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Abstract
The introduction chapter has initiated the research study with a proper background and context of AI applications and its performance in service quality development across hotels. It has figured out the major challenges or issues such as lack of guest retention and labour shortage, which are placed as the areas of applying AI. A set of research aim, objectives and questions has been prepared. Lastly, a methodological overview has been provided, highlighting the approach of primary quantitative data collection for this research.
The literature review section efficiently analysed the opportunities and challenges for the implementation of the artificial intelligence in the context of the hotel industry. The current study has conducted the detailed study of the implementation strategy of the artificial intelligence in the hotel service sector. 
The methodology section of the current research has developed on the basis of the positivism philosophy, quantitative strategy and exploratory research design. More precisely, the undertaken research is all about the exploration of artificial intelligence across the hotel industry of the United Kingdom for enhancing the service quality of the guest experience. Contextually, the inductive research approach has been utilised in the methodology section for investigating the potential impact of artificial intelligence in the context of the hotel industry of the UK. The enhancement of the service quality of the hotel industry has significantly identified by utilising the positivism philosophy, quantitative strategy, inductive approach and exploratory research design.
This research has identified that AI applications can increase the quality of hotel industry development. Fifteen research questions have been framed to evaluate the results by acquiring responses through the survey. This research has also enlightened that the major challenges or issues such as lack of guest retention and labour shortage can be mitigated by the implication of AI. Additionally, the research specified that AI can increase the customer service quality through automated activities.
In line with the outcomes of this discussion section, hotel companies' ability to construct and expand their current AI capabilities in response to increased revenues adds considerably to the growth of customer loyalty. Loyalty is also an important aspect in allowing a company to develop and expand its market share in order to enhance its existing financial health in a systematic manner. As a result, client loyalty is a vital component that hotel companies may achieve by leveraging the AI platform. These must all be identified prior to their use in the system, and more experimentation and testing are required to overcome the challenges and get better outcomes.
Supporting data and articles helps to develop the AI capabilities in the hotel industry.Apart from this, the research also highlighted the overall research and establish a relation between the identified objective and suggested recommendations.
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[bookmark: _Toc169085130]Chapter 1: Introduction
[bookmark: _Toc169085131]1.1 Background of the study
Hotel business operations under the hospitality industry majorly contribute to the economy by keeping the flow of tourism activities and employing its human resources. The hospitality industry contributes majorly to the country's economy by employing its human resources along with generating new employment. In 2020-21, the revenue of the global hotel industry slipped down to $143.9 billion due to the pandemic, which has increased immensely to over $410 billion in 2023-24 (Statista, 2024). Eventually it is projected that the worldwide sector revenue would hike up to $446.5 billion, by the end of the current financial year (Statista (2024)). Therefore, the market demand enhances the hotel industry growth and increases the customer retention.  
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Figure 1.1: Revenue growth of global hotel business operations
(Source: Statista, 2024)  
The hotel industry and its growth depend on the quality of services and convenience provided to customers or guests. The quality guest experience and value creation enhance the hotel business to attract more customers and that is essential for their revenue generation and periodical profit margin. Hence, it is evident that hotel operations are rightly called one of the most important service sectors for the economic growth of a country (Jawabreh, 2020). For instance, in the United States, the hotel industry contributes to the economy by actively supporting around $395 billion in overall salaries or wages and other compensation (AHLA, 2024). The sector contributes to more than 8.3 million of employment in the country. Enhanced service quality and value-for-money guest experiences, in the hotel industry, have been possible with the emergence of Artificial Intelligence (AI). With AI, hotel operations are now able to give quality personalised experiences to their customers. As stated by Limna (2023), AI is being used to generate service innovation for the delivery of customised services with AI-powered technologies, smart services and robotics. Hotel operations use AI-based technologies to support human intelligence and advanced physical capabilities.
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Figure 1.2: Areas of using AI in hotel services
(Source: Infosys, 2024) 
Figure 1.2 shows the operational areas where AI is being significantly used to ensure improved hotel services for the customers. For instance, AI is applied as an ‘Intelligent Virtual Assistant’ for sensitive personalised services, back-office automation, operations management, staff assistance at hotels and lodging services (Infosys, 2024). With a rise in the number of travellers, it has become essential for hotel service providers to differentiate their operations with advanced technological facilities. The complicated procedure of realising different preferences from multiple customers has become advanced with monitoring of guest data through AI optimisation. Machine Learning or ML is probably the most appreciated AI tool for learning and performing on the basis of guest experiences and improving operational efficiency with value-added services (Infosys, 2024). On the other hand, another valuable AI tool is Chatbot that helps hotel operations generate information about the guests, their schedules, service status, room availability and payment modes.
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Figure 1.3: Share of respondents upon AI application in hotel operations
(Source: Statista, 2024)
The internal operations like energy management, Blockchain technology and door-to-door luggage processing by AI helps to create a high-rising advanced innovation. A Statista report reveals that across the global hotel chains AI ranked as an area of most-acknowledged innovation with around 86% of respondents’ review (Statista, 2024). It is because AI has eased down a large amount of pressure on human beings, in terms of giving multiple services at a time. For instance, AI and robotics have come up with digital connectivity in improving operations procedures and reducing costs for hotels. Apart from that, AI applications in point-of-sales systems may decrease the chances of employee theft of food in hotels and restaurants, ensuring quality food services to the guests (Limna, 2023). Besides, AI applications can perform as a friendly guide of the guests in hotels such as handling room accessories with AI facilities. Therefore, it is evident that the emergence  of AI applications proves to be beneficial and convenient for hotel operations in providing quality services and guest experiences.
[bookmark: _Toc169085132]1.2 Problem statement
Lack of customer or guest retention has been one of the major concerns for hotel service operations with manual or un advanced technological solutions. The shortage of labour and fluctuating customer demands are the reasons due to which hotels have struggled to keep their guest retention level standard. The market size of the UK hotel industry reached by 74% in the year of 2024 that have mitigate the 33% lack on the4 previous year (Statista, 2024). The use of AI might be well-connected with the solutions of all these concerns raised.
[bookmark: _Toc169085133]1.3 Rationale
The labour shortage is one of the greatest concerns of the hotel industrial growth due to the low wage and high turnovers that affecting the service quality. The 25% overall labour shortage have been shown based on the present hospitality market (Bbc, 2024). There have been several reasons why the concerned issue has been raised over the years. For instance, in the UK hotel operations, Brexit has posed an adverse impact on the availability of workers from the EU region (Dabo, 2023). As a matter of fact, hiring employees for essential roles including housekeeping, room service, front desk operations, and food delivery services became increasingly difficult (Spektor et al. 2023). As per the report, during the post-pandemic era, around 87% of the US hotel operations are having staff shortage in their different operational areas (McKinsey & Company, 2023). AI in the hospitality industry can help in streamlining operations and enabling efficient and seamless experience for both guests and the stuffs. As stated by Morosan et al. (2022), several hotel operations might have decided to apply AI tools and technologies to overcome the challenge of labour shortage. Therefore, AI implication helps the hotel industry to mitigate the issues related to the housekeeping, room cleaning, information-sharing about room availability and so on.  
[image: ]
Figure 1.4: Lack of guest retention in hotels with poor percentage of reporting
(Source: Hertzfeld, 2019)
AI implication can mitigate the issues related to the hospitality industry such as the poor customer service and guest retention. As stated by Javaid  et al. (2022), by automating routine tasks and optimizing the resource allocation AI helps to improve efficiency, reduce costs, and enhance productivity. As per the report, only 25% of guests viewed that they would like to report to higher authorities about the issues faced during their stay (Hertzfeld, 2019). It means that there is a high possibility of such guests who are not willing to visit the hotel anymore without reporting their services. Therefore, it must have become too difficult for hotel operations to measure the rebooking decisions or activities of their guests. However, the use of AI applications has become obvious for hotel operations to deal with the lack of guest retention without having any information.  
[bookmark: _Toc169085134]1.4 Aim of the study
The aim of this study is to explore the use of AI in the hotel industry and analysing its various experiences based on the technology implication. Over 20.36% expected market growth can be faced for the AI implication in the hotel market industry (Statista, 2024). Therefore, this study focuses on the technology implication impacts over the hospitality market.  
[bookmark: _Toc169085135]1.5 Study objectives
The objectives of this research study are mentioned below:
· To explore and understand the areas and extent of utilising AI technologies in the hotel industry
· To critically evaluate the various effects of AI implementation on increasing service quality in hotel operations
· To analyse experiences and perceptions of guests upon AI-integrated technologies and its proper use in hotel services
· To obtain opportunities and challenges in implementing AI technologies in hotel service operations
[bookmark: _Toc169085136]1.6 Research questions
According to the set objectives, a few research questions are also prepared, which are as follows:
1. What are the needs of utilising AI and how is it being implemented in the hotel industry?
2. What are the effects posed by AI implementation in managing and developing service quality in hotel operations?
3. How do AI-integrated technologies assist hotel service managers find out the experience and perception of guests regarding hotel services?
4. What opportunities and challenges have been faced by hotel operations in implementing AI-integrated technologies for customer services? 
[bookmark: _Toc169085137]1.7 Methodological overview and Limitations
The research study has been developed with the of primary data collection. Especially, the primary quantitative data is considered in this research, which has been performed by conducting a survey. For the survey process, 30 participants have been chosen from the pool of research population, with the random non-probability sampling method. During the online survey, the hotel customers are considered as the participants to understand their views upon their staying experience at hotels and significance of AI. 
A major limitation of this research is the lack of secondary data and theme-based data analysis, through using resource database such as Google Scholar with the application of books, peer-reviewed journals and articles. The secondary data with in-depth investigation and statistical information could have added relevant facts about AI implication and improved service quality. 
[bookmark: _Toc169085138]1.8 Structure of the dissertation
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Figure 1.5: Structure of the dissertation
(Source: Self-created)
[bookmark: _Toc169085139]1.9 Summary
The introductory chapter of this research summarises that service quality is mandatory for the growth of hotel service operations, which is now being ensured by AI applications. AI is now being used by hotel operations to bring higher operational efficiency, information management about guest experiences and digital connectivity with customers. The chapter has also outlined that AI-based technologies have been used to solve concerns like labour shortages, fluctuating customer demand and poor guest retention at hotels. Thus, quantitative data collection is performed with primary data, through the online survey process, to fulfil the aim of exploring AI implication and its impacts on hotels’ service quality.

[bookmark: _Toc169085140]Chapter 2: Literature review
[bookmark: _Toc169085141]2.1 Introduction
The aspect of utilising Artificial Intelligence in the hotel industry and their consequences  will be analysed in this chapter. Furthermore, the experiences and perspectives of tourists on AI-integrated technologies will be examined throughout the hotel business. Likewise, opportunities and challenges will be assessed based on hotel service operations. This part will also contain a literature review to identify any gaps in this study that will be studied further in the future.
[bookmark: _Toc169085142]2.2 Conceptual Framework
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Figure 2.1: Conceptual Framework
(Source: Self-made)
This conceptual framework addressed various Artificial Intelligence (AI) implementations as well as recognising the challenges raised. Furthermore, the experiences and viewpoints of travellers on AI-integrated technology have been investigated across the hotel industry. Furthermore, the potential and challenges were analysed through hotel service operations to get potentia outcomes in each of the themes.
[bookmark: _Toc169085143]2.3 Exploring the areas and extent of utilising AI technologies in the hotel industry
AI technology may help enhance customer experience, pricing strategy, and demand analysis for hotel services. The UK government's commitment to develop a legislative framework opens up significant opportunities for using AI in hotel operations. The application of artificial intelligence in the UK hotel industry entails investigating technological variables, establishing goals, and identifying potential partners. The hotel industry today makes use of integrating technology such as artificial intelligence and “robot-powered apps and services”. On this point, Nam et al. (2021) stated that It is critical to examine the adoption of technical models which explain how new technologies are accepted in order to understand the factors influencing the implementation of artificial intelligence in the hotel industry. An analysis of these models may provide an analytical tool for better understanding the factors influencing AI adoption. This section highlights technology adoption paradigms and uses the  “Technology-OrganizationEnvironment (TOE)” model to discuss the adoption of AI in the hospitality sector. In keeping with this, Huang et al. (2021) said that the hotel rooms have a whole wall of a map of London. Guests may access information inside each area, including online evaluations of pubs and restaurants. “VR experiences” immerse users in a booking environment using a headset. Guests go through the booking procedure. Explore the world by seeing a map, visiting specific locations, and making choices. When picking rental automobiles, multiple vehicle levels and rates are displayed. Hence, consumers test each car in an immersive environment prior to making a final decision-making. In this similar context, Rosete et al. (2020) highlighted that in order to utilise the service robots, even though there has been limited research on this topic, particularly in the forefront hospitality sectors. Practitioners who are well-versed in AI have identified recent advances. AI and related technologies should be studied further in sectors like business finance and the hotel industry. In the aspect of COVID-19 pandemic, Gaur et al. (2021) opined that “Protection Motivation Theory (PMT)”, fear triggers the cognitive regulating process, resulting in protective motivation. Hotel guests may be concerned about the severity, susceptibility, reaction efficiency, and self-efficacy during a global epidemic, prompting them to use technology such as AI and robotics to defend themselves. Fear motivates people to use tactics that reduce the need for human interaction. Touchless alternatives such as fingerprint and facial identification, as well as contactless data entry, may assist with avoiding virus transmission. In such a context, Buhalis and Moldavska (2021) opined that hotels are trying out innovative technologies and digital approaches, ranging from AI-powered robots to “IoT. AI, robotics”, and related technologies are widely used. “Voice Assistants (VAs)” are AI gadgets that respond to spoken commands. They use computer interfaces to demonstrate intelligence and emulate human conduct. “Virtual assistants (VAs)” face challenges such as inadequate awareness, customer displeasure, and antagonism from hotel customers and personnel. Virtual assistants are becoming more integrated into the management of hotels and guest rooms. VAs are emerging as AI and IoT-enabled innovations for hotels. VAs use voice recognition to provide services. Voice-activated virtual assistants allow for more natural interaction between humans and machines compared to standard touchscreens and remote controllers. AI-powered speech recognition allows virtual assistants to create coherent responses from human speaking inputs. Conversational artificial intelligence often includes “Automatic speech recognition (ASR)”, “Natural language processing (NLP)”, and “Text-to-speech (TTS)”. In this regard, Doborjeh et al. (2021) also asserted that various “ANN models, including MLP, Radial Basis Function (RBF), Back Propagation (BP), Genetic Algorithm (GA), Generalised Regression Neural Network (GRNN), Elman Neural Network (Elman NN), Neural Network Autoregressive NNAR, and denoised neural networks”, have been widely employed in tourism study to identify how this utilisation employed in the aspect of quality of the guests in tourism industry. Furthermore, ANN algorithms have mostly been used to anticipate tourist and hospitality demand, such as travel, hotels, and transportation, as well as customer values and satisfaction. For instance, the BP algorithm for anticipating visitor arrivals. The findings produced not only had greater accuracy in forecasting than previous ML approaches, but also demonstrated remarkable model adaption. A mixed neural network model for predicting pleasure throughout the travelling experience.
[bookmark: _Toc169085144]2.4 Effects of AI implementation on increasing service quality in hotel operations
Improved communication between hotel managers and consumers
The flow of communication between the managers of hotels and consumers has been greatly improved through the active usage of AI. Hotel managers have started to use AI to conduct an automated sentiment analysis of the online feedback provided by the consumers to determine the current popularity of the hotels (Mukherjee et al. 2023). As a result, hotel managers are able to quickly determine the extent of specification that is received by the guest of a hotel based on the provided services. On the other hand, knowledge about major problems and criticisms of the guests are an important factor for enabling hotel managers to improve market credibility (Nguyen et al. 2023). The application of AI enables managers to effectively highlight concerns and issues faced by the guests in the hotel that led to a negative experience. Hence, the key effects produced by AI implementation involve accurate consumer feedback analysis and identification of the problems faced by guests adequately.
[image: ]
Figure 2.2: Effects of AI implementation in hotel operations
(Source: Created by author)
Enhanced management of supply chain
A significant degree of improvement in the supply chain management process is an evident effect caused by AI in the hotel industry. AI helps in streamlining a wide variety of supply chain operations such as inventory management, supplier contracts and logistics (Kumari et al. 2024). Therefore, hotel managers can effectively track and monitor inventory such as towels, bed sheets, soaps, perfumes and cutlery through adequate usage of the AI platform. Point-to-point tracking of logistics for essential hotel equipment and contracts with suppliers such as travel agents and transport operators are also automatically managed through AI. On the contrary, AI is more beneficial for reduction of costs in the hotel supply chain by providing accurate forecasts about supplier price fluctuations and highlighting bulk discounts on products (Mohammad and Mahjabeen, 2023). Therefore, the supply chain of hotels is able to demonstrate optimal efficiency due to proper implementation of AI in a comprehensive manner.  
Greater market competitiveness due to extensive insights
Hotels are able to build a high level of competitiveness in the market through AI due to the variability of ready market insights about the current trends at the industry level. According to Prabhu and Aithal (2023), AI provides information about the current requirements of the consumers from the hotels and the tactics applied by the competitors to attract a greater number of consumers. Hotel companies are able to accurately predict the strategies and business tactics of the competitors and modify their own strategies for capitalise on revenues. Companies are also required to identify its current performance levels in the market to develop thorough understanding about its current competitive capabilities (Sutrisno et al. 2023). AI has enabled hotel companies to quickly determine its performance stats through automated performance analysis based on suitable KPIs. Therefore, AI has produced an influential effect on the competitive performance of the hotel companies by providing elaborate market heights and performance evaluation  
[bookmark: _Toc169085145]2.5 Perceptions of guests upon the use AI-integrated technologies in hotel services
Higher satisfaction among the consumers
One of the main perceptions experienced by the guest due to AI-embed hotel services is greater satisfaction for interests and desires. Hotel guests expect timely provision of room service and an easy food ordering system based on recommendations by the chef (Spektor et al. 2023). AI provides automated food recommendations for the guests based on personal preferences and automatically detects the requirement for room service for the guests. Hotel managers are also provided with automatic updates about the delivery time for room services and food deliveries to each individual room in the hotel through AI (Cheong and Law, 2023). Therefore, guests experience a significant degree of satisfaction due to the timeliness of services and innovative food ordering based on AI usage. On the other hand, consumers also receive greater degree of personal satisfaction due to the ability to afford services from a technologically advanced hotel due to AI usage. Henceforth, increasing the level of satisfaction among the guests is highly advantageous for the growth prospects of the hotel company in the market environment.    
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Figure 2.3: Perceptions of guests upon the use AI in the hotel industry
(Source: Created by author)
Positive feedback for greater market popularity 
The ability of a hotel company to provide AI-integrated services to the consumers considerably increases the propensity of the guests to write positive reviews online. Guests often create vlogs and tour videos in order to highlight the innovative aspects and attractive features of a hotel to the audience (Yapici and Büyükkaragöz, 2023). As a result, hotels with AI-based services are able to encourage the guests to develop vlogs that help in portraying positive images of the hotels to other consumers in the global environment. On the contrary, direct hotel recommendations from the hotel guests serves as the most effective means for a hotel company to diversify its reach among the consumers (Jolene, 2023). The capability demonstrated by hotel owners to deliver optimal AI-oriented services in catering and room services to the consumers significantly contributes towards propagating positive feedback. The presence of a positive impression among a larger section of consumers in the market is important as it allows a hotel company to improve its competitive position against rivals (Aripin et al. 2023). Therefore, the viability of advanced AI-oriented services in a hotel company effectively enables the company to build positive perceptions among the consumers for enhancing its market popularity.      
Greater loyalty towards the hotel company
High efficiency in the delivery of hotel services based on the AI platform is also responsible for increasing the attraction of the guest towards that particular hotel in the market. As per Abbas et al. (2023), consumer loyalty is an essential factor that enables a company to receive a high number of new consumers for increasing its revenue margins. The ability of hotel companies to attract a larger number of consumers through its AI-based services significantly contributes towards the development of consumer loyalty. Higher level of loyalty of the consumers towards a hotel company also provides constant flow of revenues to the company, leading to greater resources for AI investment. A company is required to constantly invest resources towards adopting new technologies such that it can satisfy the changing needs of the consumers (Raji et al. 2024). As a result, the ability of the hotel companies to build and improve its current AI capabilities based on increased revenues considerably leads to the development of consumer loyalty. Loyalty also serves as an important element that enables a company to grow and expand its market share to improve its existing financial strength in an elaborate manner (Rane et al. 2023). Hence, loyalty among the consumers is a quintessential factor that can be achieved by hotel companies by leveraging on the AI platform.  
[bookmark: _Toc169085146]2.6 The opportunities and challenges in implementing AI technologies in hotel service operations
The area of the customer experience, pricing strategy and analysis of the demand across the hotel service can be enhanced by implementing the AI technologies in an efficient manner. The initiation of the UK government for the development of the regulatory framework can be the significant opportunities to implement the AI in the operations of the hotel service. The implementation procedure of the artificial intelligence in the UK’s hotel industry is based on the exploration of the technological aspects, defining the objectives along with identifying the potential partners (Ghesh et al. 2023). The main opportunities for implementing AI in the hotel service are the involvement of the skilled staff and encouraging environment for learning across the UK. The efficiency of the team members and scope for the intensive training and development are the core opportunities to implement the Ai technologies in the hotel service operations.
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Figure 2.4: Opportunities and Challenges to implement AI in hotel service
(Source: Inspired by Ghesh et al. 2023)
The improved investment and collaboration among the stakeholders are essential opportunities for incorporating artificial intelligence across the hotel sector. According to (Limna, 2023) appropriate allocation of the capital and human resource are important to increase the efficiency in the entire implementation procedure of the AI. The development of the appropriate procedure for the inventory management and improvement of the customer service are essential to increase the quality of the tasks for the AI implementation in the services of the hotel sector. Contextually, the management authority of the hotel service industry can utilise the opportunity of the stronger relationship with the stakeholders and availability of the personalised service to install AI.   
The executive board of the hotel service industry can face several critical challenges such as integration of the complexities and growing patterns of the costs in a significant manner. More precisely, the challenges regarding the lack of the skills of the workforce, inconsistent training and adaptation power are the core issues to implement the artificial intelligence within the hotel service (Bulchand-Gidumal, 2022). Concurrently, the management department of the hotel sector can face the issues to determine the appropriate compilation of the data and information and manage the storage along with the data security. The implementation of the AI in the hotel service can face significant problems due to the lack of the infrastructure and poor integration of the existing system of operation.  
The management authority of hotel service operation can face the barrier due to the lack of the transparency and accountability for implementing the artificial intelligence across the service. More precisely, the organisational manager of the UK hotel sector faces the struggles due to the higher level of the initial investment and management of the balance between the service and the human interaction (Huang et al. 2022). The lack of the skills of the workforce for adopting the complex aspects of the implementation can also delay the incorporation procedure of the Ai in the hotel service. The biases of the entire operation can create challenging conditions in the hotel service industry to implement the AI-enabled technology.
[bookmark: _Toc169085147]2.7 Theoretical paradigm
In response to Fayol's theory, management has to prepare and organise every step of the manufacturing procedure. In addition to developing a manufacturing process, Fayol proposed that management has to ensure that all essential resources (raw materials, workers) are available at the proper moment of production (Peek, 2023). According to Fayol's management philosophy, managers have to encourage and guide employee activities. Based on his theory, management has to make sure that employees cooperate cooperatively.
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Figure 2.5: “Henri Faynol’s administrative management theory”
(Source: Peek, 2023)
In the words of Fayol, the final responsibility of management is for the supervisor to analyse and confirm the employees are following management's orders. In this context, AlMulhim (2023) mentioned that “Henri Fayol's administrative management theory” focuses on 14 functions, including job division, authority and duty, unity of command, and direction. Fayol discussed the essential functions of administration, including planning, organising, coordinating, command, and control. In the hotel industry, this concept suggests developing an administrative framework to formalise power division, personnel distribution, as well as power in specific areas of responsibility. This idea is crucial for knowledge administration as it guides organisations in maximising their resources related to knowledge, leading to improved making choices and productivity.  Hence, Execution technology-driven innovation has a favourable impact on knowledge management. Methods for knowledge management help the industry adapt to environmental problems and capitalise on technological advancements for competitive advantage. The use of technology is transforming organisations, both public and commercial, to better meet stakeholder needs. Information technology promotes government capacities and performance. “Artificial Intelligence (AI)” can help the government improve security by using citizen-generated data. E-knowledge management strategies can enhance the country's technological implementation. Hence, the hotel industry's executive board has considerable problems, including integrating complexity and managing rising expenses. The limitations of implementing AI in hotel services include insufficient worker skills, uneven training, and limited adaptability.
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Figure 2.6: Technology Acceptance Model (TAM)
(Source: Researchgate, 2024)
The hotel industry relies heavily on known technology usage and acceptance theories, such as the “Technology Acceptance Model (TAM)” and the Unified Theory of Acceptance and usage of “Technology (UTAUT/UTAUT2)”. Using the newly created “mobile technology acceptance model (MTAM)” as the underlying framework. The present research combines the MTAM plus confidence, the critical mass, plus flow theories. This integrated theoretical paradigm is unique to m-wallet uptake in the hotel industry, according to existing literature. 
TAM aimed to investigate the factors that influence people's willingness to embrace new technologies. This approach is extensively used to assess the desire to embrace novel technologies due to its easy theoretical underpinning. However, this strength is also its greatest vulnerability. TAM modifications have been made to address shortcomings in the initial version. One of these is the MTAM. This approach addresses a key weakness of TAM. TAM factors are mostly defined inside an organization's setting. Incorporating artificial intelligence in hotel service operations might be challenging owing to lack of accountability and openness among management. In the UK hotel business, managers deal with larger initial investments and managing the balance between service and human engagement. Implementing AI in hotel services might be delayed due to a lack of workforce abilities to handle complicated features. Implementing AI technologies in the hotel business might be problematic due to operational biases. Managing the hotel service business has major problems, including integrating complexities and rising expenses. The problems of using artificial intelligence in hotels include a lack of worker skills, uneven training, and limited adaptability. Hotel management departments confront challenges in compiling and storing data, as well as ensuring its security. Implementing AI in hotel services might be challenging owing to limited infrastructure and interaction with existing systems.
[bookmark: _Toc169085148]2.8 Literature gap
The literature gap has been identified as the advancements in AI and customer service robots have contributed to use of AI technology in the hotel business. The hotel and tourist business faced considerable hurdles because of the COVID-19 epidemic, highlighting a severe literature gap in various areas. However, there is limited study on how to re-engage guests with hospitality firms. Additionally, the hotel business lacks effective reaction methods during lean or off periods. Maintaining cleanliness and health is crucial for improving client experiences in hospitality and tourism businesses. During the present crisis, there is a lack of study on the integration of technological advances in hotel operations, including AI and robots. However, theorists with higher self-efficacy in utilising technology are more likely to adopt and embrace new technologies. Self-efficacy is important for both potential technology users and hospitality professionals, as research demonstrates it influences their behaviour. The “theory of self-efficacy” may complement the “MTAM”, which focuses on technological elements, as it addresses individual opinions.
[bookmark: _Toc169085149]2.9 Chapter summary
This chapter discussed different Artificial Intelligence (AI) implementations as well as understanding the issues presented. Furthermore, the experiences and perspectives of tourists on AI-integrated technologies have been studied throughout the hotel business. Furthermore, the potential and difficulties have been assessed using hotel service operations. This section also includes a literature gap to highlight any gaps in this study that should be studied further in the future.

[bookmark: _Toc169085150]Chapter 3: Research methodology
[bookmark: _Toc169085151]3.0 Introduction
Research methodology plays an efficient role to manage the complexity of a research and implement the validity of the entire tasks of the research. The current study is going to evaluate the research philosophy, strategy, design, approach, data collection method and ethical consideration for completing the undertaken research. 
[bookmark: _Toc169085152]3.1 Research Onion
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Figure 1: Research Onion
(Source: Saunders et al. 2015)
[bookmark: _Toc169085153]3.2 Research philosophy
The undertaken research has been completed by utilising the positivism research philosophy in an efficient manner. Positivism research philosophy played a significant role codifying the results by demonstrating the wider situation based on the enhancement of the service quality in the hotel industry. According to Junjie and Yingxin (2022) adoption of the positivism research philosophy plays a supportive role to generate evidence-based research in a significant way. The understanding of the efficiency of the AI technologies is significantly developed by utilising the positivism, research philosophy. Similarly, a critical relationship has developed between the evaluations of the service quality also with the experience by applying the positivism research philosophy.  
The efficient adoption of the positivism research philosophy is efficiently adheres the actual knowledge across the study. The current research based on the understanding of the AI in the hotel industry is efficiently motivated by the consistent utilisation of the positivist research philosophy. The standardised perspective of the positivist philosophy is capable of maintaining consistency in the entire scope of the research and expanding the opportunities for study (Saliya, 2023). The current research efficiently developed a healthy and logical relationship among the utilisation of AI and quality improvement in the hotel industry by using positivism research philosophy.  
[bookmark: _Toc169085154]3.3 Research strategy
The current research has been completed by utilising the quantitative research strategy in a systematic way. The efficient adoption of the quantitative research strategy plays an important role to decrease the error and analyse the gathered data in a significant manner (Taherdoost, 2022). The current study efficiently utilised quantitative research strategy for producing the accurate pattern of the customers of the hotel industry benefited from the AI-enabled services. The current research also developed an effective cause-effect relationship also with the systematic comparisons by applying the qualitative research strategy. The current study also tested the relevancy of the existing theories by using the qualitative research strategy regarding the exploration of the impact of the AI. The undertaken research utilised quantitative research strategy for developing the data-driven decision making as well as measuring the objectives in an accurate manner. 
The current research utilised quantitative strategy for evaluating the available opportunities and challenges of the implementation of the AI technologies in  the hotel industry. More precisely, the entire research has developed on the basis of the quantitative research strategy for analysing the experience pattern of the customers and efficiently gathering the perceptions of the customers of the hotel sector. According to Neitzel et al. (2022), mitigation of the biases, analysis of the large database and observing the contemporary trend of the customer behaviour can be executed by the effective utilisation of the quantitative research strategy. Contextually, the current study has precisely measured the tendency of the customers to receive AI-based services in the hotel industry. Moreover, quantitative research strategies efficiently draw the current pattern of the customer motivation in the hotel industry for the implementation of the AI in an accurate manner. Therefore, quantitative research strategy is the key factor to produce highly validated and accurate research results. 
[bookmark: _Toc169085155]3.4 Research design
The undertaken research is efficiently completed by utilising the exploratory research design to meet the entire objectives. The efficient adoption of the exploratory research design played a supportive role to understand the concept of the Ai implementation through providing the relevant information in the hotel industry. As opined by Olawale et al. (2023), exploration of the innovative concepts, understanding and integrating the relevant sources can be influenced by the application of the exploratory research design. The current research strategically developed the flexible relationship between the AI implementation along with the development of the customer perspective by applying the exploratory research design. Moreover, application of the exploratory research plays a crucial role to uncover the relevant facts for enhancing the quality of the research. The utilisation of the exploratory research design efficiently explored the possible factors of the existing problem in the hotel industry. 
The efficient utilisation of the exploratory research design played a remarkable role to manage the progress of the entire tasks of the research. The inexpensive nature and strong foundation of the exploratory research design influenced the research to utilise for the completion of the entire explanation. Concurrently, the detailed analysis of the existing variables of the research is efficiently based on the adoption of the exploratory research design in a consistent manner (Kunisch et al. 2022). More precisely, the undertaken research study efficiently identified the current problem of the potential customers of the hotel industry for availing the service and determined the efficiency of the AI implementation. Additionally, the undertaken research efficiently identified the relevance of the entire research in the current era and its consequence in the hotels industry by using the exploratory research design. Thus, the integration of the client’s information for utilising the AI by applying the exploratory research will be effective for the hotel industry to increase the scope of the operation.  
[bookmark: _Toc169085156]3.5 Research approach
The present research has been executed on the basis of the utilisation of the inductive approach of the research. The undertaken study efficiently maintained the flexibility across the tasks and objective by utilising the approach of the inductive research. Moreover, Eger and Hjerm (2022) mentioned that, the development of an inclusive environment of the research is significantly based on the utilisation of the inductive research approach in a significant manner. The generalizable findings regarding the preferences of the potential customers for the hotel industry also with the incorporation of artificial intelligence have been determined by applying the inductive approach. However, an inductive research approach can create the threatening condition for deriving the inaccurate conclusions and changing the requirements of a study (Proudfoot, 2023). The undertaking research efficiently maintained the reliable relationship between the challenges of the AI implementation and strategic recommendation by utilising an inductive research approach. 
The current study efficiently utilised an inductive research approach for integrating the requirements of the customer to implement the AI technology. Additionally, a holistic approach of the customer behaviour is significantly developed by utilising the inductive research approach for this research. According to Li et al. (2023), understanding of the proposed change as well as identification of the current trend of the customers significantly depends on the application of the inductive research approach. Moreover, the current sturdy also drew reliable strategies along with establishing the inclusive perspective in the research. The current research efficiency identifies the necessity of the implementation for the AI-enabled services by analysing the trend of the customers of the hotel industry.  
[bookmark: _Toc169085157]3.6 Data collection method
“Primary quantitative” data collection method has been utilised for data generation and assessment associated with the implication of “Artificial Intelligence” in the hotel industry. The primary quantitative data collection method was utilised by conducting surveys of 30 participants, globally. The data was gathered through surveying global customers of the hotel industry through online platforms using a non-probability sampling method. As opined by Hou (2020), the primary quantitative data collection method delivers more generalised and reliable data for achieving the research objectives. The primary quantitative data collection method has been employed to obtain accurate and precise results regarding the effectiveness of Artificial Intelligence technologies in the global hotel industry. The hotel customers were considered as the participants of the survey to obtain highly reliable and accurate data along with analysing the customer experience of the global hotel industry. The secondary data was not considered in the research as it reduces the reliability and credibility of the data. 
[bookmark: _Toc169085158]3.7 Data analysis
The research has emphasised on surveying customers of the global hotel industry to obtain and analyse the data regarding the effectiveness of Artificial intelligence in customer engagement and service quality. 30 participants were surveyed for obtaining the data surrounding the research topic that were chosen from the global customer base of the hotel industry. Survey analysis methods have been considered in the research in term of implementing real time evidence based on  AI implementation in Hotel industry for improved  customer engagement and quality improvement. The data has been analysed  to address the key objective of the research study  that focused on evaluating the custom engagement rate and service quality standards in the hotel industry by implementing Artificial intelligence.  The data was analysed  based on the four defined  objectives of the project including the key effectiveness of Artificial intelligence, Artificial intelligence for boosting customer engagement through increasing website traffic. The key limitation of Artificial intelligence technology implication in the hotel sector is the increased possibility of data breach issues and increased hacking on customer’s personal data. Thus, the data analysis has been done through surveying the customer segment of the global hotel sector. 
[bookmark: _Toc169085159]3.8 Ethical consideration
The ethical standards of the research are considered through following  global ethical guidelines  to protect the information of the people participating in  the survey. The Data protection act has been followed to conduct and gather the personal data regarding the participants. Data Protection Act 2018   provides individual right to control and govern the personal information along with the right of company’s accessibility to obtain and secure the obtained data (legislation.gov.uk, 2024).  The personal data along with the gatherer data of the participants are protected and secure to ensure confidentiality and individual rights  of the participants. The data  for analysing the customer engagement rates and impact of AI on  quality services were gathered by taking approval and consent from  each of the 30 participants of the survey.  
[bookmark: _Toc169085160]3.9 Reliability and validity
Reliability and validity are the core components of a research to enhance the efficiency in the relevant context. The consistent and accurate results can be developed by maintaining the reliability along with validity of the entire study in a significant manner. According to William (2024), reliability of a research can ensure the consistency of the entire results along with measuring the concepts in an effective manner. Moreover, the current study has developed on the basis of the gathering of the relevant data and information directly from the authentic respondents leading to the transparency of the research. Concurrently, the reliability of the entire research is based on the integration of the authentic responses regarding the implementation of AI across the hotel industry. The validity of the current study is based on the development of the internal validity by maintaining the transparency in the entire responses. The construction of the validity of the entire study can increase the efficiency of the research in the global context. More precisely, assessment of the sensitivity is essential to increase the consistency of the research in an effective manner.  
[bookmark: _Toc169085161]3.10 Timeline
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Figure 2: Timeline 
(Source: Self-developed) 
[bookmark: _Toc169085162]3.11 Chapter summary
It can be concluded that research methodology plays an efficient role to increase the consistency of the entire tasks. Additionally, the effective adoption of the positivism research philosophy can be effective to manage the emerging potential uncertainties in the research. Concurrently adoption of the quantitative strategy and maintenance of the reliability are crucial to enhance the significance of the study in an efficient manner. 
[bookmark: _Toc169085163]Chapter 4: Data findings, analysis and discussion
[bookmark: _Toc169085164]4.1 Introduction
The various effects of AI implementation on increasing service quality in hotel operations along with that, based on the various effects of AI implementation on increasing service quality in hotel operations. Hotel business operations under the hospitality industry majorly contribute to the country’s economy. The growth of this industry depends on the quality of services and conveniences provided to the customers and guests related to the hotel business industry. Based on a conductive survey the public response the practical data findings of the study are going to cover here. Basis of age group and regions the response of public has been noted down over this along with explore and understand the areas and extent of utilizing AI technologies in the Hotel industry.  In between 30 participants the survey was conducted. Based on their response to the various questions, the effective discussion is going to be done here. Thus the findings mainly focus on the collected data, and analyze it as per the data productivity.  

[bookmark: _Toc169085165]4.2 Findings
Question 1: Participation in the survey 
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Figure 1: Participation in the survey 
(Sources: Self-created)
Figure 1 shows that there are thirty participants performing in the survey out of which 29 participants such that 96% of participants agreed to participate in the survey and 1 of them that is 3.33% does not agree with that. The survey is based on the customer guest retention that has been a major concern of hotel service operations with manual or technology solutions. The extended areas of hotel business that can use the AI technology for more improvement in the industrial growth are pointed out over this survey. The major response of the survey indicated that, effects of AI implementation on increasing service quality in hotel operations are a topic of interest for the mass. Thus, with the major response this survey has been conducted. 
Question 2: Age group of the participants  
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Figure 2: Participants age group
(Sources: Self-created)
The figure 2 shows that, in between, the participants of the survey are mainly divided into two age groups such as, 18 to 55 along with 36 to 55. Two groups of participants mainly focus on that, one of the groups is based on the teen age to mid age group and the other one is 36 to 55 that is the senior age group. The target age group of this survey is mainly the young to middle age group. Out of 30 participants, 26 candidates such that 87% of participants are under the young to middle age group whereas 13% participants are performing from the senior age group.  
Question 3: Years of traveling and staying different hotels  
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Figure 3: Participant’s response based on the years of traveling and staying different hotels in multiple regions  
(Sources: Self-created)
Figure 3 shows that the participants respond based on their year of traveling to different places and the experience of staying at different hotels in multiple regions. In between the total thirty participants of the survey, a major portion of participants that is approximately 33% of the participants had stayed in the different hotels in the multiple regions. On the other hand, five to seven years’ experience is for the lowest number of participants. There are 30% participants, who have less than 2 years’ experience of traveling in multiple regions. This survey data is based on the four kinds of year duration such as, less than two years, two to four years, five to seven years along with the more than seven years duration. Depending upon the experience of hotel services that collected by this group of participants this data analysis will be conducted.         
Question 4: Frequency of travel and stay in different hotels 
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Figure 4: Frequency of travel and stay at hotels in different destinations 
(Sources: Self-created)
Figure 4 shows the data of the participants that collected based on the traveling years and experiences that collected based on the year of travel and year of traveling experiences. A major response of 47% has been collected based on the traveling experience in the different regions along with the different hotel experiences. The frequency of travel to different regions and staying in the different regional hotels helps to gain the experiences about the hotel’s customer service, value creation along with the customer experiences. This data focuses on frequently travelled participants who are mostly interested regarding the AI based customer services. Thus, the overall survey also focused on the frequency of travel of the participants and staying at hotels in different destinations.          
Question 5: Criteria that focused on hotel searching and travel plans 
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Figure 5: Criteria that focused on hotel searching and travel plans
(Sources: Self-created)
 Figure 5 shows that 47% participants focus on the ideal location of the hotel along with the affordable price. On the other hand, only 7% of participants are interested in luxurious facilities. Quality customer service is the key area of interest that is also focused by the survey. The hotel searching criteria for the travellers are based on ideal location with affordable price and spacious room with multiple amenities along with the quality of customer services. The customer service quality mainly focused on the room facility, customer satisfaction, housekeeping along with the front desk services. This customer service can be improved based on the technology implementation. Overall, thirty participants based on their knowledge share the customer service experiences. It further helps in analysing the criteria of customer satisfaction based on the data survey.  Thus, the overall survey focuses on the hotel choosing criteria on the phase of traveling and travel plans.              
Question 6: Importance of customer service to have memorable experience at hotels  
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Figure 6: Importance of customer service to have memorable experience at hotels 
(Sources: Self-created)
The customer service is the key focused issue over the survey where the data is also collected based on the customer service quality and its importance to have a memorable experience at the hotels. Figure 6 shows that most of the participants agree with the customer services and mainly focus on the customer service experience in the hotel on the time of traveling in multiple regions. On the other hand, this data significantly shows that there are no participants who have no responses and are interested in customer service. 60% of the participants strongly agree with the importance of customer service in the hotel experiences whereas, 13% participants become neutral. Lack of guest retention, probably because of poor-quality customer service, has been another cause of concern for hotel managers. There are different types of customers with different behaviours, regarding rebooking hotels or simply avoiding their services for future accommodation. This problem can be overcome due to the implementation of the technology, and the technology enhanced customer service will, creates the memorable experiences at the hotel. 

Question 7: Effect of AI in the better customer service experiences 
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Figure 7: Response on the effect of AI in the better customer service experiences 
(Sources: Self-created)
The focused study area mainly created based on the AI application in the increased customer service and customer experience in the hotel business. Figure 7 shows that the 67% participants agreed with the effective artificial intelligence implementation and its impact over the better customer experiences. On the other hand, only 13% participants do not respond based on the AI effect on the customer service of hotels. AI technology in the hotel industry creates a positive impact on analysing the service quality that improves guest experiences. It can be derived that virtual assistants, predictive analytics, chat bots, and several others are the relevant AI-implemented technologies that improve the operational activities in the hotel, as well as deliver effective operations to meet the needs of the customers. Thus, the overall responses based on the AI implication will be enhanced by the data collected from the survey. 

Question 8: The prominent AI application area in the hotel the industry 
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Figure 8: The prominent AI application area in the hotel the industry
(Sources: Self-created)
AI technology will enhance the customer service experience of the hotel industry. Figure 8 shows that 43% of the survey participants claimed that marketing is the best field of AI implication and catering is the field that is not able to use the technology. On the other hand, customer service is the middle major part, overall, 23% of the participants agreed with that. Furthermore, 17% participants claimed that room service is another field that can be improved by using AI technology. Thus, the overall data, focused on the AI application in the hotel industry. This helps to understand the marketing areas will be the main focus of the AI technology and this field can be enhanced through the company development.    
Question 9: The benefits that AI provides to hotel operations in quality guest service experiences 
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Figure 9: Data, based on the benefits that AI provides to hotel operations in quality guest service experiences 
(Sources: Self-created)
Figure 9 shows that the participants respond based on the benefits that are provided by the AI implication in the hotel services. This survey area mainly focuses on the voice assistant for accessing hotel services, Chabot for assisting guests with booking queries. 17% of responses have been created based on voice assistance for assessing the hotel services. On the other hand, 27% of participants voted for the Chabot assistance for assisting guests with the booking queries.  A small portion of participants doesn't have much knowledge about AI, so they have not chosen any particular operations, whereas, 54% participants agreed for both technology implications based on AI in the hotel business.  Thus, the overall data, critically discusses the public response based on the AI implementation on the hotel industry.       
Question 10: Impact of AI in the improvement of business performance of hotel companies
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Figure 10: Impact of AI in the improvement of business performance of hotel companies
(Sources: Self-created)
Impact of AI creates a growth over the hotel business and it can impact customer satisfaction. Figure 10 show that, 83% of participants showed that they agree with the AI implications on the hotel company's business performance.  The AI implication increased the customer experience along with the customer satisfaction and AI has eased down a large amount of pressure on human beings, in terms of giving multiple services at a time. For instance, AI and robotics have come up with digital connectivity in improving operations procedures and reducing costs for hotels. The data shows that a major percentage of customers are interested in AI technology implementation. The hotel companies should use this AI technology for the better customer services along with the market revenue. Hence, the overall impact of AI based on the survey gives a positive value over there.   
Question 11: Review of hotel with advanced technology use like AI 
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Figure 11: Review of hotel with advanced technology use like AI 
(Sources: Self-created)
The figure 11 shows the collective response based on the use of AI in the hotel business and the customer experiences. 60% of survey performers agreed with the AI implication in the customer services and described the positive customer experiences based on the customer experiences. On the other hand, only 10% response is based on the negative review over the AI implication in the hotel business. 3% of reviews based on AI have been identified as the less likely category. Therefore, the overall survey shows the clear data idea based on the advanced technology use in the hotel industry as a huge number of customers agree with the AI implementation in the hotel services.    
Question 12: The facilities that customer expects from the AI services provided by the hotels  
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Figure 12: The facilities that customer expects from the AI services provided by the hotels  
(Sources: Self-created)
Figure 12 shows the customer expectation data based on the AI technology in the hotel services. Based on the survey result there are the three key areas that customers expect from the AI services, provided by the hotels. Overall, 40% of participants focused on the AI based development of customized stay packages whereas, 37% of participants have shown their interest in the automated room booking facility. Furthermore, only 23% of participants showed their interest in AI implication in the field of food recommendations. From this data, it can be interpreted that the companies should develop the customized stay packages to enhance the market growth along with the high customer satisfaction rate.       
Question 13: Concern based on the AI benefits for the hotel choosing facility 
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Figure 13: Concern based on the AI benefits for the hotel choosing facility
(Sources: Self-created)
The figure 13 shows the concern that can arise in the field of AI implication on the hotel bookings and other facilities related to the hotel services. 50% of participants concur about the data privacy, lack of interaction in the service points along with the lack of reliability in between the projected service candy actual services. Only 10% participants are worried about the lack of human interaction in the field of hotel services along with the customer service and customer satisfaction. The data concerns related to the hotel booking based on the AI technology have also been focused over this. 20% of the participants worried about this privacy concern. It further helps in analysing AI benefits on the hotel customer service facility.      
Question 14: Challenges in the AI implementation on the hotel services 
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Figure 14: Challenges in the AI implementation on the hotel services 
(Sources: Self-created)
Technology implication may affect the hotel services and as per the customer view, collected from the survey. The main identified issues that focused by this survey are such as increased costs, lack of technical knowledge among workers along with the scope of technical failure. 17% public votes for the increased costs based on technology such as AI implementation. On the other hand, approximately 27% of people voted for the lack of technical knowledge among the workers whereas 13% of the public feared the scope of technical failure in the AI based customer services in the hotel services. The data refers to the challenges that can be faced by the AI implementation and creates a positive impact over the customer services.             
Question 15: Recommendation regarding AI based personalization in the customer services   
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Figure 15: Recommendation regarding AI based personalization in the customer services  
(Sources: Self-created)
The AI based customer services mainly focused over this survey. Figure 15 shows the data that 67% of customers are confused about the customer service improvement based on the AI implication, whereas only 27% of survey performers are sure about the technology implication and are hopeful about the satisfied personalized customer service experiences. It further helps in analysing the AI based technology implementation in the hotel services.   
[bookmark: _Toc169085166]4.3 Analysis
The study is based on the AI implication in the hotel services and its advantage in the customer satisfaction, sensitive personalized services, back-office automation, operations management, staff assistance at hotels and lodging services. The survey is conducted based on the customer experience in the field of AI implementation on the customer development field in the hotel services. The survey is based on the different question areas such as, age group, participant's experiences in the field of travel along with the hotel experiences in the different regions. The survey data mainly focuses on the AI implication of the customer service and its different angles have been highlighted over this survey. 
 According to the collected data, most of the target participants agreed to participate in the survey that was conducted over there. Survey participants are from the young age groups such as, from 18 to 35. This data shows a clear interest and technology dependency of the middle age group, whereas another age group based on the 36 to 55 is less interested in the technology implementation. The various effects of AI implementation on increasing service quality in hotel operations along with that, based on the various effects of AI implementation on increasing service quality in hotel operations have been discussed over here. On the other hand, based on the hotel searching criteria, most of the participants focused on the AI uses such as, AI based hotel booking services, customer satisfaction along with the customer implementation in the field of customer service experiences. Based on the research area, the hotel services can implement AI for the hotel services for the customer satisfaction.    
The customer service quality mainly focused on the room facility, customer satisfaction, housekeeping along with the front desk services. This customer service can be improved based on the technology implementation. The data survey also shows that a major number of participants supports that AI implementation can increase the customer satisfaction rate. The complicated procedure of realizing different preferences from multiple customers has become advanced with monitoring of guest data through AI optimization that can increase the customer satisfaction and market innovation of the company. This also gains the interest on the customer base of the hotel services. The survey data concludes that Chabot implication is the major interfered area of the customers. 
Technology implication is another sight of confusion to becoming successful in the customer experiences. The data security issue, technical knowledge issue in between the employees along with the scope of technical failure creates a negative impact over the technical growth. Thus, the hotel industry can look after these specific areas for the improvement of the technical implementation in the hotel business. The overall discussion based on the survey data, mainly focused on the technology implementation and its positive impact along with identifying the key areas for improvement.
[bookmark: _Toc169085167]4.4 Discussion
Hotel company operations within the hospitality industry provide a significant contribution to the nation's economic growth. The growth of this industry is determined by the level of services and convenience supplied to consumers and visitors in the hotel industry. Based on a conductivity survey, the study's practical data findings have been compared and contrasted here. The public's response to AI technologies in the hotel business has been analysed by age group and region, with a focus on exploring their potential applications. 
Taking inferences from the literature review, especially in the leading hospitality industries, service robots can be used. Practitioners with expertise in AI have highlighted recent developments. AI and similar technologies should be investigated further in fields such as company finance and the hospitality industry (Rosete et al. 2020). In comparison with this view, most of the people from the respondents have experienced visiting different places for so many years. Additionally, Hotel guests may be apprehensive about the degree of severity, vulnerability response efficiency, and confidence of a worldwide COVID-19 pandemic, pushing them to protect themselves using technology including AI and robotics. Estimating the crisis period, the fear drives people to employ strategies that minimize the necessity for human connection (Gaur et al. 2021). Touchless options, such as fingerprint and face recognition, in addition to contactless entry of information, may help prevent virus spread. 
In supporting the previous views, 18 of the respondents supported the quality of service needed for their accommodation to stay lavishly in the hotel industry. Therefore, the AI technologies might be beneficial in terms of making it easy and smooth for the customers to feel luxury in the hotel industry. By considering the views from hotels, they are experimenting with novel technology and digital techniques, such as robotics powered by AI and "IoT." “Artificial intelligence”, “robotics”, and similar technologies are increasingly extensively used. "Voice Assistants (VAs)" are AI devices that react to spoken instructions (Buhalis and Moldavska, 2021). The hotel administration utilises interfaces with computers to exhibit intelligence and resemble human behaviour. "Virtual assistants (VAs)" encounter issues such as low awareness, consumer dissatisfaction, and hostility from hotel guests and employees. 
Virtual assistants are increasingly being used to manage hotels including guest rooms. However, some percentages of the respondents have opinionated that they felt AI technologies is not likely to be more effective in order to use across the hotel industry to enhance customer service quality. In contrast of this view,  the author from literature review argued on this notion, that various "ANN models, including MLP, Radial Basis Function (RBF), Back Propagation (BP), Genetic Algorithm (GA), Generalised Regression Neural Network (GRNN), Elman Neural Network (Elman NN), Neural Network Autoregressive NNAR, and denoised neural networks" have been widely used in tourism studies to identify how this utilization is used in the aspect of guest quality in the tourism industry (Buhalis and Moldavska, 2021). ANN algorithms have been primarily utilized to forecast tourism and hospitality demand, including travel, hotels, and transportation, as well as consumer values and satisfaction.
As of this, the major area that contributes most by the AI technology is marketing techniques by the hotel industries to retain and attract its customer base. After that, 23% of the respondents said that customer service is the 2nd most leading area of hotel operations that could be operated by AI. Gradually, rest of the areas are room service, catering and others under the technological usage happening in the hotel industry. 
The results showed not only higher predicting accuracy than earlier ML techniques, but also exceptional model adaptation. A mixed neural network model that predicts enjoyment throughout the travel experience. Hence, Pillai et al. (2021) also mentioned that AI is used as a 'Intelligent Virtual Assistant' for sensitive customised services, back office automation, operations management, and staff help in hotels and lodging facilities. With an increase in the number of travellers, hotel service providers must differentiate their operations by incorporating innovative technology features. 
With the monitoring of visitor data via AI optimisation, the complex operation of realising varied preferences from many consumers has evolved. “Machine Learning (ML)” is perhaps the most popular AI technology for learning and performing based on visitor experiences and enhancing the effectiveness with value-added services.  The application of AI in the hotel business alters the game completely. Hotels can now accomplish scalable personalisation with AI-powered solutions. Furthermore, Stringam and Gerdes (2021) asserted that most of the respondents believe that AI technologies can rely on a notable AI tool, the Chatbot, which assists hotel operations in gathering information on customers, their schedules, service position, available rooms, and payment methods. Big international hotel chains are actually using AI-powered robotic personal assistants.
In order to analyse the effect of AI deployment on improving customer service quality, the flow of information between hotel management and customers has been significantly enhanced by the active use of AI. Hotel management have begun to employ AI to do automated emotion evaluations of internet consumer comments to estimate the hotels' current popularity (Mukherjee et al. 2023). As a consequence, hotel management may immediately identify the level of quality obtained by a hotel's guests depending on the services supplied. A technology that maintains each visitor's preferences enables hotels to provide personalised answers to guest reviews, prioritise urgent requests, and recommend appropriate upsells. From analysing both of the sections here, in the past, personalisation in hospitality was based on personal relationships, which had restricted sustainability. 
The reality is that tourists cannot observe AI in the tourism industry since, despite popular belief that AI resembles a robot with human features serving beverages, the majority of AI applications are at the back end for hotel operations. Coming to analyse the previous statements with survey results, 16 of the participants among 30 have responded that the “Personalised service with 360-degree view of hotels” is the more strategic application that could have beneficial for the customers of understanding or searching the hotel prior booking. After that the chatbot assistance has been supported by 8 of the participants that could be helpful for the customers in terms of quality enhancing of the hotel operations. Analysing the views from literature review, hotel management can immediately identify the level of specification obtained by a hotel's guests based on the services supplied. 
On the other hand, understanding of key problems and visitor critiques is an important aspect in allowing hotel managers to build market reputation (Nguyen et al. 2023). The use of AI allows management to effectively emphasise problems and issues raised by customers at the hotel that resulted in a bad experience. As a result, the primary benefits of AI adoption include accurate customer feedback analysis and adequate diagnosis of guest concerns. AI has clearly improved supply chain management in the hotel business. AI helps to streamline a wide range of supply chain processes, including handling inventory, contract negotiation with suppliers, and logistics (Kumari et al. 2024). 
As a result, hotel management may successfully track and monitor goods that include towels, bed sheets, soaps, fragrances, and silverware by properly utilising the AI platform. In this context, 83% of the survey respondents support that they believe that AI can improve hotel operations by serving high-quality service to their customers in order to make customer satisfaction. 
However, the 17% of the respondents have a lack of knowledge on this and they believe the manual operations across the hotel industry can be beneficial for them to sustain or stay to improve better travel experiences. In this similar context, Salah et al. (2021) also opined that the inferences from the literature review, AI also manages the direct logistics for the crucial hotel equipment, also maintains the contract between the hotel management and the client with the suppliers in each booking confirmation has occurred. Also, the travel brokers and the translation companies have been part of these agreements to maintain the whole tourism chains to enhance the supply chain operations across the hotel industry. 
On a simultaneous note, which is sustainable or green market competitiveness in this hotel operations, the hotels may achieve a high level of market competitiveness using AI because of the variety of ready market knowledge about current industry trends. AI gives information on the present needs of consumers from hotels as well as the strategies used by rivals to gain a larger number of customers (Prabhu and Aithal, 2023). Hotel corporations may precisely estimate their competitors' plans and business tactics and then change their own methods to capitalize on income. 
In this context, the information of the survey findings has shared their perceptions on the "automated room-booking" and the "development of customized packages" are the most popular responses from the respondents because they believe that the facilities for the hotel industry can benefit from AI technologies in these two major domains. Furthermore, according to the literature review, hotel corporations may precisely estimate their competitors' plans and business tactics and then change their own methods to capitalize on income. 
Hotels must also assess their existing market performance levels in order to have a complete grasp of their competitive capabilities (Sutrisno et al. 2023). Hence, AI has helped hotel firms to smoothly assess their performance statistics using automated analysis of performance based on relevant KPIs. As a result, AI has had a significant impact on the competitive performance of hotel firms by giving detailed market heights and performance evaluation.
One of the key perceptions that guests have as a result of AI-generated hotel services is increased satisfaction with their interests and wants. Hotel visitors demand prompt room service and a simple meal ordering system that incorporates chef suggestions (Spektor et al. 2023). AI makes automated meal recommendations to visitors based on their specific tastes and recognises whether they want room service. 
On this note, the findings of the primary research, 18 of the respondents strongly agree that the customer service quality is important for the respondents to have memorable experiences at hotels. In aligning with the author views of the LR section, the implementation approach for artificial intelligence within the UK hotel business is centred on exploring technological factors, setting objectives, and finding prospective collaborators (Ghesh et al. 2023). The primary potential for adopting AI in hotel services are the engagement of trained people and an encouraging learning environment throughout the UK. In this context, Mingotto, Montaguti and Tamma (2020) stated that the efficiency of staff members and the potential for rigorous training and growth are the primary possibilities for implementing AI technology in hotel customer service departments. Improved investment and coordination among stakeholders are critical potential for implementing artificial intelligence throughout the hotel industry. 
In line with this, the the guest perception on traveling experiences in different destinations have frequent times since of that the 14 of the respondents mostly prefer the quality of the services with affordable prices, also the 11 of the respondents think on the quality of the hotel services needs to be more decent to make the travel experience highly  fruitful. Additionally, 3 of the respondents needed the spacious rooms with more amenities. 
Therefore, linking with the LR section, the AI makes automated food choices to visitors based on their specific preferences and recognises whether they want room service. AI also provides hotel management with automated updates on room service and food delivery times to each specific room in the hotel (Cheong and Law, 2023). As a result, customers are highly satisfied owing to the timely delivery of services and unique meal ordering that utilizes AI technology. In contrast, Um, Kim and Chung (2020) argued that the consumers have a higher level of personal satisfaction as a result of their capacity to purchase services from a technologically modern hotel thanks to AI usage. 
From now on, Ali et al. (2021) remarked that enhancing client happiness is extremely beneficial to the hotel company's market growth possibilities. Increasingly personal touches in advertising campaigns are an effective method to increase client engagement, and AI is ideal for this purpose. AI hospitality software may generate marketing messages along with suggestions that are tailored to individual tastes by analyzing visitor data from previous stays, preferences, and internet behavior. AI can detect this and provide a special spa weekend deal via email when a client enjoys relaxing while at the spa. Turning guests into devoted customers will be a lot simpler with the use of AI, as will generating personalized recommendations. 
The capacity of the hotel industry to give AI-integrated services to its customers significantly boosts the likelihood of the guests leaving favourable reviews online. Guests upload vlogs and tour videos to showcase the creative and appealing characteristics  of a hotel to the public (Yapici and Büyükkaragöz, 2023). As a result, hotels that offer AI-based services might encourage customers to create video blogs that serve to project good pictures of the hotel to other customers in the global marketplace. Furthermore, the feed giving policy has been liked by most of the respondents and likely stands on utilising AI technologies to give feedback in the staying hotels. 
In supporting the inferences from the LR sections and survey findings, Li et al. (2021) mentioned that robots are now being used to deliver food and drinks at restaurants and hotels, as well as to guide tourists. Robots or Artificial intelligence (AI) have been allocated chores including sweep, disinfecting , cleaning and preparing meals to reduce the risk of viral contamination in public places and food. AI technology is used to manage information and data, as well as providing more service options. Robots have given counselling services and maintained consumer information, aiding in virus prevention and quality of service improvement. 
The capacity of hotel owners to provide optimal AI-oriented services in catering and room services to customers adds greatly to the spread of good feedback. A pleasant image among a bigger segment of the market is significant since it helps a hotel firm to better position itself among rivals (Aripin et al. 2023). As a result, the feasibility of sophisticated AI-oriented services in a hotel allows the firm to efficiently establish good client views, therefore increasing its market appeal. Hence, Bisoi, Roy, and Samal (2020) highlighted that the capacity of hotel operators to attract a bigger number of customers using AI-based services greatly adds to the growth of consumer loyalty. 
A higher degree of consumer loyalty to a hotel firm delivers a consistent flow of money to the company, resulting in more resources for AI investment. A corporation must always invest in new technology in order to meet the changing wants of its customers (Raji et al. 2024). As a consequence, hotel firms' capacity to establish and strengthen their present AI capabilities based on rising revenues significantly contributes to the growth of client loyalty.
As aspect of analysing the opportunities and challenges of applying AI technologies, the survey results shows that the high risk of personal data breaches and lack of human interactions at service point and lack of reliabilities between projected service and actual service all have been concerned by the respondents as 50% of the survey participants believe on these three issues can be affected across the hotel operations. However, they also believed that the survey participants recommended that staying under customer-service with AI-personalisation might be beneficial for the tourists to better accommodate in the hotel industry rather than humanised service protocols. 
In contrast with the author's views from LR sections, customer experience, pricing strategy, and demand research across hotel services may all benefit from the efficient implementation of AI technology. The UK government's initiative to build a legislative framework might provide considerable prospects for implementing AI in hotel service operations. The implementation method for artificial intelligence in the UK hotel business is focused on exploring technological factors, setting objectives, and identifying possible partners. The primary potential for adopting AI in hotel services are the engagement of trained people and an enabling learning environment throughout the UK. In supporting the views, Hair, Page and Brunsveld (2019) opined that the hotel management department may have challenges in determining the right compilation of data and information, as well as managing storage and data security. 
The deployment of AI in hotel services may encounter considerable challenges owing to a lack of infrastructure and insufficient interaction with the existing system of operation. On the other hand, improved investment and coordination among stakeholders are critical potential for implementing artificial intelligence throughout the hotel industry. Proper capital and human resource allocation is critical to increasing the efficiency of the whole AI deployment  (Limna, 2023). The creation of an acceptable method for inventory management and the enhancement of customer service are critical to increasing the quality of tasks for AI deployment in hotel services. From the analysis of survey results, the respondents also support that the automated room booking, development of customised stay packages and the food items selections there are quite beneficial opportunities for the guests in terms of enjoying enhanced benefits from utilising AI-technologies there. 
On the contrary, the participants of the survey asserted that the issues which might be constraints for developing or deploying AI-technologies across the hotel industries are, lack of technical knowledge from the workers, increased costs, scope of failure technologies. In this regard, Enholm et al. (2021) stated that the analysis from the perspective of  management authority of hotel service operations may confront a hurdle owing to a lack of transparency and accountability in adopting artificial intelligence across the business. More specifically, the organisational manager in the UK hotel sector confronts challenges due to the higher degree of initial investment and managing the balance between service and human interaction. The workforce's lack of capabilities in adopting the complicated features of the implementation might also cause delays in the Ai's inclusion into hotel services. The whole operation's biases might make it difficult for the hotel service business to integrate AI-enabled technologies. 
Therefore, from this discussion section, the capacity of hotel firms to create and strengthen their present AI capabilities based on rising revenues contributes significantly to the development of client loyalty. Loyalty is also a key factor that allows a firm to grow and extend its market share in order to improve its current financial health in an elaborate method. As a result, customer loyalty is a critical component that hotel firms may attain by employing the AI platform.These all need to be recognised prior to utilisation in the system and more experiments and testing needed for overcoming the issues to get better results.
[bookmark: _Toc169085168]4.5 Summary
It can be summarized that the overall data mainly focused on the customer review based on the AI implication on the hotel services. The specific age group, travel interest along with the hotel experience of the participants highlighted over this survey. This survey focuses on the customer base along with the technical improvement areas, such as, security issue, technological fault management along with the technical failure scope. A majority of participants focused on the AI implementation in the hotel services along with the improvement of the key areas. Most of the participants showed their interest in the AI implication in the marketing field. Thus, the overall study focuses on the complete study based on the technology implementation in the hotel service along with its market growth.      
[bookmark: _Toc169085169]Chapter 5: Conclusion and Recommendation
[bookmark: _Toc169085170]5.0 Conclusion
The research helps in concluding the implication of the AI technologies and tools in the hotel industry and sector on the hotel’s service quality.  It was identified that the hotel industry and its success significantly relied on the service quality and effective customer management through increased satisfaction and engagement. The application of AI in hotel management is done for improving staff assistance, personalised customer services, operational management, back-office automation and lodging services. The labour shortage issue was identified and analysed in the research to analyse its impact on the global hotel industry. It was identified that the shortage of labour globally was the primary factor that was affecting the quality and service delivery in the hotel industry.  
The global hotel industry and sector is changing due to the volatility in the industry, mainly caused by the changing market dynamics.  One of key drivers of change in the hotel industry is the changing customer demand and preference. Moreover, the literature review section helps in identifying   the issues faced by the hotel industry such as labour shortage and customer retention issues. It was identified that the shortage of labour in the global hotel industry is also affecting the customer behaviour and purchasing activities in the hotel industry. The research identified that the shortage of labour is affecting the different aspects of customer satisfaction and management including housekeeping, room cleaning, and information sharing about room availability. The front desk operations and food delivery services are also being hampered due to the skill gap and labour shortage in the industry. The implication of effective communication channels is also required in the hotel industry for engaging and retaining the customers through providing hotel booking and free service offers. Therefore, the implication of AI technology has become significant in the hotel industry, globally to improve the customer engagement and retention through enhanced communication and hotel service quality.  
The findings from the methodology section of the research highlights the use of the primary quantitative data collection method through surveying 30 participants chosen from the global hotel industry customer’s segment. Quantitative research strategy has been implemented in a systematic manner to reduce error and biases from the survey result. The research identified that the AI technologies and its implication in the global hotel industry has significantly influenced the services quality and customer satisfaction. The implications of AI in the hotel industry are increasing due to the attributes and characteristics of the technology such as improved customer communication, automated operational management, lodging services and back-office automation. The implication of the AI technologies in the hotel industry assists the hotel to improve customer engagement, but is also utilised for demand forecast and customer behaviour prediction for companies. The deployment of ANN (Artificial Neural Network) assists the global hotels to forecast the hospitality demands.  The implication of ANN in the hospitality industry assists companies in forecasting tourist travel rates, transportation, hotel room demands, along with the level of customer satisfaction and increased value with the received hotel services.  
A survey was conducted to analyse the impact of AI on the global hotel service quality and its influence on the customer retention and satisfaction level. The survey identified that 18% of the participants in the global hotel industry agree that high quality of hotel services have a significant influence on customer experience. The result of the survey indicates that the hotel industry sales and profitability are heavily reliant on providing high quality of hotel room services. The high influence of hotel room service quality on customer retention and engagement requires companies to implement effective retention strategy and engagement techniques. The research identified that the implication of AI in the hotel industry significantly improved the service quality and customer engagement by automating the operations management, front and back desk activities along with improved customer communication. The implication of AI in the supply chain management and operations of the global Hotel industry also streamline supply chain activities such as inventory management, supplier contract and logistics. 
[bookmark: _Toc169085171]5.1 Linking with Objectives
Linking with Objective 1: 
The objectives of the research were satisfied and successfully gained by survey question 3, 4, 5 and 6 regarding the implication of AI in the hotel industry. The objective one of the research projects is successfully met by analysing the extent and areas that AI technologies are used in the hotel industry. It was also identified that 18% of the participants in the survey believed that AI improves the quality of the services and assists the participants in obtaining positive experience. The implication of AI is to positively assist companies in enhancing the customer retention rate through boosting communication and service availability. Therefore, the objective of the research was fulfilled in the findings by analysing AI influence on improving the business performance of the Hotel industry, globally.
Linking with Objective 2
The objective of AI implication in enhancing the quality of services in the hotel industry is satisfied successfully obtained by survey question 10, 11, and 12 that evaluates AI deployment for enhancing customer services. It was identified that the deployment of AI technologies in the hotels assists the management in boosting the information flow between to its targeted customers. The research identified that 83% of the participants in the survey believed that AI has positively influenced the performance of the hotel businesses. The implication of AI led chatbots and voice assistance assist the customers in searching the hotel room and improve the delivery of food and room service. The research also identified that AI assists the hotel to predict and analyse the market trends, customer purchasing, and behaviour during hotel search. 
Linking with Objective 3
The survey question 5, 7, 8 and question 9 successfully met the research objective by analysing the customer perception on the use of AI in the hotel industry regarding customer service improvement.  It was identified in the research that 11% of the survey participants search hotel rooms based on the high-quality services provided by the companies.  Moreover, the research also identified that 67% of the participants believed that AI is capable of improving customer services in the hotel industry.  The discussion satisfied the third research objective by identifying that AI hospitality software implication assists the companies in the hospitality industry by personalising customer services through analysing historical customer data. The survey result assisted in identifying the customer perception regarding Artificial intelligence. Therefore, the AI software and customer services enable companies to generate customised email for informing and communicating the best room booking deals and offers.  
Linking with Objective 4
The fourth research objective was successfully met by question 13 and 14 of the survey that analysed the data security issues faced by companies and customers in the hotel industry due to the implication of Artificial intelligence. The research identified the major concerns regarding the implication of AI in the hotel industry associated with the privacy and personal data breach, lack of reliability between the projected hotel services and the delivery services along with lack of human interaction. It was identified that 50% of the participants agreed with the all-major identified issues that are associated with the implication of AI. The research assisted in finding the key limitation of the AI implication such as data security issues, personal data breach issues that the global c customer face associated with the implication of Artificial intelligence. Moreover, 20 % of the participants agreed that the implication of AI in the hotel industry increases the personal data breach issues. Therefore, it is derived from the findings that the hotel industry can improve its customer services and engagement through addressing the security and data protection issues caused by AI. 
[bookmark: _Toc169085172]5.2 Recommendations
The implementation of AI technologies in the Hotel industry has been identified to be beneficial for improving hotel services quality and improvement. However, it was also identified that the deployment of AI in the Hotel sector possesses data security and management threats. Therefore, for further enhancement and improvement of AI enhancing the customer engagement and developing quality services in the hotel industry requires the incorporation of security systems and measures.
· Establishing cybersecurity training and development programs 
The implication of cybersecurity training for boosting the knowledge and understanding of the employees regarding the use of AI in the hotel industry is recommended. As explained by Hijji and Alam (2022), cybersecurity training and development programs in the organisations assist the employees in developing security awareness and identification of cybersecurity issues. It was identified in the survey findings that 8% of the participants agreed with lack of technical skills and ability as the key AI implementation issues faced by the global hotel industry. The development of cyber security training and development programs would assist the hotel industry to improve its employee skills and abilities to manage and operate with AI technologies by identifying the security issues and developing strategies to mitigate it. For instance, Whitebread is a hospitality industry that has implemented information security awareness training for its employees by providing relevant and tailored training programs for its employees (whitbread.co.uk, 2024). The implication of the cybersecurity training and development programs would enable the hostel companies on the global level to enhance the security awareness and accountability of its employees. The employment of the AI technologies has necessitated the upskilling of employees regarding the cybersecurity and data protection for improved customer retention and engagement. Therefore, by implementing the training and development programs for cybersecurity would increase the hotel company’s accountability for securing suppliers, customer and employee data.  
· Implementing robust data protection systems 
As identified in the survey findings, 205 of the people agreed that the AI implication in the hotel industry increases the data security and personal information breach issues in the global hotel industry.  The increasing data security and personal information breach issues necessitates the implication of robust data protection systems for the global hotel companies. As explained by Reksoprodjo et al. (2024), establishing robust data protection systems enable global companies to improve personal data protection measures and assist companies in maintaining regulatory compliance. The personal data protection systems are also critical to implement for the hotel industry to mitigate and address the hacking activities. Village Hotel Club is the prime example that has employed Data protection systems for increased security to its customer data and personal information (village-hotels.co.uk, 2024). The data protection systems and measures of the global companies can be developed based on the GDPR guidelines and standards that provide right and control of personal data to the individual (dpr-info.eu, 2024). The implication of AI is increasing the data security and hacking threat to the global   hotel companies, requiring the implementation of data protection systems. Therefore, data protection systems are recommended to be employed by the hotel industry for reducing and mitigating the risks of customer data leak and breach issues. 
[bookmark: _Toc169085173]5.3 Research Limitations
The limitation of the research is that it is unable to focus on specific regions for analysing customer engagement, retention and satisfaction by employing AI technologies in the hotel industry. The limitation of the research affected the result and findings of the research by limiting accessibility to the global customer base of the hotel industry. Moreover, the limited time for analysing the implication of AI in the global hotel industry has also reduced the ability of the research to fulfil the research objectives. 
[bookmark: _Toc169085174]5.4 Implication of the research
The research conducted on AI in improving customer engagement and boosting the quality of hotel services is beneficial for analysing the success rate of AI in the hotel industry. The research has successfully analysed that an increasing number of AI technologies in the hotel industry are being employed due to its benefits and positive influence on the service quality and custom engagement. Therefore, the future can assist the future research in analysing AI technologies for engaging customers through online chatbots and improving website engagement.
[bookmark: _Toc169085175]5.5 Future Scope
The current research focused on the global hotel industry for evaluating the result of AI implication on customer engagement. The future research regarding the effectiveness of AI can be conducted on specific demographics to obtain more precise data on hotel’s devices quality and quality development through implicating AI technologies. The current research assists the future study by providing real time and authentic data along with current industry trends and customer preference. The current research focuses on AI 's implication in automating the operational management, repetitive tasks and back desk activities. Moreover, future research can be conducted on the application of AI in delivering hotel services such as food delivery, room services and so on.  
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[bookmark: _Toc169085177]Appendix: Survey Questions
1. What is your age?
· Below 18 years
· 18 to 35 years
· 36 to 55 years
· Above 55 years
2. How many years have you been travelling and staying different hotels in multiple regions?
· Less than 2 years
· 2 to 4 years
· 5 to 7 years
· More than 7 years
3. Do you frequently travel and stay at hotels, in different destinations?
· Yes
· No
· Sometimes
4. What criteria do you look for while searching for hotels while making travel plans?
· Quality customer service (Like room service, housekeeping, front-desk service)
· Specious rooms with multiple amenities
· Luxurious facilities
· Ideal locations with affordable prices
5. Do you agree that customer service quality is important for you to have memorable experience at hotels?
· Strong agree
· Agree
· Neutral
· Disagree
· Strongly disagree
6. Which areas of the hotel industry do you think has witnessed the most prominent application of AI technologies?
· Customer service
· Catering
· Room service 
· Marketing
· Others 
7. Do you think AI has improved the business performance of hotel companies?
· Yes
· No
8. What kind of facilities do you think consumers expect from AI services provided by the hotels?
· Lodging complains
· Food recommendations 
· Automated room-booking   
· Development of customised stay packages 

9. What do you think are the main challenges of implementing AI in hotel services?
· Increased costs
· Lack of technical knowledge among workers
· Scope of technical failures 
· All of the above  
10. Do you think that artificial intelligence (AI) is effective for hotels to give better customer experience?
· Yes
· No
· Don’t know
11. According to you, what benefits does AI provide to hotel operations in quality guest service experience?
· Voice assistant for accessing hotel services
· Chatbot for assisting guests with booking queries
· Personalised service with 360-degree view of hotels
· All of the above
· I have lack of knowledge about AI
12. Would you like to give feedback or review to a hotel you stay with advanced technology use like AI?
· More likely
· Likely
· Neutral
· Less likely
· Not likely
13. What types of concerns have been bothered you while taking AI-benefits while choosing and staying at hotels?
· Lack of reliability between projected service and actual service
· High risk of personal data privacy breach
· Lack of human interaction in service points
· All of the above
14. Would you recommend others to stay at hotels that provide customer services with AI-based personalization?
· Definitely
· May be
· Not at all
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