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ABSTRACT

This study examines how AI-powered customisation affects the hotel industry's customer experience, concentrating on the Hilton Honors program. This study investigates the ways in which Hilton UK can use artificial intelligence (AI) and guest data to boost customer happiness, increase personalization, and cultivate repeat business. 
Using a mixed-methods approach, the study analyzes the impact of artificial intelligence on hotel customisation while also using quantitative data from UK Hilton Honors members. Results show that customers base a lot of their decisions on personalization, and AI-driven strategies have a lot of promise to enhance visitor experiences. AI can process enormous data sets and anticipate consumer preferences, which enables personalized recommendations that raise customer satisfaction and engagement. 
On the other hand, issues like data protection and the necessity of striking a balance between AI-driven services and human contact were also noted as difficulties. The research comes to the conclusion that although AI-powered personalization improves consumer experience and loyalty, further development and responsible management of visitor data are essential to the technology's success.
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The hospitality industry encompasses a wide range of businesses that provide services such as lodging, dining, and entertainment to its customers. Because they encourage tourism, provide employment opportunities, and contribute to the growth of local communities, hotels, resorts, restaurants, and other hospitality enterprises are very important to the economy of the whole world (Jaddoud, 2020).   
When it comes to distinguishing themselves from the competition and attracting repeat customers, businesses in the hotel sector are always on the lookout for innovative approaches. The implementation of loyalty programs has emerged as a very efficient method for accomplishing this purpose. These programs reward customers for their continued patronage, which in turn encourages long-term ties and increases customer loyalty.   
(McKinsey & Company, 2020) Research conducted by McKinsey & Company discovered that recurring consumers spend anywhere from two to 10 times as much as new customers. This is evidence of the huge value that loyal customers provide to businesses who are involved in the hospitality industry. Programs that reward loyalty have the ability to increase revenue growth, reduce expenditures associated with client acquisition, and enhance customer retention.   
Additionally, loyalty programs provide valuable information that may be used to get a better understanding of the preferences and behaviors of those who participate in them. This data allows for the customization of services and experiences for each individual customer, which in turn increases the customer's level of satisfaction and loyalty. For instance, hotels may utilize customer data to personalize promotions, recommend certain attractions in the surrounding region, and adapt room choices to an individual's tastes.   
In spite of this, the ability of loyalty programs to provide value to customers is the determining factor in the degree of success they achieve. Awards have to have a purpose and be pertinent to the needs of the person who will be receiving them. A further point to consider is that customer loyalty programs should be easy to use and grasp. It is possible for hospitality businesses to effectively implement loyalty programs in order to cultivate customer loyalty and achieve long-term success. This may be accomplished by providing seamless customer service and offering alluring rewards.

The Increasing Importance of Personalization in Customer Experiences
According to Abtahi et al. (2024), in this day and age of digital technology, when consumers are faced with an overwhelming number of alternatives, personalization has emerged as an essential component in the process of offering exceptional customer experiences. Personalization refers to the process of tailoring products, services, and messages to the distinctive preferences, needs, and routines of each individual client. Machine learning, big data analytics, and artificial intelligence are just some of the technological advancements that have made it possible for businesses to offer highly customized experiences for their customers by gathering and analyzing huge amounts of data from their customers.   
There have been a great number of academic studies that have highlighted the significance of customization in the context of customer interactions. For instance, a study conducted by McKinsey & Company in 2023 found that 71 percent of consumers desire organizations to have a comprehensive understanding of their wants and preferences. In addition, according to research conducted by Salesforce (Salesforce, 2023), eighty percent of customers are more likely to do business with a company that provides them with individualized experiences. These findings illustrate how customers' expectations for individualized interactions are growing, as well as how businesses may differentiate themselves from their competitors by delivering such interactions.   
In addition, businesses stand to benefit a great deal by engaging in personalization, including increased levels of customer satisfaction, loyalty, and revenue. Customers are more likely to remain loyal to a company and to recommend it to others when they have the sense that they are being acknowledged and understood. Using customization to target the relevant customers with the appropriate messages at the appropriate time is another way for businesses to enhance the effectiveness of their marketing communications. Due to this, there is a possibility that conversion rates and marketing expenditures would increase.   

Hilton Honors in the UK: A Significant Player in the Hospitality Loyalty Market
The customer loyalty program known as Hilton Honors, which is offered by the global hotel chain Hilton Worldwide, has had a big effect in the market in the United Kingdom. Members of this program are eligible for a variety of benefits, including early check-in, hotel upgrades, and the accrual of points between their experiences. There are several factors that contribute to the significance of Hilton Honors in the United Kingdom.
The Hilton brand is among the most respected and well-known in the United Kingdom. It operates a chain of hotels that cater to a diverse range of customers. Attributing the popularity of the brand's loyalty program to the fact that it is associated with comfort and elegance has been suggested (Hilton, 2024).   
A competitive rewards program is offered by Hilton Honors in order to encourage guests to return to the hotel. Through the accumulation of points, members have the opportunity to trade those points in for perks such as complimentary nights and better rooms (Hilton Honors, 2024). Travelers from the United Kingdom have shown a strong interest in this discount offer.   
In an effort to enhance the value of its customer loyalty program, Hilton has formed strategic agreements with a number of other industries, including credit card companies and airlines. In addition to providing members with more opportunities to accumulate and redeem points, these partnerships also contribute to an expansion of the program's breadth and appeal (Hilton Honors, 2024a).    
By providing exceptional customer service, Hilton Honors puts a strong premium on providing exceptional service. Because of the program's commitment to providing customized experiences and individualized experiences, participants in the United Kingdom have remained loyal to the program.
It has been shown that Hilton Honors is adaptable in its response to the ever-changing expectations of its customers. The program has been updated to incorporate new features and benefits, such as mobile check-in and digital key technology, in order to cater to the ever-evolving requirements of tourists who are visiting the United Kingdom (Hilton, 2023).

[bookmark: _Toc179768750]Aim
The aim of this research is to investigate the impact of personalization on guest loyalty within the Hilton Honors program and to explore how Hilton UK can leverage guest data and AI-powered personalization to enhance the customer experience and drive higher loyalty program engagement.
[bookmark: _Toc179768751]Objectives
The objectives of our research are the following: 
1. To evaluate the current state of personalization in the hospitality industry, with a specific focus on the market in the United Kingdom.
2. To determine the extent to which the customization of the Hilton Honors program and the loyalty of guests are related to one another.
3. To identify the most significant aspects of visitor data that can be used in the process of developing the most personalized experiences possible.
4. To Evaluate AI's potential for developing tailored offers and recommendations by evaluating visitor data.
5. To develop a structure for the Hilton Honors program that makes advantage of customization strategies that are driven by artificial intelligence.
6. To evaluate the potential impact that enhanced customization might have on Hilton UK's overall revenue generation, customer satisfaction, and customer loyalty.
[bookmark: _Toc179768752]Research Questions
The research questions of this research are the following:
1. What is the effect of AI-powered personalization efforts by Hilton Honors Program?
2. What are the main challenges and opportunities associated with in enhancing customer experience within the hospitality industry? 
3. What are the lessons learned from the past decade’s investment and activities, successes and failures, related to personalization efforts by the hospitality industry? 

[bookmark: _Toc179768753]Significance of the study
The significance of the study lies in the fact that it has the potential to advance the development of customization strategies in the hotel industry, particularly with regard to loyalty programs. Through the examination of the impacts of customization on visitor loyalty within the Hilton Honors program and the evaluation of how AI-powered personalization may enhance the customer experience, the purpose of this study is to provide relevant insights for academic and industry stakeholders.
It is possible that this research will constitute an addition to the existing body of knowledge that academics currently possess about personalization and loyalty programs. It is possible that as a consequence of this, our understanding of the factors that contribute to the retention of customers and the effective implementation of customization techniques in the hospitality industry would be enhanced and expanded. Additionally, the research may provide light on how artificial intelligence might assist with personalization projects. It is possible that the findings of this research may give practitioners in the sector with helpful information about how to put into practice effective customization strategies. Through the enhancement of customer happiness, the increase of loyalty program participation, and the identification of essential guest data components that can be used to create personalized experiences, this study may aid hospitality firms in earning more income. In addition to this, the research will investigate the possibilities that artificial intelligence presents for the creation of personalized suggestions and offers.
This research has the potential to have a substantial influence on both the academic and industrial spheres for the reason that it provides insightful information on the link between customization and guest loyalty in the Hilton Honors program. It is possible that the findings of this research will be of assistance in directing future studies and the development of more effective customization strategies for the hospitality industry.
In all, this dissertation is comprised of six important chapters. The first chapter provides an overview of the research questions, objectives, and purpose of the study, as well as the research topic and the significance of the investigation. In Chapter 2, a comprehensive review of the existing literature on personalization, loyalty programs, and the hotel industry is presented. Additionally, research gaps are identified and current results are highlighted in this chapter. In Chapter 3, the methodology that was used, which includes the research design, data collection tactics, and methodological approaches to data analysis, is detailed in great detail. The findings of the research are described in Chapter 4, which is based on an analysis of the information obtained from an online survey that was sent to participants of the Hilton Honors program in the United Kingdom. The implications of the results are discussed in Chapter 5, which also establishes connections between the theoretical framework and the findings of the research. The sixth chapter of the dissertation is the last chapter, and it concludes by evaluating the most important results, describing the limitations of the study, and offering some recommendations for further research.

[bookmark: _Toc179768754]Literature review
The hotel industry has seen a profound transformation as a result of the introduction of artificial intelligence (AI). One of the most important applications of artificial intelligence in this sector is the creation of personalized experiences (Wang, 2024). Using technology that is driven by artificial intelligence, hospitality organizations have the potential to boost customer satisfaction and loyalty by providing individualized experiences that are tailored to the needs of particular guests (Singh and Singh, 2024).   
Personalization that is driven by artificial intelligence (AI) is characterized by the use of machine learning algorithms to analyze visitor data and patterns of activity in order to anticipate the preferences and needs of the visitors. This information may be obtained from a variety of sources, including reservations, prior visits, postings on social media, and in-person connections, among others. Through the analysis of this data and the identification of patterns and trends, artificial intelligence (AI) systems may be able to deliver highly customized recommendations and offers.   
Utilising artificial intelligence, for instance, it is possible to provide suggestions for local activities, restaurants, and tailored hotel improvements based on the preferences of a tourist. In order to provide a pleasant and individualised experience, chatbots and virtual assistants that are powered by artificial intelligence may answer to questions posed by site users and provide help in real time. There is also the possibility that AI might be used to optimise pricing strategies in order to provide clients with the best possible rates based on their specific circumstances.   
There is a lot that the hospitality industry stands to gain from customisation enabled by AI. By offering highly individualised experiences, hotels have the potential to increase the number of repeat customers, improve the satisfaction of their guests, and improve their brand image. In addition, artificial intelligence has the potential to assist in the streamlining of operations and the reduction of expenditures by automating repetitive activities and optimising resource allocation.   
Despite the fact that the implementation of AI-powered personalisation is still in its infancy, it is clear that there are potential benefits associated with it. As artificial intelligence technology continues to advance, it is possible that we may witness even more innovative and individualised experiences in the hospitality industry.

[bookmark: _Toc179768755]Importance of Personalization for Enhancing Customer Experience and Driving Loyalty
In today's tough market, personalization has emerged as an essential strategy for businesses that want to enhance the customer experience and cultivate more loyalty among their clientele. Through the customization of their messaging, services, and products to the preferences of each individual customer, businesses have the opportunity to engage in interactions with their customers that are more meaningful and relevant.   
Through the provision of an experience that is both more fascinating and more relevant, customization has the potential to significantly boost customer satisfaction. In situations when customers believe that a company is aware of their needs and preferences, they are more likely to be satisfied with the interactions they have with that company. There is a possibility that this may result in increased customer loyalty and repeat business (McKinsey, 2021).   
Additionally, personalization may be of assistance to businesses in distinguishing themselves from their competitors. It is possible for businesses to acquire a competitive advantage, as well as attract and retain customers, by offering experiences that are unique and individualized. Moreover, customization has the potential to increase customer engagement by enhancing the relevance and attraction of interactions. When customers are provided with individualized recommendations or offers, they are more likely to pay attention and take action.   
According to Tong, Sing Wong, and Hing Lui (2014), several studies have shown that customization of products and services increases customer happiness and loyalty. According to the findings of Lindecrantz, Gi, and Zerbi's (2020) study, customized experiences have the potential to increase customer satisfaction by as much as twenty percent. In addition, according to the findings of a study that was carried out by Epsilon, eighty percent of consumers are more likely to be eager to do business with a company that offers individually tailored experiences.

[bookmark: _Toc179768756]Personalization in the Hospitality Industry
The term "personalization" refers to the practice of tailoring experiences and services to the particular needs and preferences of each individual client in the hospitality industry." By using technology and data analytics, hospitality firms have the ability to provide highly customized experiences that ultimately result in increased customer satisfaction and engagement.
Personalization is of such critical significance in the hotel industry that it is hard to overstate its significance (Zhang, 2018). It is essential for hotels and resorts to differentiate themselves in order to attract and retain clients in an industry that is becoming more competitive. It is possible that they will express a sense of exclusivity and worth to their guests by adding personal touches, which will leave an impression that will remain. By being aware of the preferences of their guests, hospitality companies are able to anticipate the needs of their guests and give exceptional service accordingly. (Guetal, 2024).
Increasing the level of pleasure experienced by visitors is one of the primary benefits of customization. When visitors think that their needs are being met and that their preferences are being taken into consideration, they are more likely to have a positive experience and to pass on information about the institution to others. A further potential benefit of customization is an increase in customer loyalty. Through the provision of a customized experience, hotels have the capacity to deepen their emotional connection with their clientele, which in turn enhances the possibility that the clientele will return for further business.
However, there are a lot of negatives associated with customizing as well. One of the most significant challenges is the collection and analysis of data pertaining to visitors. It is necessary for hotels to collect accurate and comprehensive information on their guests, which should include their booking history, preferences, and behavior when they are actually staying at the establishment. In the next stage, this data will be analyzed in order to identify patterns and trends that may be used in the process of customizing services. The protection of personal information and data privacy is still another challenge. Hotels are obligated to comply with the data protection law that is now in effect and to protect the personal information of their guests wherever possible.
Personalization in the hotel industry offers a substantial number of benefits over negatives, despite the challenges that are associated with it. Through the use of customization, hotels have the potential to achieve a competitive advantage and build long-lasting ties with their guests. Because of the continued advancement of technology, it is possible that the hospitality business will be able to provide even more innovative and individualized experiences (Nkatekho, 2024).
	
[bookmark: _Toc179768757]Personalization Strategies in the Hospitality Industry
In the hospitality industry, there has been a discernible shift towards providing guests with more individualized experiences in recent years. Many businesses, particularly hotels, have come to the realization that it is essential to tailor their services to the specific preferences and wants of each individual guest. This tendency towards customization has been influenced by a number of factors, including the growing expectations of customers, the advancement of technology, and the intensifying competition.
Suggestions that are specifically tailored to the individual are among the personalization strategies that hotels utilize the most often. Through the use of customer data, hotels have the ability to provide guests individualized recommendations for facilities, services, and activities. These recommendations may include past bookings, preferences, and patterns of activity. The hotel may, for instance, suggest a certain restaurant to the visitor based on the dietary needs that the guest has, or it may provide a spa treatment to the guest based on the bookings that the guest has made in the past (Nobar and Rostamzadeh, 2018).
Personalized offers are another powerful personalization strategy. It is possible for hotels to personalize their offerings in accordance with the preferences and actions of their visitors in order to either entice customers to make further bookings or to enhance their stay. For instance, a hotel may provide a discount on an upgrade to a nicer room to a repeat client, or it can offer a complimentary spa treatment to a guest who is celebrating a certain occasion while they are staying there.
Furthermore, hotels have the ability to customize their services to meet the specific needs of each individual guest. One example of this would be the creation of one-of-a-kind facilities for the accommodations, the provision of individualized concierge services, or the modification of the processes for checking in and checking out. As an instance, a hotel may provide a personalized menu for room service or a gift upon arrival, according on the interests of each visitor.
The hotel industry has shown that the implementation of these customization strategies results in a rise in revenue, as well as increased customer satisfaction and loyalty. Through the use of technology and data collected from customers, hotels are able to give their visitors with experiences that are more personalized and memorable.

[bookmark: _Toc179768758]AI in Hospitality
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There have been noteworthy advancements achieved in artificial intelligence (AI) across a number of industries, including the hospitality business. The use of artificial intelligence technology has the potential to totally revolutionize the way hotels and other hospitality businesses manage their operations (Saini and Renu, 2024). This is because it has the ability to improve the experiences of guests and to increase the efficiency of operations.   
Among the applications of artificial intelligence that are used the most often in the hotel industry are chatbots and virtual assistants. It is possible for these gadgets, which are driven by artificial intelligence, to connect with guests in real time, providing rapid responses to queries, addressing commonly asked questions, and even assisting with bookings (Khan and Azam, 2023). It is possible to include chatbots into hotel websites, messaging applications, and in-room gadgets. Chatbots provide support around the clock and may make recommendations that are specific to the individual booking the room. Depending on a visitor's interests and tastes in terms of cuisine, for instance, a chatbot may recommend local activities or restaurants (Mohd Khan and Azam, 2023).   
The use of predictive analytics is yet another powerful use of artificial intelligence that is gaining popularity in the hospitality industry. Through the analysis of vast amounts of data, predictive analytics may be able to aid hotels in predicting the needs of their guests, optimizing their pricing, and projecting their demand. It is feasible for hotels to make use of predictive analytics in order to, for instance, book the appropriate number of staff members based on the projected occupancy rates or to foresee potential maintenance issues before they occur. According to Anubala (2024), hotels that use this data-driven approach are able to improve their overall operational efficiency and make more informed decisions.   
AI may also be used to personalize the experience that visitors have at a location. Through the analysis of guest data, hotels are able to tailor their services to match the specific requirements of each individual guest. This includes the tracking of past bookings, preferences, and activity on social media platforms. It is possible that this will include individualized amenities, recommended rooms, and concentration on promotional efforts. As an instance, a hotel may send a guest a customized email with recommendations for activities in the surrounding area, or it might offer them a free upgrade based on the level of loyalty they have shown (Wang, 2024).

[bookmark: _Toc179768760]AI and Personalized Recommendations: A Powerful Combination
The potential of artificial intelligence (AI) to improve personalization efforts is especially notable. AI has evolved as a force that is disruptive in a number of different industries. By using complex algorithms and machine learning strategies, Artificial Intelligence (AI) is able to examine enormous amounts of data in order to discover patterns, preferences, and behaviors. This enables companies to make ideas that are more tailored to the individual.   
According to Mossavar-Rahmani and Zohuri (2024), one of the key benefits that artificial intelligence has in terms of personalization is its ability to properly process and evaluate vast volumes of data. Artificial intelligence is able to easily handle the challenge of managing the large quantity of data that is provided by users. This is something that conventional methods of customization sometimes find difficult to keep up with. According to Gerlich, Elsayed, and Sokolovskiy (2023), artificial intelligence (AI) has the potential to develop thorough profiles of individual customers by analyzing data from a wide variety of sources. These characteristics include previous purchases, browsing habits, interactions on social media, and demographic information.   
Following the creation of a profile of the client, artificial intelligence is able to anticipate the needs and preferences of the consumer by using predictive analytics (ZULAIKHA et al., 2020). Artificial intelligence (AI) has the potential to give clients with individualized recommendations for products, services, or information that they are likely to find interesting. This is accomplished by identifying patterns and correlations within the data. Because this demonstrates that the organization acknowledges and respects the specific requirements of each individual customer, it has the potential to significantly boost customer engagement and pleasure.   
In addition to this, artificial intelligence is able to continuously improve its ideas in response to the input and interactions of users. Artificial intelligence has the ability to learn from the actions of its users and adjust its recommendations by seeing how users respond to customized suggestions (Choppadandi, 2023). Through this iterative process, personalized ideas are maintained up to date and valuable, which ultimately results in artificial intelligence becoming more accurate and efficient over time. 
The recommendation engines that are used by well-known streaming services such as Netflix and Spotify are an excellent illustration of customization that is enabled by artificial intelligence (Spotify, 2024). In order to propose new material that is likely to be loved by users, these platforms make use of artificial intelligence to analyze the viewing and listening histories of users as well as their preferences. By providing users with individualized recommendations, these systems have the potential to reduce user turnover and boost user engagement.   

[bookmark: _Toc179768761]AI-Powered Personalization: Lessons from Other Industries and Implications for Hospitality
A number of industries, like retail and e-commerce, have been revolutionized by the introduction of AI-powered customization, which enables businesses to provide customers individualized experiences. The evaluation of huge amounts of data enables artificial intelligence (AI) systems to make predictions about the preferences of users and to deliver information, commodities, and services that are highly relevant to those desires. Personalization that is driven by artificial intelligence has a great deal of promise for the hospitality industry, since it has the potential to enhance the experiences of guests and to encourage customer loyalty (Wang, 2024).   
The use of artificial intelligence in e-commerce allows for the creation of targeted marketing campaigns, individualized pricing schemes, and tailored product recommendations. According to Krysik (2021), the recommendation engine on Amazon is responsible for making product suggestions to users based on their browsing behavior, previous purchases, and even their demographic information throughout the shopping experience. According to Raji et al. (2024), the level of customization has led to a significant increase in both sales and the level of happiness experienced by customers. Similar to this, artificial intelligence-powered systems are being used in the retail industry to monitor inventory levels, improve shop layouts, and give individualized experiences inside the store (Nguyen et al., 2022).   
It is possible that the hotel industry may see a large beneficial effect as a result of the insights and applications of AI-powered customization. Using artificial intelligence, hotels may be able to produce individualized dining recommendations, customized hotel selections, and individualized activities (Wang, 2024). Artificial intelligence technologies, for instance, might examine visitor data to determine the lighting, temperature, and bedding preferences of each individual guest in order to provide a comfortable and individualized stay. Additionally, chatbots powered by AI have the potential to provide rapid assistance with customer care, answer to questions, and provide recommendations based on the interests of visitors.   
Hospitality businesses have the ability to provide their guests with experiences that are both unique and memorable by using customization techniques that are powered by artificial intelligence. It is possible that this may result in increased customer satisfaction and loyalty, which might ultimately lead to an increase in sales. Personalization that is enabled by artificial intelligence, however, must be approached with extreme care, taking into account both ethical and privacy concerns. The gathering and examination of visitor information must be carried out in a responsible and open manner in order to protect the privacy of guests.

[bookmark: _Toc179768762]Guest Loyalty and Personalization
[bookmark: _Toc179768763]The Interplay of Guest Loyalty and Personalization
The cultivation of guest loyalty is very important for long-term success in the highly competitive hotel industry of today. The use of personalization is an effective strategy for accomplishing this goal. 
When used to the hospitality industry, the term "personalization" refers to the process of tailoring experiences and services to the specific preferences, needs, and anticipations of each individual guest. Businesses have the opportunity to cultivate a sense of value and connection that extends beyond basic transactional interactions by recognizing and addressing the unique characteristics of their customers.   
Research has repeatedly shown that there is a significant connection between the loyalty of visitors and the level of customization that is provided. For example, according to research conducted by McKinsey, customized experiences have the potential to increase customer expenditure by fifteen percent. When consumers feel valued and understood by a firm, they are more likely to establish an emotional connection with that organization (McKinsey, 2021). This is because pleased and loyal customers are more likely to form an emotional connection with a company.
Additionally, by exceeding the expectations of the visitor, customization has the potential to increase their level of satisfaction. When a customer receives services that are tailored to their preferences, they are more likely to have a positive impression of the experience and to remember it. It is possible that this will result in positive word-of-mouth referrals as well as an increase in brand advocacy (Noubar and Rostamzadeh, 2018). 
Using insights that are prompted by data to personalize the experiences of visitors is one way that is efficient. By collecting and analyzing visitor data, businesses have the opportunity to get a significant amount of insight into the specific needs of their consumers. This information may include preferences, previous behavior, and demographic data. Using this information, it is possible to create individualized experiences, such as individualized recommendations, individualized hotel selections, or targeted marketing efforts.

[bookmark: _Toc179768764]Personalization as a Catalyst for Guest Loyalty
It is therefore absolutely necessary, in the highly competitive hospitality industry of today, to provide guests with an experience that is both one of a kind and memorable. Personalization, which refers to the process of tailoring goods to the preferences of specific individuals, has emerged as a viable strategy for improving customer loyalty. By understanding and catering to the specific needs and preferences of each customer, hospitality businesses have the potential to create a sense of community and connection, which will ultimately result in increased customer retention and therefore, repeat business.   
Over the course of several research, it has been shown that personalization has a positive impact on the loyalty of visitors. In a study conducted by McKinsey & Company, for instance, it was shown that 71% of consumers are more likely to recommend a business that offers customized experiences (McKinsey & Company, 2019). The fact that this is the case highlights how important it is to tailor goods to the preferences of each individual consumer, since this may have a significant influence on customer satisfaction and advocacy (Wilder, Collier, and Barnes, 2014).   
One of the primary ways that personalization may boost visitor loyalty is by fostering a sense of value and recognition, which is one of the benefits that it provides. When guests feel that their needs and preferences are being addressed, they are more likely to get the impression that the business is friendly and responsive to their needs. Through this approach, the visitor and the brand have the potential to establish a powerful emotional connection, which in turn enhances consumer loyalty and the likelihood of repeat business.   
Additionally, personalization has the potential to improve the effectiveness and efficiency of interactions with visitors. Through the use of data analytics and customer relationship management (CRM) systems, hospitality businesses have the potential to get valuable information into the tastes and behaviors of their guests (Serrano et al., 2020). Personalized recommendations, such as suggesting preferred types of housing or fascinating activities in the surrounding area, may be produced utilizing this information in order to anticipate the needs of the visitors.

[bookmark: _Toc179768765]The Hilton Honor Program 
The Hilton Honors program is an incentive program that was established in 1999 and is offered by Hilton Worldwide. Members are able to earn points for their visits at hotels that hold the Hilton brand. These points may be redeemed for free nights, hotel upgrades, and other benefits. Those individuals who travel often and value flexibility, convenience, and the ability to personalize their experiences are the target audience for this program.
In spite of the fact that Hilton Honors has made progress in terms of customization, there is still more room for development. At this time, the program makes use of user data in order to deliver individualized recommendations for activities, meals, and vacation accommodations. However, there is not much customization, and it is often generic. In an effort to enhance personalization efforts, Hilton has begun studying artificial intelligence. For instance, the company has conducted experiments to determine how to make use of artificial intelligence in order to anticipate the preferences of customers and provide recommendations that are more relevant (Hilton, 2023a).
Even with all of these efforts, the customization of the Hilton Honors program is met with a great deal of resistance. Having to deal with the complexity of customer information is a huge challenge. Hilton collects a great deal of information on its users, including their preferences, booking history, and social media activity, among other things. To adequately assess and make use of this data, advanced techniques of artificial intelligence and data science are required. The protection of personal information and data privacy is still another challenge. There is a responsibility on Hilton's part to protect the personal information of its members and to prevent from using such information in any manner that might potentially violate their right to privacy.
In spite of these challenges, the Hilton Honors program provides individuals with a significant amount of customization opportunities. By using artificial intelligence and data science, Hilton is able to give its members with more customized experiences, which will ultimately increase customer satisfaction and loyalty. A member's preferred room type, amenities, and even the ideal temperature for their stay might be predicted by Hilton using artificial intelligence (AI), which could be used to make predictions. There is also the possibility that Hilton may use AI to construct individualized marketing tactics that are tailored to certain customer groups.

[bookmark: _Toc179768766]AI-Powered Personalization in the Hilton Honors Program
[bookmark: _Toc179768767]AI in Hilton Honors: A Personalized Experience
The use of artificial intelligence (AI) in a planned manner has the potential to significantly enhance the Hilton Honors loyalty program that is offered by Hilton Worldwide. The use of artificial intelligence enables Hilton to give its members with an experience that is both more individualized and more exciting (Hilton, 2020). 
For the purpose of providing highly customized accommodation recommendations, artificial intelligence systems are able to analyze historical member data, which may include desired room types, attributes, and locations. Using natural language processing (NLP), it is possible to achieve this goal by determining the preferences of members based on reviews or online posts made on social media platforms. For instance, if a member often expresses their preference for quiet rooms with city views, the artificial intelligence system may suggest that they book a room with a certain attribute for their subsequent visit.
Artificial intelligence might be used by Hilton to personalize offers and promotions for each member based on their preferences and habits of usage. Through the analysis of past visitor data, shopping patterns, and app use, artificial intelligence is able to identify opportunities to present offers and incentives that are pertinent to the user's needs. A member of Hilton who stays at a certain hotel on a regular basis may, for instance, be eligible for an upgrade or a special discount on their following visit at that hotel.
Artificial intelligence has the potential to anticipate the needs of members and to anticipate their conduct in the future. Through its analysis of historical data and recognition of patterns, Hilton is able to proactively address any potential difficulties and enhance the overall experience of its guests. For instance, if artificial intelligence detects that a member is going to have to wait a significant amount of time to check in, Hilton may send a notification offering to bypass the line or provide a complimentary drink to the member.
The use of chatbots powered by artificial intelligence might give members with quick help by successfully handling issues and replying to questions. These chatbots are able to comprehend and reply to a wide range of questions as a result of their capacity to be trained on vast volumes of data. As a result, human agents are freed up to concentrate on more complex responsibilities. A further possibility is that artificial intelligence might analyze data on customer sentiment in order to identify areas in which the guest experience could be enhanced (Hilton, 2020).

[bookmark: _Toc179768768]AI-Powered Personalization: A Game-Changer for Hilton
Hilton, a leading global supplier of hospitality services, has embraced artificial intelligence (AI) in order to revolutionize both the business operations and the experience that guests have while staying at the hotel. Personalization, which is a strategy that tailors services and offers to particular guests based on their interests and behavior, is one of the key reasons that contributes to the success of the hotel chain (Patov, 2024). Personalization is driven by artificial intelligence (AI). Personalization that is driven by artificial intelligence will be examined in length in this article, along with the ways in which it has the potential to increase revenue creation, improve operational performance, and encourage guest loyalty.   
With the help of artificial intelligence, Hilton is now able to provide highly individualized experiences that are tailored to each individual guest. It is possible for algorithms powered by artificial intelligence (AI) to recognize different patterns and change recommendations by analyzing massive amounts of visitor data, which may include prior visits, preferences, and interactions. The use of a customized approach not only fosters a sense of connection and belonging, but also makes visitors feel as if they are valued and understood. Because of this, Hilton has the potential to cultivate a loyal customer base that is more inclined to use the firm once again and to recommend it to others.   
Personalization that is enabled by artificial intelligence has significant opportunities for further revenue development (Said, 2023). In order to properly target promotions, upsell and cross-sell products, and improve pricing strategies, Hilton may employ artificial intelligence. If the hotel chain is aware of the interests and desires of its guests, it may be able to increase the average amount of money spent by each individual guest by providing them with relevant offers. Identifying high-value customers and tailoring their interactions in order to maximize lifetime value is another use of artificial intelligence.   
By improving a variety of Hilton's operational procedures, artificial intelligence has the potential to increase productivity and reduce money. Chatbots that are driven by artificial intelligence might, for instance, address frequently asked queries, freeing up human workers to focus on more challenging tasks (Jobanputra, 2024). It is possible that artificial intelligence might optimize people numbers based on demand in order to reduce labour expenditures while yet maintaining excellent service. In addition, artificial intelligence may be used to assess the feedback provided by customers and identify areas that need improvement. This enables Hilton to make decisions based on data and enhance the overall experience of its guests.

[bookmark: _Toc179768769]AI-Powered Personalization in Loyalty Programs
The use of artificial intelligence into loyalty programs is gaining popularity, as seen by the successful adoption of loyalty programs by a number of firms. 
Starbucks was an early innovator in the field of artificial intelligence-driven customization. By using artificial intelligence (AI) to assess customer purchase history, tastes, and location data, its smartphone app is able to provide highly individualized recommendations, such as suggesting a certain beverage based on the weather or the time of day. As a direct outcome of this customized approach, both the amount of money spent by customers and their level of involvement have increased (Shen, 2022).   
In order to deliver individualized recommendations for beauty products, the Beauty Insider reward program offered by Sephora makes use of artificial intelligence. For the purpose of providing individualized product suggestions, the virtual assistant powered by artificial intelligence at Sephora examines the purchase histories, skin types, and preferences of customers. The implementation of this customized approach has resulted in an improvement in both the level of customer satisfaction and loyalty (Collier, 2023).   
Nike's Nike+ membership program makes use of artificial intelligence in order to create personalized experiences. Through the monitoring of an individual's activity data, Nike is able to make personalized recommendations for exercise, products, and coaching practices. Nike's individualized strategy has improved consumer relations and increased revenue (Barseghian, 2024).

[bookmark: _Toc179768770]Theoretical Framework: Technology Acceptance Model (TAM)
The Technology acceptance Model (TAM) provides a helpful theoretical framework for understanding the acceptability of the Hilton Honors program as well as the implications of AI-powered customization. According to the Technology Acceptance Model (TAM), the factors that have the most impact on people's intentions to use technology are perceived usefulness and perceived ease of use (Davis, 1989).
[bookmark: _Toc179768771]Application of TAM to Hilton Honors:
· It is possible for Hilton to explore how guests perceive the advantages of AI-driven personalization in terms of enhancing their entire hotel experience. It is important to take into consideration a number of factors, one of which is the extent to which visitors believe that artificial intelligence can provide customized recommendations, boost productivity, and save time.
· The degree to which customers perceive that AI-powered goods are easy to use is another factor that may play a role in adoption. Visitors to Hilton need to be evaluated to determine how easy, natural, and uncomplicated it is for them to utilize the artificial intelligence interface.
· TAM recognizes the influence that influences from the outside world have on the adoption of technology. Depending on the context of Hilton Honors, these variables may include environmental circumstances (such as access to the internet and the availability of AI features), social factors (such as peer pressure and recommendations), and human characteristics (such as technical skills and personality traits).
With the help of TAM, the purpose of this research is to investigate the factors that either support or hinder the adoption of AI-powered customization among Hilton Honors members. It is possible that a knowledge of these qualities can guide Hilton's attempts to promote and maximize the use of artificial intelligence technologies. This will ultimately result in an increase in the satisfaction and loyalty of passengers.


[bookmark: _Toc179768772]Research Methodology
[bookmark: _Toc172733947][bookmark: _Toc179768773]Research Design
Using a mixed-methods approach, this study will combine quantitative and qualitative research approaches in order to completely evaluate how customization influences guest loyalty in the Hilton Honors program. Additionally, this study will analyze how Hilton UK may enhance customer experiences by employing AI-powered customization. An in-depth understanding of the complex relationship that exists in the hospitality industry between artificial intelligence (AI), personalization, and customer loyalty may be obtained via the use of this mixed-methods approach.

[bookmark: _Toc172733948][bookmark: _Toc179768774]Data Collection Methods
Quantitative Research
· Survey: There will be a survey administered to a representative sample of Hilton Honors members in the United Kingdom, with the purpose of gathering information about their perspectives on customization, involvement in loyalty programs, and overall happiness.
· Secondary Data Analysis: For the purpose of providing insights into the impact of loyalty programs and trends in personalization, we will conduct a quantitative study of secondary data, which includes data from the Hilton Honors program, studies conducted by the industry, and research conducted by academic institutions.
Sample
The participants in the research are members of the Hilton Honors program in the United Kingdom. A method known as stratified random sampling will be used in order to ensure that different customer demographics, such as age, gender, loyalty tier, and booking frequency, are well represented in the sample. The sample size for the survey will be determined via the use of power analysis in order to ensure that there is sufficient statistical power presented.
The findings of the survey will be evaluated using SPSS.




[bookmark: _Toc179768775]Analysis 
The vast majority of those that responded are in the younger age brackets. There are 28.3 percent of respondents who are between the ages of 18 and 24, while 66.0% are between the ages of 25 and 34. The results of the survey indicate that the viewpoints and experiences of younger people were mostly reflected from their point of view. The proportion of older age groups, namely those aged 35–44 and 55 and older, is much lower. When it comes to these groups, just 1.9% and 3.8% of the respondents, respectively, belong together. The fact that this is the case shows that the survey's appeal or reach among senior citizens may have been limited. A very constant pattern may be seen in the distribution of answers among the younger age groups. Comparatively speaking, the group of people aged 18 to 24 is slightly bigger than the group of people aged 25 to 34. In light of this, it may be deduced that the survey was administered to a diverse range of younger individuals.
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[bookmark: _Toc179363270]Table 1: Table of responses “Age?”

The majority of respondents, comprised of 73.6% of the total sample, consider themselves to be male. It would seem from this that the findings of the study imply that there is a considerable gender gap. A total of 26.4% of those who responded are female. Even though they constitute a sizeable minority, the percentage of women in the workforce is much lower than that of males.
The study's findings are primarily aimed at the hotel industry in the United Kingdom as its major target audience. It is possible that Hilton UK will make use of the information that is acquired from this data in order to concentrate its efforts on personalization on the specific needs and preferences of its guests in the United Kingdom, while also taking into consideration the peculiarities of the local culture.
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[bookmark: _Toc179363271]Table 2: Table of responses “Gender?”

A significant portion of the Hilton Honors membership is comprised of 58.5% of the individuals who responded to the survey. It can be deduced from this that Hilton Honors has a high level of popularity and is well-known among the individuals who were surveyed. There are about 41.5% of the responders who are not members of Hilton Honors. It would seem from this that a large portion of the population is still not associated with the program.
The significant number of people who are members of Hilton Honors is evidence that a sizeable fraction of the target audience has been successfully attracted to the program to participate in it. There is a possibility that Hilton may continue to enhance its benefits and search for further ways to increase the attractiveness of the program.
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[bookmark: _Toc179363272]Table 3: Table of responses “Hilton Honors Membership”

The largest group of respondents, which accounts for 71.7%, has subscriptions that are longer than one year. This indicates either a significant influx of new members or a high pace of people leaving the organization. A total of seventeen percent of the replies fall into one of three categories: one to two years (17.0%), three to four years (7.5%), and five years or more (3.8%). The majority of the membership of the group is made up of smaller organizations.
The relatively low proportion of long-term members in comparison to the significant number of new members brings to light the need of focusing on strategies that will help retain members. There is a possibility that the organization would consider implementing various programs or initiatives in order to encourage involvement and loyalty among its members. The organization's efforts to attract new members have been successful, as seen by the significant number of new members that have joined. To ensure that new members are properly onboarded and assimilated into the organization, it is essential to ensure that they are able to experience the greatest amount of enjoyment and long-term commitment possible.
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[bookmark: _Toc179363273]Table 4: Table of responses “Length of Membership”

While picking a hotel, a huge majority of respondents (54.7% + 41.5% = 96.2%) considered personalization to be either very essential or very important. It seems from this that the majority of respondents consider customization to be a significant part in their decision-making process when selecting a hotel. A minuscule minority (1.9% + 1.9% = 3.8%) said personalization was either not significant at all or just moderately important. It may be deduced from this that the target audience places a high value on customization in general.
Because of the importance that is placed on individualization, it is reasonable for hotels to focus on providing their guests with experiences that are tailored to their own preferences. One example of this might be the provision of individualized services, specialized facilities, or targeted advertising. For hotels to be able to effectively tailor their guests' experiences, they need to collect and analyze customer data. The use of this information allows for the determination of individual preferences, which enables offers to be tailored to meet those tastes. When it comes to making customization feasible, technology is very necessary. It is necessary for hotels to make investments in technology that will allow them to collect and analyze customer data, personalize their communications, and provide one-of-a-kind experiences. Employees of hotels need to get training on the importance of personalization in order to be able to give individualized service to guests. It is necessary to pay attention to the requirements of visitors, to make assumptions about their preferences, and to alter interactions in a manner that is suitable.
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[bookmark: _Toc179363274]Table 5: Table of responses “How important is personalization to you when choosing a hotel?”

This frequency table provides a summary of the responses that were given to a survey question on the frequency with which one receives customized offers or recommendations. This represents a significant portion of the respondents, as 39.6% of them said that they sometimes got tailored offers or recommendations. It would seem from this that customization efforts are becoming more prevalent in the hospitality industry. In spite of the widespread use of personalization, only 30.2% of respondents said that they were often provided with recommendations or offers that were specifically targeted to them. Consequently, this suggests that the frequency of personalized experiences, as well as their relevance, may still be improved. One-seventh of individuals who were polled said that they never get personalized offers or recommendations. This highlights how crucial it is to identify and address any gaps in the customization approach in order to make sure that all customer groups are served.
The hotel industry in the United Kingdom is reportedly seeing a rise in the frequency with which customization is being implemented. However, there is still a great deal of opportunity for improvement in terms of customization initiatives, especially with respect to the frequency and relevancy of the messages. Even if the research does not expressly address this relationship, it is plausible to draw the conclusion that tailored experiences are likely to result in increased levels of customer satisfaction and loyalty. There is a possibility that hotels would personalize their offers and ideas in order to give guests with an experience that is more relevant and engaging. In order to properly personalize experiences, it is necessary to have data that is both of high quality and easily accessible. It is necessary for hotels to collect and analyze data on the preferences, activities, and interactions of their guests in order to be able to deliver individualized service and recommendations. It is possible that artificial intelligence will be of great assistance in analyzing large databases and identifying patterns in order to make tailored offers and recommendations. Through the use of artificial intelligence, hotels are able to automate the process of personalization and give more relevant experiences at scale. One of the design features that should be included in the Hilton Honors program is the collecting and usage of guest data in an efficient manner. A few examples of this would be making investments in customization systems that are driven by artificial intelligence and establishing loyalty programs that encourage visitors to share their preferences and routines.
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[bookmark: _Toc179363275]Table 6: Table of responses “How often do you receive personalized offers or recommendations from Hilton Honors?”

A sizeable percentage of participants, 47.2%, said that they were very content with the level of customization they received, and they gave themselves a rating of "Very satisfied." With 22.6% more people replying "Satisfied," the overall positive attitude resulted in 69.8% of people being satisfied. When it comes to the level of personalization, a number of respondents, which accounts for 26.4% of the total, indicated "Neutral" sentiments, which indicate neither extreme satisfaction nor discontentment. Only 3.8% of those who participated in the survey said that they were "dissatisfied" or "very dissatisfied."
Based on the high level of satisfaction, it can be deduced that efforts towards customization are often effective in meeting the expectations of the respondents. There is a possibility that businesses will continue to invest money in customization strategies in order to boost customer satisfaction and loyalty. It is clear that there is potential for improvement, as seen by the neutral and negative comments, even if the majority of respondents are content with the situation. For the purpose of identifying areas in which further personalization efforts are required, businesses need to investigate the specific factors that contribute to customer dissatisfaction.
A rising number of people are using customization, which raises concerns about the protection of their data. Businesses need to make certain that they have the appropriate rules in place to protect the privacy of their customers and that they are collecting and utilizing data in a way that is both ethical and transparent throughout the process. Each individual's wants and preferences should be taken into consideration when customizing anything. It may be vital for companies to take the time to perfect their customization strategies in order to guarantee that the recommendations and offers they provide to customers are really valuable and relevant to their needs. The outcomes of the poll indicate that respondents were, on the whole, fairly content with the customizability of the experience. This demonstrates that enhancing the customer experience and fostering loyalty via the use of customization may be an effective strategy. Despite this, companies need to keep a close watch on customer feedback and make any required adjustments in order to guarantee that their attempts to personalize their products and services are in accordance with the shifting expectations of consumers and that they address concerns around privacy.
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[bookmark: _Toc179363276]Table 7: Table of responses “How satisfied are you with the level of personalization you receive from Hilton Honors?”

A total of 28.3% of respondents said that the aspect of customization that they value the most is the provision of special offers and discounts. It may be deduced from this that guests of hotels are greatly driven by the financial incentives they get. According to the preferences of 18.9% of the participants, personalized dietary advice come in as the second most preferred option. According to this, it seems that guests place a high importance on receiving individualized recommendations for eating experiences. Proactive assistance, which may include early check-in or late check-out, was selected by 9.4% of respondents. Convenience and adaptability are two other factors that should be taken into account when choosing a hotel and should be considered. The acknowledgement of options, particularly those connected to amenities and style of housing, was complimented by 17.0% of those who participated in the survey respondents. The conclusion that can be drawn from this is that hotels that cater to the preferences of their guests are more likely to attract and retain consumers. Personalized rooms are the option that 26.4% of respondents choose from among the alternatives. As a result, it is clear that individualized recommendations that take into consideration the specific needs and preferences of each individual visitor constitute an important component of the hotel stay.
According to the data, customers in the hotel industry in the United Kingdom seem to find pleasure in individualized experiences that provide them with distinct benefits, take into consideration their preferences, and provide ideas that are especially tailored to their needs. It is important for hotels to continue to provide discounts and special deals in order to both attract and retain customers. The preferences of an individual or their standing in a loyalty program might be taken into consideration when customizing these incentives. There is a possibility that customized meal suggestions may enhance the satisfaction of visitors and lead to a rise in revenue. It is possible for hotels to consider using data analytics in order to ascertain the preferences of guests and deliver individualized recommendations. It is possible that proactive assistance will demonstrate excellent service and boost customer satisfaction. There are a few examples of this, such as checking in early and checking out late. Hotels are required to consider the possibility of putting in place procedures that might anticipate and react to the requests of their guests. In order to win a customer's loyalty, it is necessary to not only comprehend but also fulfil their preferences. Hotels need to collect and examine data from their guests in order to get an understanding of individual preferences and to make suitable adjustments to their offerings. There is a possibility that personalized room recommendations may increase both visitor happiness and revenue. The use of data analytics by hotels may help them identify the preferences of their guests and present them with individualized options for accommodations.
The results of the survey indicate that guests interested in staying at hotels like a choice of tailored amenities. The satisfaction and loyalty of customers may be considerably boosted by a variety of means, including but not limited to the provision of unique discounts, individualized food suggestions, proactive help, identification of preferences, and individualized hotel recommendations. Hotels that are able to effectively use customization strategies have a greater chance of attracting and retaining guests to their establishments, in addition to creating experiences that are memorable.
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[bookmark: _Toc179363277]Table 8: Table of responses “What specific aspects of personalization do you value most in a hotel loyalty program?”

A large number of participants, which accounts for 62.3% of the total, have expressed views of "Very comfortable" with the usage of their personal information by hotels. This would imply that the use of personal data in the hospitality industry is seen in a positive light. A proportion of participants (35.8%) conveyed indifferent or unfavorable opinions. When compared to the 3.8% who felt "Somewhat uncomfortable," 1.9% of people reported feeling "Very uncomfortable." It can be deduced from this that although while the vast majority of responders are at peace, there are still some of them who are concerned about their privacy. 
According to the findings of the study, visitors in the hospitality industry in the United Kingdom seem to be generally OK with the idea that hotels would use their personal information to personalize their stays. In spite of this, it is essential to address the concerns of the minority of individuals who have reservations about the use of data. As a result of the high level of comfort, it is clear that visitors see hotels as reliable people who are responsible for protecting their personal information. Hospitality establishments should continue to put a high focus on data security and transparency in order to maintain the trust of their guests. In spite of the fact that the majority of respondents are at ease, the presence of comments that are both positive and negative indicates that there is a need for improved training and communication on the utilization of data. When it comes to the collection, use, and protection of information about their guests, hotels are required to be forthright and honest. It is of the utmost importance to protect the confidentiality of their client information. It is imperative that hotels make substantial expenditures in security measures in order to protect themselves from unauthorized access and cyber intrusions. The positive perspective on the usage of data suggests that customization might be an effective tool for enhancing the experience that an individual has when visiting a website. Hotels should continue to use data in an ethical manner in order to give personalized advice and services to their guests.
According to the results of the poll, the majority of respondents are highly comfortable with the idea of hotels sharing their personal information. It would seem from this that hotels have, for the most part, been successful in creating confidence and trust about their data practices. Nevertheless, it is of the utmost importance to give data privacy and transparency the highest priority while also addressing the concerns of those who are less at ease. By doing so, hotels have the opportunity to continue to cultivate strong relationships with their guests and to make use of data in order to deliver one-of-a-kind experiences that are individualized for each person.
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[bookmark: _Toc179363278]Table 9: Table of responses “How comfortable are you with hotels using your personal data to provide personalized services?”

Respondents' perceptions of the extent to which artificial intelligence may tailor their hotel experience are the primary focus of the survey's findings. The great majority of respondents (86.8%) had a positive assessment of the ability of artificial intelligence to tailor the hotel experience. This was achieved by 47.2% of respondents strongly agreeing and 39.6% agreeing. This indicates that the majority of respondents believe that artificial intelligence is capable of effectively tailoring hotel services to the preferences of each individual visitor. On the other hand, just 13.2% of those who were polled reported feeling indifferent or unfavorably. 7% of respondents disagreed with the message, while 1.9% strongly disagreed with it. This suggests that even if the majority of people are in support of it, there are still some individuals who are uncertain about how well AI will be able to personalize experiences.
A growing number of people are becoming aware of the possibilities that artificial intelligence (AI) has in the hospitality industry, and they have a positive view of its capacity to tailor the experience that guests have when staying at hotels. The effectiveness of artificial intelligence in personalization is contingent on the amount and quality of visitor data. It is necessary for hotels to collect and analyze data on the preferences, habits, and interactions of guests in order to train artificial intelligence models and deliver accurate, individualized recommendations. The results of the poll provide conclusive evidence that artificial intelligence is capable of effectively personalizing the hotel experience. Businesses in the hospitality industry may utilize artificial intelligence to assess large amounts of data, automate the process of personalization, and make ideas that are timelier and more relevant. Techniques for personalization that are driven by artificial intelligence need to be included into the design of the Hilton Honors program. This may involve making investments in data-driven model development, investing in artificial intelligence platforms, and ensuring that the program collects and makes use of relevant visitor data.
Because artificial intelligence is seen in a positive light, hotels should continue to invest money in AI systems in order to enhance the experience of their guests. AI has the potential to be utilized to tailor offerings, ideas, and services by taking into account different preferences and behaviors. In spite of the fact that the majority of respondents had positive attitudes on AI, there are still concerns around data privacy. In addition to taking the appropriate safeguards to protect the privacy of their customers, hotels should also make certain that they are collecting and using guests' information in a way that is both ethical and transparent. Artificial intelligence (AI) is a discipline that is rapidly evolving. In order to guarantee that they are meeting the ever-evolving requirements and anticipations of their guests, hotels should continually evaluate and enhance the personalization efforts that are driven by artificial intelligence. It is essential to have a human touch in the hotel experience, even if artificial intelligence has its applications. Hotels have to achieve a balance between the personalization that is driven by artificial intelligence and the personalization that is fueled by human workers.
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[bookmark: _Toc179363279]Table 10: Table of responses “Do you believe AI can effectively personalize the hotel experience?”

Based on the responses to the survey, the table provides a summary of the most significant data points and information on personalization in the hotel industry. Booking history is the most valuable data piece, according to 41.5% of respondents. It may be deduced from this that previous booking behavior is considered to be an essential component of effective customization. Another piece of information that is notable is the fact that 35.8% of respondents chose their choices about accommodation. In light of this, it is very vital to be aware of the kind of accommodations, amenities, and services that visitors want in order to provide them with a personalized experience. Participation in activities related to social media was chosen by 17.0% of respondents. In light of this, it is possible that gaining an understanding of how visitors behave on social networking sites might give valuable information on personalization. There was a lower proportion of respondents that picked location data, which was 3.8%. The fact that this is the case implies that while location could be a significant component for customization, other data factors might be more relevant. With just 1.9% of participants selecting, it as the least relevant piece of information, spending habits were the least important detail. Given this, it can be deduced that while spending data does have its applications, it may not be as significant as other factors when it comes to the application of personalization.
With regard to the hotel industry in the United Kingdom, the most relevant data points for customization are the booking history and the preferences of the guests staying at the establishment. This demonstrates how important it is to collect and analyze this data in order to deliver experiences that are tailored to the specific needs of each person. It is important for hotels to focus on collecting and using data on booking history and stay preferences in order to improve the overall guest experience. One example of this would be the use of data analytics technologies to investigate the behavior of visitors and identify patterns. It is possible that location data might be valuable in some circumstances, despite the fact that it might not be the most crucial component for customization. Through the use of location data, hotels have the ability to make relevant recommendations based on surrounding amenities or attractions.
According to the conclusions of the research, the most important data pieces for designing the hotel experience are the history of bookings and preferences for stays. Additionally, data on location and activity on social media platforms are helpful, but it is possible that they are not as relevant as data on bookings and preferences. Through the effective collection, analysis, and use of this data, hotels have the ability to enhance the satisfaction of their customers and create highly customized experiences.
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[bookmark: _Toc179363280]Table 11: Table of responses “Which of the following data points do you believe are most valuable for hotels to use in personalization?”

The table provides a summary of the survey question on the likelihood of recommending Hilton Honors to friends and family. A substantial majority of responders (62.3%) expressed a strong likelihood of recommending Hilton Honors, ranking it at 8 or above on a scale from 1 to 10. This demonstrates that a significant portion of the program's users are satisfied and would recommend it to others. With a tendency to recommend score of seven or below, a portion of the participants (24.5%) exhibited indifference or negative sentiments. This indicates that there is still room for improvement, even if most people are in support.
With such a high percentage of positive reviews, Hilton Honors must be doing something right as a loyalty program. Hilton may want to consider expanding the program or introducing new services to better satisfy its customers. The neutral and negative comments reveal that there is space for improvement, regardless of how positive the bulk of replies are. Hilton has to figure out why the software isn't working so well in order to fix it. If Hilton could figure out what makes for effective recommendations, they may be able to boost member engagement and loyalty. To further solicit member feedback, Hilton may consider increasing the frequency of focus groups or surveys. The results show that people are happy with Hilton Honors and are willing to spread the word. Because of this, it's safe to say that Hilton Honors is an excellent loyalty program. It is essential, however, to pay attention to the gripes of the unhappy and persist in efforts to boost member happiness and engagement. This will help Hilton maintain its lead in the hotel industry and enhance its loyalty program.
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[bookmark: _Toc179363281]Table 12: Table of responses “How likely are you to recommend Hilton Honors to friends and family?”

It was stated by an overwhelming majority of respondents (83.0%) that participation in a loyalty program was either extremely important or very important (very significant). When it comes to choosing a hotel or other service, this indicates that a sizeable number of respondents believe the status of their loyalty program to be of utmost significance. Among those who participated in the survey, just 1.9% said that participation in a loyalty program was absolutely unimportant. The fact that this is the case suggests that the status of a customer's loyalty program is still a significant factor for the majority of consumers, even if it is not always completely essential.
In the hotel industry, the status of loyalty programs is a crucial component, as shown by the data. This indicates that any efforts to tailor material have to be adapted for different degrees of loyalty. In light of the fact that membership in a loyalty program is highly appreciated, it is reasonable for hotels and other businesses to focus on giving their most committed customers with rewards that are both appealing and beneficial. For example, you could be given priority when it comes to facilities, renovations, individualized services, or special incentives. It is clear that there is a substantial connection between customization and loyalty, as seen by the great value that is placed on membership in a loyalty program. By delivering customized experiences that correlate with the benefits of various loyalty tiers, hotels have the potential to increase customer satisfaction and loyalty with their establishments. In order to properly personalize experiences based on membership status in loyalty programs, it is necessary to have data that is both of high quality and easily accessible. Hotels are required to collect and analyze data on booking history, membership in loyalty tiers, and other relevant criteria in order to effectively give tailored offers and recommendations to their guests.
Through the implementation of tiered loyalty programs that provide varied benefits, it is possible to further enhance customer loyalty and to stimulate repeat business. Members who have reached higher tiers may be eligible for additional privileges from hotels, such as free upgrades or access to lounges that are reserved exclusively for them. The ability to effectively communicate with customers and appreciate their participation in loyalty programs is necessary for maintaining their interest. In order to ensure that its members are aware of their status and the benefits that come along with it, hotels are required to take the necessary precautions. By using the status of loyalty programs, it is possible to customize the client experience to be more distinctive. During the process of tailoring offers, ideas, and services to a member, hotels may take into consideration the member's degree of loyalty as well as their prior behaviors. The results of the poll indicate that a significant number of consumers put a high rate of importance on being a member of a loyalty program. There is a greater likelihood that hotels and other businesses will be able to retain customers and drive repeat business via loyalty programs that have a high visual appeal and clear information. By recognizing the significance of customer loyalty program status and tailoring their offerings accordingly, businesses have the potential to increase customer satisfaction and loyalty.
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The table provides a summary of the responses that were received to a survey question that enquired about the factors that would encourage participants to engage with the Hilton Honors program more often. According to 37.7% of respondents, the most essential factor in fostering engagement is the provision of more customized products. This suggests that members put a high value on receiving individualized guidance and having face-to-face interactions. A total of 35.8% of the respondents chose to have exclusive experiences that are extremely motivating. Some examples of these experiences include admission to exclusive lounges or special events. The fact that members value exclusive and exclusive privileges is suggested by this. Despite the fact that it does not have the same effect as tailored offers or one-of-a-kind experiences, faster point accrual is nevertheless a characteristic that stimulates participation for 9.4% of respondents. This suggests that members place a high value on efforts that allow them to accumulate points in a more expedient manner. 17.0% of those who participated in the survey said that they would like improved customer service. In light of this, it seems that providing great customer service is necessary in order to maintain member engagement.
According to the data, customers in the hotel industry operating in the United Kingdom place a high value on personalized experiences. Hotel loyalty programs have the potential to encourage more engagement by providing ideas and rewards that are tailored to the individual. It is clear that there is a major connection between customization and loyalty, as seen by the emphasis placed on individualized products and services. Through the provision of experiences that are not just relevant but also meaningful to their visitors, hotels have the potential to foster customer loyalty and encourage repeat business. In order to properly personalize experiences, it is necessary to have data that is both of high quality and easily accessible. It is necessary for hotels to collect and analyze data on the preferences, activities, and interactions of their guests in order to be able to deliver individualized service and recommendations.
It is important that Hilton Honors continues to place a focus on offering members with one-of-a-kind experiences and incentives. In order to do this, it could be required to make use of data analytics in order to ascertain the preferences of each individual and then modify ideas for them accordingly. It is possible that providing members with one-of-a-kind experiences would boost their loyalty and enjoyment. There is a possibility that Hilton would consider forming partnerships with other businesses or brands in order to provide members with unique experiences. Increased speed in the accumulation of points is not the most essential component, but it might still be an excellent benefit for members. Hilton may investigate the possibility of accelerating the collection of points for certain member activities or segments by using various ways. Keeping up with the provision of exceptional customer service is very necessary in order to maintain member engagement. The Hilton company is responsible for ensuring that its staff have the appropriate education in order to fulfil the requirements of its clients and deliver outstanding service.
The results of the poll indicate that the most effective methods for promoting member engagement with Hilton Honors are via the provision of individualized offers, one-of-a-kind experiences, accelerated point accumulation, and enhanced customer service. By focusing on these aspects, Hilton may be able to increase the overall performance of the program as well as the enjoyment and loyalty of its members.
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[bookmark: _Toc179363283]Table 14: Table of responses “What would encourage you to engage more with the Hilton Honors program?”



[bookmark: _Toc179768776]Discussion 
The data from the survey that was evaluated in the preceding responses provides valuable information on the expectations, preferences, and levels of satisfaction that respondents have along a variety of different dimensions. There are a number of important discoveries that have been made, including the importance of loyalty programs, the high desire for individualized experiences, and the need for exceptional customer service.
The importance of personalization in the hotel sector is a recurring theme in the results of the survey. The individuals who participated in the survey demonstrated a high demand for individualized services, ideas, and offers. In order to create individualized experiences that are tailored to the preferences and expectations of guests, hotels need to make investments in technology and data-driven initiatives. This highlights the importance of hotels making these investments.
To attract and retain customers, loyalty programs are vital. The respondents, who also recognized the prestige and rewards of loyalty programs, highlighted the importance of giving loyal members with appealing prizes and recognition. They also acknowledged the importance of offering these benefits. It is important for hotels to focus on building customer loyalty programs that are not just appealing but also provide genuine benefits and stimulate connection with customers.
The provision of great customer service is yet another significant factor that influences the satisfaction and loyalty of customers. The individuals who took part in the discussion expressed their desire to improve customer service by highlighting the importance of hotels prioritizing staff training, providing prompt assistance to customers who are experiencing issues, and providing individually tailored assistance.
The findings of the poll highlight the need of continuously enhancing the hotel industry, which is a continuous process. Hotels should frequently study client feedback, evaluate market trends, and change their business strategies in order to meet the ever-changing demands of their customers. By making investments in innovation and staying ahead of trends in the market, a hotel can maintain its competitive edge and continue to give exceptional experiences.
The findings of the survey research are summarized by highlighting the growing relevance of customer service, loyalty programs, as well as customization in the hospitality industry. Through the implementation of these strategies, hotels have the potential to differentiate themselves from their rivals, foster long-lasting ties with their visitors, and foster success over the long run.

[bookmark: _Toc179768777]Literature Review and Survey Findings: Supporting Evidence 
Both the literature review and the findings of the study highlight the importance of customization in the hospitality industry. Both of these sources provide evidence that artificial intelligence has the ability to enhance personalization efforts, as well as to boost customer satisfaction and loyalty.
Personalization as a competitive advantage: According to the findings of the study as well as the literature, the relevance of customization as a competitive distinction in the hotel industry is emphasised. Hotel establishments that are able to tailor their experiences to the specific needs of each individual guest have a greater chance of attracting and retaining customers.
AI-Powered Personalization: In the literature, it is emphasized that artificial intelligence has the potential to totally change personalization projects in the hotel industry. The results of the study, which demonstrate how crucial respondents believe customized experiences to be and how AI can effectively give them, provide indirect support for this assertion.
Data-Driven Insights: Both literature review and survey findings highlight the value of data-driven insights for effective customization, highlighting the importance of these insights. It is necessary for hotels to collect and analyze customer data in order to have an understanding of the preferences of their guests and to tailor their experiences properly.
Customer Satisfaction and Loyalty: According to the findings of surveys and literature, customization has a beneficial influence on the satisfaction and loyalty of customers. Through the provision of individualized experiences, hotels have the ability to improve the emotional relationships they have with guests and encourage repeat business.
The findings of the survey provide empirical evidence to support the claims that are made in the aforementioned literature. The literature places a strong focus on the relevance of tailoring services to the preferences of individual customers, which is in line with the huge number of respondents who value customized experiences and products. On the other hand, the positive attitude on the effectiveness of AI in personalization lends credibility to the statements made in the literature regarding the potential benefits of personalization driven by artificial intelligence.

[bookmark: _Toc179768778]Literature Review and Survey Findings: Contradicting Evidence
In general, the findings of the survey are in agreement with the body of literature on AI-powered customization in the hotel industry; nevertheless, there are a few cases in which they disagree with or contradict particular points of view.
· Based on the findings of the research, it is acknowledged that there are potential negatives associated with the personalization of AI, such as concerns over data privacy and the need for human control. This goes opposite to the claims made by certain media, which may overestimate the capabilities of artificial intelligence without taking into consideration its limitations.
· Given the findings of the survey, it is clear that it is of the utmost importance to address concerns around data privacy while using AI-powered personalization. The argument that data privacy does not pose a significant barrier to adoption is debunked by this evidence.
· Even while artificial intelligence makes it possible to personalize the hotel experience, the findings of the survey highlight how important it is to have a human touch in the hotel experience. This is in direct opposition to the literature, which may understate the impact of human interaction while exaggerating the importance of artificial intelligence.
· The findings of the survey underline the need of continuous breakthroughs in personalization enabled by artificial intelligence. The idea that artificial intelligence is a one-time fix and does not need ongoing testing and refinement is debunked by this statement.
· The findings of the survey acknowledge the one-of-a-kind opportunities and challenges that the hospitality industry has when it comes to putting AI-powered customization into reality. This goes opposed to studies that may provide an oversimplification of the application of artificial intelligence to a number of organizations without taking into consideration the specific features of those firms.
In a nutshell, the research investigates a few of the challenges and constraints that are associated with the implementation of AI-driven personalization in the hospitality industry, despite the fact that it largely agrees with the existing body of scientific research in this field. The study provides a more fair and nuanced understanding of the potential benefits and drawbacks of AI-driven customization in the hotel industry by acknowledging the discrepancies that have been identified and by rejecting opinions that are too optimistic.




















[bookmark: _Toc179768779]Conclusions 
Personalization is essential in order to increase customer satisfaction and loyalty. Hotels have the ability to differentiate themselves from competitors and give experiences that will be remembered for a lifetime by expertly tailoring their offerings to the preferences of each individual guest. Using customization that is enabled by artificial intelligence, hotels may enhance the experiences of their guests, increase their income, and improve their operational efficiency. The provision of highly individualized services and recommendations is made possible by Artificial Intelligence (AI), which makes use of pattern recognition and data analysis. It is necessary to address concerns around data privacy, despite the fact that AI-enabled personalization offers a multitude of benefits. In order to protect the information of their customers, hotels are required to implement stringent security measures, as well as to collect and manage data in a way that is both ethical and transparent. The hospitality industry is still in need of human interaction, despite the fact that artificial intelligence has the capacity to automate a number of tasks and provide individualized recommendations. A hotel should make an attempt to find a balance between the customization that is done by human workers and the personalization that is driven by artificial intelligence. Hotels should continuously evaluate and enhance their AI-powered personalization strategies in order to ensure that they are meeting the ever-evolving needs and expectations of their consumers. This is because artificial intelligence (AI) is a subject that is rapidly expanding.
The implementation of customization enabled by artificial intelligence confronts the hotel industry with unique opportunities and challenges. When developing their AI strategies, hotels should take into consideration a variety of factors, including infrastructure, the tastes of their guests, and the availability of data. In conclusion, the hotel industry has the potential to undergo a full transformation as a result of the implementation of AI-powered personalization, which has the ability to provide highly tailored experiences and increase customer satisfaction. In spite of this, it is of the utmost importance to address concerns about data safety, maintain a human element in the experience of visitors, and continue to improve AI-powered customization strategies. Artificial intelligence might be used by hotels to acquire a competitive advantage and to foster long-term profitability in this manner.









[bookmark: _Toc179768780]Recommendations 
Hilton Honors should continue to place a high premium on personalization and the use of technologies powered by artificial intelligence in order to enhance the experience of its guests. The findings of the survey establish without a reasonable doubt that members put a significant amount of importance on individualized recommendations, deals, and services. It is necessary for Hilton to make investments in artificial intelligence and data analytics in order to acquire and process information about customers, ascertain their preferences, and create individualized experiences. Additionally, Hilton needs to place a strong emphasis on increasing customer service by ensuring that its workers are well-informed and responsive to the requirements of guests.
It is also important for the hotel industry in the United Kingdom to place a high focus on providing excellent customer service and personalization. Through the use of AI-powered personalization strategies, hotels have the opportunity to differentiate themselves from their competitors, attract new business, and create a clientele that is loyal to them. The United Kingdom's hotels need to make investments in technology and data analytics in order to provide tailored experiences. In addition, hotels should make a significant amount of effort to provide excellent customer service by ensuring that their staff members are understanding, courteous, and knowledgeable about the surrounding area. There is a possibility that the hotel industry in the United Kingdom may enhance its status and attract a greater number of visitors if it were to place a stronger focus on personalization and customer service.
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	Participant Identification Number:
	

	PARTICIPATION CONSENT FORM
(for researcher to fill)

	Project Title:  Investigating the extent of AI-powered personalization efforts in enhancing customer experience within the hospitality industry: the case of Hilton Honors Program.

	Name of Researcher: Siyona S. Christian 
	Name of Supervisor: Prof. Amare Desta

	Email of Researcher: 2311505@student.uwtsd.ac.uk

	Aim of Research: The aim of this research is to investigate the impact of personalization on guest loyalty within the Hilton Honors program and to explore how Hilton UK can leverage guest data and AI-powered personalization to enhance the customer experience and drive higher loyalty program engagement.




	(for participant to fill)
	YES
	NO

	1
	I confirm that I have read and understood the information sheet dated _________ for the above study. 
	
	

	2
	I understand there are no material benefits for participating.
	
	

	2
	I have had the opportunity to consider the information, ask questions and have had these answered satisfactorily.
	
	

	3
	I understand that my participation is voluntary and that I am free to withdraw at any time, without giving any reason.
	
	

	4
	I understand that any information given by me may be used in future reports, articles or presentations by the researcher.
	
	

	5
	I consent for my name and title to be used within this study.
	
	

	
	Where applicable, I understand that my details will not be anonymous.
	
	

	6
	I agree to be recorded (audio and/or audio-visual video).
	
	

	7
	I agree to take part in the above study.
	
	

	Researcher’s Name (Print)
	
	Signature
	
	Date
	

	Participant’s Name (Print)

	
	Signature
	
	Date
	



	You may decline to participate in this study. You may end your participation in this study at any time. All data generated from this or any interview will remain confidential. For more information, please view the university’s Research and Data Management Policy.

When completed please email a copy to the below address to be kept on the file of the researcher and retain a copy for yourself.

Subject Title: Siyona S. Christian – Participant Consent Form
Email: 2311505@student.uwtsd.ac.uk
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1. What is your age group ?*
· 18-24
· 25-34
· 35-44
· 45-54
· 55+

2. What is your gender?*
· Male
· Female
· Prefer not to say

3. What is your location?*
· UK
· Other:

4. Hilton Honors Membership:*
· Yes
· No

5. Length of Membership:*
· Less than 1 year
· 1-2 years
· 3-4 years
· 5+ years

6. How important is personalization to you when choosing a hotel?*
· Extremely important
· Very important
· Somewhat important
· Not important at all
7. How often do you receive personalized offers or recommendations from Hilton Honors?*
· Frequently
· Occasionally
· Rarely
· Never

8. How satisfied are you with the level of personalization you receive from Hilton Honors?*
· Very satisfied
· Satisfied
· Neutral
· Dissatisfied
· Very dissatisfied

9. What specific aspects of personalization do you value most in a hotel loyalty program?*
· Tailored room recommendations
· Personalized dining suggestions
· Exclusive offers and discount
· Recognition of preferences (e.g., room type, amenities)
· Proactive assistance (e.g., early check-in, late check-out)

10. How comfortable are you with hotels using your personal data to provide personalized services?*
· Very comfortable
· Somewhat comfortable
· Somewhat uncomfortable
· Very uncomfortable

11. Do you believe AI can effectively personalize the hotel experience?*
· Strongly agree
· Agree
· Disagree
· Strongly Disagree


12. Which of the following data points do you believe are most valuable for hotels to use in personalization?*
· Booking history
· Stay preferences
· Social media activity
· Location data
· Spending habits


13. How likely are you to recommend Hilton Honors to friends and family?*
Extremely unlikely
· 1
· 2
· 3
· 4
· 5
· 6
· 7
· 8
· 9
· 10
Extremely likely

14. How important is loyalty program status (e.g., Diamond, Gold) to you?*
· Extremely important
· Very important
· Somewhat important
· Not important at all

15. What would encourage you to engage more with the Hilton Honors program?*
· More personalized offers
· [bookmark: _GoBack]Exclusive experiences
· Faster points accrual
· Better customer service
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