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[bookmark: _Toc199194245]Abstract
In a world that uncertain situation may arise at any point the hospitality industry must adapt to the challenges as is becoming more introverted and health-conscious, especially after the COVID-19 pandemic, the hospitality business can change to meet the needs of its customers. As people become more introverted, worry about their mental health, and distant work and digital communication become more common, the traditional emphasis on social connection and shared experiences is being challenged. This study looks at how hotels may stay relevant by offering low-contact, wellness-focused, and highly personalised services. It does this by employing a qualitative thematic analysis of recent academic and industry literature. A PEST study shows the main political, economic, social, and technological factors that are causing the change. These include the increased need for experiences that are good for those who want to be alone, ethical branding, and tech-enabled convenience. Case studies indicate that hotels are coming up with new ways to design their spaces, use AI, and offer wellness services that are perfect for solo and introverted customers. However, there is still a chance that too much automation could happen and that regular guests would be left out. The study ends with strategic suggestions for hotel operations that will last into the future and make guests happier in a more introspective consumer landscape. These suggestions centre on experiences that are good for lone travellers, true sustainability, and psychographic personalisation.
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[bookmark: _Toc199194247]Introduction 
The hospitality sector has relied on social connection, customised service, and shared experiences to get and keep customers for a long time (Morrison, 2022). Borkowska and Laurence (2020) talked about how people are acting differently following the covid 19 shutdown. People are getting more isolated and less interested in traditional social activities. There are many things that are causing this change, such as more mental health problems, the acceptance of remote work, and the widespread use of digital technologies (Holt‐Lunstad, 2024). People are spending more time alone, talking to each other online instead of in person, and staying away from places where they have to interact with other people (Plumridge, 2020). Because of this, more and more people don't like the social components of hospitality that used to be popular, such eating together, going on group tours, and using common areas. This tendency is a tough problem for an industry that relies on people interacting with each other (Lane, 2020). But it also gives hotels a chance to come up with new ideas. They need to rethink how they treat guests by using designs that protect their privacy, services that don't require contact, and wellness-focused offerings, which we've seen happening in the previous few years (Hao et al., 2022). Not only is it important to recognise and respond to this change in society for short-term adaptation, but it is also necessary for long-term resilience. The hospitality industry may adjust its plans to stay relevant in a society that is becoming more introverted by learning how introverted customers are changing what people want (Hatipoglu & Koc, 2023).

[bookmark: _Toc199194248]The increase of the Introverted Consumer 
According to Schmidt et al. (2023), people who reported becoming introverted and withdrawing from social situations after the epidemic. There are many reasons, but mental health issues, changes in lifestyle because of working from home, and a greater reliance on technology are the main ones (Jones & Patel, 2021; Nguyen & Walker, 2023). These things affect how people travel, eat, and use their free time. People are choosing experiences that limit forced contacts because they value privacy, safety, and freedom (Bianchi & Phillips, 2022). However, Closson, McVarnock, and Cook (2022) talk about a study that looked at how several kinds of social withdrawal—shyness, avoidance, and unsociability—affect the health of young adults between the ages of 18 and 25. Researchers used self-reported data from 813 Canadian university students to find that those who are unsociable—those who prefer to be alone and don't fear or detest others—reported better levels of happiness, life satisfaction, social support, and self-worth than people who are shy or avoidant. It's interesting that their well-being was similar to that of people who are friendly. People frequently think that being antisocial is bad for you, but this study reveals that not being social may not be bad for your health and may even be good for you in your early twenties.

[bookmark: _Toc199194249]Customers Mental Health and Hospitality 
The World Health Organisation (WHO, 2022) has said that there is a global mental health crisis, with depression and anxiety disorders rising by more than 25% during the pandemic. 
The study by Kupcova et al. (2023) looked at how the COVID-19 pandemic affected the mental health of the Slovak people over time. The Zung Self-Rating Scales were used to look at symptoms of anxiety and sadness in 205 people who filled out an anonymous online questionnaire. The results showed that anxiety levels went up a lot, especially for women and people under 30. However, sadness levels stayed about the same. It's interesting that people with more education said they were less mentally well than people with less education. This goes against the idea that education protects against mental anguish. 9.3% of participants said they had thoughts about death, which is in line with global trends of more psychological distress during the epidemic, even though suicidal ideation was not specifically examined.
The results are in line with what is happening around the world: the World Health Organisation says that anxiety and depression have risen by 25% since the pandemic began. Mental health was greatly affected by social isolation, unemployment, ignorance, and uncertainty, especially among young people and other vulnerable groups. Even while things were getting better by mid-2022, many people still had psychological problems. The study shows that even while things may seem to be getting back to normal, the emotional and mental effects of the epidemic are still there, especially for younger, more educated people. This shows that mental health assistance and policy attention are still needed. 

These worries affect not just how many people travel, but also what guests expect (D'Acunto, Volo, and Filieri, 2021). People now want places that are calm, flexible, and helpful. More and more hotels are adding wellness features like meditation pods, quiet areas, and mental wellness packages. 
More research demonstrate Economic pressures, new technologies, and changing social norms are all changing how people shop in 2025. People are becoming more self-reliant, with a significant focus on their health, being financially independent, and being environmentally friendly. Younger people want brands to be real, honest, and ethical. Older people, on the other hand, are spending more on experiences, especially travel and wellness. Demand for personalised, omnichannel experiences has grown, and AI and VR have made customers more interested, but privacy concerns are still strong (Weisman-Pitts, 2025). 
Sustainability is a big reason why people stay loyal to a company; they like companies that care about the environment (Frame et al., 2022). Mobile commerce, social shopping, and services are still growing, especially among young people who are good with technology. These young people also care about their mental health and mindfulness, which is driving growth in wellness markets and digital detox services (Weisman-Pitts, 2025). 
The development of local product demand and circular economy practices shows that people want convenience, community support, and less waste. Companies need to focus on real stories, inclusive branding, and open data use as brand loyalty falls (Agu Iyelolu, Idemudia, and Tochukwu Ignatius Ijomah, 2024). In the future, hyper-personalization, eco-innovation, and ethical value chains will be what sets companies apart. Companies who put these things first will do well in a market that is changing quickly (Weisman-Pitts, 2025).

[bookmark: _Toc199194250]Technology as Both a Cause and Solution
People may now connect without being in the same place because to advanced technology, which has made social travel less necessary. But the same technology also lets hotels offer personalised, seamless, and frictionless services (Van Nuenen and Scarles, 2021). Mobile check-ins, AI concierges, smart-room controls, and VR-based hotel tours are becoming more popular (Dasgupta and Jamader, 2024). These new features assist introverted guests feel more in control and less stressed when dealing with typical service encounters (Sahota, 2024).

[bookmark: _Toc199194251]Customer Expectations and Behavioural Shifts
Recently, travellers have preferred digital interactions over face-to-face service. Solo travellers also favour hotel amenities that provide for personal space and quietness. This has switched the focus from social contact to individual comfort and freedom (Dabo, 2024). Literature says that personalisation should now be based on more than just demographics. It should also be based on psychological profiles and lifestyle choices (Ahmet Elnur and Hakkı Akgün, 2024).

[bookmark: _Toc199194252]Methodology
The research used a qualitative strategy, using secondary data (Cheong et al., 2025), (Lim, 2024), such as academic publications, industry white papers, and market research reports from the last five years after studies and secondary research on the subject. We used thematic analysis (Qaissi, 2024) to find common themes in writing about introversion, mental health, technology, and hospitality. We chose the PEST framework for the impact analysis since it looks at Political, Economic, Social, and Technological issues in a complete way. Also, some case studies of hotel chains that have used tactics to help introverted customers were looked at to give the research some real-world perspective.

[bookmark: _Toc199194253]Theme Impact Analysis (PEST Analysis) Political 
More and more, governments are seeing mental health as a public health issue. For example, some countries require wellness support in industries that deal with the public. Because of this, hotels are encouraged or mandated to make sure that their environs don't make people more anxious or stressed, especially in places where tourism is supported or regulated by the government (Public Health England, 2018).

[bookmark: _Toc199194254]Economic 
People are spending less money since the economy is going down. Guests today want more value for their money and prefer self-service and automation that cut down on service fees. Hotels need to find a balance between being cost-effective and personalised. Also, addressing introverted travellers offers up specialised markets, such remote workers and digital nomads who want to stay longer and in quieter places (Pieters, Rogers, and Waelter, 2022).

[bookmark: _Toc199194255]Social 
Changing social conventions are changing the reasons people travel. People are choosing less congested, more contemplative experiences, such "slow travel," alone retreats, and digital detox vacations (Klarin et al., 2023). Hotels that have reading lounges, private dining areas, and health experiences that can be tailored to each guest's needs are more in line with these changing societal trends (Pavia, Floričić & Mrnjavac, 2022).

[bookmark: _Toc199194256]Technological 
Tech-enabled personalisation is crucial. AI-powered recommendation systems, voice assistants in rooms, and mood-based lighting are all examples of tools that cut down on human involvement without lowering service quality (Limna, 2023). For example, Hilton has made smartphone apps that let guests control room features, ask for extra services, and even get local guides without having to talk to personnel (Escobar, 2017).

[bookmark: _Toc199194257]Industry Responses 
To meet the expectations of customers, many hotels are changing the way they build their spaces and offer services (Graber, 2025). The Zoku hotel in Amsterdam (ZOKU, 2025) has hybrid home-office rooms that are perfect for introverts. Japanese capsule hotels are perfect for people who want to be alone but don't want to give up on facilities (Organisation Japan National Tourism, 2025). However, the effects are different for different people. For some, automation makes things more comfortable, while for others, it makes things less pleasant (Yan and Jia, 2022). The problem is still to find the proper balance.

[bookmark: _Toc199194258]Limitations:
• There is a chance that relying too much on technology will make guests feel isolated (Williams, 2023). 
• Guests who still like conventional hospitality may feel left out (Shang and Pan, 2024).
• Not very welcoming to guests who need help from other people or aren't comfortable with technology (Das, 2023).

[bookmark: _Toc199194259]Conclusion 
In conclusion, the hotel business needs to completely rethink how it serves customers because of the rise of introversion, mental health issues, and rapid technology progress. People used to be drawn to social engagement and shared experiences, but now they prefer seclusion, independence, and emotionally supportive situations. The change in consumer behaviour after the pandemic, especially among younger, more educated groups, shows that there is a growing need for mental health, ethical brand practices, and personalised, low-contact experiences. PEST analysis shows that political priorities, economic instability, social isolation, and technology progress are all changing what guests expect. Hotels that are ahead of the curve are already delivering wellness-focused services, tech-enabled convenience, and redesigned places that let people be alone without losing service. But there are still problems with too much automation, which could take away from the human side of hospitality, and some guests may still want the warmth of a conventional relationship.

[bookmark: _Toc199194260]Recommendation
Hotels need to make a strategic action plan that focusses on personalisation, inclusion, and sustainable practices in order to keep up with changing customer preferences, especially among introverted and single travellers. 

1. Create experiences that are good for solo travellers. 


Redesign dining areas to have private booths or separate sections that let people feel more comfortable and less pressured to socialise. 

Create self-guided local tour packages that include health walks, local culture, and culinary trails. You may use mobile applications or printed guides that are tailored for people who want to explore on their own. 

Provide spa and wellness services for one person, such aromatherapy, massages, or meditation sessions, with an emphasis on being alone and relaxing. 

Set up community places like quiet lounges, co-working spaces, or libraries where guests may be around other people without having to talk to them. To respect people's personal space, these areas should be explicitly signposted as low-interaction zones. 

2. Accept being real and being able to last. Action Plan: 

Use signs, digital platforms, and staff training to clearly explain health rules, sustainability efforts, and how to get things in an ethical way. 

In marketing materials and in-room directories, make sure to mention local collaborations, including with local farmers, artists, or eco-friendly suppliers. 

Add eco-friendly features like refillable toiletry dispensers, lighting that uses less energy, and optional programs for reusing linens. 

3. Personalise More Than Just Demographics Action Plan: 

You can gather psychographic information by giving guests the chance to fill out surveys before they arrive. These surveys can ask about their social preferences, wellness interests, and sensory sensitivity. 

Use visitor profiles in your CRM system to customise the amenities in each room (such noise level, smells, and lighting) and suggest activities. 

Use hotel apps or room tablets to provide dynamic content, including "low-interaction" activity lists or mindfulness content, that is tailored to each guest's degree of comfort. 

Hotels may improve visitor pleasure, build loyalty among single and introverted travellers, and protect their brand for the future by proactively implementing these measures.
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