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Abstract

This paper explores the influence of Artificial Intelligence (Al) in improving guest experience in
luxury hotels in Kuala Lumpur, Malaysia. As Al technologies become more commonly used in the
luxury hotels to satisfy emerging guest needs, this study seeks to explore how chatbots, smart room
systems, facial recognition, and robots for service impact guest’ s satisfaction, convenience, and
loyalty. Adopting quantitative research design, data was gathered through a survey instrument that was
distributed to 400 hotel guests from different star-rated hotels in Kuala Lumpur. High levels of guest
satisfaction and that they are highly correlated with the positive impact of Al on customer loyalty. Al is
the highest visit intention if its adoption in the future as they do now. Yet, difficulties such as technical
problems, having no support, and concerns regarding privacy of data were also mentioned. The study
finds that while Al can be a game-changer in quests experience, capturing the value of the technology
requires to solve technological, ethical, and operational challenges in order to create a seamless
integrated service environment.

Keywords: Artificial intelligence, guest experience, customer satisfaction, smart tourism, service
innovation

1. Introduction

Hospitality has experienced game-changing transformation in the past few years because of
the fast-evolving Al (Vashishth et al., 2025) 1?2, Through the addition of connected systems
ranging from chatbots and facial recognition to predictive analytics and automatic service
provision, hotels around the globe are reshaping what it means to provide customer service
(Suhag et al., 2024) 211, This change is perhaps best epitomized in lively city hot spots such
as Kuala Lumpur, Malaysia - a place known for its busy tourism scene, cultural variety, and
as a market for some of the latest in smart technologies (Jasrotia et al., 2024) [/l If anything,
the pandemic has made clear just how vital and urgent it is for hotels to revive themselves
economically — and to also create entirely new types of ways they can reach out to and
engage with guests. In this environment, Al has proved to be a transformative tool in driving
operational excellence, personalizing service, and surpassing customer expectation (Sharma,
2024) 071, From simplifying check-in processes to customizing in-room experience and
providing instant support - there is no touchpoint of a guest’s journey that Al cannot
transform. As a popular gateway for global travelers and an emerging smart city, Kuala
Lumpur offers an interesting case for assessing the real-world rewards and hurdles of
deploying Al in hotels (Sirivadhanawaravachara, 2025) ¥l Even so, in spite of the
excitement about Al, there is scanty academic depth towards its actual effect in guests’
satisfaction, service quality and customer loyalty in this region. The hospitality marketplace
has seen a dramatic shift, driven by the skyrocket development of artificial intelligence (Al)
that has formulated how customer service is revolutionized and done over the integration of
connected systems including chatbots, facial recognition, predictive analytics, and automated
service delivery (Nguyen & Tran, 2024) ', These capabilities have empowered hoteliers to
enrich the guest experience, streamline operations, and yield revenue. The difference Al has
made on hospitality is clear, from personalized guest engagements to operations that run
more efficiently, and it has been a game changer in how customer service is delivered
throughout the hospitality industry (Srivastava & Rodiris, 2024) 2%, Al chatbots respond
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almost immediately to guests when enquired and this results
in virtual 24/7 round the clock for assistance and for
automating repetitive tasks which improves customer
satisfaction and operational efficiency (Vashishth et al.,
2025) 221, Chatbot’s and Virtual Assistants Chatbot’s and
virtual assistant make real-time interaction and personalized
services offerings to enhance the guest satisfaction and
engagement (Jasrotia et al., 2024) 1. These systems help
hotel employees to concentrate on customized and complex
conversations; consequently quality of services is enhanced
(Vashishth et al. 2025; Suhag et al. 2024) 22 21, |n hotel
industry, Al-based predictive analytics allow hotels to
provide personalized offerings and experience to guests by
catering services based on individual tastes (Jasrotia et al.
2024; Sharma, 2024) [ 171, Al systems can forecast trends
and refine marketing campaigns, utilizing data which guides
to the increased satisfaction and retention of customers
(Sharma, 2024) 071, Al-driven CRM systems also bring
about more personal experiences by learning more about
guest habits and preference (Sirivadhanawaravachara, 2025)
1191, Al innovations enhances efficiency in overall operations
by automating tasks, such as housekeeping scheduling,
energy management, and inventory control among others,
which would result in cost and time-efficiency (Srivastava
& Rodiris, 2024) 21, Al-driven dynamic pricing algorithms
are able to consider the market situation and demand
variations on-the-fly and manage the EDRM strategies
accordingly (Srivastava & Rodiris, 2024) 0. Al's
involvement in resource utilization and predictive
maintenance curtails equipment failure and keeps the
system running (Nguyen & Tran, 2024) (1, The usage of Al
in (hospitality) applications indicates that there are also
serious concerns and need to deliberate on ethical aspects,
such as in terms of the data privacy, and risk of the
elimination of human jobs (Sharma, 2024) ], Due to the
high cost, some firms may find it difficult to adopt Al for
their business (Sharma, 2024) 1. Notwithstanding the
challenges, Al presents tremendous opportunities to drive
innovation and gain competitive advantage in the hotels
sector (Sharma, 2024) 11 (Nguyen & Tran, 2024) [, As
undoubtedly, Al has revolutionized the hospitality sector but
there is lot more to evaluate. Potential lack of jobs and
ethical issues in data privacy need to be considered to
insure integrated Al benefit for all. And it will be
questionable how most smaller firms will be affording such
large Al investments. But with deliberate implementation
and guidelines for ethical behavior, Al can still be used as a
catalyst for transformation and an augmented customer
experience in hospitality.

The purpose of this study is to investigate the impact of Al
implementation on guest experiences in luxury hotels in the
Kuala Lumpur and to ascertain the key innovation
involved, the impact and the perception of guest. Through a
focus on the Malaysian capital, this study offers guidance to
hoteliers, policy makers and technology developers to
address the balance between developments in technology
and cultural demands.

2. Literature Review

The application of Artificial Intelligence (Al) in the
hospitality sector is now a global transformative trend, that
has greatly increased operational efficiency and guest
satisfaction as well as personalization of services. In
Malaysia’s fast-growing tourism industry, which has a high
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impact on the country’s economy, using Al to enhance the
guest experience is not only a strategic requirement, but a
tech opportunity. This review synthesizes the current
empirical and theoretical function and execution of Al in
Malaysia’s hospitality industry. Machine learning, service
robots, chatbots are a few of the Artificial Intelligence (Al)
technologies that are revolutionizing the hospitality
industry to enable automation, personalization, and
predictive analytics in guest services (Ravichandra et al.,
2024) 131, Such advancements are transformative in the post-
pandemic age as contactless and efficiency have taken on
increasing importance for hotels, particularly in dense
urban areas such as Kuala Lumpur (Suhag et al., 2024) 21,
From among such technologies, Natural Language
Processing (NLP) is an integral component in assisting
chatbots in responding to multilingual, real-time requests,
guaranteeing 24/7 support and uniform performance
(Ravichandra et al., 2024) 1 Facial recognition systems
also help to add a personal touch to the guest experience by
enabling faster check in options, room access or tailored
loyalty rewards that are all based off individual preferences.
Ultimately, in the back of the house, RPA is utilized to
streamline  administrative  tasks such as billing,
housekeeping scheduling, and reservation management, thus
minimizing human error and improving efficiency
(Khoalenyane & Ajani, 2024) [°1. Chius et al. (2024) Bl are a
major contributor in this area by outlining the deployment
of service robots in the hotel industry, in Kuala Lumpur,
they observe that these technologies reduce human staff
workloads on mundane duties and frees them to execute
high-touch, emotionally nuanced interactions with guests.
In their research, hotel staffers and guests in Kuala Lumpur
experienced increased service satisfaction and efficiency
when Al was used to assist them (Srivastava & Rodiris,
2024) 29 In addition, the study observed an increasing
perception and intention by customers, especially younger
consumers, to adopt Al-enabled services, reflecting the
importance of smart technologies in preparing hospitality
businesses in Malaysia for tomorrow (Ravichandra et al.,
2024) [51, This follows the global move and points towards
the growing importance for Malaysian hoteliers to value Al
as more than a cost-saving tool, but rather as a strategic
driver for improved guest experience and long-term loyalty.
The utilization of artificial intelligence (Al) in Malaysia's
hospitality sector, especially in the city's hot urban tourism
destination such as Kuala Lumpur is an emerging trend
(Bulchand-Gidumal, 2022) 12, This transition is embodied in
the hotel industry by the use of service robots, specifically
in mid-to-upscale establishments for tasks like concierge
services, room service or robotic cleaning. This shift is
motivated by the desire to deliver a better customer
experience, streamline operations, and satisfy guests’
growing demand for tailored yet frictionless services. The
subsequent sections discuss the different dimensions of Al
adoption in hospitality covered in the papers with help of
the insights from the papers. The market of Al in hospitality
from is anticipated to increase from 0.09 billion in 2023 to
0.09 billion in 2023 to 0.15 billion in 2024, with a
compound annual growth rate (CAGR) of 58.6% (Fernandes
et al., 2024) B, This trend is driven by the desire for better
customer experiences, the rise of chatbots, and the
personalization of Al in travel (Fernandes et al., 2024) Bl,
Whether we like it or not, robotics and Al are changing
how service is being delivered in hospitality through
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increasing  efficiency, quality, and personalization
(Venkateswaran et al., 2024) 3, In hotels, service robots
offer simplified service, such as amenity delivery and
information service, so that human employees can
concentrate on solving higher-level requests of guests
(Venkateswaran et al., 2024) 2%, Creative use of Al in
predictive  analytics, customer  segmentation  and
personalized recommendations also enables marketing
tactics to be smarter and elevate customer engagements
(Venkateswaran et al., 2024) 231, Automation and robotics
for hospitality enhance operational efficiency, customer
experience, and sustainability (Kishore et al., 2025) [,
Robots can do the monotonous work (e.g., cleaning,
catering, housekeeping, concierge task) of performing an
operation with repeatable accuracy which ultimately help to
enhance service quality and profit-earning. Al (e.g., ML and
NLP) can foster operational efficiencies and personalized
guest experiences (Sirivadhanawaravachara, 2025) 9,
Despite the advantages, the implementation of Al and robots
in the hospitality industry also brings some challenges,
including replacing jobs and more investment in new
technology and training (Kishore et al., 2025) %, Ethical
considerations (such as privacy or the trade-off between
automation and human interaction), are important for
responsible deployment (Venkateswaran et al., 2024) %]
(Sirivadhanawaravachara, 2025) [, The socio-economic
implications of Al call for an equilibrium between the
benefits of technology and the ethics of technology use
(Sirivadhanawaravachara, 2025) 9. The future of Al in
hospitality will provide more new experiences to the
customers, such as smart room technologies and intelligent
customer service systems, which with high level of comfort
and efficiency than before (Sirivadhanawaravachara, 2025)
1291, The continued development of Al and robotics will be
the driving force in enabling a future where services become
more efficient, accessible and adapt- table around the guest
experience (Venkateswaran et al., 2024) 3 (Bulchand-
Gidumal, 2022) . On the one end, there are now
undeniable benefits brought about by Al in Malaysia's
hospitality industry, but the bigger picture must also be
considered. The right balance of automation and human
interaction continue to be important, as the industry ensures
that service delivery remains personalized and empathetic.
The upholding ethical considerations are also important in
order to responsibly apply and use Al technologies to realize
its full potential within the ever-changing hospitality
industry. Al solutions are becoming more associated with
the potential to help consumers feel more satisfied and
connected thanks to personalized service, convenience, and
novelty. Recent literature illustrates how Al-powered
systems (e.g., chatbots and recommendation engines) are
enhancing customer experiences, cutting response times,
and providing safety and hygiene, the latter of which is
especially important post COVID-19. These developments
are particularly well received by the youth, as demonstrated
in studies conducted in different locations such as Kuala
Lumpur. The Al systems use data from customers to make
predictions such as recommending meals, tours, or room
upgrades, this can improve customer experience and
satisfaction (Patil, 2025) %I (Rane et al., 2024) !4, Al-based
applications can be found in the tourism/hospitality
domains, which provide personalized recommendations for
travelling and marketing itineraries that are fulfilling the
requirements of the customer (Sharma, 2024) 7], The use
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of Al to personalize the customer journey is very important,
ranging from recommendation systems to virtual assistants,
and ultimately making sure that the customer feels well
supported on their way to the purchase. With Al chatbots
and virtual assistants available anytime, they respond to
queries with no compromise on quality, fulfil to lower the
response time and thereby enhance the level of customer
satisfaction and perceived efficiency (Gavade, 2024) [©1. Al
in customer service like in Hospitality has transformed
service delivery and now customers receive uninterrupted
services and better touchpoint experiences like the KLM’s
Blue-Bot or Hilton hotels chatbots (Kaur et al., 2024) [,
Al’s aptitude to automate repetitive tasks and forecast
customer habits improve the management and relations with
customers, resulting in effective approaches to customer
engagement (Dutta, 2024) [, After the COVID-19 period,
the Al-enabled contact less services are very better for
Safety and organization were appreciated by the customers
and it was added to their required that 5/5 “Completely
Satisfied” and 5/ 1 “Unlikely” chance of return intention of
customers response of that contact less operation through
top two level The Al-enabled contact less services leads to
Inexperience through two by feel safer and they not
extremely vigilant over about was added to there were
appreciated to their experience to their selected that this way
why have a six response (Vashishth et al., 2025) 22, Al
tools i.e., 10T and blockchain powered chatbots enable no-
touch, human touch or certified touch interaction which is
gaining increased importance in hygiene an unsafe service
environment. Research such as research in Kuala Lumpur
have shown a positive behavioral intentions to utilize Al
enabled services among the younger generation while open
to innovation in customer service technology (Suhag et al.,
2024) 21, The adoption of Al in customer service is found
to be a game changer which is going to have a positive
impact on customer satisfaction and loyalty as strongly
supported by the path coefficients in the study (Pendyala &
Lakkamraju, 2024) 81, It's not new news that Al is making a
massive impact in increasing customer satisfaction and
loyalty, but we also must pay attention to the difficulties
and dilemmas involved with integrating it. Privacy and
ethical issues over personal information or data, fearing to
replace human jobs and the issue of higher expected
investments are noteworthy challenges which businesses
are dealing with (Sharma, 2024) 1. There is also the
possible absence of EQ in the Al models of today may
result in dull customer experiences, this calls for a continued
need of creativity and the implementation of advanced Al
functions for enhancing customer services (Pendyala &
Lakkamraju, 2024) (31, With machine learning and natural
language processing capabilities, Al systems like this one
process customer data, so that businesses, for example, can
provide personalized suggestions for things like meals,
tours, or room upgrades. This level of personalization builds
the feeling of being valued among customers and can
improve both loyalty and satisfaction (Patil, 2025) % (Rane
et al., 2024) [*4l, In the context of the hospitality and tourism
industries, technique of Al-drive tools employed delivering
real-time and personalized travel recommendations are
highly important in the customization of marketing
strategies according to individual preferences (Sharma,
2024) 071 The contribution of Al in personalizing the
customer journey is further illustrated in recommendation
systems and sentiment analysis that bring customer
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satisfaction by making offer available according to the
unique customer requirement (Reddy, 2024) [61, Al chatbots
and virtual assistants also one-up humans on speed by
providing 24-hour service in the same, consistent voice.
This function is critical for the sake of the high levels of
customer's satisfaction and perceived efficiency (Rane et al.,
2024; Singh & Singh, 2024) 14 181 In the field of hotel
industry few Al chatbots are made available to provide 24/7
look-after, for example KLM Royal Dutch Airlines, Hilton
Hotels to facilitate its customer in a better way and customer
are more willing to interact with the services (Kaur et al.,
2024) B, Al-driven contactless services are getting popular
even more in the post-COVID-19 era for better safety and
hygiene. Such services, by minimizing physical interaction,
cater both to health-related issues and also improve the trust
and satisfaction of customers (Bharatkumar, 2024) . Al-
based service applications - including dynamic pricing and
virtual concierges - not only help maximize revenue but also
contribute to a safe and smooth customer experience
(Venkatraman & Kurtkoti, 2024) 4, But despite its
potential, a host of challenges are slowing down the spread
of Al in Malaysia’s hospitality industry: A lot of local
hotels, particularly SMEs, are unable to bear the cost of Al
infrastructure. There’s a dearth of skilled workers to
manage Al technologies. Some older visitors want the
human touch, not robotic service (Kishore et al., 2025) [19,
Chius et al. (2024) B argues that success of Al use cases for
enhancing guest experience can only be realized with
rigorous training and training and change management.
There are a number of limitations in the extant literature:
Longitudinal studies addressing long-term effects of Al on
guest retention. Comparison of local versus international
hotel chains in Malaysia. Studies on ethical considerations
(e.g., data privacy in Al guest profiling). The development
of Generative Al and emotional Al (affective computing) is
an untapped frontier in hospitality where humanity and
empathetic human-like communication can be delivered.

3. Problems of the Study

Despite the increasing excitement of adopting Artificial
Intelligence (Al) in the luxury hotels, many challenges are
not well addressed, especially within the Malaysian
scenario. One of the main challenges is the shortage of
empirical focus on how Al technology affects guest
experience within the luxury hotels of Kuala Lumpur, as
well as disconnecting between global development and local
implementing perspective (Kishore et al., 2025) 9. The
majority of small and medium-sized luxury hotels do not
have adequate financial means and technical readiness to
implement and maintain an Al infrastructure. The level of
skill among the hotel as team tends to vary, where a
majority are not well trained to use Al systems efficiently,
resulting in the hotel technology being underused
(Ravichandra et al., 2024) [l Furthermore, consumer
attitudes and preferences toward Al-supported services vary
significantly and older, less techno savvier guests may be
uncomfortable or less trusting of automatic service
provisioning. Compound this by the lack of far-reaching
regulatory policy for data privacy and ethical usage of Al
(which concerns both hotel staff and guests) (Singh &
Singh, 2024) 18, Together, these problems indicate the
necessity to have more focused, embedded research to
understand the obstacles, constraints, and enablers of Al in
improving guest experiences in Kuala Lumpur’s emerging
luxury hotels.
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4. Research Objectives

4.1 Main Objectives

1. To examine the overall impact of Artificial Intelligence
(Al) implementation on enhancing guest experience in
the luxury hotels within Kuala Lumpur, Malaysia.

4.2 Specific Objectives

1. To identify the key Al technologies currently adopted
by hotels in Kuala Lumpur and analyze their roles in
service delivery.

2. To assess guest perceptions and satisfaction levels with
Al-enabled services in various categories of hotels.

3. To explore the operational challenges faced by hotel
managers and staff in integrating Al systems into daily
service workflows.

4. To evaluate the relationship between Al-driven service
personalization and guest loyalty or return intention.

5. Methods and Methodology

The research took a quantitative approach to explore the
influence of Al on improving guest experience in the
luxury hotels in Kuala Lumpur, Malaysia. Data were
captured through a structured survey which included
questions about the overall experience of the Al service
provision in hotels covering aspects of satisfaction,
awareness, and perception. The population of interest was
hotel guests across different classes of hotels (budget,
midrange, and luxury) in Kuala Lumpur. Sample size
calculation with consideration of population The Cochran’s
formula for sample size calculation for large population
where:

_Z’.p.(1-p)
-

Sample size was determined according to Expert formula
(Daniel et al., 2007), with level of confidence set at 95% (Z
= 1.96), estimated population proportion (p) of 0.5 (to get
maximum sample size), and margin of error (e) of 0.05,
estimated sample size was 384. To allow for potential non-
responses and missing data, the sample size was raised to
400 respondents. "Convenient sampling Selection was made
based on accessibility and time availability. After data
collection, responses were coded and analyzed using SPSS
(Statistical Package for the Social Sciences) Version 26.
Clear descriptive statistics (i.e., frequencies, means, and
standard deviation) were used to summarize demographic
characteristics and general response patterns, and inferential
statistics were also used to examine relationship between
variables. Particularly, the Pearson correlation technique
was applied to estimate the relationships of strength among
Al usage and guest satisfaction and regression analysis was
performed to establish the predictive effect of Al features
on the customer retention and experience of guests.
Statistical significance was taken at the level of p<0.05.

6. Results and Discussion

The results obtained from the questionnaires given to 400
hotel's customers in Kuala Lumpur It is from here that our
findings based on the quantitative analysis of the data that
we have collected are presented. The aim is to examine the
impact of the adoption of Artificial Intelligence (Al) on the
local service/ luxury hotels from a guest perspective. The
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findings are structured along major research constructs such
as guest awareness and utilization of Al-service,
satisfaction with Al-embedded interactions, perceived
convenience and personalization, and the association
between Al utilization and customer loyalty. Descriptive
and inferential statistical analysis both are considered in the
study to get a clear picture of AI’s effect on guest
perception and service delivery. Furthermore, the discussion
also examines these findings in the context of the review of
relevant literature, comparing our findings with those of the
others, interpreting the outcomes in relation to the
technological and cultural landscape within which the
Malaysian hotel industry operates. This provides with a
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view on the advantages and disadvantages of Al integration,
from both a guest's and the management's point of view.

6.1 Demographic Profile of the Respondents

In this sense, a description of the sample characteristics is
necessary to interpret the results of the present study
exploring Al in luxury hotels. Section A of the
questionnaire collected data on five key demographic
variables: age, gender, nationality, reason for travel, and
hotel star rating. These variables contribute to revealing the
profiles of although drawing distinctions regarding the way
these groups also differ in perception and satisfaction.

Percentage of
Respondents

75%

50% 50%

35%

60%

40%

20%

Demographic

26-35 Age Group Male Female

Malaysian
Nationals

Demographic and Travel Characteristics of
Respondents

and Travel

Mid-Range Categories

Hotels Luxury Hotels

Leisure Travel

Fig 1: Demographic and Travel Characteristics of Respondents

Figure 1 represents the demographic and travel
characteristics of respondents. As shown in the chart:
respondents in the 26-35 age range made up the largest level
of the respondents, with the age group 18-25 coming in
second, indicative of a strong youth and millennial travel
audience who may be more comfortable with technology
and Al-powered services. Gender was nearly evenly
divided between male and female, with very few pickings
“Other” or “Prefer not to say.” Local travel trends due to
COVID were the same as majority of respondents were
Malaysian citizens (75%). The main reason for hotel stays,
leisure travel, demonstrates the increasing relevance of Al in
improving the leisure experience. Most of the people who
answered said they stayed in middle class hotels, with a

smaller number at luxury ones, which will be the most likely
to have advanced Al compared with cheap ones. These
demographics act to ground the implications of the study
and enables us to evaluate how various guest segments
perceive and gain from Al-based hotel experiences.

6.2 Awareness & Usages of Al Services

This part of the study intended to evaluate the level of
familiarity and frequency of interaction with Al-driven
services in the hotel within Kuala Lumpur. Understanding
attendance and usage is key to assessing how well these
technologies are actually being adopted and received by
visitors.

Awareness of Al-based Services

Yes

70.0%

Number of Respondents

30.0%

No

Frequency of Encountering Al Services

First time

Occasionally Frequently Always

Fig 2: Awareness and Frequency of Al services
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Figure 2 displayed the awareness of Al-based services and
frequency of encountering Al services. The awareness pie
chart (Figure 3) shows that the majority 70% of survey
participants knew about Al in-use services and 30% are no.
This high level of awareness reflects the staging of Al
technologies increasingly pervading the hospitality arena
and marks a hit on the exposure and integration fronts,
particularly with regard to tech-savvy urban travelers. In the
frequency Bar chart, half of survey participants (50%) are
occasional users of an Al service, 25% are frequent users,
20% are new users, and a minority (5%) of users are
continual users of Al. These numbers point to the fact that
even though Al isn’t an entirely ubiquitous component of a
hotel stay, it is gradually creeping into the traveler
experience. The most used service was chatbot help then
smart room controls and Al check-in kiosks. The usage of
robotic delivery and facial recognition systems, however,
was down, potentially suggesting more widespread
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adoption in upscale or tech-forward hotels. Customized
suggestions were also relatively small, indicating
opportunity in data-informed guest personalization.
Collectively, these learnings confirm that Al is increasingly
penetrating the luxury hotels but there is differentiation in
its accessibility and usage based on service type and hotel
class. This fundamental comprehension lays the foundation
for further research into guest satisfaction and behavioral
intention as detailed in the following sections.

6.3 Guest Experience and Satisfaction

This chapter explores the guest's perceptions and levels of
satisfaction with the Al services when staying in a hotel.
Participants were invited to respond to six major statements
on a scale of 5-point Likert (1 = Strongly Disagree, 5 =
Strongly Agree), multidimensional aspects as convenience,
usability, comfort, satisfaction, personalization, and future
preference.

Overall Satisfaction

Future Preference

Comfort with Al

Personalization |

Guest Experience and Satisfaction with Al Services

0 1

Average Rating (1 = Strongly Disagree, 5 = Strongly Agree)

3 4 5

Fig 3: Guest Experience and Satisfaction with Al services

Figure 3 displayed a bar chart for presenting the average
scores for each statement. "Al made my stay more
convenient" had the highest score, 4.2, demonstrating that
Al products, such as self-check-in kiosks and chatbot
concierges, greatly improved time-efficiency for guests.
‘Easy to use and understand (Al tech)’ and ‘Overall
satisfaction with the stay’ also scored highly (on average
4.0), featuring user convenience and positive effect on the
stay as clear strengths. “Comfort with Al versus staff” and
“Personalization made me feel valued” came in a bit lower
(3.7-3.8) signaling that while guests are embracing Al,
human warmth and interaction still matter. “Willingness to
select a hotel with Al in the future” achieved a solid rating
of 3.9, showing potential future interest and the need for
trust-building and better personalization to increase
preference. These results provide evidence that Al is
accepted in the luxury hotels, especially when it makes
work easier for someone or is convenient. But service with
a human touch still matters to guests, the emotional and

human-like aspects of service matter, too, says Fairhurst,
indicating that automation can be tempered.

6.4 Challenges and Concerns

With artificial intelligence (Al) which is playing more and
more of a part in hotel operations, it is important to know
what is concerning guests and what their challenges are, in
order not to waste valuable resources which don’t have
proper effect and integration. Though Al provides greater
convenience, personalization, and operational efficiency, it
opens the door to concerns like technical errors, the loss of
human interaction, communications barriers, and data
security concerns. This section discusses the most frequent
challenges hotel guests encountered through experiencing
Al-based hotel services in Kuala Lumpur, as well as their
concerns about their personal information being processed
by such systems. Knowing how to tackle these issues is key
for hospitality providers looking to gain trust and provide a
connected, secure, and inclusive digital guest experience.
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Percentage of

Respondents
35%
30%
25%
20%
15%
- ,T‘ Challenges
> and
Technical Issues Gﬁgi;:cfe Poogllj_sgggage Daggri\?rﬂ!ty Other Issues No Challenges Concerns

Challenges and Concerns with Al in Hotels

Fig 4: Challenges and Concerns with Al in Hotels

Figure 4 explained the challenges and concerns with Al in
Hotels. Our study findings identified several important
issues and concerns that hotel guests experienced while
interacting with Al-based services. Many respondents (35%)
perceived technical problems such as systems being down
or software bugs making everything more difficult. No
guidance or instruction (30%) was also a common problem,
indicating that guests were unable to work out how to get
the best use from the Al systems, particularly in first time
use. Inadequate language support (20%) was another issue
raised echoing the importance of developing a more
inclusive and multilingual interfaces to accommodate Kuala
Lumpur’s varied tourist visitors. Approximately 25% of
respondents voiced data security and privacy concerns,
reflecting anxieties around how Al platforms manage and
protect personal data. Although 15% stated that they had not
had any problems, a few people (5%) mentioned more
general problems, including lack of personal touch and
absence of feelings of warmth when compared to human

provision. These concerns highlight the significance of a
sound system design, user training and education,
transparent data governance, and the necessity of a balanced
reliance on automation and human involvement in the
implementation of Al in the hospitality sector.

6.5 Future Expectations and Loyalty

With Al impacting the hospitality industry, it is essential to
be informed about the future Al applications guests expect
in order to gain a competitive edge and maintain their
loyalty. This part explores how the experience to interact
with Al has an effect on guests’ willingness to return to the
hotel and their preference for high-tech Al-enabled services.
With a more digitized travel trend, the application of smart
systems becomes less a fad and more the bar for excellent
service. As a result, understanding how customers feel
about future advancements and how they may impact brand
loyalty allows hotels to keep pace with consumers'
technological expectations.
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Al Services
Growing trust in technology-

driven hospitality

Influence on Return
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Positive Al experience boosts
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Figure 5 also examined participants' forward views on how
Al would impact hotel experience and brand loyalty. More
than half (over 60%) said they would welcome a more
integrated Al in their future sojourns, as increasingly they
trust in technology-driven hospitality. Over 70% also said
that a positive Al experience would impact their decision to
revisit a hotel, once again underlining the extent to which
innovation in service delivery is a factor in guest retention.
The open-ended question provided the most wanted rooms
were with regard to Al-driven personalization, voice-
controlled room, and quicker multi-language support from
chatbot. These are the insights that highlight the changing
demands among tech-savvy tourists and indicate that hotels
which can develop Al services in a tactical way while
keeping their services reliable and friendly can leverage the
overall improvement of guest satisfaction and long-term
loyalty.

7. Findings

The results indicated most of the hotel guests in Kuala
Lumpur are optimistic about the prospective role of Al for
improving their stay experience. More than 60% of
responders clearly voted for more Al in hotel services,
suggesting rising comfort and satisfaction with Al-based in-
service systems. Not only that, 70% of respondents claimed
they would be much more likely to return to a hotel if they
had a positive Al experience, such as personalized
recommendations, smart room systems, and a streamlined
check-in. There were also some very specific requests for
better Al features: better voice recognition, less time for
response from virtual assistants, and even more language
diversity to help the city’s international visitors. These
findings corroborate Al’s ability to not just positively
impact guests on-site, but also it clearly affects the long-
term loyalty and service expectations of customers in
hospitality.

8. Recommendations

From the results, there are several practical implications for
those hotel practitioners who aim to improve guest
experience by the use of Al. First, hotels need to ensure that
their Al systems are reliable and easy to use, with no
technical glitches, and that usage is easily understood by
the guest. Multilingual support and user friendly services
can also cater for the inclusivity and diverse tourist market
population in Kuala Lumpur. In addition, increasing the
personalization  capabilities - through  customized
suggestions and smart room configurations - can help
increase guest satisfaction and perceived value. It's very
important to address privacy concerns by being transparent
in policy and practice with secure handling of the data.
Finally, a combination of Al effectiveness with intermittent
human intervention may alleviate the emotional distance
that can be perceived in automation, resulting in a more
holistic, loyal customer experience.

9. Limitations

Though this study provides an excellent view into Al
adoption’s implication on guest experience in Kuala
Lumpur’s hotel industry, several limitations are attached to
it. First, the study was geographically focused on luxury
hotels in Kuala Lumpur, which may restrict the
generalization of the findings to other cities or countries
with varying degree of technological readiness and customer
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needs. Second, the study was conducted in a quantitative
mode with the administration of questionnaires, thereby
possibly limiting the depth of responses and omitting
nuanced views that can be identified in qualitative
interviews. Moreover, response bias may also exist, because
people who are more interested or experienced in
technology might be more likely to respond. Lastly, the
research examined guest perceptions at one point in time
and did not capture continual changes in behaviors or
attitudes as Al systems develop.

10. Conclusion

This prospective study investigated the effect of artificial
intelligence (Al) on improving guest satisfaction in luxury
hotels in Kuala Lumpur, Malaysia. The results show that Al
solutions - from chatbots and smart room controls to
automated check-in kiosk - have demonstratively increased
the level of personal services and service convenience as
well as enhancing overall guest satisfaction. The majority of
hotel visitors who felt comfortable using Als were also more
likely to return to hotels that provide an Al, demonstrating
the opportunity for Als to increase customer loyalty.
However, it also faces issues such as technical problems,
inadequate user instruction and data security, which need to
be resolved for widespread acceptance and continuous
effectiveness. Although not without limitations, the
implications that emerge from this study are significant for
hotel managers, policymakers, and technology suppliers,
suggesting that future investments in Al should be made on
inclusive, trustworthy and human-centric Al. Now that
Kuala Lumpur is looking to be a smart tourism city, the
incorporation of Al will be essential to our future
hospitality journey.
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