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Abstract
The current research examines the effect of using techno-business strategies on guest experience in the hotel and hospitality sector, given the increasing importance of automation, artificial intelligence, data analytics, and digital platforms. A secondary qualitative research method was applied in the study, which involved a review and thematic analysis of the literature and industry reports with respect to contemporary academic literature and research on the same matter. The results suggest that the application of techno-business strategies will make the operations more efficient, personalise guest services, increase customer satisfaction, and provide a greater competitive advantage. Nevertheless, the research also reveals such obstacles as a high implementation cost and data privacy issues, technostress, and minor guest adoption imbalances. Examples in the industry, such as Hilton Hotels, reveal how multi-faceted loyalty programs and intelligent room systems can transform digital investment into quantifiable performance. An analysis of the literature reveals that integrating technology in a balanced and ethical way is critical to achieving sustainable value creation in hospitality, as well as being guest-centred.
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[bookmark: _Toc221809800]1. Introduction
The hotel and hospitality industry is experiencing a fast digitalisation stipulated by the change in guest expectations and the lengthy competition, as well as the necessity to enhance the efficiency of operations. The combination of high-tech digital technologies, service design, and business models, commonly referred to as techno-business strategies, has turned out to be a burning modern topic. Visitors are becoming more demanding regarding smooth, personalised, and contactless customer experiences throughout the customer journey, including booking to post-stay communication. Consequently, the use of technology is no longer an option but a strategic requirement amid the diversity aspect of hotels in the quest to differentiate and ensure long-term competitiveness.
There is a wider digital adoption with 57 % hotels across the sector investing in at least three new forms of technology, albeit this remains lower than other areas of the travel sector, like airports (70 %). The top five years priorities by the industry are cloud computing to process guests (29%), reservation management (26%), and customised recommendations and services (23%). It is especially important in terms of automation, as 60 % of leaders of the hotel industry think that automation will have a significant, positive effect on the experience of the guests, and 56% of them think that the profits will increase in this case. Besides, 69 % of business executives are allocating more into personalisation, and 92 % of them are relying on AI-driven personalisation to spur growth, suggesting the fundamental role of enhancing satisfaction, loyalty, and retention in the hospitality sector.
[bookmark: _Toc221809801]2. Literature Review
According to Behera et al. (2022), techno-business platforms contribute to customer experience by aligning the technological infrastructure with strategic service recovery and value co-creation processes. Though their research has a B2B outlook, the results are very applicable in the hospitality industry, where platform-based technologies can be used to facilitate instantaneous engagement with guests, personalised communication, and continuing services. The authors have highlighted that technology-intensive platforms enhance trust, transparency, and responsiveness, which are fundamental parameters of guest confidence and long-term loyalty to service industries like hotels post crises.
The implications of the positive performance of technology adoption are also empirically supported. Using the PLS-SEM method, Sharma et al. (2025) have shown that innovative hi-tech services help a great deal to enhance the achievement of hotel performance, such as customer satisfaction and operational efficiency. Their verdict implies that mobile check-in and digital concierge services, as well as data-driven personalisation are technologies that positively influence the perceived quality of the service directly by minimising the waiting time and allowing the customised interaction with the guest. This drives the point forward that techno-business strategies are not in any way operational technology but strategic facilitators of excellent guest experience.
On the same note, Sharma (2024) discovered that there was a strong positive relationship between technological innovation and customer satisfaction in the hospitality industry. The research pointed out that technological sophistication has become synonymous with the guests' expectations of professionalism, convenience, and reliability of the services. The ability to gain a better experience through innovations like automated service delivery and smart interfaces proved more useful to some groups of customers, such as digitally literate and business travellers. This implies that the techno-business strategy helps to make the experience unique in an otherwise too commoditised industry.
In the view of competitiveness, Yolcu et al. (2025) said that the use of technology is at the heart of the long-term learning of competitiveness in the hotel. Their review revealed digitalisation, automation, and AI-powered personalisation as essential initiatives that provide hotels with a way to strengthen the satisfaction of their guests and, at the same time, increase the efficiency of operations in cost matters. Notably, the authors observed that when the technology is used strategically (as opposed to tactically) in delivering services, the extent to which the expectations of guests and services delivered to them align is great, and thus brand equity and repeat patronage are achieved.
The empirical results of the study, conducted by Al-Hyari et al. (2023), have shown that the AI applications, along with predictive service, customised recommendations, and uniformity of quality services, lead to elevated levels of guest satisfaction in luxury hotel services. Innovative technologies based on AI, including chatbots, recommendation engines, and intelligent pricing solutions, also, according to their results, contribute to both the useful and emotional guest experience. This helps in furthering the belief that AI is one of the foundations of modern techno-business approaches in the hospitality industry.
Nevertheless, moderating and risk factors linked to the use of technology are also known in the literature. Huang and Tsai (2025) established that acceptance of the guest room technologies is aroused differently depending on customer demographics and technostress levels. Although younger and technology-oriented guests had expressed more satisfaction, over-automation and complicated interfaces was bound to have a negative impact on older guests or people who desired human engagement. This underscores the fact that the issue lies in the provision of balanced techno-business strategies to complement, not substitute, personalised human service.
Within the context of experience authenticity, technology can be used to improve an authentic guest experience if it is thoughtfully incorporated into the service design. According to their bibliographical analysis, information technologies enable storytelling, cultural immersion, and emotional interaction when based on hospitality values. This confronts the notion that technology destroys authenticity and, rather, technology is a tool of enhancement of considerable experience.
Lastly, the authors investigated high-end hotel trends in favour of technology and discovered that visitors appreciate smart luxury, involving the use of embedded technology to make their stay more comfortable, private, and controllably personal without feeling obtrusive. Their results emphasise the role of techno-business strategies in promoting perceived luxury and quality of experience in successfully incorporating them into the guest experience.
[bookmark: _Toc221809802]3. Method
This research design has followed a secondary qualitative research design since existing academic and industry-based materials will be used to explore the effects that the techno-business strategies may have on the guest experience in the hotel and hospitality industry. Peer-reviewed journal articles, authoritative industry reports and reliable publications about hospitality and technology were used as the source of data to help make the sources as current as possible (Cao et al., 2022). The sources were determined because of systematic searches in the academic databases like Scopus, Web of Science, Google Scholar, and Emerald Insight using such terms as techno-business strategies, hotel technology, guest experience, automation, and AI in the hotel industry. The inclusion criteria were based on pertinence to the hospitality industry, research methodological rigor, and a direct discussion of technology-enabled guest experience.
Thematic analysis was the mode of analysis of the collected secondary data, and it was done through a structured and iterative process (Ahmed et al., 2025). The literature was first reviewed to familiarise data, then the open coding was used to recognise repetitive concepts and patterns. These codes were then categorised under higher-level themes which included personalisation, automation, service efficiency, customer satisfaction, competitiveness, and technostress. Constant comparison across studies facilitated the thematic refinement to achieve depth and consistency of the analyses. Through this method, evaluation of various findings into coherent themes became possible, an argumentative and systematic explanation of the role played by techno-business strategies on guest experience in the hospitality sector became plausible.
[bookmark: _Toc221809803]4. Theme impact analysis
[bookmark: _Toc221809804]4.1 How the chosen contemporary theme impacts on the hospitality and hotel industry
The modern theme of technological business practices, especially automation and digitalisation, has an immense and diverse effect on the hospitality and hotel sector. With the hotels functioning in an environment marked with elevated levels of competition, labour limits as well as the ever-advancing expectations of the guests, the strategies of technology are transforming the way the value is produced and offered to the guests throughout the service lifecycle.
This has one of the clearest effects on cost management and operational efficiency. Its market in the global hotel automation system is estimated to increase strongly to 2025 with a value of $19.68 billion, but it is likely to increase by 6.5 % to 2026 to $20.97 billion, indicating a high rate of usage across the industry (The Business Research Company, 2026). The reasons behind the development of this growth are the growing implementation of property management systems, online booking systems, and long-term investment in hotel IT infrastructure. Automation minimises the manual operations in the company in reservations, check-in, housekeeping, coordination, and billing to provide faster services and enhance their accuracy.
[image: Hotel Automation System market report bar graph]
Figure 1: “Hotel Automation System Market Size and Share 2026”
(Source: The Business Research Company, 2026)
The use of techno-business strategies also greatly affects guest experience and contentment. Automated services, data-driven personalisation, and digital touchpoints enable hotels to provide seamless, consistent, and personalised experiences (Awasthi, 2022). The latter is specifically useful when it comes to large hotel chains with a presence in more than one location, where the uniform quality of services is a fundamental requirement. Besides, automation will enhance scalability, enabling hotels to deliver service quality as they continue to spread internationally.
Strategy competitiveness is boosted at an industry level because of technology implementation. While they successfully combine automation with digital platforms, hotels will be in a better place to react to shifts in the market, staffing, and evolving consumer behaviour.
[bookmark: _Toc221809805]4.2 Examples of industry responses to the chosen contemporary issue
Hospitality and hotel management have chosen to address the modern trend of digital disruption and increasing guest demands by entrenching AI, data science, automation, and IoT solutions in the primary service and business philosophy. Hotel groups in the industry are moving towards an age of loyalty programmes, smart rooms, and digital platforms to enhance individual experiences, effectiveness, and competitive stance.
One of the brightest examples of the industry is the Hilton Hotels, which base their reaction on data-driven personalisation and smart automation. The centre of Hilton strategy is the Hilton Honours loyalty programme that is not only a marketing tool but also a strategic information source. Having more than 200 million members, Hilton Honours will offer quality and extensive data volumes to support machine learning and decision-making based on AI (Klover, 2026). The programme also records granular guest preferences, including the room setting, language and stay behaviour explicitly so that they can be used to make tailored offers, content, and optimise the services. Data-centric approach has been providing quantifiable successes such as a 70% growth in email open rates and a 37% growth in click-through rates due to hyper-personalised campaigns, which are providing tangible commercial gains (Klover, 2026).
Simultaneously, Hilton is also pouring money into Connected Room technology, which indicates a broader trend in the industry to create a smart hotel space. Hotels also make rooms interactive and data-generating by giving guests control over lighting, temperature and entertainment using mobile applications (Das, 2023). Providing operational advantages like energy management and lower cost of maintenance, this real-time feasibility of digital identity and physical behaviour allows the seamless personalisation made possible with AI and enables the construction to be dramatic. Significantly, the strategy is supported by the fact that guest demand is extraordinarily strong, and it is demonstrated that hotels must be equipped with connected rooms capabilities.
[bookmark: _Toc221809806]4.3 Strengths and limitations
	Impact Dimension
	Strengths of Techno-Business Strategies
	Limitations and Critical Concerns

	Guest Experience & Personalisation
	AI-driven personalisation enables tailored services, preference-based room settings, and relevant recommendations, enhancing perceived value and satisfaction. Real-time data use (e.g., smart rooms, loyalty data) creates seamless and consistent experiences across stays.
	Over-personalisation may feel intrusive, raising privacy concerns. Not all guest segments value high automation; technostress and reduced human interaction can negatively affect older or leisure-oriented guests.

	Operational Efficiency
	Automation streamlines reservations, check-in/out, energy management, and housekeeping coordination, reducing errors and labour dependency while improving speed and reliability of service delivery.
	High initial capital investment and ongoing maintenance costs can strain smaller or independent hotels. Over-reliance on technology increases vulnerability to system failures and cyber risks.

	Data-Driven Decision-Making
	Large-scale data analytics supports demand forecasting, dynamic pricing, and targeted marketing, leading to improved revenue management and customer retention.
	Data quality and integration challenges persist across fragmented systems. Ethical concerns related to data governance, consent, and regulatory compliance (e.g., data protection laws) may limit data utilisation.

	Competitive Advantage
	Smart technologies and connected rooms differentiate hotel offerings, strengthen brand equity, and support global scalability with standardised service quality.
	Competitive advantages may be short-lived as technologies diffuse rapidly across the industry, reducing long-term differentiation.

	Financial Performance
	Enhanced guest satisfaction and loyalty contribute to higher occupancy rates, repeat visits, and ancillary revenue, supporting profitability growth.
	Financial returns are not immediate; benefits depend on effective strategic alignment, staff capability, and guest adoption levels.



Table 1: Strengths and Limitations
(Source: Self-created)
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This analysis proves that technologies of business, such as automation, AI, and data-driven personalisation, are now becoming the focus of improving guest experience, efficiency of operations, and competitiveness in the hotel industry. Although the examples of the Hilton industry can demonstrate the sale of strong positive effects in terms of loyalty-based data ecosystems and smart rooms, shortcomings related to privacy, technostress, cost, and imbalanced acceptance of guests are considerable. Hence, hotels must implement a guest-centric strategy, which is both balanced and considers technology alongside human service, and provides ethical data management as well as converting digital investments into articulated experiential and strategic goals.
[bookmark: _Toc221809808]6. Recommendations 
On top of assessing the techno-business strategies, strategic integration, inclusivity, and the development of sustainable value-creation should be used as future recommendations to the hotel industry and the hospitality industry, not technology adoption as an end-in-itself. 
· Initially, hotels need to work towards adopting a hybrid service model that strategically incorporates automation and human touch (Mandić et al., 2023). However, human service, despite being less efficient and personalised than AI, self-service technologies, and smart rooms, is still necessary to engage emotions, recover service, and the guests who develop technostress. The creation of technology that empowers employees instead of eliminating them will secure the service quality and the credibility in the brands.
· Second, ethical data governance and transparency should be enhanced in the industry. Hotels need to adopt strong consent features, effective privacy communication, and data architecture as personalisation is more dependent on massive amounts of guest data (Nira, 2025). Active adherence to data protection rules and visible ethical standards will decrease the level of privacy concern and contribute to a higher level of trust and confidence of the guests in data-driven services.
· Third, hotels ought to invest in scalable and compatible digital infrastructure, including cloud-based property management software and component automation platforms (Wynn and Jones, 2022). This would facilitate flexibility, lower cost in the long term and enable the hotel of incomparable size to implement technology in stages. The aspect of interoperability is especially necessary to prevent discontinuous systems that restrict data integration and analysis.
· Fourth, specific development of abilities and change management must become the focus. Digital literacy and the use of AI to assist in decision-making and technology to improve the delivery of its services require staff training to reap the full benefits of the techno-business strategies (Kumar et al., 2024). Guest experience can hardly be achieved through technological investments without employee buy-in and competence.
· Lastly, innovations towards the future must focus on being led by experience. Guest journey mapping and continuous feedback should dictate the adoption of technology to make sure that digital solutions would add to convenience, authenticity, and comfort (Pusceddu et al., 2025). Sustainable competitiveness and creation of long-term values can be realised in the hospitality industry using technological innovation in tandem with the needs of the guests, operational stability, and ethical standards. 
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