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[bookmark: _Toc198302612]Abstract
This project analyses how the use of new technology has affected the experiences and satisfaction levels of guests at Holiday Inn Norwich Ipswich Road, a midscale hotel in Norfolk, UK. The focus of the study is to see how different technology solutions affect guests’ opinions, how the business runs, and the general quality of the hotel’s services. The research objectives are threefold: to list and explain what technologies are used at the hotel, to gather opinions from guests about these technologies, and to look into the positive and negative aspects these technologies have for hotel management and staff. The main goals are to support the hotel in improving its technology and make guests happy.
The research was done by collecting and analysing 250 guest reviews from TripAdvisor, Booking.com, and Google Reviews. Additionally, 80 reports from companies and industry sources about technology in the UK hospitality sector were also used. It can be seen from this data that technology helps to make things more comfortable, safe, and practical for guests. Checking in on your phone and using digital keys are very useful because they help guests wait less and enter their rooms without touching anything. High-speed Wi-Fi that never fails is often considered vital for travellers visiting for business or pleasure. However, the research also points out some issues, including technical problems and varied preferences toward technology among different age groups, mainly among the older guests.
Operationally, the hotel gets less crowded at the front desk, has smoother staff routines, and can collect better data to help personalise services and marketing for guests. Yet, making sure staff is trained well and can quickly get help with technology is really important for keeping everything running smoothly and making sure guests have a good time. The study also found that guests are not using many of the new digital tools in the rooms, like smart controls or AI help, so this shows there is room for more improvements and ways to let people know about these features.
Based on these findings, the research suggests some simple steps Holiday Inn Norwich Ipswich Road can take, such as making sure there is always someone available to help with technology issues, making sure people know about the automation in the rooms, putting in place clear staff training programmes, using different check-in methods so guests feel welcome, and making sure guests know what technology is available before they arrive. Additionally, using new AI tools and following eco-friendly efforts can help the hotel stand out and keep up with what guests want.
Overall, this study gives a good idea of how technology affects what guests expect and how hotels work in the middle-range hotels in the UK. The insights and recommendations are meant to help Holiday Inn Norwich Ipswich Road use technology in a way that makes guests happier, helps them work more smoothly, and helps the hotel stay ahead of the other places to stay in the area. 
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[bookmark: _Toc198302614]1.1 Background of the Study
The hospitality industry is undergoing a major digital shift brought on by technology and what consumers now want. In recent years, using online booking, mobile check-ins/outs, digital room keys, and smart in-room features has transformed how hotels and their guests communicate and do business (Arapou and Kapiki, 2023). With technology, it is now possible to get faster and more personalised service, as well as contactless experiences, which have become very important because of the pandemic (Borer, 2021). However, the usefulness of these technologies relies heavily on their acceptance and implementation among the guests who use them in hotels.
[bookmark: _Toc198302615]1.2 Overview of Holiday Inn Norwich Ipswich Road
The Holiday Inn brand has been under InterContinental Hotels Group since 1952 and is known for its 1,100 plus locations worldwide (Mitchell, 2023). Holiday Inn Norwich Ipswich Road offers its services to guests in Norwich, a famous city in Norfolk, East Anglia, including business travellers, those on holiday, and those joining events. The hotel is situated off the A140 Ipswich Road, giving guests easy access to nearby Norwich, the Norfolk Broads, and business centres. The hotel offers 98 rooms, space for conferences, a restaurant and bar, as well as a fitness centre (Hansen et al., 2021). Combining the well-known Holiday Inn standards with special treatment for guests, the hotel caters to the needs of various travellers. The hotel has introduced new technologies such as an online booking site, mobile check-in, digital keys, free Wi-Fi, smart TVs, and in-room automation to keep up with guests’ changing expectations. They make things more comfortable for guests, help staff get their jobs done efficiently, and maintain a healthy environment.
[bookmark: _Toc198302616]1.3 Research Aim
This research aims to analyse how technology affects the experience of guests at Holiday Inn Norwich Ipswich Road. It aims to identify the effects of innovations on guest happiness, the hotel’s workflow, and the service level within the establishment’s situation (Bharwani and Mathews, 2021).
[bookmark: _Toc198302617]1.4 Research Objectives
The study will address the following three objectives:
1. To identify and describe the key technological applications implemented at Holiday Inn Norwich Ipswich Road to enhance guest services.
2. To evaluate guests’ perceptions, usage, and satisfaction related to these technological tools.
3. To explore the benefits and challenges faced by the hotel management and staff in deploying and maintaining technology-driven services.
[bookmark: _Toc198302618]1.5 Research Question
The guiding research question for this study is:
· How does the adoption and use of technology affect guest experience and satisfaction at Holiday Inn Norwich Ipswich Road?
[bookmark: _Toc198302619]1.6 Rationale for the Study
The competition in the hospitality industry is increasing, and technology is now essential in providing different kinds of service. In the aftermath of the Covid pandemic, many customers now prefer online services. Therefore, it is crucial for hotels to check how technology changes are affecting guests (Golja and Paulišić, 2021). The results of this study will guide Holiday Inn Norwich Ipswich Road to use technology in a way that meets customer expectations and improves the way the hotel operates in a competitive region.
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[bookmark: _Toc198302621]2.1 Introduction
Technology is quickly changing the hospitality industry. The shift towards digital and touchless services during the pandemic has greatly increased this trend (Borer, 2021). Technology now plays a big role in shaping guest satisfaction, convenience, and their feelings while staying at a hotel (McHugh, 2021).

[bookmark: _Toc198302622]2.2 Technology Adoption in the UK Hospitality Industry
The UK hotel sector has shown a lot of willingness to use new digital tools to help make things easier and safer for guests as their needs change. According to the UK Hospitality Technology Association (2023), around 70% of UK hotels now let guest’s check-in using digital keys. These hotels also spend a lot of money on mobile apps and smart room features to stay up-to-date (Das, 2023). These initiatives include: 
Online Booking Platforms: The majority of UK hotel bookings these days are made on websites or apps. Data from VisitBritain (2023) shows that around 80% of people book their hotel rooms online, either on the hotel's website, or on travel sites like Booking.com and Expedia. This shift comes from guests wanting to quickly check information, get an answer right away, and be able to cancel if needed (Collins, 2023). Hotels that don’t make it easy for people to book online might lose customers to other hotels that do a better job of making booking simple.
Mobile Check-in and Digital Keys: Many UK hotels, including big brands like Premier Inn and IHG, now offer guests the chance to check in using an app on their phones and use their phones as keys to get into their rooms. A recent study by Narayanan (2022) with 1,000 UK hotel guests found that 68% liked being able to check in using their phones because it saved them time and made them feel more private. This trend is especially seen in business travellers and younger people who prioritise how quickly and easily they can get from one place to another.
In-room Technology: Innovations like smart TVs, voice-activated assistants (such as Amazon Alexa), and systems that let people control things like the lights or temperature in their rooms are now found in most UK hotels. Guests often list out free high-speed Wi-Fi and simple in-room technology as some of the things they like best about their hotel stay (Liu and Hung, 2022). These amenities help guests feel more at ease and in control while they are in hotels, which matches the growing trend for hotels to offer more personalised experiences (Park et al., 2024).
Artificial Intelligence (AI) and Chatbots: While still new, AI-based chatbots and virtual assistants are starting to be used more often to help with 24/7 customer service, answer simple questions, and make it easier for people to make bookings. UK hotels that started using AI chatbots saw that they responded quicker and worked more smoothly day-to-day, but some guests still said they liked talking to a person when they had tricky questions (Bharwani and Mathews, 2021).
[bookmark: _Toc198302623]2.3 Impact of Technology on Guest Experience in the UK Context
Convenience and Efficiency: Contactless technology, like using your phone to check in and getting a digital room key, is now something most UK travellers expect, and the authors point out it helps cut lines at the front desk and makes it faster and easier for people to get settled in their rooms. Premier Inn’s 2022 report showed that more guests used their phones to check in, and this also led to a 15% rise in how happy guests were with the process. The ability to skip the line is really important for business travellers since they're mostly trying to get things done as quickly as possible.
Personalisation: CRM systems that use AI let UK hotels give guests more personalised services, like letting them choose their room and helping the hotel send the right offers to each guest. Chen et al. (2021) looked at data from 30 midscale hotels in the UK and saw that when hotels used personalised communication and digital engagement with their guests, they got a 15% boost in people choosing to stay there again. Personalised guest experiences that technology helps with make people feel more connected to a brand and more likely to come back again, which really matters when there are so many other hotels to choose from.
Safety and Hygiene: The pandemic made people want more contactless services, since they wanted things to be safer and more cleaned up for guests. VisitEngland (2022) said that hotels that let guests check in and pay with their phones, or use email and texts instead of face-to-face, got more guests and better occupancy numbers as things started to get back to normal. Hilton UK’s use of things like mobile check-ins, cashless payments, and digital room keys led to guests giving more positive ratings for cleanliness and safety measures, with up to 30% more people saying they felt safer and happier with these changes (Chen et al., 2021).
Nevertheless, some studies point out that it's important to make sure we still have face-to-face connexions with each other while using technology. Veloso and Gomez-Suarez (2023) found that while guests in the UK like it when things like check-in run smoothly, they also really like it when the staff are friendly and make them feel welcome, especially at midscale hotels where service often makes one hotel stand out from the others.

[bookmark: _Toc198302624]2.4 Challenges and Limitations of Technology Adoption in UK Hotels
While technology brings many benefits, there are still some difficulties in introducing it in the UK hotel sector.
Guest Resistance and Challenges with Technology: Younger guests are comfortable with new technologies, but older travellers usually like to talk with people face-to-face. According to the UK Consumer Trends Survey (2025), almost one-third of seniors prefer help and check-in from staff at the desk. Therefore, offering plenty of service choices enables hotels to include seniors in their target market (Wang, 2025).
Technical Issues and Staff Training: Differences in guests’ satisfaction with the service can be caused by technical problems with the app or their connexion to the network. Zarezadeh, Rastegar and Xiang (2022) state that not giving enough training to employees on how to use new technology leads to more disruptions and dissatisfied guests. It is important to give staff training so they can aid guests and use technology well (Davari et al., 2022).
Loss of Personal Touch: When too much automation is used, it can take away from a personal experience for guests. Limna (2023) suggest that midscale hotels in the UK should continue to use human service and technology together to reach and keep guests loyal.
Financial and Infrastructure Constraints: Lack of budget means that small midscale hotels may not use the latest technology as fast as big hotel chains (Batat, 2021)

[bookmark: _Toc198302625]2.5 Research Gaps
A majority of UK studies centre on researching high-end or basic hotel categories, with very few looking at midscale ones, like Holiday Inn Norwich Ipswich Road (Gao et al., 2022). What is more, few studies from the UK consider how both guests and staff have been affected by technology since COVID-19 (Rahimian et al., 2021). This study seeks to address these issues by insightfully describing the effects of technology on guest experience in midscale UK hotels.
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[bookmark: _Toc198302627]3.1 Research Design: Case Study Methodology
A case study method is used in this research to analyse how technology influences guests at Holiday Inn Norwich Ipswich Road using only secondary sources of data. Using the case study approach, one can gain a clear and detailed view of complicated situations as they happen in real life (Orús, Ibáñez-Sánchez and Flavián, 2021). 

[bookmark: _Toc198302628]3.2 Secondary Data Sources and Techniques

Online Data Netnography:
A central method is online data netnography, which means looking at and studying what guests talk about online on places like TripAdvisor, Booking.com, Google Reviews, and social media. Netnography uses some of the same techniques as ethnography, but instead looks at online groups and how people talk about products on the internet. This technique helps the hotel find out how guests like its technology options, like being able to skip the check-in desk, use a mobile key to get in, or use smart features in their rooms. It shows what guests really think, how happy they are with the hotel, and any problems that might not show up in a regular survey. 
Document and Content Analysis:
Supplementary secondary data will be gathered by looking through and studying what experts have written in docs and online publications, like articles and books.
· Industry reports that look at how UK restaurants and hotels are using technology (like from the UK Hospitality Technology Association).
· Publicly available corporate communications and press releases from InterContinental Hotels Group and Holiday Inn, which talk about their digital efforts and what they want to achieve.
· Government and tourism agency reports (for example, from VisitBritain) talking about new digital trends and what guests expect when staying in hotels in the UK.
· Studies and articles from hotel and tourism magazines that look at how technology has changed things (Gupta et al., 2022).

[bookmark: _Toc198302629]3.3 Advantages and Limitations of Secondary Data in Case Study Research
Secondary data research brings several benefits. It is an economical approach, is easy to use, and helps analyse data reflecting real visitors and industry changes. Netnography reduces social desirability bias found in regular self-reports and allows for the collection of a wide range of natural opinions. Furthermore, looking at files can give information needed for triangulation and strengthens the reliability of research results (Bhat and Sharma, 2022).
Even so, the researcher cannot always control the quality of the data, may find inconsistencies, and cannot always confirm any confusing details with the original sources. Besides, some secondary data might not match every detail of a research question, so researchers have to carefully review it to ensure its relevance and strength.

[bookmark: _Toc198302630]3.4 Data Analysis
Thematic analysis will be used on data gathered from netnography and document analysis, as described by Cheng and Guo (2021). This involves:
· Reading the data several times to get comfortable with it,
· Making sure to include significant aspects about technology and the visitor experience,
· Grouping sources in themes connected to the benefits, problems, and ideas shared by the people in each focus group.
· Assessing and perfecting themes to make sure they are well-organised and valid.
· Bringing the research objectives together in a well-structured narrative.
By conducting thematic analysis, it is possible to recognise trends in many secondary sources and obtain valuable qualitative data on how technology influences both guests and the work of hotel staff (Nguyen, Quach, and Thaichon, 2022).

[bookmark: _Toc198302631]3.5 Ethical Considerations
Being that all the data is provided publicly and without restriction, risks related to ethics are usually low in this type of research. There will be no contact with real people, and no personal or private details will be accessed or revealed at all. In this way, privacy and data protection are dealt with properly. Besides, all the data being used will be cited accurately and according to academic norms, as it underlines respect for property rights and helps keep research open (Cheng and Guo, 2021).
[bookmark: _Toc198302632]Chapter 4 Findings and Discussion
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[bookmark: _Toc198302634]4.1.1 Introduction
The findings presented in this chapter are the result of an in-depth review of materials on the relation between technology and guests at Holiday Inn Norwich Ipswich Road. Two methods accounted for much of the data collected. The online data netnography and analysis of documents were conducted using the method guided in Chapter 3.
For netnographic analysis, reviews from 250 guests were gathered and analysed from TripAdvisor, Booking.com, and Google Reviews. The information in these reviews is from 2021 to 2025, making it possible to see the views of guests on the hotel’s current technologies. Hotels were included in the study if they included mobile check-in, digital keys, free Wi-Fi, and in-room equipment such as smart TVs.
On top of this, more than 80 documents and reports were checked, including official statements from IHG, reports by the UK Hospitality Technology Association, publications from VisitBritain, and recent journal articles dealing with technology used in UK hotels. The documents provided the company with information about technology and how it would affect guest services.
To analyse the data, thematic analysis was used to discover themes and patterns that truthfully describe the way guests feel, the effects on the hotel’s operations, and the troubles they face. The main themes that come out of the findings are as follows: including new technology, how guests react and are satisfied, effects on operations, any problems that arise, and the latest trends in technology.

[bookmark: _Toc198302635]4.1.2 Technology Adoption and Implementation
The hotel’s guests and documentation show that Holiday Inn Ipswich Road has installed certain key technologies. 
· Mobile Check-in and Digital Keys: Nearly three quarters of reviews mentioned how they preferred to use mobile check-in and a digital key instead of waiting in the lobby. Because of mobile access, guests can open their rooms with their phones, making it unnecessary to check in at the front desk. Business travellers, especially, were happy with how fast and smooth these services are and that they avoided having to stand in lines. Based on internal documents, these safety technologies were deployed company-wide after 2020, as a way to ensure people were protected during the COVID-19 pandemic (Jayawardena et al., 2023).
· Online Booking Systems: Most of the hotel’s guests choose to reserve through its website or through Booking.com, Expedia, and others, because of their simple and adaptable options (Park, Lee and Back, 2023). A 2023 report from VisitBritain revealed that 80% of all hotel bookings are done over the internet.
· In-Room Technology: Out of the in-room technologies listed, guests spoke the most about Wi-Fi, almost always being pleased with it (Saydam, Arici and Koseoglu, 2022). It seemed that many guests made use of their reliable, rapid internet in the hotel to stay entertained and get some work done during their stay. Advanced features such as entertainment by TVs, practical temperature control, or voice support were only mentioned by less than ten percent of the reviewers (Tom Dieck and Han, 2022). Hotels should be using Wi-Fi the most, according to business intelligence, but when it comes to extra smart features, they are either rarely put into practise or guests are not told much about them.

[bookmark: _Toc198302636]4.1.3 Guest Perceptions and Satisfaction
Different aspects of technology influenced guests’ experiences while staying at the hotel, according to their feedback.
· Convenience and Efficiency: In 72% of the reviews that mentioned technology, the main message was about convenience (Ozdemir et al., 2023). Mobile check-in and digital keys were appreciated by business guests, since these made their arrival much quicker. Many reviews mentioned “quick,” “smooth,” and “hassle-free” as adjectives for their experience (Narayan et al., 2022). This agrees with other studies that show how convenient technology is for guests is the major reason for hotels adopting it.
· Contactless Services and Safety: In 65% of the reviews after the pandemic, authors talked about health and safety concerns (Nam et al., 2021). People who stayed at the hotel felt more confident about its cleanliness because they could check in and use their keys without touching anything. Especially older and health-conscious people appreciated this information.
· Technical Difficulties and Usability: Around 18% of tourists experienced difficulties with mobile check-in or using the digital door key. Many users experienced problems employing digital keys due to delayed app start and did not know how to use all features on the app (Ruel and Njoku, 2021). Guests rarely had to deal with these problems for too long, but they could still develop dissatisfaction and have to wait.
· Internet Connectivity: In around 88% of reviews discussing connectivity, people said that Wi-Fi was clear and operated reliably at fast speeds. Stakeholders noted that this unique feature was vital for business users and guests who always stayed remote. Very few guests had trouble with their phones connecting briefly, but it did not seem to decrease the level of satisfaction (Tong-On, Siripipatthanakul and Phayaphrom, 2021).
· Limited Awareness of Other Technologies: Data from guest feedback shows that AI-based services were not mentioned much. It therefore appears that technology-enabled services are either scarce, under-advertised, or ignored by the majority of guests at this place (Busulwa, Pickering and Mao, 2022).

[bookmark: _Toc198302637]4.1.4 Operational Impacts
Reviewing industry reports makes it clear that using technology greatly supports a business’s operations. The impacts include:
· Reduced Front Desk Congestion: Since guests now check in on their phones, the front desk sees less traffic, allowing staff to direct guests more smoothly when the hotel is crowded (Trunfio et al., 222). It was clear from different industry whitepapers that contactless check-in can increase the number of guests who check in smoothly.
· Staff Workload Optimisation: Routine activities such as room key distribution and check-in can now be taken care of by technology, helping to ease the workload for staff. The use of technology allows employees to serve and address guests on a personal level, boosting the overall quality of the service (Pillai et al., 2021).
· Enhanced Guest Data Collection: Having digital systems in place allows IHG to gather data about guests’ likes and habits as they happen. Thanks to this information, hotels can run focused marketing programmes and create unique services, increasing the likelihood of guests returning.

[bookmark: _Toc198302638]4.1.5 Challenges and Limitations
Secondary data points out several problems that come with technological development.
· Technical Glitches: Digital key and mobile technology issues account for a recurring issue in about 15-18% of technology reviews, despite still being rare (Lee et al., 2023). While most issues were quickly dealt with, sometimes they caused trouble for guests and required help from hotel staff.
· Resistance Among Older Guests: A large number of guests aged 55 and above noted that they were not comfortable or familiar with mobile check-in, preferring to check-in with a person. Because of the variety in their guest demographics, ensuring that every guest is treated equitably becomes difficult (Masoud and Basahel, 2023).
· Staff Training Needs: Many corporates and industries underline the importance of ongoing education for staff to successfully use and solve problems with new technologies (Jiménez, Rubio and Molinillo, 2021). If workers are not trained enough, it can lead to inefficient processes and lower guest satisfaction.
· Balancing Technology and Human Interaction: Many guests mention that staff members really help when there is a tech-related problem, showing that good customer service is essential when using technology (Helal, 2023).

[bookmark: _Toc198302639]4.1.6 Emerging Technology Trends
An analysis of recent news and corporate policies shows what kind of technologies the hotel could use in the future.
· AI and Virtual Assistants: Using AI, the hospitality industry now offers guests personalised support and answers at any time through virtual concierge services and chatbots (Iranmanesh et al., 2022). Although Holiday Inn Norwich Ipswich Road is not fully utilising AI tools, they could help improve communication with guests, make service requests simpler, and advise guests on what to see or do in the area. With AI, routine requests can be managed, making it possible for staff to put more attention on more difficult guest issues (Pizam et al., 2022). When these technologies are fully developed, they are expected to play a key role in offering great and personalised services to visitors, making the hotel better than its competition.
· Expanded In-Room Automation: The industry is seeing a rise in the usage of smart lighting, computerised thermostats, and climate controls. Implementing these smart technologies at Holiday Inn Norwich Ipswich Road can help guests feel more comfortable by making it easy for them to adjust their room (Al-Gasawneh et al., 2022). Having automation leads to reduced energy consumption by making sure resources are used wisely, based on the guests and their preferences. Modern travellers and sustainability require better in-room automation, which helps keep guests happy, makes the stay more comfortable, and lowers operations costs (Kumar and Mokha, 2021). Using these technologies will allow the hotel to compete and address the expectations of its guests.
· Sustainability Technologies: Guests nowadays show a greater interest in sustainable practises, pushing hotels to choose environmentally friendly technology. Integrating technology to control and use energy efficiently and sparingly in water use can make Holiday Inn Norwich Ipswich Road more environmentally friendly and more appealing to people who care about ecology (Sheth, Jain and Ambika) Mobile check-ins and electronic guest information on phones can take the place of paper, which is better for the environment. 
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[bookmark: _Toc198302641]4.2.1 Technology Adoption and Implementation
This analysis points out that Holiday Inn Norwich Ipswich Road has adopted important technologies, including mobile check-in and digital keys via the IHG app, which are similar to those adopted by several midscale hotels worldwide and in the UK (Talukder et al., 2023). Post-COVID-19, it is clear from VisitEngland’s findings (2022) that using contactless options can lift guests’ trust due to their hygienic properties and less need for face-to-face contact.
Mobile check-in and digital keys appear often in guest feedback, serving as proof of their value in improving the speed and quality of a guest’s arrival, which is aligned with the main research goal to find key technology implementations. They make it easier for businesses to operate and meet expectations of guests who want better digital accommodation services.
Yet, although wireless internet is highly rated by guests, little attention being given to some advanced technologies, such as smart TVs, remote heating and cooling, or voice assistants, suggests that hotels should invest more in these areas. It has been suggested by literature that using smart technologies in rooms can increase guest satisfaction and comfort (Kim and Kim, 2022). This issue reveals that hotels should focus on using technology more, and on increasing guest awareness, potentially using personal guest accounts to tailor promotion of their services.
Moreover, it is apparent from IHG’s strategy documents that the company is aiming for digital transformation, yet it takes a different approach at this property, perhaps due to preferences or demands of the guests or due to attention given to other operational matters (Cao et al., 2022). Improving these areas may enhance how competitive the hotel is, seeing as many travellers prefer tech-enabled services when they travel.

[bookmark: _Toc198302642]4.2.2 Guest Perceptions and Satisfaction
Hotel guests’ satisfaction depends on how easy and useful the hotel’s technology is, in line with the main ideas of the Technology Acceptance Model (Dieguez et al., 2021). Research also indicates that travellers choose services they find tweak-free, so the status of positive reviews for mobile check -in and digital keys shows these services ease the traveller’s flow, as suggested by Kim et al. (2020).
In addition, the study indicates that contactless solutions were crucial after the pandemic, in line with what Rini and Kusumawardhani (2023) and VisitEngland (2022) argue, as these measures increased the trust of travellers. Mobile check-in reassures many guests, and especially vulnerable ones, about the place’s cleanliness.
Even so, a handful of guests found issues with the mobile app and digital keys, showing that even rare technical issues can greatly hinder guests’ satisfaction, as Alt (2021) observes. In light of these occurrences, businesses must ensure they have good IT support in place and prompt ways to address them.
The aged guest population is an important aspect of guest perceptions. The fact that older people may not use digital systems for check-in and keys, as noted by Rasheed et al. (2023), suggests hotels need to have other types of service that include everyone. Taking both approaches at once can help build trust with guests and ensure they stick with your property.
Guests not being aware of the latest in-room technologies suggests there is a communication problem. The impact of technology on hospitality relies on whether and how guests interact with it (Koo, Curtis and Ryan, 2021). The hotel can enhance the customer experience and their technology use by educating guests more and having better marketing campaigns.

[bookmark: _Toc198302643]4.2.3 Operational Benefits and Challenges
Operationally, Holiday Inn Norwich Ipswich Road technological adoption delivers striking efficiency gains in accordance with hospitality literature (Gupta et al., 2022). Automation of check-in and key delivery has lessened queues at the front desk so that staff can engage more meaningfully with guests and deliver better customer service. Such an operational shift gives weight to Ivanov et al.'s (2017) perspective that technology could augment and not substitute human service by redirecting staff efforts to personalised interaction.
In addition, the ability to collect real-time data through digital channels enables targeted marketing and personalised service delivery, an element that Bilgihan and Ricci (2023) highlight as important in ensuring guest loyalty and gaining a competitive advantage. Such data-driven planning aligns with the broader industry direction of customer-centric service models.
However, challenges still exist. Training of staff emerges as a vital component in successful technology implementation. In the absence of frequent and comprehensive training, staff members may struggle to efficiently manage technological devices, leading to inefficiencies and diluted guest satisfaction (Rahimian et al., 2021). Holiday Inn Norwich Ipswich Road must invest in frequent training programs to prepare staff and enable seamless provision of services.
Technical failures, although infrequent, create additional tasks for workers who must debug or provide manual alternatives, making things more complicated. Moreover, technology equilibrium with human touch is paramount in maintaining warmth and emotional closeness that is vital in hospitality (Davari et al., 2022). Guest appreciation of staff assistance during technology failure is proof that human contact cannot be replaced.

[bookmark: _Toc198302644]4.2.4 Implications for Holiday Inn Norwich Ipswich Road
These are the practical implications of this study's findings:
Enhance and Promote In-Room Technology: Holiday Inn Norwich Ipswich Road can incorporate high-tech features in the rooms. This includes smart lighting, voice control, and automated climate control. Upgrading these amenities will make guests more comfortable since they will be able to control the room conditions to their requirements, thus making their stay more enjoyable (Liu and Hung, 2022). It is equally important to promote these technologies via in-room guidebooks, app tutorials, and staff introductions so that guests know the products and utilise them. A well-promoted technology sets the hotel apart from others, attracts tech-savvy travellers, and sends the message that the property is a modern and innovative option in the midscale space.
Enhance Guest Education: Guests should be educated so that they can utilize and enjoy the use of available technology. The hotel must have simple and transparent means of communication, such as emails prior to arrival, app alerts, and printed or electronic guides in rooms that indicate how digital check-in, digital keys, and in-room automation work (Hudson and Hudson, 2025). Including short video tutorials which guests can see via QR codes also assists them in understanding more. Guests are taught in order to reduce confusion and frustration, increasing technology adoption rates and satisfaction. Well-educated guests are more likely to have smooth, pleasant experiences, ultimately enhancing the hotel's reputation and encouraging repeat stays (Felix, Salim and Karsten, 2024).
Invest in Staff Training: Training of staff is necessary to prepare them to utilize technology and provide great service to customers. The hotel needs to have thorough and ongoing training programs to teach the usage of digital platforms, resolve frequent technological problems, and communicate efficiently with customers on the use of technology (Song, Zhang and Wu, 2022). Through role-playing and hands-on workshops, staff can be prepared for real-life situations in which they have to provide technology support. Training should also be focused on balancing technology and human touch to keep hospitality warm. Well-trained staff can support guests confidently, mitigate problems created by technology, and improve overall guest satisfaction.
Maintain Inclusive Service Options: To make sure that everyone is able to access services and be content, the hotel has to make digital and non-digital options available. Check-in at the front desk, physical key dispensation, and in-person face-to-face support have to continue to be available for guests who are not comfortable using technology, like elderly guests (Jayawardena et al., 2023). Asking the guests for their choice when checking in can help in making the check-in more enjoyable. This combined approach prevents alienation of any guest segment, encourages diversity in guest needs, and reiterates the hotel's commitment to hospitality for every kind of guest, generating loyalty and positive word-of-mouth.
Strengthen IT Support: Robust IT support is required to minimise service downtime and maintain guest faith in technology. Proactive maintenance schedules by the hotel, like regular software updates and system health checks, should be in place to prevent technical failures. Having a dedicated IT support team or service agreement with a quick response will enable issues to be addressed quickly as soon as they happen. Effective communication procedures between IT and front-line staff can accelerate troubleshooting. Proper and attentive IT support enhances the guest experience through minimising downtime. It also makes employees more at ease with using digital systems efficiently (Park, Lee and Back, 2023).
Explore AI and Sustainability: Holiday Inn Norwich Ipswich Road should explore integrating AI-driven services such as virtual concierges and chatbots to offer personalised, 24/7 guest assistance, enhancing responsiveness and guest engagement. Simultaneously, investing in sustainability-focused technologies—like smart energy management systems, digital communication tools to reduce paper use, and eco-friendly in-room controls—aligns with increasing guest demand for environmentally responsible practices (Golja and Paulišić, 2021). With AI and sustainability efforts, the hotel is repositioned as a new and caring brand. This responds to changing guest demands and distinguishes it within the hotel sector.
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[bookmark: _Toc198302646]5.1 Conclusion
This research looked in detail at the effect the adoption of technology has on guest experience and satisfaction for Holiday Inn Norwich Ipswich Road. It achieved this through the analysis of guest feedback on different internet websites and prominent company and industry reports. The research illustrates that technology has a direct effect on the way guests feel about their stay, essentially by making it easier, faster, and more secure. Must-have tech, including mobile check-in and electronic key systems, enables guests to skip traditional front desk procedures. This translates to shorter waits and easier room entry. Robust high-speed Wi-Fi also makes guests comfortable, especially for business travellers and remote workers. Such digital offerings keep guests more satisfied and help hotel operations by reducing front desk congestion and allowing staff to deliver more personalised service. Yet, the findings also report on problems, including occasional technical issues and mixed levels of acceptance within visiting groups. 

[bookmark: _Toc198302647]Key Findings
Firstly, technology utilisation within the hotel renders things faster and simpler for guests. Mobile check-in and digital key solutions enable guests to skip typical front desk formalities, thereby decreasing waiting times and making arrivals and departures more convenient. Business travellers and frequent guests especially like how fast and contactless these technologies are (Borer, 2021). These choices were especially valuable after the pandemic, when safety and cleanliness are still major concerns. Guests reported feeling safer and more comfortable knowing that they had the choice to stay away from individuals during important parts of their visit.
Quality Wi-Fi is extremely valuable to guests. Most guest reviews tend to state that strong and speedy internet is a great advantage. The service benefits business guests who require the internet for working purposes, as well as recreational guests who wish to be entertained. It indicates that dependable access to the internet is a fundamental requirement in modern-day hotels (McHugh, 2021).
In spite of these strengths, the study also reveals some technical problems, though fewer in number, can reduce guest satisfaction. There were instances where app crashes or digital key problems interrupted stays, highlighting the need for solid IT infrastructure and speedy support to ensure continuity of service (Collins, 2023). These hiccups, though not common, remind us that how reliable technology is Pulisic just as vital as how often it's available for creating positive experiences.
Of notable observation is the variation in acceptance of technology by guest types. Young guests and business travellers readily utilise digital options without issue, but older guests prefer conventional check-in and key pick-up means (Shin and Jeong, 2022). This variation indicates how necessary it is to make available options of service to suit the preferences of every guest and exclude none from being able to partake.
Technology utilisation also makes the hotel more efficient to operate. Check-in automation and electronic key systems reduce traffic jams and allow employees to deliver more personalised and engaging service (Park et al., 2024). Moreover, digital platforms help in gathering guest information, which enables the hotel to adjust marketing efforts and personalise guest experiences, which leads to loyalty and repeat business.
A balance between human contact and technology must be present. Guests value the ease provided by technology but also enjoy the friendly help of employees, especially when technology fails (Tai, Wang and Luo, 2021). The balance will keep the hotel intact with the personal touch that lies at the core of hospitality while taking advantage of technology.
The research confirmed that there are problems with how advanced in-room technologies are promoted and implemented. Technologies like smart room controllers, voice assistants, and AI features seem to be implemented less than what is feasible or not described well enough to guests (Buhalis and Moldavska, 2022). Integrating these technologies and describing them more clearly could improve comfort and personalisation.

[bookmark: _Toc198302648]Limitations and Future Research
This study is based on secondary data, mainly internet-based guest feedback and business reports. This limits the extent and depth to which the findings can go, especially in the areas of employee feedback and short-term operational issues. Online reviews offer valuable, unsolicited guest feedback, but it is biased towards very positive or negative experiences. This has the potential to create bias in the findings (Gupta et al., 2022). Also, not having direct contact with the hotel employees guarantees that the complexities of sustaining and servicing technology infrastructures are not fully understood.
In order to amend these loopholes, subsequent research needs to use primary qualitative methods like detailed interviews and structured surveys of the guests and hotel employees. This would allow us to understand more vividly the influence of technology on service delivery, workflow, and guest satisfaction from various perspectives (Rahimian et al., 2021). Furthermore, long-term research would be valuable to see how technology use and effects develop in the long run as hotel employees and guests increasingly get used to new digital tools and procedures.
Comparative analyses of different kinds of hotels and locations in the UK would be helpful. It would help to understand how location, hotel size, and target market affect the pace at which and effectively technology is adopted (Rahimian et al., 2021). Such studies would facilitate the formulation of specific measures to increase technology use in the hospitality sector. 

[bookmark: _Toc198302649]5.2 Recommendation  

Implement 24/7 IT Support and Active System Monitoring: In order to drastically minimise app crashes and digital key problems that adversely affect guest experience, Holiday Inn Norwich Ipswich Road ought to have a dedicated IT support team available 24/7 to actively monitor systems in real time and resolve issues speedily. This group will utilise sophisticated tools to identify issues or dips in performance in mobile check-in and digital key systems ahead of guests becoming aware. Proactive system maintenance, including software updates and stress tests with IHG's technology partners, will keep systems robust and secure. Frontline employees need to be educated on how to report technical issues to this IT group promptly, so issues are resolved quickly. Additionally, the hotel must practice and enhance backup manual check-in and issuing physical keys in order to maintain operations when systems fail. These measures will ensure that guests feel secure, reduce wait times resulting from technology issues, and have a reliable and seamless digital experience.
Enhance Guest Rooms with Smart Controls and Create Easy-to-Use Technology Guides: To increase guest comfort and meet the current needs, the hotel should invest in enhancing guest rooms with smart technologies. These include voice-controlled assistants, automated lighting, smart thermostats, and better entertainment systems. These technologies provide guests with more control over their environment, making them happier by providing personalised comfort. At the time of installation, the hotel needs to create simple tutorials that help guests learn how to use these features (Cook, 2024). The tutorials need to be offered in several forms: digital tutorials within the IHG mobile app, QR codes in the room that link to short videos, and quick-start printed guides. Staff must be trained to offer these technologies at check-in or upon asking about them, so that customers are guaranteed to use them. Pre-arrival emails or in-app notifications must also alert customers to these enhancements to build anticipation and optimise utilisation (Cook, 2024). This comprehensive approach will optimise technology utilisation and make the hotel appear innovative and guest-focused. 
Develop a Systematic Staff Training Program on Digital Devices and Serving Guests: In order to enable staff to serve guests effectively and fix technical issues, Holiday Inn Norwich Ipswich Road needs to create a thorough, obligatory training program on digital devices like mobile check-in, digital keys, and in-room automation. Training needs to be conducted every three months and in the form of interactive workshops where staff can practice common problem-solving situations and role-play supporting guests, especially those who are less technologically aware (Bharwani and Mathews, 2021). Cooperation between IT professionals and front-line staff will be needed to fill knowledge gaps and enhance problem-solving. Regular checks and feedback need to track staff competencies and determine areas for improvement. Employees must be trained to speak understandingly to soothe guests during technical issues, maintaining high standards of service and guest satisfaction. This well-structured program will reduce operational problems, make employees feel more at ease, and ensure that technology enhances the guest experience rather than detracting from it. 
Design Personalised Guest Check-In Options Based on Preferences Gathered During Booking: Realising that different guests have varying levels of comfort with technology, the hotel should offer a personalised check-in option choice during booking, where the guest books either via the Internet or over the phone. Guests will be queried on how they would prefer to check in: via a mobile app, self-service kiosk, or front desk. This preference will be stored in the guest's profile and communicated to the staff prior to their arrival (McHugh, 2021). By preparing ahead of time, the hotel ensures that the appropriate resources and assistance are ready, making check-in a seamless and effortless process. Training for staff ought to include recognising and addressing these preferences to avoid frustration or wait times. Retaining classic check-in alternatives alongside electronic ones ensures that nobody is left behind, particularly older travellers or those less comfortable with technology. This personal approach honours what guests prefer, makes them more satisfied, and creates loyalty by demonstrating concern for their unique requirements. 
Implement a Thorough Pre-Arrival Communication Strategy Centred on Technology: To make guests feel more at ease and acquainted with the hotel's electronic services, a step-by-step pre-arrival communication strategy ought to be established. Approximately one week before their arrival, the guests will be sent automated messages or push notifications through the IHG app. These will guide them on how to use mobile check-in, digital keys, and smart amenities within their rooms. The messages should have clear, concise step-by-step instructions and links to short, engaging tutorial videos. A reminder 24 hours before arrival is sent to drive the message home (Shin and Jeong, 2022). When visitors check in, staff need to repeat this information and provide assistance where necessary. Once visitors depart, surveys on technology usage and satisfaction should be mailed in order to obtain feedback and identify areas of improvement. By doing so, visitors are able to use technology with confidence, check in more easily, and enhance overall satisfaction and utilisation of digital services. 
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