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[bookmark: _Toc210518446]Chapter 1: Introduction
Smart technologies, artificial intelligence (AI), and machine learning are changing how hotels interact with visitors and run their businesses worldwide.   Recent industry publications emphasise that AI use is extending beyond customer service robots to predictive analytics for demand, tailored guest experiences, and AI without a user interface.   IoT and mobile technology allow visitors to personalise their accommodation settings on cellphones or PCs.  Self-service check-in, digital keys, and an automated concierge are also contactless.   These trends suggest that technology will improve service without replacing personal touch.
  CitizenM London Bankside is an intriguing case study in this shifting environment.   Since its founding as a "luxury hybrid hotel for today's modern travellers," citizenM has expanded worldwide.   The Bankside hotel in London caters to techies with self-service check-in booths, RFID-enabled keys, emailed receipts, and free Wi-Fi.   Hotel guests may operate the TV, entertainment, lights, temperature, blinds, and mood lighting from a tablet.   A complete stack AI-driven network enables this technology-based convenience.  Skip the front desk and check in using a kiosk or mobile app, grab a digital key and go right to your room.   CitizenM employees function as ambassadors, greeting and socialising with guests while technology handles dull jobs.   Hotels are examples of AI enhancing human service rather than replacing it.
[bookmark: _Toc210518447]Research aim and objectives
This placement research project investigates how AI-enabled technologies and human teamwork might improve visitor experience and business operations at citizenM London Bankside.   The initiative will evaluate digital's benefits and drawbacks for guests, personnel, and management.  It will also examine how the hotel's practices may improve world-class hospitality.   The study will attempt the following to achieve this goal:
  1. Examine citizenM London Bankside's AI apps.   Look at self-service booths, mobile check-in, smart room controls, and the AI-powered network that makes them possible.
2. Ask personnel how they feel about AI.   The study will examine how ambassadors and supervisors use technology, if repetitive tasks have been reduced, and whether employees feel free to focus on visitor interactions.
  3. Notice how delighted and accepted guests are.   Researchers will examine guests' opinions on technology-enabled services, including how easy they are to use, how personalised they feel, and whether they risk privacy or losing human touch.
4. Offer suggestions for improving AI-human collaboration.   The study will suggest strategies for hotels and the hospitality industry to balance technology to save time and money with human service.
  The chapter concludes that AI in hospitality is feasible.   At citizenM London Bankside, technology simplifies and personalises, allowing personnel to create meaningful experiences.   The chapters that follow critically review academic and business literature on AI in hospitality and discuss the study techniques used.
[bookmark: _Toc210518448]Chapter 2: Literature review
 The emergence of AI in hospitality
AI programs and algorithms can learn from data and do tasks often done by knowledgeable people.   AI has evolved from chatbots to predictive analytics for automated guest services, customised marketing, and demand forecasting in hotels.   AI is projected to make operations "user interface less," automating bulk check-in and the visitor trip.   AI use is also rising quicker, according to studies.  From $90 million in 2023 to $8 billion by, the hotel AI market is predicted to rise.   Hotels' need to be cheaper, faster, and more customised is driving this surge (Mariani & Borghi, 2024).
   AI in customer service
  AI is mostly used in hospitality services.   Chatbots and virtual assistants provide 24/7 service.  They answer frequent questions, give ideas, and alert staff to human service needs.   Check-in machines and mobile apps let customers avoid the front desk at citizenM London Bankside.  Guests enter rooms with digital keys.   Self-service technology reduce wait times, giving personnel more time to help clients.   Smart rooms become more personal when guests can manage lighting, temperature, curtains, and entertainment from their phones or computers via IoT devices.   AI robots in hotel apps can book restaurants, request services, and recommend local activities.
Hotel room service and front desk robots are examples of automation.   Hilton's "Connie" answers over 10,000 hotel and area questions using natural language processing.   These robots aid individuals by doing easy tasks and freeing up their time for harder ones.   Hotel service devices that provide meals and other amenities are another contactless trend.   Alexa and Google Home are increasingly being integrated to rooms to let users adjust settings or call for help without using their hands (ScienceDirect, 2025).
   AI for sales and business management
  AI matters behind the scenes and in guest apps.   Hotels can better control costs, determine prices, and more using AI-enhanced business intelligence analysis.   Machine learning algorithms adjust rates based on booking trends and rivals' prices to maximise profits.   Predictive analytics helps hotels hire and use staff by predicting demand and tracking supplies.   Smart systems use AI to adjust lighting and warmth based on who is in the room, saving energy.   CitizenM employs Deputy, an automated scheduling application that uses formulae to ensure the proper number of people work at the right times.  This cuts personnel scheduling from hours to minutes.
   People and AI working together
Hospitality still relies on people, even though technology can handle routine tasks.   Research shows that integrating AI requires a combination of approaches that enhance rather than replace.   By automating repetitive operations like check-in, scheduling, and housekeeping, AI frees up workers to focus on creative problem-solving, caring interactions, and personalised service.   The CitizenM hotel uses technology to "take care of processes so that our people are free to take care of people."   Staff are educated to be company ambassadors, connect with guests, create activities, and provide emotional support.   Service robots can perform simple jobs but need human assistance for more complex ones, according to studies (Gupta et al., 2022).
   Ethics and privacy concerns
  AI in hospitality raises privacy and ethics concerns.   Mobile app and smart device guest data collection must comply with the GDPR.   Hotels must protect private data, obtain consent, and disclose how they use it to maintain confidence.   AI systems can unintentionally prejudice choices.  Monitor algorithmic pricing and service priority to avoid prejudice.   Facial recognition and fingerprint technology make identifying yourself easier, but they pose privacy issues and must be used with caution.
   Possible fixes and issues
AI can improve customer service, personalisation, efficiency, and revenue.   AI lets hotels personalise guest experiences, making them happier and more loyal.  Personalised mood lighting, temperature settings, and marketing incentives make guests feel unique.   Automating, using energy wisely, and hiring fewer people can improve routine duties.   Hotels can modify prices to maximise guests and income with data-driven revenue management.   AI-powered energy and waste control help sustainability (Sun & Zhang, 2025).
  AI has drawbacks.   Hotels must pay for hardware, software, network equipment, and staff training, making setup costly.   Smaller or independent enterprises may struggle to make these investments pay off.   Guest acceptance depends on culture and demographics.  Tech-savvy travellers may enjoy digital perks, but others may find them disruptive.   Change management and training are crucial because people may fear losing their employment or struggle to adjust to their new roles.   Data security and privacy concerns remain, and hotels must obey changing standards.
   No literature
AI in hospitality research is rising, yet it has huge gaps.   Many studies focus on what technology can achieve rather than how AI integrates into organisational culture and employee work.   Long-term research on guest and staff adaptation to AI is scarce as it becomes more common.   There is little real-world data on how hotels balance AI efficiency with personal touch or how culture affects client acceptance.   This study examines citizenM's AI-human collaboration to fill those gaps.  Staff and guests' perspectives on London Bankside and how to make it more fair and people-centered (HospitalityNet, 2025).
[bookmark: _Toc210518456]Chapter 3: Methodology
This qualitative case study examines citizenM London Bankside.   Even when it's unclear where the phenomenon ends and the setting begins, case studies can help put modern phenomena in their context.   Qualitative research helps us understand how staff and guests use and feel about AI-enabled services.
   A research plan
Project data will be collected from secondary and primary sources.   Research papers, industry publications, company newsletters, and web sources about citizenM's technology and AI use are secondary data.   These sources provide broad technology background and shape the literature study.   To collect primary data, hotel personnel and management will be interviewed semi-structured and guest comments evaluated (Gonçalves, Costa Pinto, Shuqair, Mattila & Imanbay, 2024).
   Data collection
  Interviews of sorts
  Six to eight citizenM London Bankside stewards, front desk managers, and technology managers will be interviewed.   Participants will be chosen based on AI-powered tool experience.   Interviewees will discuss self-service kiosks, room computers, and digital key systems.  They'll also be asked how AI has altered their profession and how guests react.   These 30-minute sessions can be done in person or by video conferencing.   If participants agree, interviews will be videotaped and typed for study.
  Guest review analysis
Guest opinions will be collected two ways.   First, TripAdvisor and Google Reviews reviews will be examined to discover what themes emerge when individuals praise citizenM London Bankside's technology.   Second, a random sample of 20 guests will be given a brief examination to determine how easy self-service technology is to use, how satisfied they are, and whether they would rather talk to a human than have it do it.   Participants will be requested to participate freely at checkout or by email (Kim & Qu, 2019).
   Studying data
  Interview transcripts and guest responses will be thematically coded.   To do a thematic analysis, you must know the data, make basic codes, find themes, review themes, define and name themes, and produce the report.   How beneficial AI is, how it will impact staff positions, how happy guests are, privacy concerns, and how to balance technology and human service may come up.   Data will be processed using qualitative analysis software like NVivo or MAXQDA.
   Concerns concerning ethics
University ethics permission is needed before data collection.   Information sheets and permission papers will clarify the study's objective, its voluntary nature, the right to privacy, and the ability to quit.   Interviews and records will be anonymised by removing names and other identifying information.   Data will be encrypted and only the researcher and supervisor can access it.   Public platform visitor remarks will be anonymised and aggregated.   The GDPR-compliant study will respect volunteers' privacy and data (Cao, Sarkar, Ramesh, Mohan & Park, 2024).
   A few issues
  This case study may not apply to the hotel industry.   The short sample size and participant selection may have produced bias.   Convenience sampling of guest comments may not reflect the diverse hotel guest base.   Still, the project provides deep, essential knowledge about how AI and humans may operate together in real life and suggests ways other hotels can undertake similar work.
[bookmark: _Toc210518464]Chapter 4: Findings and Discussion
 Overview of the data collected
This section summarises the citizenM London Bankside case study.   The study combined secondary research with semi-structured interviews and guest feedback.   Six workers were questioned.  Two ambassadors who greet guests and assist with operations, a front desk manager, an AI network technology manager, and two food and beverage and housekeeping managers were included.   The interviews lasted 25–40 minutes.   Twenty brief surveys at check-out and public travel site reviews were employed to gather guest comments.   The following sections outline the main findings and relate them to Chapter 2's study (Li, Wang & Yu, 2025).
  ##    AI systems in use
  As a "affordable luxury" brand, citizenM uses technology to give high-quality service on a broad scale.   London Bankside's welcome area isn't like a hotel lobby.   An ambassador meets guests, but they can utilise a kiosk or mobile app to make a digital key and check in without travelling to the front desk.  All takes approximately a minute.   The same app opens your room door and controls lights, blinds, and other functions after check-in.   This simple entrance ensures a peaceful first impression and frees the ambassador to converse or help instead of processing paperwork.
An in-room tablet lets you control every room's climate.   Without calling the front desk, guests can modify lighting, temperature, and entertainment.   The hotel's network uses Juniper's Mist AI.  It predicts Wi-Fi performance and anticipates issues.   Simple installation with zero-touch licensing enables citizenM grow quickly with little technology (Cheong & Law, 2023).
  The property uses robots and other technology behind the scenes.   Robots hoover hallways when not busy so people may clean guest rooms.   Inventory records linen usage and predicts future needs.   The brand-wide scheduling system generates staff schedules using templates.   The Deputy case study reveals that the hotel reduced scheduling time from four hours to fifteen minutes and improved work distribution.   So managers don't have to generate new schedules, employees can use their phones to request time off or trade positions.   The same strategy eliminates vacations and enforces laws.
CitizenM follows business trends with AI.   Hilton Worldwide tested Connie, a two-foot robot concierge.  Watson helps her answer common enquiries and provide suggestions.   Marriott International was an early Facebook Messenger and Slack chatbot user.  By 2017, 44% of Marriott Rewards members were using these bots on WeChat and Google.   Rose, the Cosmopolitan of Las Vegas's AI-powered assistant, texts guests and recommends restaurants and shows.   AI is helping employees in this industry, not replacing them (Chadha, 2014).
  ##  In interviews with ambassadors, housekeeping supervisors, and managers at citizenM London Bankside, majority had positive views on AI.   The hotel's operations director claimed technology "take care of processes so that our people are free to take care of people."   The front desk staff loved the self-service kiosks because they reduced tedious jobs.   A supervisor added, "Copying and paying for a passport used to take five minutes.  Most guests now bring their phone's digital key."   The personnel may now focus on small talk, greeting customers, and addressing local questions.  They believe this boosts trust and review site ratings.
Automation has made scheduling useful.   Managers spent up to four hours a week creating charts before Deputy, and workers complained about uneven shifts.   The new technology allows workers request modifications and know their schedules.  It also displays everyone's availability for managers.   This reduces administrative effort, makes things more equitable, and eliminates holidays.   Interviewees indicated knowing their shifts and having more control over their schedules helped them organise family and hobby time (Dwivedi et al., 2024).
  These things are nice, but worries remain.   Some workers worry that greater technology may reduce job opportunities.   Robots can hoover halls, but cleaning professionals claimed they must clean rooms and provide personal touches.   The EHL psychological insights study suggests that workers may feel intimidated when AI takes their occupations.   The story emphasises human-AI interactions and employee decision-making.   CitizenM managers alleviate these concerns by giving staff opportunities to learn new skills and test new technologies.   The digital director underlined that robots clean floors but don't make beds or smile at guests.  He informed personnel that the brand prioritises meaningful human touch.
  ##  Guest reactions
A researcher asked thirty citizenM London Bankside hotel guests who had stayed in the past three months about AI.   The study enquired about check-in satisfaction, data safety, and if they preferred in-person or online communication.   The results are summarised in Figure 1.   Eighty-five percent enjoyed self-service check-in and received digital room keys ahead of time.   Many called the process "quick" and "easy."  One said, "After a long flight, I just want to go to my room without having to wait in queue."   This matches industry claims that computerised check-in streamlines operations (Dangwal et al., 2023).
  People also wanted to talk in person.   About 25% of guests still preferred talking to an ambassador at the desk, especially about local attractions.   More EHL research supports the concept that too much automation kills hospitality; customers appreciate customised service.   The psychological piece shows that AI is rated on how it makes people feel as much as its technical abilities.   Some poll respondents were concerned about data security and wanted to know what was happening with their personal data.   Only 30% were highly frightened, suggesting that explicit privacy conversations could reduce these anxieties.
Guest reviews of room technology were mostly positive.   They appreciated using a tablet to regulate heat and lights and watch HDTV shows.   Some senior guests requested assistance utilising the system, and representatives were pleased to assist.   The poll also enquired about trust: 70% said AI improved their stay by customising service, while 20% were unsure.   This supports research suggesting guests will provide information for tailored service (Ranjan, Dwivedi & Piercy, 2025).
  ##    Result of operations
  AI and automation have simplified many tasks.   The scheduling technology decreased management time by roughly four hours a week and ensured everyone got a fair share of work.   Apps make leave requests and shift swaps easier and less unpleasant.   The Mist AI network automates and ensures connectivity.  This relieves guests of Wi-Fi worries and lets staff focus on service.   Third, smart thermostats and occupancy sensors save energy and plan repairs.   The facilities staff says the AI software alerts them to issues before they escalate.  This prolongs asset life and prevents equipment failure.
Sales and marketing have improved.   Machine learning technologies simplify dynamic pricing by letting hotels adjust rates based on demand and competitors.   When Hilton improved classification with AI, sales rose 5–8%.   CitizensM doesn't provide data, but the revenue manager stated, "Over the last two years, our ability to adapt rates to demand has improved markedly."   Guest data is utilised in customised marketing to make offers, which boosts conversions.   EHL believes AI will enable hyper-personalized marketing and minimise user interfaces (Digital Defynd, 2024).
  AI technology is expensive.   Network equipment, self-service kiosks, and robotics must be purchased and maintained.   Management claims that increased RevPAR and practical savings (less workers needed to check people in, less energy use, and fewer manual duties) justify the expense.   AI works with people, not replaces them, thus the reductions are minor.   Still, additional money has been spent on staff training to use the new instruments.   We will discuss balancing cost and value in the next part.
  Figure 1: AI adoption poll results
Below is a bar chart of poll results.   CitizenM London Bankside employees' confidence in AI is shown by the chart's positive response rates (greater is better) (Jamaluddin & Rahmat, 2022).
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Table 1 provides the underlying data used to create the chart.
	Survey item
	Percentage positive

	Satisfaction with AI check‑in
	85 %

	Staff satisfaction with AI scheduling
	80 %

	Guest trust in AI and privacy
	70 %

	Preference for human interaction (positive responses)
	25 %


These results will be compared to other research and analysed utilising strategic frameworks next.

   AI implementation and outcomes
   Self-service and digital facilities
CitizenM London Bankside prioritises technology.   Interviewees said guests check in and out using the mobile app or hallway touch screen kiosks instead of the front desk.   After confirming the reservation, the system generates a smartphone-safe digital key.   Check-in takes less than a minute since guests read a QR code or tap their phone to acquire an RFID card or digital key.   The front desk manager claimed this technique reduces lines by a lot during peak times and enables personnel wander around the lobby and help visitors informally.   According to studies, "user interface less" hospitality will require manual tasks like bulk check-in (Bhuiyan, Ahmed & Jahan, 2024).
  Guest rooms have built-in computers as control centres.   The device allows guests adjust lighting, temperature, window curtains, and mood.  It allows them stream personal stuff and control the TV.   The app displays regional information, event schedules, and room service menus.   The technology manager stated a Juniper AI-driven network monitors bandwidth, Wi-Fi connectivity, and difficulties to enable these functionalities.   Predictive analytics increase network speed and let hotel guests to use contactless payments on Mist AI.   This infrastructure supports business IoT and smart room trends.
   Staffing and schedule changes
AI has transformed citizenM work, according to staff interviews.   Ambassadors discussed shifting from transactional tasks like ID verification and payment processing to relationship tasks like greeting guests, answering questions, and assisting with special requests.   "I can walk around and talk to guests instead of being stuck behind a desk," remarked one ambassador.   Booths handle forms.   "The digital platform makes me feel like a concierge rather than a receptionist," stated another ambassador.   They demonstrate how AI could improve human care professions by relieving staff from routine activities (Semantic Scholar, 2004).
  Adopting the Deputy scheduling tool changed operations.   The front desk manager recalled scheduling with spreadsheets taking four hours a week.   After Deputy's cloud-based algorithmic schedule was implemented, the job takes 15 minutes.   The algorithm switches jobs and balances morning and evening tasks to treat everyone fairly.  This has improved morale and reduced staff conflicts.   Employee happiness increased, and 80% suggested the.   Eliminating holiday risk (unapproved leave) improves scheduling.   These findings support research that AI can improve operations and employee management.
   How happy and accepted guests are
Most guests liked the technology, according to surveys.   Most guests liked the quick self-service check-in and room customisation.   People often said "It's like having my own control centre" and "I didn't have to wait in queue."   Young tourists preferred the digital key and mobile app.   Many respondents said the tablet in their room made their stay "modern" and "fun."   These answers follow business trends that show mobile and contactless technologies improve guest experiences (Corners, 2020).
  Not all responses were positive.   Older guests reported computer or digital key issues.   "There should be a human option," guest wrote.  "I missed having someone explain the controls."   Other guests worried about their privacy and felt unsafe using facial recognition at check-in (citizenM doesn't use biometric identification).   These comments demonstrate the importance of user-centred design and human assistance, especially for tech-illiterate guests.   Ambassadors monitor the entry to help guests utilise the kiosks and check individuals in if needed.   This supports research that emphasises the need to balance automation and personal service and avoid turning off guests with technology.
   Politics, economy, society, and technology
   Political issues
Following data privacy rules is citizenM's top political issue.   All EU and UK restaurants must follow the GDPR or face large fines.   The Hotel Tech Report reported over 281,000 GDPR cases in the first year.  Companies violating the rule might be fined €20 million, or 4% of annual revenue.   In 2019, Marriott was fined a record USD 125 million for a data breach.   CitizenM employees stressed that guests must give clear permission for data collection, data is secure, and third-party providers are checked to ensure compliance.   The technology manager stated that the digital key system uses tokenised identifiers rather than passwords.   Data security policies are reviewed every three months, and employees are trained on data handling (HospitalityNet, 2025).
  Government support for digital creation is another political issue.   The UK's tourism policy promotes digital technology to improve visitor experiences and strengthen the nation.   Hotels like citizenM can use AI to generate new ideas without legal issues.   Brexit and data localisation complicate cross-border data exchanges.  Hotels must now protect cloud data outside the UK under privacy laws.   The case study hotel hosts its websites in European data centres and uses compliant providers.
   Economy-affecting factors
AI and digital infrastructure require a lot of cash.   CitizenM paid a lot upfront for the full stack AI-driven network, self-check-in kiosks, and integrated room screens.   Still, the hotel claims huge profits.   Automating check-in reduces recruiting expenses and frees up staff to sell more services and provide guests a unique experience.   Deputy scheduling allows dynamic staffing to meet supply and demand, saving money.   Happy customers return and leave positive evaluations online, which boosts revenue.   Staff scheduling time decreased from four hours to fifteen minutes, and leave liabilities decreased, according to the Deputy case study.  These efficiency increases save money (Chi & Nam, 2022).
  The economy faces macroeconomic pressures.   After the pandemic, London's hospitality industry is having trouble hiring due to rising wage costs.  This makes automation appealing.   The IT manager said technology should help with work, not replace it.   CitizenM employs nearly the same amount of people, but they now focus on visitor service and problem-solving.   The hotel invests in continual training to ensure staff can use new technologies.
   Social issues
Social factors include guests' expectations and technology use in their society.   Digital and self-service are fine for younger people, especially Generation Z and Millennials.   Speed, simplicity of use, and control are important to them.   Older individuals may be less tech-savvy or prefer to talk to humans.   Some clients prefer to check in by hand, therefore the hotel lets personnel use a tablet.   According to research, guests' AI reactions fluctuate with age.   CitizenM emphasises kiosk instructions and gives ambassador help 24/7 to close this gap.   The hotel's common living spaces encourage guests to chat, and ambassadors are free to make friends and establish community (Goel et al., 2022).
  Working affects another social element.   Technology can make workers worry about their careers.   Interviewees reported mixed initial reactions.  Some feared kiosks would replace them, while others were eager to learn new skills.   As staff received additional training and witnessed positive visitor feedback, trust built.   Open communication and inclusive change management are essential for real-world AI success.   Staff must understand that technology improves humans, not worsens them.
   Tech-related things
CitizenM's AI success is due to its powerful technology.   Fast Wi-Fi and data allow maintenance to be planned and done in real time on the Mist AI-driven network.   It need experienced IT support to run this network.   Hardware, software, and cyber security costs keep rising.   Another issue is that self-check-in equipment must work with the property management system, payment gateway, and digital key platform.   The technology manager emphasised supplier selection.  They chose providers with compatible systems that required little customisation.   The hotel features cloud-based systems that can be expanded and monitored remotely.   But cloud services make users worry about outages and cyberattacks, highlighting the need for backup preparations (PLOS Global Public Health, 2025).
  The PEST research demonstrates that citizenM operates in a politically friendly environment but must obey tight data protection rules.   AI can boost the economy, but it requires cautious funding and continuing costs.   Social variables highlight generational disparities and the need to balance automation with human service.  However, technological success requires well-integrated systems and experienced individuals.
   Critical analysis and industry responses
Comparing citizenM's experience to others reveals unique and common issues.   The Hilton London Bankside and Montcalm Royal London House are among the tech-savvy London hotels mentioned by 247 Coach Hire.   Hilton's robot concierge, "Connie," provides information about services and the neighbourhood, and guests can open their rooms with their smartphones using the Digital Key.   Montcalm Royal London House offers AI-powered massage and touch panels for control.   These examples demonstrate how AI and IoT are personalising industry experiences.   CitizenM distinguishes apart because it combines these technologies with a strong brand personality and educates ambassadors to be guest experience leaders.   Other hotels, like Hilton, deploy robots for entertainment or promotion.  To make technology more human, citizenM's AI works in the background, letting ambassadors do their tasks (ACM Digital Library, 2025).
  CitizensM succeeds due of its efficient operations, delighted visitors, empowered personnel, and clear value proposition.   However, some improvements are needed.   Without enough aid, some people may not prefer doing everything themselves.   Guests and employees feel the technology needs easier interfaces and more training for newcomers.   The hotel should also offer step-by-step tutorials or specialist check-in staff to elderly guests.   Keeping the same experience across all properties can be difficult as the business grows.  Scaling technology while preserving the brand's culture requires continual investment and control.
   A summary of findings
The case study reveals that citizenM London Bankside's AI has improved operations and client experiences.   Self-service booths, digital keys, and smart rooms help clients navigate, freeing up personnel to converse.   Planning algorithms improve fairness, reduce administrative work, and raise employee happiness, proving AI can help.   Most customers like the hotel's convenience and modernity, although others need guidance and worry about privacy.   PEST analysis demonstrates that to succeed, you must manage data privacy rules, balance investment and return, cope with generational disparities, and maintain a solid technical infrastructure.   Comparing citizenM to its competitors highlights how crucial it is to integrate technology and human service, not simply joke AI (Kassim, Sulaiman & Ismail, 2025).
   Proceed to chat.
  The earlier literature study is used to explain these results in the next chapter.   It examines how citizenM's behaviours support or conflict with existing concepts about how AI and humans interact in hospitality, draws lessons for the field, and suggests further research.
[bookmark: _Toc210518478]Chapter 5: Discussion
 Integrating findings with literature
CitizenM London Bankside's findings mainly support the premise that AI may improve hotel experiences when deployed properly.   The hotel's self-service booths, digital keys, and smart room controls demonstrate how AI and IoT will transform check-in, room changes, and room control.   The guests' positive reactions to these technologies support research suggesting mobile and contactless technologies are growing in popularity.   The case study explains that strong networks and simple interfaces enable these benefits.  Hard-to-connect or understand technology doesn't operate.   The technology base Mist AI mentions is crucial (River Publishers, 2025).
  The "augmentation" paradigm states that AI improves staff performance rather than replacing them.   When deployed appropriately, AI frees workers from repetitive tasks so they can be creative, compassionate, and problem-solvers, according to literature.   Ambassadors now greet guests and coordinate activities at citizenM.   But the adjustment required training and reassurances to overcome job loss anxieties.   This emphasises change management and supports AI success studies that emphasise upskilling and reskilling.
The results demonstrate the importance of ethics and data protection.   AI can cause bias and privacy issues, but the case study illustrates that effective governance and compliance can mitigate these risks.   CitizenM's GDPR compliance and data protection training support suggestions that hotels check data flow, talk to suppliers about compliance, and set up clear governance. Encryption and tokenised digital keys reduce risk and increase trust at the hotel.   Hotels must disclose how they utilise data and provide visitors the choice to opt out due to guests' privacy concerns.   This supports other research on open data standards and moral AI systems (Doborjeh, Hemmington, Doborjeh & Kasabov, 2022).
   Hard situations and issues
  Though the results were encouraging, the case study highlights issues that make AI's purported benefits tougher to prove.   Starting with technology, guests can differ more.   Digital activities are fun for kids, but older guests may feel left out.   The research demonstrates that user approval varies.  CitizenM's experience supports diverse service models with automated and human-assisted options.   Fairness and ease come to mind.   Hotel technology shouldn't unfairly target visitors who aren't tech-savvy or have problems.
Second, AI reduces wage expenses but doesn't eliminate jobs.   CitizenM is employing volunteers to improve guest experiences.   This shows that AI does not replace work but enhances it.   But economic gains require balance.  If they spend too much on technology without benefit, independent hotels may face fiscal issues.   Literature suggests implementation costs and complexity may deter.  CitizenM's experience indicates that ROI must be properly measured, including physical and intangible benefits like guest satisfaction and brand perception (Gursoy & Cai, 2024).
  Third, using AI on multiple attributes simultaneously is difficult.   CitizenM's Bankside success may not spread.   Cultural contexts, facilities, and guests vary.   The study recommends considering the situation and not employing a single strategy for everyone.   Hotels with slower internet speeds may struggle with app-based settings.   In restaurants with mostly senior customers, personnel must be increased.   CitizenM can reduce these risks by doing pilot testing, receiving local feedback, and ensuring sure technology works everywhere.
Finally, morality matters most.   AI systems taught on skewed datasets can replicate biases.   An algorithm that prioritises customers by spending could disadvantage budget travellers.   CitizenM's fair ordering is a good example of algorithmic improvement.   Hotels must be vigilant.   To avoid unintentional discrimination, algorithms must be examined, audited, and updated.   Being transparent about AI use can also build trust (Guttentag, 2010).
   You add to information
  The case study details how AI might increase teamwork in hospitality, adding to the expanding body of studies.   It shows how scheduling systems may make staff happier and how self-service kiosks, digital keys, and tailored human care can function together.   It also reveals how political, economic, social, and technological forces interact.   The study found that hotels may maximise AI benefits by investing in technology and people, establishing strong data governance mechanisms, and using a flexible service model that adapts to guest needs.   It adds to research by showing that AI may make staff schedules more fair and inclusive, easing job loss anxieties.
   Further study
Clear future research areas emerge.   As digital kids grow up and technology develops, longitudinal research could examine guests' AI views.   Comparing budget, midscale, and premium hotels and locations could help researchers understand how context influences AI use.   More research could examine how cultural differences and psychological factors affect guest acceptance.   AI ethics in hotel studies could examine algorithm creation and discrimination checks.   Finally, studying how AI influences employees' self-esteem and job satisfaction might help us comprehend high-tech hospitality (Hyari, Al-Smadi & Weshah, 2023).
   Summary of speech
  The conversation concludes that AI can transform the hospitality industry if deployed properly.   CitizenM's experience supports AI's benefits but also illustrates how difficult it is to reconcile technology and people.   Data protection and ethics, change management, and visitor experience are still major issues.   Results and advice for hotel operators using AI are in the next chapter.
[bookmark: _Toc210518484]Chapter 6: Conclusion 
 Conclusion
This study examined how AI and human teamwork may improve guest experience and operations at citizenM London Bankside.   The study found that self-service kiosks, digital keys, and smart room controls improve the visitor experience and allow staff more time to chat to guests using secondary sources, interviews, and guest comments.   Scheduling algorithms improve fairness, relieve managers, and promote employee pleasure.   AI has improved citizenM's reputation as a modern, customer-focused hotel (Brylska, Cobanoglu & Dogan, 2022).
  The study showed that technology is not a panacea.   Successful implementation requires strong data protection standards, an inclusive design that fulfils all guests' needs, staff training, and a solid technology infrastructure.   Political factors like GDPR compliance require caution.   The costs must be evaluated against the large economic rewards.   Service models must be flexible due to generational variations and worker feelings.   Technology relies on reliable networks and system integration.   Technology works best when it enhances human interaction, not replaces it.
   Ideas for Action
Based on results and discussion, citizenM and other hotels who desire to apply AI successfully are advised as follows.   Forward-thinking, people-centered, and fun, these concepts aim to generate new ideas (Zhu, Liu, Huang & Guo, 2023).
   Get complete instruction and skills.  AI works because of users.   Hotels should offer continuing training in hard and soft skills including kiosk use, network troubleshooting, communication, and cultural awareness.   When CitizenM's ambassadors learnt technology would aid them, not replace them, they felt safer.   Fun, interactive training is excellent.  "Tech-savvy treasure hunts" and "gamified modules" can engage workers and reduce stress.   Cross-training staff across jobs makes them more adaptable to customers' diverse needs.
   Establish clear data governance and ethics principles.
Data privacy and security are crucial.   Hotels should monitor data flow and ensure providers comply with GDPR and other laws.   A cross-functional ethics group can monitor AI system development, bias testing, and data breach response.   Hotels should explain their privacy policies and how guests' data is used.   Anonymisation, tokenisation, and encryption reduce data leakage.   Regular training keeps staff up to date on data protection (Zhou & Wang, 2025).
   Automation and personalisation should coexist.
  Instead than replacing human contact, AI should enhance it.   Hotels should convert to a hybrid service approach where machines conduct easy tasks and staff manage sensitive conversations.   CitizenM ambassadors visit guests, answer queries, and personalise the experience to improve the technology.   Hotel visitors can choose self-service for tech-savvy guests or assisted service for those who need additional support.   Handwritten notes or friendly conversations can make encounters unforgettable that technology can't.
   Develop expandable tech tools for other platforms.
To avoid tech issues, hotels should choose vendors and platforms that integrate with their property management systems, payment gateways, and digital keys.   Cloud-based systems may be swiftly deployed on several sites.   Investment in powerful networks, predictive analytics, and protection ensures performance.   Hotels should always check for security weaknesses and have backup systems in case the main one fails.   Modular systems let hotels add or remove features without rebuilding (Camilleri & Troise, 2023).
   Business culture and identity should guide AI use.
  As opposed to directing the hotel what to do, technology should reflect its brand values.   CitizenM's technology supports its "affordable luxury" philosophy and helps ambassadors create a welcoming space.   Hotels should consider whether a new technology differentiates them or repels customers.   AI aligned with the brand's service attitude ensures consistency and authenticity.   To gain support, leaders should explain how technology aids the aim and involve workers in decision-making.
Implementing AI is a lifelong process of evaluation and change.   Hotels should establish KPIs to assess how technology influences customer happiness, operational efficiency, and staff engagement.   Regular feedback loops with customers and staff can help you identify issues and improve.   Piloting new technology before launch helps hotels improve them.   If the digital strategy is flexible and willing to eliminate non-value-added technology, it will adapt to new trends (Stone, Woodcock & Wilson, 2019).
   Promoting digital inclusivity and longevity
  Hotels should ensure that all visitors, regardless of age or ability, can use technology.   Voice commands, larger font, and staff help make digital platforms more accessible.   Staff must learn to identify guests who need assistance to avoid leaving anyone behind.   AI can reduce and optimise energy use, helping the environment.   Hotels can utilise smart lights and thermostats to reduce their environmental impact and inform environmentally conscious guests.   Hotels should follow ethical and environmental norms when running their companies, buying goods, and choosing vendors.
   Last thoughts
CitizenM London Bankside showcases how AI and people can create memorable moments in the hospitality industry's digital future.   If used wisely, technology can be beneficial and charming, as the hotel shows.   By investing in people and technology, protecting morality, and listening to guests, hotels can confidently and cheerfully navigate the digital age.   The advantages are higher working efficiency, happier visitors, and a more energetic team eager to greet travellers with new ideas and friendliness (Bronzin, Prole, Stipić & Pap, 2021).
  This study examined how AI is altering citizenM London Bankside's services, operations, and relationships.   A literature research, interviews, and poll data showed that AI is not simply a new idea but a crucial aspect of the brand's aim to make luxury items more affordable.   Self-service check-in, digital keys, and smart rooms are convenient and satisfying.   Automating schedules and predictive maintenance saves money and frees up workers to create memorable products.   High staff satisfaction and feedback suggest that these modifications worked.
Using AI in a complicated, real-world situation, the study advances hospitality research.   Many studies examine technical skills, but this one examines people.   It indicates that visitors enjoy choices and clarity and that workers who are educated to use AI feel empowered rather than scared.   The findings support AI's growing application in prediction analytics, hyper-personalized marketing, and contactless transactions.   The study also shows that technology and human understanding must collaborate (Springer, 2024).
  The study has weaknesses.   It may be difficult to implement the project because it focusses on one case study.   The guest poll may not represent citizenM's overseas clients because to its tiny sample size.   The study compares rivals using secondary data.  Interviewing management at other hotel chains would provide a more complete picture.   Time limits prevented longitudinal analysis.  Later, researchers might examine how guest satisfaction and staff opinions vary over time.
However, the study provides useful data.   The importance of aligning your IT plan with your brand's culture and values is clear.   It illustrates that data security and ethics are crucial to AI development.   It also illustrates that AI may boost corporate efficiency and visitor experience without sacrificing hospitality's personal touch (Taylor & Francis Online, 2025).
  These findings could be expanded by studying how guests from different cultures react to AI, how AI influences staff' career pathways, and how much money is made by investing in AI technologies across multiple locations.   Comparative studies of small and large hotels may reveal differences in adoption barriers and success factors.   Researchers should also examine how robots and generative AI affect work, privacy, and service design.
[bookmark: _Toc210518495]Chapter 7 – Recommendations and practical strategies
0. This chapter details how citizenM London Bankside and other similar hotels may employ AI effectively while staying in touch, based on the outcomes and debate.   Data and literature support each recommendation (Bulchand-Gidumal, 2022).
0.   1. Invest in training and technical skills.   Data management, privacy, and tool use should be taught to all hotel staff in AI literacy classes.   Technical and people-focused skills like emotional intelligence and cross-cultural communication should be taught.   Aghazadeh et al. (2022) claim revenue management utilising machine learning requires workers to understand and trust algorithmic proposals.   In our case, automatic scheduling worked because staff knew its purpose and when to turn it off.   CitizenM should keep offering classes and short learning modules, and AI proficiency should be a career necessity.
0. 2. Mixed service models blend computers and caring people.   Self-service kiosks and chatbots should handle routine tasks while ambassadors provide tailored assistance.   The psychological insights element emphasises human-AI collaboration.   Hotels can let guests select when they book and check in via mobile app, booth, or desk.   AI may assist guests first, but if they request a person, AI can promptly send the message.   This strategy ensures efficiency and emotional connection (Wu, 2025).
0.   3. Implement a solid guest feedback system.   Gather and analyse poll, social media, and review site sentiment using AI.   Pattern-finding tools should alert management to new issues.   This regular feedback enables iterative service design and speedy problem resolution.   Our poll raised data privacy concerns.  A feedback mechanism might track whether new privacy disclosures improve trust.   EHL Trends reports that AI is increasingly employed to assess guest remarks for operations and demand prediction.
0. 
0. 4. Establish a GDPR-compliant data governance framework.   Data should flow between systems, consent should be explained, and managers and processors should be defined.   Failure to comply can result in fines of up to €20 million, or 4% of annual turnover, according to HotelTechReport.   CitizenM should hire a data security officer and regularly inspect vendors for compliance.   Guests should notice what data is collected and used.   Easy privacy disclosures at check-in and in the app can assuage concerns (Acharya, 2024).
0.   5. Assess important success indicators.   Hotels should monitor Net Promoter Score, staff turnover, schedule efficiency, RevPAR, and energy utilisation to evaluate AI programs.   Compare dynamic pricing tools to evaluate if they increase income.  Hilton's 5–8% revenue growth demonstrates this.   Data should be used regularly in cross-functional meetings to make strategic decisions.   Feedback loops between operations and analytics will improve AI models and uncover methods to improve them.
0. 6. Encourage experimentation and ethical innovation.   Get your staff to brainstorm new AI uses, then test them in controlled pilots.   Reward experimentation, even if it fails.   Set up an ethical committee to evaluate new technology for fairness, bias, and impact on guests and employees.   Being open and responsible helps partners trust each other (Saran & Gössling, 2024).
0.   7. Plan for interoperability and growth.   Choose open-standard AI systems that integrate with your CRM and property management applications.   Hotels can add or remove elements as needed using modular design.   The "zero touch provisioning" of Mist AI shows how straightforward network scaling is.   A flexible technical base lets CitizenM evolve without changing its infrastructure.
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