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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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[bookmark: _Toc185623989]Introduction 
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 behaviours of those who participate in them. This data allows for the customisation of services and experiences for each individual customer, which in turn increases the customer's level of satisfaction and loyalty. For instance, hotels may utilise customer data to personalise 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, personalisation has emerged as an essential component in the process of offering exceptional customer experiences. Personalisation 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 customised experiences for their customers by gathering and analysing huge amounts of data from their customers.   
There have been a great number of academic studies that have highlighted the significance of customisation in the context of customer interactions. For instance, a study conducted by McKinsey & Company in 2023 found that 71 percent of consumers desire organisations 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 individualised experiences. These findings illustrate how customers' expectations for individualised 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 personalisation, 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 customisation 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). Travellers 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 customised experiences and individualised 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: _Toc185623990]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: _Toc185623991]Objectives
The objectives of our research are the following: 
1. To evaluate the current state of personalisation in the hospitality industry, with a specific focus on the market in the United Kingdom.
2. To determine the extent to which the customisation 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 personalised 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 customisation strategies that are driven by artificial intelligence.
6. To evaluate the potential impact that enhanced customisation might have on Hilton UK's overall revenue generation, customer satisfaction, and customer loyalty.
[bookmark: _Toc185623992]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 hopsitiality industry? 

[bookmark: _Toc185623993]Significance of the study
The significance of the study lies in the fact that it has the potential to advance the development of customisation strategies in the hotel industry, particularly with regard to loyalty programs. Through the examination of the impacts of customisation on visitor loyalty within the Hilton Honors program and the evaluation of how AI-powered personalisation 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 personalisation 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 customisation techniques in the hospitality industry would be enhanced and expanded. Additionally, the research may provide light on how artificial intelligence might assist with personalisation 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 customisation 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 personalised 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 personalised 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 customisation 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 customisation 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 personalisation, 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: _Toc185407052][bookmark: _Toc185623994]Literature review
[bookmark: _Toc185407053][bookmark: _Toc185623995]The Role of Personalization in the Hospitality Industry
According to Zhang (2018), personalisation, which refers to the process of tailoring products, services, and experiences to the preferences of individual customers, has emerged as a powerful strategy in the hospitality industry. Businesses in the hospitality business have the ability to create experiences that are memorable, which may drive customer loyalty and lead to an increase in income. This can be accomplished by understanding and catering to the specific needs and preferences of each individual guest.
One of the most significant benefits of customisation is that it allows for increased customer satisfaction. When guests are made to feel valued and understood, they are more likely to have a positive experience throughout their stay. There are a variety of ways in which customised experiences may be provided, ranging from simple actions such as addressing guests by their names to more complex services such as tailored room choices and recommendations (Guetal, 2024). An example of this would be a hotel offering a welcome gift that is related to the visitor's interests. For instance, a yoga mat may be given to a vacationer who is concerned about their health, or a bottle of wine could be given to a wine aficionado.
Additionally, according to Tong (2014), customisation has the potential to significantly influence customer loyalty. Through the provision of individualised experiences, companies operating in the hospitality industry have the opportunity to cultivate relationships with their customers and to make them feel as if they are significant members of a community. There is a possibility that this emotional connection may result in increased brand loyalty and repeat business. The research conducted by Casaca and Miguel (2024) has shown that personalised experiences have the ability to increase customer buying, loyalty, and satisfaction.
One further advantage is that there is the possibility that customisation may lead to an increase in revenue. By offering upselling options and using targeted marketing, businesses have the potential to increase their revenue per visitor. For instance, a hotel may upsell a premium lodging with a view to a customer who has shown a preference for gorgeous locations. Alternatively, the hotel may provide a personalised discount on spa services to a visitor who has showed an interest in relaxing.

Existing literature on personalization in the hospitality industry:
In the hospitality industry, there is a growing recognition of the fact that customisation has the potential to enhance the experiences of guests and to inspire loyalty. This concept has been the focus of a number of enquiries, which have shed light on the significance of this theory as well as the benefits it offers. Personalisation, for instance, was emphasised as an essential component in Kandampully and Suhartanto's (2000) study, which emphasised the need of establishing long-lasting ties with clients and boosting brand loyalty. It is possible for businesses in the hospitality industry to cultivate a sense of community and belonging among their clients by gaining an understanding of individual preferences and making accommodations for those interests.
Additionally, Oliver (2010) highlighted the importance of customer satisfaction as a source of loyalty. It's possible that exceeding the expectations of visitors via the use of tailored experiences can increase satisfaction and drive repeat business. According to (Buhalis, 2020), this perspective is echoed, and it highlights the importance of making decisions in the hotel industry based on data. Hotels have the ability to personalise their offerings by collecting and analysing data from their guests, which provides them with valuable insights into the preferences and habits of their customers.
With the advent of artificial intelligence (AI), the hospitality industry has seen yet another revolution in the realm of personalisation. Artificial intelligence (AI) has the ability to analyse visitor data in order to make predictions about preferences and deliver recommendations that are specific to the individual, as stated by Bisoi, Roy, and Samal (2020). It is possible that this will include the creation of individualised itineraries and the recommendation of individualised meal options. In addition, according to study conducted by Millauer and Vellekoop (2019) on the use of artificial intelligence in revenue management plan optimisation, hotels are now able to provide personalised pricing and inventory management depending on the behaviour of their guests.


[bookmark: _Toc185407054][bookmark: _Toc185623996]The Role of Personalization in the Hospitality Industry: A Critical Evaluation of Traditional Techniques
One of the most important strategies for enhancing customer experiences, fostering customer loyalty, and boosting revenue in the hospitality industry is the use of customisation. Over the course of many years, conventional techniques of customisation have been used in order to tailor offerings and services to the specific needs of each individual visitor (Chandra et al., 2022). As the industry evolves, it is essential to conduct an impartial evaluation of the effectiveness of these strategies and to acknowledge the risks associated with them.
One of the standard customisation tactics that is used and utilised the most often is segmentation. According to Jiang and Tuzhilin (2009), businesses have the ability to give individualised messages and offers by dividing their clients into distinct groups based on psychographic characteristics, geographic characteristics, or demographic characteristics. When it comes to targeting certain client groups, segmentation often fails to take into account the distinct preferences and behaviours of individual customers. Because of this, the efforts at customisation may end up being less successful and more generic.
Another strategy that is considered common is known as customer relationship management (CRM). CRM systems make it possible for businesses to collect and evaluate information about customers, such as a customer's comments, preferences, and previous purchases. It is possible for hotels and restaurants to make use of this information in order to tailor their recommendations and experiences (Kurniullah, 2024). However, typical customer relationship management (CRM) solutions often rely on human data entry and analysis, which may be a lengthy and error-prone process. To add insult to injury, the massive amounts of data that are generated by modern hospitality operations may be too much for these systems to handle.
In spite of the fact that traditional techniques of customisation may be able to provide a certain degree of customisation, they often fail to generate experiences that are really one of a kind. There is a possibility that these approaches are unable to anticipate certain requests, adapt to shifting customer preferences, or make use of real-time data in order to enhance interactions. Personalisation efforts may thus be seen by customers as being weak or generic, which would result in a decrease in the degree of enjoyment and loyalty they experience.
It is necessary for companies operating in the hospitality industry to use more advanced customisation strategies that make use of technology and data analytics in order to overcome these limitations. The combination of predictive analytics, machine learning, and artificial intelligence may provide businesses with the opportunity to get a deeper understanding of the intentions, preferences, and behaviours of their consumers. Because of this, they are able to provide experiences that are highly individualised and relevant to each individual guest (Nkatekho, 2024).   
Using AI, for example, chatbots may engage with customers in real time, providing answers to their concerns and giving recommendations that are specific to their needs. Machine learning algorithms may be used by businesses to evaluate enormous amounts of customer data in order to identify patterns and trends (Ahmed and Hussain, 2023). This might allow businesses to make predictions about future preferences and behaviours. Through the use of predictive analytics, businesses are able to anticipate the needs of their customers and proactively provide specialist solutions, such as tailored dining experiences or enhanced reservations.

[bookmark: _Toc185407055][bookmark: _Toc185623997]Limitations of traditional methods and the need for more advanced approaches:
Conventional methods of customisation have, without a doubt, resulted in enhanced experiences for visitors; yet, these methods often have disadvantages that hinder them from achieving their full potential. The usage of static consumer segmentation, which separates visitors into big groups based on demographic or behavioural characteristics, contributes significantly to the disadvantages that are encountered. Despite the fact that it is somewhat beneficial, this strategy fails to take into account the nuances of shifting requirements and individual preferences. As a result of this, individualised experiences often fail to live up to the expectations of customers, which in turn reduces customer loyalty and enjoyment.
Additionally, traditional methods often struggle with the integration and analysis of data. Due to the fact that fragmented data systems make it more difficult to have a full view of customer behaviour, it is difficult to discover important patterns and insights in these systems. This lack of comprehensive data makes it more difficult to create experiences that are really tailored to the users' preferences. Traditional techniques of personalisation may also be work-intensive and time-consuming, requiring a significant amount of physical effort to accomplish tasks such as maintenance and application. There is a possibility that this may limit scalability and make it more difficult to accommodate shifting customer preferences.
In order to overcome these limitations and make the most of the potential offered by customisation, the hospitality industry has to use more advanced techniques. Personalisation that is enabled by artificial intelligence, for instance, makes use of machine learning algorithms to analyse massive amounts of customer data, therefore illuminating previously concealed patterns and predicting future behaviours. With the help of artificial intelligence, hotels are able to provide highly personalised experiences that are tailored to each individual guest. In addition, hotels are able to provide experiences that are very dynamic and individualised by reacting in real time to the ever-changing tastes of their guests via the use of Internet of Things devices and real-time data analysis processes.
The findings of the study conducted by Buhalis (2020) provide a compelling picture of the drawbacks of traditional customisation and the need of using innovative tactics. The findings of this study highlight how challenging it is to accurately capture the diverse range of requirements and preferences of modern passengers by using traditional methods of segmentation. Personalisation that is driven by artificial intelligence, on the other hand, offers a more sophisticated and effective method, which enables hotels to provide experiences that are especially created to meet the unique requirements of each individual guest.



[bookmark: _Toc185407056][bookmark: _Toc185623998]AI-Powered Personalization in Hospitality
[bookmark: _Toc185407057][bookmark: _Toc185623999]Potential of AI in revolutionizing personalization efforts
Artificial intelligence (AI) has the potential to totally change personalisation activities in the hospitality industry (Said, 2023). This is because AI enables businesses to grasp and accommodate individual guest preferences on a scale that has never been seen before. AI systems have the capability to analyse large amounts of data, including past bookings, social media activity, in-room behaviour, and even sentiment analysis of guest reviews, in order to identify unexpected patterns and anticipate future needs. According to Rane et al. (2024), this makes it possible for hotels to provide highly individualised experiences that go beyond fundamental preferences such as the kind of pillow or the style of room.
For example, artificial intelligence might be used to construct dynamic pricing models that instantaneously adjust hotel rates based on the behaviour of each individual guest, taking into account factors such as their desire to pay and the patterns of bookings that have occurred in the past (Millauer & Vellekoop, 2019). In addition to boosting revenue, this ensures that customers have the impression that they are receiving pricing that are both affordable and tailored to their specific needs. According to Bulchand-Gidumal's research from 2020, chatbots and virtual assistants that are powered by artificial intelligence have the potential to provide round-the-clock, individualised customer care, react to queries posed by visitors, and even make recommendations for restaurants, entertainment, and local attractions depending on the individual's tastes.
Artificial intelligence has the ability to enhance the experience of visitors in addition to improving the efficiency of operations. Smart room technology that is driven by artificial intelligence may be customised to the preferences of individual guests by adjusting the temperature, lighting, and entertainment options in response to the actions and input of guests (Mbarushimana, 2024). In-room dining experiences may also be customised with the use of artificial intelligence (AI) by recommending dishes based on past orders, dietary needs, and even a study of current culinary trends. As a result of this level of customisation, each and every visitor enjoys an experience that is really one of a kind and memorable, which in turn drives repeat business and mutually beneficial relationships.


[bookmark: _Toc185407058][bookmark: _Toc185624000]Specific AI Techniques and Their Applications in Hospitality
The hospitality industry is experiencing a rapid shift as a result of artificial intelligence (AI), which is giving innovative solutions to enhance the experiences of guests, simplify operations, and increase revenue (Zahidi, Kaluvilla, and Mulla, 2024). Two well-known techniques to artificial intelligence, namely natural language processing (NLP) and machine learning, have a substantial impact on this particular sector.
As a result of machine learning, businesses in the hospitality industry are now able to analyse massive amounts of data, identify patterns, and make predictions. In this way, personalised recommendations may be made to guests based on their interests and past actions, such as advising certain sorts of accommodations, services, or activities that are located in close proximity to the guest's location (Buhalis, 2020). For instance, in order to anticipate the needs of guests and make necessary adjustments to the services provided, machine learning algorithms may look at previous bookings, activity on social media, and conduct while guests are staying at the establishment. This preventative technique not only enhances the experience of the visitors, but it also strengthens the loyalty of the customers. In addition, machine learning algorithms have the potential to optimise revenue management by continuously adjusting prices in response to the pricing of competitors, demand estimates, and other relevant factors (Millauer and Vellekoop, 2019). Using this data-driven method, hotels have the ability to maintain competitive pricing strategies while simultaneously maximising their profits.
Natural language processing (NLP) enables computers to grasp, interpret, and generate human language (Murugan, 2024). This capability was previously only available to humans. The hospitality industry makes use of chatbots and virtual assistants that are powered by natural language processing (NLP) to offer round-the-clock customer care, react to queries from guests, and aid with bookings. These conversational bots, which are powered by artificial intelligence, have the ability to seamlessly communicate with visitors in the language of their choosing, providing customised help and successfully resolving issues (Vashishth et al., 2024). In addition, applications of natural language processing make it possible to assess the sentiment of comments made on social media platforms and reviews left by guests. This provides businesses with valuable insights into how consumers perceive them and identifies areas in which they may improve. By reviewing the feedback provided by customers, hotels have the ability to enhance their offers, swiftly address any problems that may arise, and preserve a positive brand image.


[bookmark: _Toc185407059][bookmark: _Toc185624001]AI-powered personalization in the hospitality industry - Hilton
Personalisation that is powered by artificial intelligence has been implemented by the hospitality industry in order to enhance the experiences of guests and to increase loyalty (Zahidi, Kaluvilla, and Mulla, 2024). Utilising artificial intelligence to personalise the experiences of visitors across several touchpoints, Hilton is a well-known example.
Voice assistants such as Amazon Alexa are used by Hilton's artificial intelligence-powered technology, which is known as "Hilton's Connected Room," in order to provide customised experiences inside the hotel room. Guests are able to conveniently and independently adjust the temperature, lighting, and entertainment systems in their rooms via the use of voice commands. This technology not only enhances the comfort of guests, but it also collects valuable information about individual preferences, which enables Hilton to further refine its personalisation efforts (Srivastava, 2024).
AI is also used by Hilton to personalise the channels of communication it has with its guests. Chatbots that are driven by artificial intelligence are used inside the Hilton Honours mobile app in order to give instant assistance for enquiries, reservations, and requests. These chatbots may assess conversations and make individualised recommendations, which may include recommendations for local restaurants, attractions, and activities, based on the interests and preferences of each individual visitor. By providing the same level of individualised care around the clock, Hilton is able to enhance the satisfaction of its guests and strengthen its connection with its loyal members (Hilton, 2020).
Artificial intelligence is used by Hilton to adapt its advertising and marketing initiatives, in addition to its usage for communication and in-room experiences. Through the examination of guest data, including as booking history, preferences, and past interactions, Hilton may tailor marketing campaigns and offers to the specific needs and interests of each individual visitor. Through the implementation of this targeted approach, engagement is increased, repeat business is encouraged, and marketing campaigns are more effective.
According to Hilton (2023), the company's loyalty program, Hilton Honours, exemplifies the company's commitment to customisation that is driven by artificial intelligence. The program makes use of artificial intelligence (AI) to analyse the conduct and preferences of its participants in order to deliver individualised awards, unique benefits, and individualised experiences. As an example, members may get individualised offers for upgrades, early check-in, or late check-out, based on their previous stays and the preferences they have expressed (Hilton, 2023). By providing individualised prizes, Hilton is able to improve the loyalty of its members and encourage continuous engagement in the program.

[bookmark: _Toc185407060][bookmark: _Toc185624002]Challenges and limitations of AI-powered personalization
There are numerous benefits associated with the use of AI-powered customisation in the hospitality business; however, there are also some negatives, particularly with regard to the security of data and ethical concerns.
The danger of data breaches and the exploitation of private information about visitors is one of the primary concerns that has to be addressed. It is essential for artificial intelligence systems to have access to expansive amounts of personal data, including preferences, travel history, and even biometric information (Buhalis and Morrison, 2021). In the event that this data is not adequately safeguarded, it may be vulnerable to cyberattacks, which might result in the disclosure of private information such as social security numbers, credit card numbers, and personal contact information on individuals. According to Buhalis (2020), infractions of this kind have the potential to weaken trust and cause damage to the image of a business, which may have severe ramifications for hotel guests as well as hospitality suppliers. In addition, the collection and use of visitor data raises ethical considerations about the protection of personal information and the disclosure of information. There is a possibility that site users are unaware of the extent to which their personal information is being collected, analysed, and used for the purpose of customisation. Transparent data collection processes may give rise to concerns over the possibility of surveillance as well as the reduction in the level of autonomy enjoyed by visitors (OECD, 2019).
Another major ethical concern is the potential for algorithmic bias to exist in personalisation systems that are driven by artificial intelligence. According to Karami, Shemshaki, and Ghazanfar (2024), these systems are trained on historical data that might indicate prevalent societal prejudices and injustices. This information is gathered from such systems. In the case of the individualised services and experiences that are provided, for example, an artificial intelligence system can accidentally exhibit prejudice against certain visitor groups, which might lead to unfair or discriminatory treatment towards such groups. According to Friedman and Nissenbaum (1996), this might have significant ramifications on both the social and economic fronts, in addition to exacerbating the imbalances that currently exist and undermining the principles of fairness and inclusion.
Furthermore, an excessive dependence on customisation enabled by artificial intelligence may result in an experience that is dehumanising and impersonal for visitors. It is possible that artificial intelligence does not possess the human touch and empathy that is required to establish profound connections with visitors, despite the fact that it is capable of rapidly gathering data and providing individualised recommendations. There is a possibility that visitors may have a sense of similarity to data points rather than to key individuals, which may result in decreased levels of customer satisfaction and loyalty. To ensure that visitors continue to have a positive and authentic experience, it is necessary to establish the optimal balance between human interaction and customisation that is enabled by artificial intelligence (Buhalis and Morrison, 2021).
Last but not least, the fast growth of artificial intelligence in the hospitality sector has given rise to concerns over the destruction of jobs and the potential repercussions on the labour force (Koo, Curtis, and Ryan, 2021). As AI systems automate duties that were previously fulfilled by human workers, such as concierge and customer care responsibilities, there is a possibility that employment opportunities would decrease and that there will be a loss of jobs in the business. In order to ensure that the workforce is adequately prepared to meet the ever-changing requirements of the company, it is essential to participate in training and upskilling programs and to conduct a comprehensive analysis of the social and economic implications of using artificial intelligence (World Economic Forum, 2018).
Personalisation that is driven by artificial intelligence has a great deal of potential to enhance the experience that guests have while staying in hotels; nonetheless, it is essential to carefully consider and address the limitations and downsides that are associated with it. Using artificial intelligence, the hospitality industry can create experiences that are truly one-of-a-kind and meaningful for guests, while also adhering to ethical principles and ensuring a sustainable future for the workforce. This can be accomplished by placing a high priority on data privacy and security, minimising algorithmic bias, ensuring transparency, and maintaining a human-centered approach.

[bookmark: _Toc185407061][bookmark: _Toc185624003]Personalization and Customer Loyalty
Personalisation is the process of adapting products, services, and experiences to the preferences and actions of each individual (Casaca and Miguel, 2024). This process is a significant factor in the development of strong customer relationships and the retention of repeat business. Hotels have the ability to provide great experiences that go above the expectations of their customers and develop loyalty by being aware of and anticipating the needs of their guests.
In a number of empirical studies, it has been shown that there is a substantial positive correlation between personalised experiences and crucial loyalty measures. As an example, according to the findings of a study conducted by Celestin et al. (2024), as much as 91 percent of consumers are more likely to make subsequent purchases from businesses that provide individualised experiences. The significance of the impact that customisation has on customer behaviour is shown by this outcome. In addition, according to a survey conducted by Epsilon (2018), eighty percent of consumers are more likely to make purchases from companies that provide opportunities for customised experiences. According to Hayes et al. (2021), these data illustrate how important customisation is becoming in terms of enhancing customer participation and influencing the decisions that consumers make about their purchases.
The level of satisfaction experienced by customers is significantly influenced by customisation, which has an effect that extends beyond their purchase habits. It has been shown via research that providing customers with tailored experiences that go above and beyond their expectations and generate a sense of value may enhance customer satisfaction. A study that was conducted in 2020 by Lindecrantz, Gi, and Zerbi found that personalised interactions had the potential to increase customer satisfaction by as much as twenty percent. There is a clear correlation between this increase in satisfaction and increased levels of customer loyalty. This is because satisfied customers are more likely to remain loyal to a business and to suggest the products or services that the firm offers.
Furthermore, it has been shown that customisation increases both the level of customer involvement and the level of brand endorsement (Potter, 2024). When a customer feels valued and understood by a business, they are more likely to connect with the firm via communication channels such as social media, email, and loyalty programs. This increased engagement results in a tighter emotional connection between the brand and its customers, which in turn improves the amount of advocacy and loyalty that the company receives. According to research conducted by Chhabria, Gupta, and Gupta (2023), customers who have individualised experiences are more likely to recommend the firm to others. This results in positive word-of-mouth advertising and attracts a greater number of customers.
According to Iyengar and Venkatesh (2024), the hospitality industry places a significant emphasis on customisation as a means of fostering customer loyalty. Hotels have the ability to create experiences that are unique and memorable, which may transcend the expectations of consumers, boost pleasure, and promote repeat business. This can be accomplished by tailoring experiences to the preferences and behaviours of each individual guest. The growing body of scientific evidence demonstrates unequivocally that customisation brings about a rise in customer loyalty, highlighting the necessity of this strategy for businesses that are seeking to thrive in the present competitive market.
Customer loyalty programs are vital for building customer loyalty because they create a win-win relationship between businesses and their customers. In exchange for their continuous patronage, these programs provide customers a variety of benefits, including unique privileges, incentives, and rewards, as stated by Uncles, Dowling, and Hammond (2003). Customers are encouraged to pick a particular brand over competitors via the use of loyalty programs, which provide tangible advantages such as discounts, points, or exclusive access to the customers. According to Oliver (1999), this encourages buyers to have a stronger connection to the brand, which in turn increases the likelihood that they would make more purchases. Furthermore, loyalty programs provide valuable information on the preferences and actions of consumers, which helps businesses to better tailor their goods and marketing campaigns, so enhancing the overall experience of their customers (Reichheld and Teal, 1996).
Traditional customer loyalty programs can have a variety of problems, despite the fact that they are effective at attracting new customers and retaining existing ones (Faiz and Lakshman, 2021). The fact that they have a tendency to focus only on transactional incentives, such as discounts and point accumulation, is a huge drawback. This marketing technique may not always be able to establish profound emotional relationships with customers, despite the fact that it promotes them to make purchases. Additionally, customers may become disengaged and confused as a result of the sophistication and difficulty of conventional programs (Buttle and Maklan, 2015). In addition, the rewards that are often given out by programs may not always be very useful or relevant to the preferences of certain consumers, which might potentially lower the perceived value of the awards and their impact on keeping customers loyal.
Artificial intelligence-powered loyalty programs have the ability to overcome many of the disadvantages that are associated with traditional loyalty programs (Kushnarevych, 2024). These programs make use of data analytics and machine learning to deliver experiences that are more personalised and fascinating for customers. Using consumer data, such as previous purchases, browsing histories, and activity on social media, artificial intelligence algorithms are able to discover the specific preferences of each individual customer and tailor incentives to meet those preferences. This individualised strategy has the potential to significantly boost both the level of customer participation and the perceived value of the program. According to Babatunde et al. (2024), customers will have a greater sense of connection and value when AI-powered systems, for example, make timely and relevant offers, foresee future needs, and provide customised ideas.
Many of the administrative tasks that are associated with loyalty programs, such as point tracking, award processing, and customer care, may also be automated with the use of artificial intelligence. Not only does this automation improve the user experience, but it also has the potential to free up resources that may be used for customer service and other duties that bring value. Nevertheless, it is of the utmost importance to ensure that loyalty programs that use AI are conducted in an ethical and transparent manner. It is necessary to find solutions to problems relating to data security and privacy in order to maintain the faith of customers and to forestall any adverse effects (LOKESWAR, 2024).
For the purpose of fostering customer loyalty, loyalty programs are vital since they provide customers with particular benefits, awards, and incentives. The use of artificial intelligence may be able to assist overcome the disadvantages of traditional systems, despite the fact that these systems have been successful. Loyalty programs that are driven by artificial intelligence may give experiences that are more relevant, fascinating, and personalised to the individual, therefore improving relationships with customers and fostering sustainable business success. Addressing the ethical and privacy concerns that are associated with the use of artificial intelligence in loyalty programs is very necessary in order to ensure that their implementation is both responsible and sustainable.


[bookmark: _Toc185407062][bookmark: _Toc185624004]The Case of Hilton Honors
There is a reward program offered by Hilton Worldwide called Hilton Honors. This program encompasses a wide variety of hotel brands, ranging from high-end places such as Waldorf Astoria to more budget-friendly options such as Hampton Inn in particular. By giving members points for stays, exclusive perks, and individualised experiences, the program seeks to foster consumer loyalty (Hilton, 2023a).
The Hilton Honors program offers a multi-pronged approach to the customising process. Members are able to tailor their accounts by expressing preferences such as the desired amenities, bed size, pillow firmness, and room type via the use of customisation options. Customisation of room assignments, upgrade offers, and in-hotel amenities are then carried out with the use of this data. In addition, the program makes use of data analytics to identify specific travel behaviours and interests of individuals, such as preferred Hilton brands, trip dates, and regions. Following the collection of this information, personalised offers such as targeted promotions, special discounts, and early entrance to events are subsequently being developed.
In addition, Hilton Honors makes use of technology in order to enhance the individualised experience that it provides to guests. Through the Hilton Honors app, members have the ability to choose the accommodations of their choice, digitally check in, and even handle in-room services such as the control of the temperature and lighting. The application also provides individualised recommendations for local eateries, modes of transportation, and points of interest, taking into account the preferences and travel interests of the user.
Despite the fact that Hilton Honors has made significant strides in the field of customisation, there are still a few areas in which there is need for improvement. There is a potential disadvantage associated with the amount of customisation granularity. Even if the program just records the most fundamental preferences, it would be good to collect additional information that is more specific, such as the desired room views, specific meal needs, and preferred entertainment options. It would allow for more individualised experiences and would increase the level of pleasure experienced by guests (Hilton, 2023a).
Additionally, it is important to take into consideration the consistency of customisation across all of the different touchpoints. There is potential for improvement in terms of consistency of customisation across all interactions, despite the fact that the program offers customised experiences via the use of the app, the website, and the check-in process. It would be beneficial to ensure that individualised preferences are seamlessly integrated into each and every touchpoint in order to provide a more cohesive and individualised experience for visitors.
For the purpose of summing up, the Hilton Honors program is an excellent example of personalisation in the hospitality industry. The program is able to effectively tailor experiences to the tastes of each individual participant by using technology, data analytics, and individualised communication. The Hilton Honors programme, on the other hand, has the potential to further position itself as a leader in the field of personalised guest experiences by increasing the granularity of customisation, optimising the data collection process, and ensuring that personalisation is consistent across all touchpoints.
Artificial intelligence-driven customisation has a tremendous deal of potential for enhancing the Hilton Honors program. By using artificial intelligence to evaluate massive amounts of visitor data, Hilton is able to create highly tailored experiences. This includes information about previous visits, preferences, and habits. Due to the fact that AI algorithms are able to anticipate individual wants and preferences, Hilton is able to make individualised recommendations for alternative dining options, in-room amenities, local activities, and even hotel improvements (Hilton, 2023b). Artificial intelligence might, for example, recommend local restaurants based on a guest's dining habits, promote a guest's preferred hotel type based on prior visits, or give customised welcome items depending on the guest's interests. This level of personalisation has the potential to significantly enhance the experience of the visitor, as well as to increase customer satisfaction and loyalty. Furthermore, artificial intelligence has the ability to enhance pricing approaches by analysing consumer trends and visitor behaviour. This allows for the provision of dynamic pricing that maximises revenues while maintaining customer satisfaction. It is possible for Hilton to give each member with a really one-of-a-kind and amazing experience by customising every stage of the visitor experience, beginning with the reservation and ending with the check-out. This serves to encourage more people to participate in the Hilton Honors program.
According to Karami, Shemshaki, and Ghazanfar (2024), the practical use of AI-powered personalisation raises a number of significant ethical concerns as well as concerns over the protection of personal information. There are several other types of personal information that Hilton collects from its guests, including their booking history, travel preferences, and even their conduct while they are in their rooms (Hilton, 2023b). However, despite the fact that this information is helpful for customising the experience that visitors have, there are still certain risks involved. It is necessary for visitors to be able to see, modify, and delete their personal information, in addition to having full control and transparency over it. Hilton is required to implement stringent data security precautions in order to protect visitor information from being compromised or accessed in an unauthorised manner. Additionally, the use of AI systems presents challenges in the form of potential biases and examples of discrimination. There is a possibility that the historical data that is utilised to train AI models contains biases that inadvertently discriminate against certain visitor groups. It is necessary for Hilton to actively monitor and seek to eliminate these prejudices in order to ensure that each and every guest is treated fairly and equitably.


[bookmark: _Toc185624005]Research Methodology
A quantitative research approach will be used in order to investigate the extent to which AI-driven customisation efforts are enhancing the overall customer experience of the Hilton Honors program. Given the nature of this investigation, it is reasonable to use a quantitative approach since it permits the collection of numerical data that can be statistically analysed in order to identify patterns and trends.
[bookmark: _Toc185624006]Research Design: 
A survey with a cross-sectional design will be used to collect information from a representative sample of Hilton Honors members in the United Kingdom. Through the collection of data at a certain instant in time, this method makes it possible to get a snapshot of the present perspectives and experiences.
[bookmark: _Toc185624007]Data Collection:
A survey conducted online will serve as the primary instrument for data collection. Through the use of the survey instrument, data pertaining to demographics as well as attitudes will be collected. There are many different types of demographic data, such as age, gender, career, and income level. In order to collect information about attitudes, we will utilise a combination of open-ended and Likert-scale questions.
The survey will be sent to a representative sample of Hilton Honors members via email and the Hilton Honors mobile application. In order to ensure that the sample is representative of the population, we will employ a method of sampling known as stratified random sampling. This method will divide the sample into groups based on factors such as age, gender, and geographic location.
[bookmark: _Toc185624008]Data Analysis:
In order to conduct an analysis of the data that has been acquired, statistical analysis software such as SPSS or STATA will be used. Descriptive statistics will be used in order to offer a summary of the demographics of the sample as well as an explanation of the views and experiences of the respondents. The hypotheses will be examined, and inferential statistics such as analysis of variance (ANOVA) and t-tests will be used to identify significant differences between the groups.
[bookmark: _Toc185624009]Ethical Considerations:
The research will adhere to ethical norms, ensuring that participants will be anonymous and that they will provide their informed permission. Participants will be provided with information on the objectives of the study, the fact that their participation is entirely voluntary, as well as the potential risks and benefits of their involvement. In order to protect the confidentiality of the participants, the data will be anonymised and stored in a safe location.
Applying a rigorous quantitative research methodology, the purpose of this study is to give significant insights into the ways in which artificial intelligence-driven customisation influences the customer experience of the Hilton Honors program. The findings of this research will contribute to a deeper understanding of how artificial intelligence (AI) may be used to enhance customer satisfaction and loyalty in the hospitality industry.


[bookmark: _Toc185624010]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: _Toc185624017]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 personalisation 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: _Toc185624018]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: _Toc185624019]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 organisation. 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 organisations.
The relatively low proportion of long-term members in comparison to the significant number of new members brings to light the need of focussing on strategies that will help retain members. There is a possibility that the organisation 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 organisation, 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: _Toc185624020]Table 4: Table of responses “Length of Membership”

While picking a hotel, a huge majority of respondents (54.7% + 41.5% = 96.2%) considered personalisation to be either very essential or very important. It seems from this that the majority of respondents consider customisation to be a significant part in their decision-making process when selecting a hotel. A minuscule minority (1.9% + 1.9% = 3.8%) said personalisation 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 customisation in general.
Because of the importance that is placed on individualisation, 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 individualised services, specialised facilities, or targeted advertising. For hotels to be able to effectively tailor their guests' experiences, they need to collect and analyse 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 customisation feasible, technology is very necessary. It is necessary for hotels to make investments in technology that will allow them to collect and analyse customer data, personalise their communications, and provide one-of-a-kind experiences. Employees of hotels need to get training on the importance of personalisation in order to be able to give individualised 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: _Toc185624021]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 customised 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 customisation efforts are becoming more prevalent in the hospitality industry. In spite of the widespread use of personalisation, 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 personalised experiences, as well as their relevance, may still be improved. One-seventh of individuals who were polled said that they never get personalised offers or recommendations. This highlights how crucial it is to identify and address any gaps in the customisation 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 customisation is being implemented. However, there is still a great deal of opportunity for improvement in terms of customisation 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 personalise their offers and ideas in order to give guests with an experience that is more relevant and engaging. In order to properly personalise experiences, it is necessary to have data that is both of high quality and easily accessible. It is necessary for hotels to collect and analyse data on the preferences, activities, and interactions of their guests in order to be able to deliver individualised service and recommendations. It is possible that artificial intelligence will be of great assistance in analysing 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 personalisation 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 customisation 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: _Toc185624022]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 customisation 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 personalisation, 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 customisation are often effective in meeting the expectations of the respondents. There is a possibility that businesses will continue to invest money in customisation 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 personalisation efforts are required, businesses need to investigate the specific factors that contribute to customer dissatisfaction.
A rising number of people are using customisation, 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 utilising 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 customising anything. It may be vital for companies to take the time to perfect their customisation 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 customisability of the experience. This demonstrates that enhancing the customer experience and fostering loyalty via the use of customisation 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 personalise 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: _Toc185624023]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 customisation 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, personalised dietary advice come in as the second most preferred option. According to this, it seems that guests place a high importance on receiving individualised 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. Personalised rooms are the option that 26.4% of respondents choose from among the alternatives. As a result, it is clear that individualised 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 individualised 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 customising these incentives. There is a possibility that customised 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 individualised 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 personalised 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 individualised 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, individualised food suggestions, proactive help, identification of preferences, and individualised hotel recommendations. Hotels that are able to effectively use customisation 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: _Toc185624024]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 unfavourable 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 personalise 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 utilisation 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 unauthorised access and cyber intrusions. The positive perspective on the usage of data suggests that customisation 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 personalised 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 individualised for each person.
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[bookmark: _Toc185624025]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 unfavourably. 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 personalise 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 personalisation is contingent on the amount and quality of visitor data. It is necessary for hotels to collect and analyse data on the preferences, habits, and interactions of guests in order to train artificial intelligence models and deliver accurate, individualised recommendations. The results of the poll provide conclusive evidence that artificial intelligence is capable of effectively personalising the hotel experience. Businesses in the hospitality industry may utilise artificial intelligence to assess large amounts of data, automate the process of personalisation, and make ideas that are timelier and more relevant. Techniques for personalisation 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 utilised to tailor offerings, ideas, and services by taking into account different preferences and behaviours. 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 personalisation 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 personalisation that is driven by artificial intelligence and the personalisation that is fuelled by human workers.
[image: ]
[bookmark: _Toc185624026]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 personalisation 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 behaviour is considered to be an essential essential component of effective customisation. 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 personalised 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 personalisation. 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 customisation, 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 personalisation.
With regard to the hotel industry in the United Kingdom, the most relevant data points for customisation are the booking history and the preferences of the guests staying at the establishment. This demonstrates how important it is to collect and analyse 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 behaviour 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 customisation. 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 customised experiences.
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[bookmark: _Toc185624027]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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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, individualised services, or special incentives. It is clear that there is a substantial connection between customisation and loyalty, as seen by the great value that is placed on membership in a loyalty program. By delivering customised 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 personalise 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 analyse 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 customise 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 behaviours. 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 recognising the significance of customer loyalty programme status and tailoring their offerings accordingly, businesses have the potential to increase customer satisfaction and loyalty.
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[bookmark: _Toc185624029]Table 13: Table of responses “How important is loyalty program status (e.g., Diamond, Gold) to you?”

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 customised products. This suggests that members put a high value on receiving individualised 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 personalised 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 customisation and loyalty, as seen by the emphasis placed on individualised 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 personalise experiences, it is necessary to have data that is both of high quality and easily accessible. It is necessary for hotels to collect and analyse data on the preferences, activities, and interactions of their guests in order to be able to deliver individualised 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 individualised offers, one-of-a-kind experiences, accelerated point accumulation, and enhanced customer service. By focussing 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: _Toc185624011]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 individualised experiences, and the need for exceptional customer service.
The importance of personalisation 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 individualised services, ideas, and offers. In order to create individualised 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 recognised 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 prioritising 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 summarised by highlighting the growing relevance of customer service, loyalty programs, as well as customisation 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: _Toc185624012]Literature Review and Survey Findings: Supporting Evidence 
Both the literature review and the findings of the study highlight the importance of customisation in the hospitality industry. Both of these sources provide evidence that artificial intelligence has the ability to enhance personalisation 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 customisation 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 emphasised that artificial intelligence has the potential to totally change personalisation projects in the hotel industry. The results of the study, which demonstrate how crucial respondents believe customised 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 customisation, highlighting the importance of these insights. It is necessary for hotels to collect and analyse 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, customisation has a beneficial influence on the satisfaction and loyalty of customers. Through the provision of individualised 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 customised experiences and products. On the other hand, the positive attitude on the effectiveness of AI in personalisation lends credibility to the statements made in the literature regarding the potential benefits of personalisation driven by artificial intelligence.

[bookmark: _Toc185624013]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 customisation 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 personalisation 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 personalisation. 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 personalise 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 personalisation 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 customisation into reality. This goes opposed to studies that may provide an oversimplification of the application of artificial intelligence to a number of organisations 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 personalisation 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 customisation in the hotel industry by acknowledging the discrepancies that have been identified and by rejecting opinions that are too optimistic.

[bookmark: _Toc185624014]Conclusions 
Personalisation 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 customisation 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 individualised 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 personalisation 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 individualised recommendations. A hotel should make an attempt to find a balance between the customisation that is done by human workers and the personalisation that is driven by artificial intelligence. Hotels should continuously evaluate and enhance their AI-powered personalisation 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 customisation 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 personalisation, 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 customisation strategies. Artificial intelligence might be used by hotels to acquire a competitive advantage and to foster long-term profitability in this manner.

[bookmark: _Toc185624015]Recommendations 
Hilton Honors should continue to place a high premium on personalisation 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 individualised 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 individualised 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 personalisation. Through the use of AI-powered personalisation 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 personalisation and customer service.
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