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Revolutionizing Hospitality: The impact of AI in personalised guest service   with Special Reference to the United Kingdom Market  

Abstract 

The hospitality industry is crucial to the global economy, offering employment opportunities for a significant number of people, contributing to the GDP, supporting the travel and tourism industry and communities, and offering seamless customer services. The UK hospitality industry consists of a wide range of businesses and services, starting from cafes to luxury hotels. It includes hotels, restaurants, cafes, pubs, venues, and other establishments serving customers by offering accommodation, food and beverages, leisure activities, experiences and entertainment the sector is the largest employer of the country and is the greatest contributor to the economy. The sector has faced an unexpected downfall due to the aftermath of BREXIT and COVID-19 and is currently recovering at a fast pace by implementing unique strategies to mitigate the negative impacts. Integrating AI into guest services is one such initiative, and surprisingly, it resulted in a strategic shift for the current hospitality industry. This advancement has permanently changed guest interactions and streamlined operations within the industry. The main objective was to understand how AI is leading to a strategic shift by redefining guest services through personalisation and the future perspective of the same. The paper will discuss the topic with the help of key use cases of service personalisation through AI recommendation, 24/7 AI-powered concierge, chatbots and virtual assistants, room customisation based on preferences, and AI-based sentimental analysis to identify demands and trends. The paper will share helpful insights regarding the current scenario and future possibilities for hospitality organisations to enhance their guest services with AI integration.










Background of the study 

According to the UK hospitality report, the hospitality sector is the largest employer in the country and is the fastest growing sector, offering employment to 3.5 million people and generating £93 billion annually. It is a significant contributor to the economy of the country. With the predicted growth, the sector is capable of increasing the contribution by £29 billion under favourable conditions and has the potential to create 500,000 new jobs by 2027. (UK Hospitality 2024) Post-COVID-19 and post-BREXIT, the hospitality industry witnessed unmatchable crises such as changes in immigration rules and stressed hiring concerns as around 120000 hospitality workers left the country, resulting in a severe staff shortage. The situation demanded innovation, which led to AI-integrated automation to fill the skill gap. The severity of the situation forced the industry to seek immediate solutions and thus moved towards a strategic shift by adopting tech-based solutions to address the varied needs of customers. For example, with COVID, a significant change was identified in customer preferences such as contactless check-ins/outs, personalised experiences, preference for sustainable hotels, etc. AI integration, contactless check-in/check-outs, automated room services, digital keys, etc, made a significant change in guest services and guest interaction on a global level. However, a report says there is a significant gap is prevalent in understanding the real impact of AI integration in guest interaction and operations to offer personalised services Hence, It is ideal to see how AI is supporting guest services in hospitality and the future perspective of the current change. 

Literature review 


According to John McCarthy, ‘‘AI is a multidisciplinary technology, which can integrate cognition, machine learning, emotion recognition, human-machine interaction, data storage, and decision making. (Alesia K, et.al 2024) The type of AI used in the hospitality and tourism sector  are natural language processing (NLP) applications, machine learning algorithms, computer vision and image recognition, chatbots and virtual assistants, recommendation systems, and sentiment analysis (AI in Hospitality and Tourism Global Market Report, 2024) 

Artificial intelligence (AI) is shaping the future of the hospitality industry by elevating guest experience through personalisation by offering personalised guest interactions such as AI-driven concierge, accepting small requests, sharing primary information, automated check-in-out procedures, in-room voice assistants, chatbots and virtual assistants and streamlining operations such as analyse huge data and make a recommendation, automation of routine tasks and thus creating seamless customer journeys. Personalisation of services in hospitality can be defined as “the practice of customisation of services and experiences for each customer anticipating their needs and recommend the services and thus create a feeling of being valued and respected “The process starts with knowing the customer (Hyken.S, 2017) 

It is ideal to identify how AI integration has an impact on guest services both positive and negative within the hospitality industry. According to a report by McKinsey & Company, the adoption of AI-driven guest personalisation is increasing as 62% of UK hoteliers integrate AI to enhance guest personalisation and McKinsey estimates that integrating AI and data analytics opportunities has the potential to enhance their revenue by 25% (McKinsey & Company, 2024), particularly in the UK market, where the market is witnessing dynamic changes. 

Currently, AI is an integral part of the personalisation of services throughout the customer journey, from check to check out. For example, Hilton’s Connie,  Connie, powered by IBM Watson’s AI, is an AI-powered concierge which means a digital assistant that acts similarly to how a human concierge service provides personalised guest services such as sharing required information, making bookings, anticipating behaviours and recommend customised details such as dining recommendations, tourist attractions etc. t.(Neil.S, 2024) Hilton is using AI in multiple ways. Connie offers 24/7 support and makes sure the information is shared without any delay. The hotel also employed AI-driven chatbots integrated into the website and app which provide customer support starting from answering common questions, to handling a high volume of tasks. This allows human assistants to handle more complex issues Hilton saved a significant 25% of the time on customer enquiries and resolutions which enhanced operational efficiency and guest satisfaction (Renascence, 2024) Marriott successfully experiments with room customisation through AI-enabled voice assistants which allow guests to room personalisation based on their preferences such as control lighting, Temperature, entertainment systems using voice commands. (Neil.S, 2024) Though it is not a complete replacement for traditional human concierges, they are managing tasks which are complex and need a more emotional approach with a notion that AI lacks feelings, and the ability to engage in a complex conversation and deep emotional acting (Ming-Hui. H, 2021) but 24/7 availability, scalability and multilingual support are major advantages (Stephanie L, et.al, 2024)   therefore, creating a social presence and social cognition is important while interacting with voice assistants (Valentina P, et al., 2022). Thus, the positive impacts include concierge services allowing the organisations to deliver sensory, affective, intellectual and physical engagement for an enhanced customer journey. The major advantage is the AI’s ability to analyse data systematically with accuracy and understand customers of all levels to recommend customised services, which eventually enhances confidence and loyalty. User-friendly AI tools like chatbots and virtual assistants create a positive impact on guest experience (Santiago M, et.al 2019) therefore it is ideal to use AI concierges to identify and facilitate the value-added digital touch points to take the customers to the next level highly for example AI-assisted marketing campaigns can effectively target potential customers (Liu. S, et.al, 2024) 

To assess the magnitude of the impact, a study by Forbes revealed that 1700 guests revealed that their guest satisfaction was directly connected to the personalised services and 60% of the guests responded that they value customised services and are willing to pay extra to avail them. Another study found that there is a huge preference for hotels offering personalised services 78% of the travellers said they prefer hotels that are willing to customise the services, and around 50% are ready to share personal data required to customise their stay. The majority preferred personalisation were Millennials and Gen Z customers who are the major demographic category of customers spending big in travel in 2024.  Hence, it is clear that a brand that fails to address personalisation with the integration of AI in its guest service strategy is losing a huge opportunity to differentiate the brand in the competitive hospitality market.  (Veronika.M, 2024) To sum up, the positive impacts include, tracking guest preferences, personalised recommendations based on guest preference, customisation, effective communication, multi-lingual support, round-the-clock service etc and data-driven insights through sentimental analysis help to introduce personalised offers, loyalty programmes, and effective and conflict resolution. Ultimately the organisation can enhance customer loyalty, and brand recognition and achieve a competitive advantage therefore guest service personalisation (Bianca.L, 2024) has future potential and companies must put personalisation as the centre of their strategy for the possibilities of artificial intelligence to their guest services and operations. 


 The negative impacts cannot be ignored, the integration of AI potentially results in job reduction which can lead to dissatisfaction among employees and service quality. (Tamara.G et.al, 2024) Another concern pointed out is the data privacy and security and the protection of personal information which creates ethical challenges such as accountability for AI decisions, not addressing the user privacy protection etc. Investing in AI is becoming mandatory in hospitality due to the intense competition and necessity which in turn results in high investment and cost for the organisations, being an industry most affected after Brexit and Covid, this is becoming a pressuring situation for many and therefore many hotels are not investing in AI as they are sceptical about the return on Investment, skill gap of employees, lack of technical expertise privacy concerns such as unauthorised access etc. One of the major negative impacts is AI reducing human interaction and personal connection which are highly valued in hospitality experience and personalisation (Mariko.K, 2024) 


Methodology

The study adopts a secondary data collection method to collect the relevant data to study the impact of AI on personalised guest service with Special Reference to the United Kingdom Market. The data is collected through publicly available credible sources and will conduct a PEST analysis to understand how political, economic, social and technological factors affect the scenario and its impact on the same.  The framework allows the use of structured analysis of external factors. P	political factors have been reviewed based on the reports published by the government, authorities on rules, regulations, statistics related to privacy, policies on AI integration and data protection or any relevant topics. The economic factors such as investment and ROI are assessed based on information available from credible sources such as officially published reports, journals and research studies. Social factors and technology are analysed based on academic research and industry reports, and factors such as changes in customer behaviour, technology adaptation, social factors, and the impact have been assessed. The technology factors such as AI trends, and how it is adapting to guest services personalisation have been analysed with the information available from credible sources. 



Data analysis 

Data analysis is done by using a PEST analysis framework where external factors such as Political, Economic, Social and Technological factors are considered to analyse the impact of AI AI-integrated guest service personalisation in hospitality-specific to the UK hospitality sector. 

Commencing with political factors, the implementation of AI has to balance innovation, complying with the rules and regulations, following ethics and protecting the privacy and security of the guest while integrating AI into the guest service of the business. In the UK, the government does not have a dedicated statutory framework for Artificial Intelligence; instead, the General Data Protection Regulation (GDPR) is applicable by which companies are bound to follow the guidelines to collect, use and protect consumer data. It applies to automated decision-making as well. This makes human interaction mandatory and ensures transparency. The Data Protection and Digital Information Bill (DPDI Bill) permits businesses to implement AI place while demanding adequate data protection initiatives to safeguard the data collected and used. This is relevant to the hospitality industry where the personalisation is done based on the customer's personal data UK AI White paper ““A Pro-Innovation Approach to AI Regulation" is a first step towards AI regulation in which the guidelines given on safety fairness, accountability, and transparency have been discussed without introducing a new regulation on AI. The UK is the leader in innovation, and its global corporate efforts are commendable. The UK   hosted the 2021 AI Safety Summit, focusing on the formation of a safety framework for AI initiatives. Overall, the political landscape of the UK is providing support for AI development with regulations on data protection, data safety, privacy and transparency to protect the rights of the citizen. Being a host of the AI safety summit is a positive sign that the UK is the leader of innovation in the global market and therefore can expect good support from the government. The absence of AI-specific law is providing flexibility for innovation by protecting the rights and security of customers. (Devyani G, et.al, 2024) Discussing economic factors, the contribution of AI-driven innovation is expected to contribute   £550 billion to the UK economy by 2035. (Microsoft, 2016) In hospitality, guest experience personalisation demands huge investment for installing AI systems and operational requirements and makes it difficult for small and medium organisations to invest in it. The fear of Return on investment is also a concern for them. Additionally, compliance with GDPR and systems to protect data collection, protection, safety, and security requires significant investment. (Devyani G, et.al, 2024) The sector is under huge pressure to adopt AI-integrated services to stay competitive, and a lot of businesses are yet to recover from the financial loss caused by BREXIT and COVID-19. Investing in personalisation will increase the investment even more as the guest has varied interests and requests. Also, AI helps with dynamic pricing by analysing real-time data and trends (EHL graduate school, 2024) This is an ideal solution for hospitality giants as an investment in AI enables differentiation and achieves a competitive advantage. 

To analyse social factors, guest preference, especially Millenials and Genz Z, potential customers of the coming decade are highly into personalisation, which demands that hotels adapt AI integration to their strategies. The AI relies hugely on personal data to create a personalised experience where there is a significant concern over data privacy and protection. The collection of personal data for personalisation raises concerns about data security and consent. An AI service that protects privacy, transparency, and ethics and considers the diverse needs of various categories can only compete in the market. Hospitality workers may feel insecure as AI replaces a good number of positions and human interactions are required only for complex tasks and communication where the guest expects a deeper emotional approach (Anat.P, 2023). Failing to address this may demotivate employees, which will affect loyalty and job satisfaction. To discuss technological factors, AI adaption has a positive impact on guest service personalisation as it allows effective customer service with the help of data analytics to identify preferences and recommendations. The hotels are giving priority to elevating customer service starting from check-in, offering smart rooms with personalised services and increased convenience. The customers are connected through a website, mobile app, 24/7 AI-based concierge, etc. Real-time analytics helps sentimental analysis of customer feedback and offers quick responses. Automation has significantly reduced operational costs and increased the speed of service delivery. At the same time, investment in technology and security is a real concern for many. (Juan. P, 2023) 

Conclusion
In short, Worldwide, the hospitality sector is Integrating AI into operations, enhancing overall guest satisfaction, security and safety and operational efficiency. (Dimitrios B et.al, 2022).  Adapting to AI is the need of the hour and it is evident that the positive impacts outweigh the negatives as the advantages offer long-term sustainability. 


Recommendation 
The recommendations aim to utilise the opportunities for future development by reducing the limitations due to the drawbacks. The industry is developing at a fast pace and hospitality organisations need time to prepare their employees and set up the infrastructure, which is a real barrier. (Alesia.K, 2024) The promise of AI must be data protection, privacy safety and security. To manage the anxiety and work pressure of the employees, the organisation should give awareness to the employees on how to manage the change. Follow change management procedure, planning, open vision, mission, implement, adapt to change and review must be implemented within the organisation to ensure a smooth transition (Kelsie.M, 2020. The anxiety can affect the quality of work to implement that, the companies should as a solution to reduce workplace anxiety, the hospitality sector must provide upskilling and re-skilling opportunities to stay competitive (Kim-Lim T, 2024). Since the UK does not have a dedicated AI regulation in place, it gives flexibility for innovation now.  The companies find cost-effective AI solutions matching their requirements and implement the same as AI is the future of guest service personalisation, and not implementing it will reduce their competitiveness in the market. PwC Annual global survey of CEOS, one-third of the CEOs said the investment in technology and AI increased their revenue. (PwC, 2025)   With AI-driven insights, the hotels must be able to offer personalised experience. Integration of AI is expensive and time-consuming, and updating as per the market requirement is another challenging situation. The hotels must be able to weigh their requirements and possible benefits and decide how to manage the operational expenses Depending on hotel size, type, classification, and perceived benefits the hotel can decide the type of software to be adopted (Alesia, K, 2024). open communication and gradual communication and training must be followed to support the staff to adapt to changes (Chi-hsiang .C, 2023) and operational changes must be implemented to adapt AI technology cost-efficiently. Real-time analysis and AI-driven security systems can ensure safety and security, y and personalised services can be offered without any delay.  Pre-arrival personalisation based on the AI behavioural and collected data can be utilised for guest service personalisation.
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