexander, 2025). Sustainable personalisation represents a forward-looking approach that balances individual guest needs with environmental responsibility.
Overall, the literature indicates that successful contemporary hospitality management depends on the integration of experience-led design, technology-enabled personalisation, human interaction, and ethical operational practices. Hotels that effectively combine these dimensions are better positioned to deliver meaningful and memorable experiences, foster guest loyalty, and sustain competitive advantage. A thematic analysis approach was adopted to identify recurring patterns across the literature, revealing key themes related to guest satisfaction, technology adoption, employee roles, ethical considerations, sustainability, and strategic outcomes. This approach supports a comprehensive understanding of both theoretical perspectives and practical implications within modern hospitality.
Data was collected through a structured review of secondary sources published primarily between 2019 and 2025 to ensure relevance to contemporary hospitality practices, while earlier seminal works were included to establish theoretical foundations. Sources comprised peer-reviewed journal articles, academic textbooks, industry and professional reports, and conference proceedings. Selection criteria prioritised relevance to experience design, personalisation strategies, hospitality innovation, and strategic management, alongside academic rigour and source credibility. A systematic screening process ensured that only high-quality and thematically relevant materials informed the analysis, enhancing the reliability and validity of the findings (Tranfield, 2003)
Data analysis employed a thematic analysis approach to identify and interpret recurring patterns across the reviewed literature (Braun, 2006). Key themes included guest experience management, personalisation practices, technological integration, and organisational strategy. This approach was selected for its flexibility and effectiveness in synthesising qualitative insights from diverse sources while maintaining analytical depth.
To support a comprehensive evaluation of experience-led and personalised hospitality, multiple analytical and theoretical frameworks were integrated. Porter’s Five Forces framework examined competitive dynamics and experience-based differentiation within the hotel industry (Porter, 2008). Service-Dominant Logic conceptualised value creation as a co-creative process between guests and service providers, emphasising guest engagement in personalised experiences (Vargo, 2008). The Experience Economy framework assessed the design of immersive and memorable experiences beyond functional service provision (Pine, 1999), while the PESTLE framework analysed macro-environmental influences on personalisation strategies (Johnson, 2017). Together, these frameworks enabled a holistic assessment of personalised hospitality experiences.

The growing emphasis on experience-led and personalised hospitality has fundamentally reshaped strategic priorities and operational practices within the contemporary hotel industry. When analysed through Porter’s Five Forces, competitive rivalry is shown to intensify as hotels increasingly rely on customised guest experiences as their primary means of differentiation rather than price competition or standardised service models (Porter, 2008). Technological advancement has simultaneously lowered barriers to entry, allowing boutique and lifestyle operators to deliver highly personalised offerings with relatively modest resources, thereby increasing the threat posed by new entrants (Buhalis, 2019). Customer bargaining power has also strengthened, as personalised services elevate expectations and digital review platforms amplify service failures, placing sustained pressure on hotels to maintain consistent experiential quality.
From a theoretical perspective, Service-Dominant Logic (SDL) provides a valuable lens for understanding how personalised hospitality creates value through interaction and engagement. SDL positions guests as active participants in the value creation process, requiring hotels to facilitate co-created experiences rather than merely deliver predefined services (Vargo, 2008). Large international brands such as Marriott and Ritz-Carlton increasingly employ artificial intelligence and guest data to personalise interactions and co-design services. While these initiatives enhance satisfaction and loyalty, they also demand robust data governance, skilled employees, and careful management to avoid depersonalisation or service inconsistency (Li, 2019)
The Experience Economy framework further explains how hotels generate both emotional and economic value by staging immersive and memorable experiences that extend beyond functional accommodation (Pine, 2011). Boutique hotels frequently adopt this approach through curated culinary concepts, local cultural activities, and interactive experiences that foster authenticity and emotional connection. However, such strategies are often resource-intensive and difficult to scale, particularly for smaller operators facing financial and technological constraints.
Overall, integrating Porter’s Five Forces, Service-Dominant Logic, and the Experience Economy demonstrates that experience-led personalisation exerts wide-ranging strategic, operational, and customer-focused impacts on the hospitality industry. Key advantages include enhanced differentiation, stronger guest loyalty, and improved revenue potential, while key limitations involve high implementation costs, technological dependence, workforce capability requirements, and ongoing ethical concerns surrounding the collection and use of guest data.
Non-compliance with GDPR or similar laws, including the UK Data Protection Act 2018, exposes hotels to fines, legal disputes, and reputational damage. Data breaches can erode guest trust, reduce loyalty, and compromise the perceived value of tailored experiences (Martin, 2017). Political shifts and regulatory differences across regions, such as post-Brexit data adequacy issues, further complicate multinational compliance. Hotels must therefore implement ethical governance frameworks prioritising data minimisation, transparency, and cybersecurity. Participation in policy discussions and industry forums allows organisations to influence evolving regulations on AI, biometrics, and algorithmic decision-making, supporting innovation while protecting guest rights (Zwitter, 2020).
Economic considerations strongly influence how hotels invest in personalised services. Tailored offerings, including customised rooms, wellness programs, and personalised dining experiences, are associated with higher guest satisfaction, loyalty, and willingness to pay premium prices, boosting revenue and competitive advantage (PricewaterhouseCoopers, 2022) (Lemon, 2016). However, implementing technologies such as AI, CRM systems, and mobile platforms requires significant upfront and ongoing expenditure (Huang, 2021). Smaller or independent hotels may face budget constraints, necessitating scalable adoption strategies and cost-benefit analysis to prioritise high-impact initiatives. Economic downturns can also pressure hotels to defer investments, although maintaining some degree of personalisation during crises helps retain loyalty and accelerates post-crisis recovery (Kimes, 2018).
Social trends shape expectations for personalised experiences. Modern travellers seek authenticity, cultural sensitivity, and meaningful engagement aligned with their identities and values (Kotler, 2017) (Cooper, 2023). Personalisation enables hotels to respond to lifestyle preferences, dietary needs, and wellness goals, increasing emotional engagement and brand loyalty. Poorly executed personalisation—such as superficial recognition or intrusive data use—can undermine guest trust (Lurie, 2009). Social expectations around diversity and inclusion also demand that data models avoid bias or stereotyping, ensuring fairness across all interactions (Friedman, 1996).
Technology is central to delivering personalised hospitality. AI, IoT devices, smart rooms, and advanced CRM platforms allow hotels to capture guest data in real time, anticipate preferences, and automate tailored services (Ivanov, 2020) (Rust, 2014).
Predictive analytics can forecast guest needs, creating seamless and intuitive experiences. Yet over-reliance on automation may reduce human warmth and relational engagement. Risks such as cybersecurity vulnerabilities, system failures, and rapid obsolescence require robust IT infrastructures, continuous training, and agile innovation planning.
Environmental sustainability increasingly intersects with personalisation strategies. Smart room systems, customised housekeeping schedules, and tailored dining options reduce energy and food waste (Socaci, 2020) (Danzer, 2025) (Alexander, 2025).Eco-conscious guests respond positively to sustainable personalisation, reinforcing loyalty while improving operational efficiency and environmental impact.
Personalisation strengthens differentiation, loyalty, revenue potential, and operational efficiency. However, inconsistent staff capability, incomplete or inaccurate data, and cross-cultural variability can reduce effectiveness. Ethical concerns around privacy and algorithmic bias persist. Addressing these requires ongoing staff development, performance monitoring, and alignment of technology investments with human resource strategies. When integrated thoughtfully, experience-led and personalised hospitality offers a sustainable competitive advantage that balances innovation, social responsibility, and operational effectiveness.
Inconclusion, Experience-led and personalised hospitality is transforming hotel operations by integrating technology, human interaction, and ethical governance to create meaningful guest experiences and Hotels seems to prioritise innovation in service design, empower employees to deliver tailored experiences enhancing satisfaction, loyalty, and long-term value. Also, by adopting adaptive, inclusive, and ethically responsible personalisation strategies to anticipate evolving customer needs, strengthen emotional engagement, optimise performance, and maintain a sustainable competitive position in an increasingly complex global market.
Based on the findings of this study, several strategic recommendations are proposed to guide the future implementation of personalization within the hotel and hospitality industry. These recommendations emphasise the integration of technology with human service delivery, ethical data practices, scalability, sustainability, and cultural sensitivity.
Hotels should adopt a hybrid personalization model that combines advanced digital technologies with meaningful human interaction. This approach involves leveraging AI-driven guest profiling, predictive analytics, and automated service platforms while maintaining human engagement through skilled frontline staff. Employees should be encouraged to use digital insights to anticipate guest needs while retaining flexibility for intuitive, personalized responses. Balancing operational efficiency with authentic interaction is essential to ensure guests feel valued beyond algorithmic suggestions. To support this model, hotels should implement comprehensive training programs emphasizing emotional intelligence, cultural sensitivity, and personalized engagement skills alongside technology proficiency.
Hotels should ensure transparency regarding data collection, storage, and usage by clearly communicating practices to guests, develop regular auditing and compliance protocols aligned with global privacy regulations, such as the General Data Protection Regulation (GDPR) and develop scalable personalization solutions which includes implementing modular customer relationship management (CRM) and analytics systems that can expand with the organization. Priority should be given to solutions that are accessible to small and independent hotels to level the competitive landscape. Cloud-based platforms can be utilized to streamline data management, guest segmentation, and targeted promotions. Furthermore, integrating personalization systems across multiple properties can enable seamless cross-location guest experiences.
Personalisation strategies should also align with sustainability objectives. Guest preference data can be used to optimize energy usage, adjust room settings, and reduce waste in housekeeping and dining services. Hotels should source local and eco-friendly products, minimize single-use plastics, and promote environmentally responsible experiences. Communicating sustainability initiatives as part of the personalized guest experience can enhance brand perception and increase guest engagement.
Effective personalisation requires continuous evaluation and improvement. Hotels should capture emotional and experiential outcomes through post-stay surveys, real-time feedback tools, and social media listening. Analytics dashboards can be implemented to monitor trends, identify service gaps, and inform hyper-personalized offerings. Establishing continuous improvement loops ensures that insights derived from feedback shape both technology-driven solutions and human-delivered service adjustments.
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