International Journal of Multidisciplinary Research and Technology
ISSN 2582-7359, Peer Reviewed Journal, Impact Factor 6.325
www.ijmrtjournal.com

IMPACT OF ARTIFICIAL INTELLIGENCE ON GUEST EXPERIENCE IN
HOTELS

Dr. Manish Rai

Assistant professor, Department of management and hotel management
Sant Baba Bhag Singh University, Jalandhar, Punjab

Abstract

Artificial Intelligence (Al) is increasingly transforming the hotel industry by changing how hotels communicate with
guests, personalize services, manage operations, and respond to customer needs. Technologies such as Al chatbots,
virtual assistants, recommendation systems, facial recognition, automated check-in, and predictive analytics are
becoming important components of modern hospitality. This research paper examines the impact of Al on guest
experience in hotels, with particular attention to service quality, personalization, convenience, guest satisfaction, and
customer loyalty. The paper also discusses challenges associated with Al adoption, including privacy concerns, lack
of human interaction, technological failures, implementation costs, and employee adaptation. The study concludes
that Al can significantly improve the guest experience when it complements rather than completely replaces human
hospitality. Hotels that combine technological efficiency with personalized human service are likely to achieve
greater guest satisfaction and long-term competitiveness.
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1. Introduction

Customer happiness and the calibre of interactions between visitors and hotel staff are crucial to the hospitality sector.
Technology advancements have altered how hotels provide services in recent years. Artificial intelligence (Al) is one
of the most significant technologies. It allows computer systems to carry out activities that have historically required
human ability, such as comprehending language, identifying patterns, forecasting, and making suggestions.

Al is being used by hotels at every stage of the visitor experience. Al can help clients with bookings, queries, and
room searches prior to arrival. Al-powered systems may deliver information, manage room operations, suggest
services, and react to requests while guests are there. Al can assist hotels with review analysis, customer preference
prediction, and customised marketing campaigns after guests have left.

For hotel management, the development of Al raises a crucial question: Does increased technology use genuinely
enhance the visitor experience? Although Al might offer quicker and more convenient services, over-automation
could diminish human connection, which is still a crucial aspect of hospitality.

Therefore, the goal of this study is to comprehend how Al affects the visitor experience and to pinpoint the
advantages and difficulties of implementing it in hotels.

2.The study's objectives

The primary goals of this study are:

1. To investigate artificial intelligence's use in the hotel sector.

2. To research how Al affects hotel visitors' experiences.

3. To investigate how Al enhances convenience and personalisation of services.
4. To determine the main advantages of hotel services powered by Al.

5. To investigate visitors' worries about Al use.

6. To make recommendations on how hotels might employ Al while preserving high-quality human connection.
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3. Research Enquiries

The following queries are addressed in the study:

* How does Al affect hotel guests' experiences?

* Does Al make hotel services faster and more convenient?

» Can Al improve customer happiness by offering tailored services?

* What worries do visitors have regarding hotel services powered by AI?

* How can hotels strike a balance between human engagement and Al technology?

4. Literature Review
4.1 Artificial Intelligence in Hospitality

Technologies that can carry out tasks related to human intellect are referred to as artificial intelligence. Al may be
applied to customer communication, revenue management, demand forecasting, personalisation, operational
optimisation, and service delivery in the hotel industry.

The hotel sector produces a lot of operational and consumer data, making it especially well suited for Al applications.
This data may be used by hotels to forecast future demand and comprehend visitor preferences.4.2 Al and
Personalization

Al can analyse past bookings, spending patterns, search behaviour, and feedback to provide personalised
recommendations. For instance, an Al system may suggest a specific room type, restaurant, spa treatment, or local
attraction based on a guest's prior preferences. This kind of personalisation can make guests feel understood and may
strengthen their relationship with the hotel. Personalisation is an important factor in creating positive hotel
experiences.

4.3 AI Chatbots and Virtual Assistants

Chatbots with Al capabilities may interact with visitors around-the-clock. They are able to respond to common
enquiries, offer details about hotel amenities, help with bookings, and manage simple service requests.

Speed is one of the main benefits. To get basic information, visitors don't always need to call the front desk or wait
for a receptionist. However, when visitors have complicated or emotionally delicate issues that need for human
comprehension, chatbots could be less successful.

4.4 Automated Check-In and Check-Out

Self-service technology with Al help can shorten reception wait times. Arrival and departure may be made more
convenient with the use of digital check-in, mobile keys, face recognition, and automated payment systems.

Visitors who value speed and freedom might find these technologies especially appealing. Nonetheless, because in-
person interactions enhance the sense of welcome, some clients could still choose conventional check-in.

4.5 Al and Guest Satisfaction

Guest satisfaction depends on several factors, including service quality, responsiveness, convenience, personalization,
and emotional connection. Al can improve several of these factors by delivering rapid and consistent services.
Nevertheless, technological efficiency alone does not guarantee satisfaction. If Al systems fail, misunderstand
requests, or prevent guests from reaching employees, the technology may create frustration rather than satisfaction.

5. Research Methodology

This paper uses a descriptive and conceptual research approach based on secondary information from academic
literature, hospitality research, and industry sources. For a future empirical study, primary data could be collected
through a structured questionnaire distributed among hotel guests.

A sample of approximately 100-200 respondents could be selected using convenience or purposive sampling.The
questionnaire could measure:
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e  Guest awareness of Al services

e  Frequency of using Al-based hotel services
e  Perceived convenience

e  Perceived service quality

Personalization

Trust and privacy concerns

Satisfaction with Al-based services

e  Preference for human versus automated service

Responses could be measured using a five-point Likert scale ranging from 1 = Strongly Disagree to 5 = Strongly
Agree. Data could then be analysed using percentages, mean scores, correlation, and regression analysis.6. Impact of
Al on Guest Experience

6.1 Improved Convenience

Hotels can offer services at any time thanks to Al Instead of relying solely on hotel staff, guests may communicate
with chatbots, get suggestions, submit requests, and obtain information.

International visitors, business travellers, and visitors arriving outside the regular business hours may find this
convenience very helpful.

6.2 Faster Service Delivery

Al can process many routine requests simultaneously. This can reduce waiting times for common services and allow
employees to concentrate on more complicated guest requirements.

For example, an Al system may handle questions about breakfast timings while front-office employees focus on
guests who require personalized assistance.

6.3 Personalized Experiences

Al is able to determine preferences by analysing visitor data. This feature allows hotels to personalise messaging and
suggestions.

Personalized experiences may increase guest satisfaction because customers receive services that are more relevant
to their individual needs.

6.4 24/7 Communication

Unlike traditional service channels that depend on employee availability, Al-based systems can operate continuously.
This allows guests to obtain basic assistance at any time.

This is particularly useful in large hotels where guests may have different schedules and service requirements.
6.5 Consistency of Service

Al systems can provide standardized responses to frequently asked questions. This may reduce variations in routine
information and ensure that guests receive consistent answers.

However, consistency should not come at the expense of flexibility. Hotel employees remain important when a
situation requires judgment, empathy, negotiation, or creativity.

https://doi.org/10.5281/zenodo.22249725 3 Volume 7 Issue 9 (September 2026)


http://www.ijmrtjournal.com

International Journal of Multidisciplinary Research and Technology
ISSN 2582-7359, Peer Reviewed Journal, Impact Factor 6.325

www.ijmrtjournal.com

7. Challenges of Al in Hotels
7.1 Reduced Human Interaction

Hospitality is fundamentally a people-oriented industry. Guests often value friendly conversations, empathy, and
personal attention. Excessive automation could make the hotel experience feel impersonal.

7.2 Privacy and Data Security

Al systems require customer data to provide personalized services. Hotels therefore need strong data protection
practices. Guests may be uncomfortable if they do not understand how their personal information is collected and
used.

7.3 Technical Problems

Al systems can malfunction because of software errors, connectivity problems, inaccurate data, or misunderstanding
of guest requests. Technical failures can negatively affect guest satisfaction.

7.4 High Implementation Costs

Installing Al systems can require significant investment in software, hardware, cybersecurity, training, and
maintenance. Smaller hotels may find these costs difficult to manage.

7.5 Employee Resistance and SKkills

Al changes employees' roles and may create concerns about job security. Hotels need to train employees to work
with Al rather than simply introducing technology without adequate preparation.

8. Discussion

The impact of Al on guest experience is not universally positive or negative. It depends on how the technology is
designed and implemented.

Al is most effective when it handles routine, repetitive, and data-intensive tasks, while employees focus on
complex, emotional, and relationship-oriented interactions.

For example, a chatbot can answer a question about hotel facilities quickly, while a trained employee can handle a
complaint involving dissatisfaction with a room. This combination allows technology and human employees to
complement each other.

Therefore, the objective of hotel Al adoption should not simply be to replace employees. Instead, hotels should use
Al to augment employee capabilities and make service delivery more efficient.

9. Recommendations

Based on the discussion, hotels should consider the following recommendations:

1. Use Al to complement human employees rather than completely replace them.

2. Provide guests with an easy option to transfer from an Al system to a human employee.
3. Clearly communicate how guest data is collected and used.

4. Invest in cybersecurity and data protection.

5. Train hotel employees to operate and manage Al-based systems.

6. Regularly evaluate guest satisfaction with Al services.

7. Use Al primarily where it provides clear value, such as personalization, routine communication, forecasting,
and service automation.

8. Maintain human interaction in areas where empathy and personal attention are important.
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9. Ensure that Al systems are accessible and easy for guests of different technological abilities to use.
10. Monitor Al performance and quickly resolve technical problems.
10. Conclusion

Artificial Intelligence is becoming an important part of modern hotel management and has considerable potential to
improve guest experience. Al can increase convenience, reduce waiting times, provide 24-hour communication,
personalize services, and support hotel employees in delivering efficient service.

At the same time, hotels must recognize the limitations of technology. Privacy concerns, technical failures,
implementation costs, and reduced human interaction can negatively affect the guest experience if Al is poorly
implemented.

The future of hospitality is therefore unlikely to be based entirely on either humans or machines. Instead, successful
hotels will combine Al-driven efficiency with human empathy and personalized hospitality. The most effective
approach is to allow Al to handle routine and analytical tasks while hotel employees concentrate on creating
meaningful relationships and memorable experiences for guests.
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