 A RESEARCH REPORT ABOUT PERSONALISATION WITHIN THE HOTEL AND HOSPITALITY SECTOR

ABSTRACT:
Personalisation is a buzz word within hotels and the hospitality sector it is a theme that is very much the present and going forward is something that all hoteliers should consider, as research shows it is a must for guests, when booking a hotel.
 The impact personalisation gives are guest satisfaction whilst creating memorable experiences, and for a hotel, done correctly will boost brand loyalty, gain repeat customers, and stand out in a crowded market. This report will give an insight into how different brands are using personalisation and tailoring it to their specific guests to create that memorable stay and gain brand loyalty. 
Through this research we can see that the gap in the market is to gain trust and loyalty, through data privacy, when personalising a guests stay, as data privacy is a must for guests to part with their information. Recommendations to go forward and consider is how to enhance and strengthen data protection, through advanced technology staff training, and data protection courses.
   
INTRODUCTION:
The chosen contemporary theme for this report is personalisation within the hotel and hospitality sector. we will explore why it is of importance and relevance for the hotel sector, within this report. And find out why it is prevalent within this industry.
Personalisation is becoming an increasingly important trend in the hospitality industry, personalisation means tailoring your services to cater to each guests needs and preferences, this helps elevate guests experience at your hotel, by showing attention to detail. (Lacalle, 2023)
Personalisation has become a buzz word within hospitality, and it is important for hotels to get on board, as guests now expect there stay to include personalised considerations. A recent study found that 78% of travellers book with properties that offer personalised experience, and almost 50% are willing to share the personal data to promote individual stays. Especially the millennial generation. (Team, 2023) 
Personalisation in hospitality is a strategic necessity, and a way forward for hotels to make a lasting impression and stand out in a crowded market. (Retrod, 2023)
Brands that create personalisation experiences, by integrating data and advanced technology, are increasing their revenue by 6 to 10%. (Elphick, 2021)


OVERVIEW OF LITERATURE:
The latest findings show that accurate personalisation leads to a high individual perception on service performance, smart environments, personal data and technology are revolutionising the opportunity to understand guest preferences and deliver personalised services. (Buhalis et al, 2020)
The impact personalisation has is it gives the guests a unique stay, elevates the guests experience, creating that unforgettable stay, which also creates brand loyalty for the hotel and stands out in this competitive market. (Bruno, 2023)                                                                    
One way Hilton is elevating a guests stay with their personalisation is through there in room technology App. Hiltons connected room experience welcomes guests by name on the tv allows them to control in room technology, like personalising their preference for popular streaming apps like Netflix, Hilton has seen a significant increase and demand for this app and availability has surpassed 1,000 hotels in the last year. (Hilton, n.d.)
Personalisation has a positive impact on retention, when a product or service is personalised to meet individual needs and preferences it not only creates an enjoyable and satisfying stay but leads to increased loyalty, as guests continue to use their services and find it relevant and satisfying and will keep coming back for more. (Mehta, 2023)


APPLICATION TO THE HOTEL AND HOSPITALITY SECTOR
In this section we can use the PESTEL analysis to get a deeper understanding of how personalisation theme impacts on the hospitality and hotel industry, through Political, Environmental, Social, Technological, Environmental and Legal considerations.
POLITICAL
Hotels thrive in stable political conditions, from government incentives, grants, or tax relief for tourism related activities. Governments actively promoting tourism can positively impact the hotel industry increasing the number of international travellers. Taxes are another thing the government controls, lower tax reforms for hotel owners could improve the industry as a whole. (Makos, 2024) These savings could be put towards, providing more authentic and luxury high end personalisation, to cater for potential and existing guests, making their experience even more memorable.
The 2024 budget announcement has been disappointing to the hospitality industry, due to the lack of supportive measures for reduction in VAT for hospitality services, this shows how government fiscal policies directly impact and affect, the broader hospitality sectors, in all areas from an operational, environmental, and financial aspect. (Makos, 2024) 

ECONOMICAL
Economic conditions greatly influence consumer spending power and travel habits, all businesses are affected by economic change, but the hotel industry is one that sees the most change, this could be through fluctuations in currency exchange rates, which affects affordability of travel, so reduces international tourists.
High inflation rates lead to increased operational costs for hotel, such as utilities supplies and wages this reduces profitability unless prices are dropped or adjusted (Makos, 2024)
The findings from the quantitative analysis shows that the personalisation and customers willingness to pay largely depends on customers internal and external factors, and this study shows that specific context influences customers willingness to pay, and personalisation expectation. Therefore, hotel managers need to concentrate on different customer clusters, to develop an effective pricing, and this can also help with the type of personalisation that will suit the customers and gain knowledge of how customers spending power is influenced through economical changes, and as a hotel can try and adhere to changes to suit customers.  (Tomczyk, 2023) 
SOCIAL
When looking at a social aspect there’s a lot to consider and this is all to do with customer preference, travel preferences is one to consider, trends such as eco-tourism are changing how people book hotels, demographic changes, different demographics might prefer different types of accommodation and service offerings, the growing interest in health and wellness trends, shows people are wanting hotels to have specialised, spa treatment and wellness centre, and of course there’s a demand for the authentic and personalised services and amenities for hotels to offer. (Makos, 2024)
This shows how personalisation is important and to know your target market, to give each guest that personalised service.
The importance of personalisation can be approached well through Maslow’s hierarchy of needs, once this is understood it becomes easier to tailor your personalisation.
For example, a hotel chain looking to attract a family with young kids is not going to tailor their services, on booking a fine dining experiences and spa treatments, instead they would show the family entertainment program, arrange babysitting services, organise kids clubs, and show them safety and hygiene measures. When looking at it on Maslow’s hierarchy of needs pyramid this category falls under the biological and physiological, safety, and love/belonging needs section. (Toedt, 2022a)

TECHNOLOGICAL
Personalisation and technology go hand in hand, the implementation of customer chatbots, AI pricing algorithms, advanced mobile technologies, data driven customer insights, service robots and integrated payment solutions are technological trends transforming the hospitality industry in 2024. (Makos, 2024)
These technologies are enhancing and personalising guest experiences and enabling better data utilisation within hotels. As search engines are the go-to resources for guests looking to book hotels, its critical hoteliers consider tailoring messages and callouts direct on the hotel’s website. Direct bookings are particularly helpful to a hotel’s personalisation strategy, as it captures data and customer information.
Hoteliers armed with this information can send personalised pre arrival emails, highlighting the hotels excellent customer service, or highlighting the best of what a hotel has to offer, by understanding customers hoteliers can present attractive personalised offers and incentives, this will give hoteliers a great opportunity to secure repeat customers and generate revenue. (Youssef, 2023)
This is where technology plays a part, hotels cannot rely on employees to memorise customer preference data, access to the right technology helps hotels and staff to find past information and preference of a guest, and can tailor any preferences accordingly.  Guests want to be remembered by the hotels they stay at, and their personal preferences not just noted, but acted on and to surprise and delight them. (Worthington, 2022)  
The Ritz Carlton is one of the first brand to use data effectively to personalise a guests experience , and one of the famous stories is a businessman and his daughter check into the Ritz, they’ve checked in so many times before that there information is stored and the staff were able to greet the young girl by her name wish her a happy birthday as soon as she stepped in to the hotel, arrange for a cake to be put in her room in her favourite colour, the father was so touched he never booked any other hotel brand. (Gerber, 2017) 

ENVIRONMENTAL
Complying with environmental laws is not just legally necessary but can also serve as a marketing tool for eco conscious travellers, hotels having LEED or green seal can attract potential environmentally conscious consumers. (Makos, 2024)  
As eco consciousness continues to rise among travellers, sustainable hotels have a unique opportunity to adapt in this growing market and promote environmentally friendly practices promoting responsible tourism. In 2023 sustainability became a key factor in decision making for a lot of travellers making it necessary to implement strategies that cater to the needs and values of eco conscious travellers. Climate Trade, 2023) 
Sustainable hotels try and engage potential eco conscious guests in meaningful environmental activities, for example the Soneva Fushi hotel in the Maldives involves guests in initiatives like coral restoration programs creating unforgettable memories this not only educates guests about environmental conservation but also gives the guests a deeper connection of the destination, and a personalised experience, tailored to them. (Guest Delight International, 2023)

LEGAL
The hotel industry must comply with a lot of legal laws, Employment law, licensing and permits, compliance with competition laws, health and safety standards, training certification, inspections and audits, and the one that stands out and impacts the personalisation theme more is consumer protection laws, this impacts how hotels interact with customers, manage complaints and protect customer data. (Makos, 2024)
Data protection is the process of safeguarding data, this is important as it prevents the information of a hotel from fraudulent activities, hacking and identity theft, as the amount of data is stored and created increases so does the importance of data protection. Customer trust is of great importance although customers are willing to hand over data many are unsure of how data is stored, so hotels must build trust, by ensuring data privacy consents are in plain language and give a 360-degree view of their information, and an easy opt out option for their data being used. (Karjian, 2024)
A very important data protection model is the CID triad which includes:
Confidentiality: The data is retrieved only by authorised and appropriate credentials.
Integrity: All data stored is reliable precise and not subject to changes
Availability: The data stored is safely available when needed.
The type of data that requires protection are of customers, like names, addresses, emails, phone numbers, bank details, health information. Data protection is most important when the information concern’s customers. If the data is not stored correctly and falls into the wrong hands, it can compromise people’s safety, personal integrity, physical safety, and financial security. (Hyseni, 2021)
Having the right data protection law in place will help customers part with their data easily making hotels attempt to personalise a guest’s preference easier.
A look at how technology, and data collected made Bashar Wali’s stay at a hotel personalised.  Bashar Wali made a TEDx talk on you tube, we can see how he stays at loads of hotel and gets the same bottle of wine, fruit, cheese platter and a little note that says the same thing every time, hope you have a lovely stay.  Which is nice but the thing that made it extra special on one stay was that on the bottom of the note it said Blackish on ABC starts at 8pm, which is a programme Bashar Wali watches.
Someone had actually taken the effort to find out his favourite programme, his exact words were, ‘they have won me for life’, this hotel actual cared enough to find out something to make it special and personalised to him. (Wali, 2017)
Whilst technology plays an important role in personalisation, the human touch is just as important. A handwritten note is a personal note that can make a big impression on guests and a genuine gesture that is always appreciated.

EVALUATION
 The use of data analytics and technology in the hospitality industry has transformed the way hotels and guests interact with each other. However, this transformation comes with responsibilities particularly, within consent, ethical data, and privacy data. Hotels have a great responsibility to prioritise security and privacy of guests while being transparent and trusted. By committing to doing this they continue to deliver personalised service, ensuring guest satisfaction and loyalty. (Al-Rahahlah, 2023)  
The year 2024 is all about digitalisation, personalisation and protecting data privacy. The hospitality industry faces the challenge of balancing the use of personal data for enhancing and personalising guests stays.
 The pros of personalisation are increased guest satisfaction. personalisation helps the hotel stand out in this crowded market. Enhances a brands reputation by showing how it cares about its guests and their preferences. Increases revenue through repeat and loyal customers.
The cons of personalisation are collecting data which can raise concerns for the privacy of guests, personalisation requires advanced technology and data analytics which can be expensive for some hotels. personalisation can create extra workload for staff, and sometimes personalisation must be done carefully, as guests may feel uncomfortable with too much data collected and acted upon, so striking a balance and knowing the guests, well enough to implement personalisation is a must. (Allaudin, 2023)

Future policy and management options, and recommendations for personalisation, within the hospitality industry, addressing this is pivotal to sustain trust and meet regulatory standards. Adhering to best practises is essential for the industry to mitigate risks and exercise caution to prevent unforeseen causes, to ensure that guest’s safety and wellbeing are at the forefront. (D’Costa, 2024) 
Future recommendations are to improve future policies and to manage this effectively needs to be looked at in a few different ways.
Comprehensive data governance, this involves developing clear and concise policies from collection, processing to storage, this sets the stage for responsible data management, showing trust between the industry and the valued guest.
Regular staff training, and implementing data protection training, employees in the hospitality industry who regularly work with personal identification information play a pivotal role in data protection, providing regular staff training, data protection training and courses about guest privacy will help in continuously keeping guests information safe and follow correct protocols. The success in balancing data privacy and personalisation will play a significant role in hospitality by gaining customers and increase in revenue, but the consequences of data breach can be severe, damage to brand reputation, legal liabilities, and the financial loss. (Tsaaro Consulting, 2023)
As we can see through Marriotts partnership with salesforce, the company gives Marriott employees, all the information of a guest so that any one of their employees can deliver a personalised experience. Guests are willing to part with their information, and they expect that the hotel uses it to enhance their stay personalise their experience and anticipate their needs. Whilst keeping all data protected. Marriot invests in training and development of their employees, to continuously improve, and commit to their core values and give employees opportunity to grow with the company as happy employees are key to happy customers. (Anderson, n.d.) this is an example of how Marriot focuses on training for employees and keeping guests’ data protected. 
A 2020 survey by Privitar found that 78% of consumers are concerned about protecting their personal data, whilst 33% said their main concern was data theft due to a breach. However, commitment to data protection drives brand loyalty by 40%, adopting the right approach to data privacy is therefore vital for a hotel going forward where trust and loyalty are critical, for customers and brand reputation. (Toedt, 2022b)  
A few simple strategies that bring together personalisation and privacy measures, will improve and meet the guest’s expectation while fostering trust and loyalty. (D’Costa, 2024)
CONCLUSION
Personalisation is a trend that is becoming more and more important in the hospitality industry and is now considered a key element to increase revenue and customer base.  Guests now expect hotels to provide personalisation, somewhere in there stay. With clear evidence that a brand that offers personalisation tailored to each guests’ specific needs are more likely to continue their journey with that brand.  
In conclusion what we have learnt through this report is how personalisation is prevalent in the hospitality industry as it can improve brand loyalty and give customer satisfaction whilst improving retention. Although to foster this relationship it is important to gain trust and loyalty through data privacy and it must be done in a way that’s transparent respectful of guest’s privacy and tailored to individual needs and preferences. Hotels that can get on board will have a competitive advantage in the marketplace. 
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