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1. Introduction




Educational Goals

Hotel and Airline Management
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Educational Goals

in Hotel and Airline Management
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aviation service environment,

Third, through the convergence of the hotel, airline, and tourism fields,
we develop creative thinking and planning abilities to solve complex
problems.

Fourth, to foster talent with a customer-centered service mindset and
a strong sense of ethics, we provide both character education and
leadership training.

Fifth, we build ICT convergence capabilities to respond to digital
transformation, including smart tourism, airline reservation systems,
and big data analysis.
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2. Generative Al-Based
Research Trends
in Tourism Field




ScienceDirect Journals & Books (@ Help 2. My account i ﬂ e istn S22 A

Hannam University Central Library

Find articles with these terms

ChatGPT & tourism ﬂ

¥ Advanced search

L\ Set search alert

672 resu ltS I:l "f: Download selected articles 4 Export sorted by relevance | date
|:| Research article ® Full text access
1

How well can ChatGPT forecast tourism demand?
Refine I::-y: Tourism Management, June 2025
Doris Chenguang “Wu, Wenjia Li, ... Shujie Shen

I:l Subscribed journals - )
I~ View PDF Abstract ~~ Extracts s~ Figures -~ Export s~

Years [[] Researcharticle ® Full text access

[] 2026 (1) ?  Understanding the impact of ChatGPT on tourism and hospitality: Trends, prospects and research agenda
I:I 2025 (271) Jeurnal of Hospitality and Tourism Management, September 2024

|:| 2024 (313) Marianna Sigala, Keng-Boon Ooi, ... Ivy Huiyue Ye

7. View PDF Abstract Extracts Export s~
Show more

Ar“cle t pe {:} a FE 50 .GIIZEEI sedrc EXPE‘ ance
Y lecom E'"dct ons, reﬂdlng h|5tDr'}', sed Eh &]ﬂu r'iCIlS ﬂl'ertS, ﬂrld more regis “I.”r )ene‘F'tS

[[] review articles (62)
|:| Research articles (549)

|:| Encyclopedia (5)

[[] Book chapters (11) [[] Researcharticle ® Open access

Show more ~ *  Co-creating with ChatGPT for tourism marketing materials
Annals of Tourism Research Empirical Insights, May 2024

Publication title Yaozhi Zhang, Nina Katrine Prebensen
7] View PDF Abstract ~~ Extracts ~~ Figures ~- Export s

I:I International Journal of Hospitality




Division(Category) Science Direct Scopus Total
Al & Tourism 8,515 213 8,728
ChatGPT & Tourism 692 75 767
Gemini & Tourism 272 2 274
Perplexity & Tourism 255 1 256
Human Intelligence(HIl) & Al Comparision in Tourism 1 1 12
Total 9,745 292 10,037
Apply ChatGPT to IPA in tourism Field 3 1 4
Apply Gemini to IPA in tourism Field 1 1
IPA Apply Perplexity to IPA in tourism Field 4 4
ChatGPT, Gemini, and Perplexity Comparision by using in tourism field
Laddering Apply ChatGPT to Laddering Methodology in tourism Field 3
Apply Gemini to Laddering Methodology in tourism Field
Methodology _ _ _ ] ]
Apply Perplexity to Laddering Methodology in tourism Field
(In-depth Interview) ChatGPT, Gemini, and Perplexity Comparision using laddering in tourism field
Apply ChatGPT to SEM in tourism Field 62 5 67
SEM Apply Gemini to SEM in tourism Field 16 16
(Structural Equation Model) |Apply Perplexity to SEM in tourism Field 7 7
ChatGPT, Gemini, and Perplexity Comparision using SEM in tourism field
Apply ChatGPT to AHP in tourism Field 11 1 12
AHP Apply Gemini to AHP in tourism Field 1 1
(Analytic Hierarchy Process) |Apply Perplexity to AHP in tourism Field 3 3
ChatGPT, Gemini, and Perplexity Comparision using AHP in tourism field
Apply ChatGPT to Tourist Satisfaction Level in tourism Field 67 1 68
Apply Gemini to Tourist Satisfaction Level in tourism Field 4 4
Tourist Satisfaction Level
Apply Perplexity to Tourist Satisfaction Level in tourism Field 32 32
ChatGPT, Gemini, and Perplexity Comparision using AHP in tourism field
Total 225 11 236




3. Application of
IPA or IEA Methodology




Variable Extraction and Research Model
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Results of ChatGPT analysis for
common overcoming challenges
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Results of ChatGPT & Multi-stakeholders
analysis of common overcoming challenges
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Development of an Integrated Model
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4. Application of MEC Theory
by ChatGPT & Gemini




The following is the laddering methods procedures for the AI Hotel.

consequences’ you can get through these "Atfributes" by finding the numbers in Step 2 and link them, thirdly, link what you ultimately want to pursuve through these
'benefits or consequences' to the 'Value (Step 3)number. Double connections are possible.

0 1 Step : Attributes ’ 01 2 Step : Benefits or Consequences » 0 3 Step : Value
Various rooms 1 1 Effective use is possible by responding best 1 . .
Atmosphere 2 2 Clean and ecn—ﬁ::ldl; ) -+ = 2 1 Self-satisfaction
Human services 3 3 Having very interesting and special experience. 3 2 Focus on other itineraries
Registration procedure) 4 4 Fast, simple and convenient 4
Reception by robot(check-in) 5 5 T'm excited and feel vary good 5 3 Coexistence of human
Information by robot 6 6 Emotionally safe service experiences are possible 6 & machine
Hotel facilities 7 7 Guide yvou more accurately and kindly 7 4 Happy life
Hotel equipment(automation) 3 8 DProvides a new type of differentiated service 3 .
Hotel fame 9 9 Fresh, tidving and delicious 9 5P .

- - eace of mind

Room management(Cleaning) 10 10 Increase energy efficiency 10
Bath room management 11 11 Feel deeply impressed and chamming about the AT | 11 6 Joy and Fun
Food & Beverage service 12 12 Frequent hotel usage possible 12
Robot dress and appearance 13 13 Getting better service than humans 13 7 Self-actualization(A chievement)
Breakfast(menu variety) 14 14 It is economical 14 3 Coexistence of buman
Farewell service by robot 15 15 There are a lot of things to do on vour own 15
Hotel concept & design 16 16 Robot's response and contents are cute 16 & environment
Robot cloakioom 17 17 Feel comfortable, and cozy 17 9 Friendship promotion
Porter robot 18 18 Experience moderm and smart facilities 18
Door lock(facial recognition system) 19 19 Only available for a fixed time 19 10 Sustainable hotel management
Hotel price or cost 20 20 Feel calm(quiet) atmosphere and warmth 20
Hotel images 21 21 It has a simple function of sophisticated design 21 11 Family love
Latest technologv(piano, lawn mowers) | 22 22 Tm scared of being strange and scary 22
Buffet restaurant 23 23 It is free and convenient to purchase 23 12 leave Impressive memories
Cafe 24 24 Slightly slow, but it carries heavy baggages 24
Vending machine(Smart kiosk) 25 25 Experience the latest automation systems@obot) | 25 13 Freedom
Amenity store 26 26 The menu is varied and abundant 26
Othex( ) 27 27 It's difficult to get help in an emergency 27 14 Othax( )




ChatGPT-based Analysis

Based on recent academic research, industry reports, and customer preference surveys related to Al or

smart hotels, the 5 most important selection attributes are generally considered to be:

3¢ Top 5 Most Important Selection Attributes of Al/Smart Hotels:

1. Smart Room Technology

* Reason: Guests expect convenience and novelty, such as voice control, smart lighting, and

temperature control.

* Impact: Directly affects comfort and user satisfaction.
2. Al-based Services (Concierge, Check-in, Room Service)

* Reason: Speeds up service delivery and enhances personalization.

o Impact: Reduces human error, improves efficiency and guest experience.
3. Contactless & Safety Features

* Reason: Especially important post-COVID-19.

o Impact: Builds trust and ensures hygiene, a critical decision factor.
4. High Connectivity & Infrastructure

o Reason: Guests, especially business travelers and Gen Z/Millennials, value fast Wi-Fi and tech-

triendly rooms.
o Impact: Enables seamless use of other smart features.
5. Personalization via Al (Data-Driven Customization)
* Reason: Increases guest loyalty and satisfaction through tailored experiences.

* |Impact: Enhances service value and emoti ¢ | engagement.

Why Safety Features Are Critically Important in Al/Smart Hotels:

1. Post-Pandemic Consumer Behavior

» Since COVID-19, travelers place greater emphasis on hygiene, health, and non-contact services.
» Contactless technologies (e.g., keyless entry, facial recognition, mobile check-in/out) have become
baseline expectations.

2. Trust and Risk Perception

* In smart environments where human interaction is minimal, perceived safety becomes a key factor

in trust-building.

» |f a guest doesn't feel safe (physically or digitally), no amount of high-tech amenities will retain
them.

3. Cybersecurity & Data Protection

* Smart hotels collect vast amounts of personal data. Concemns over data privacy, Al surveillance,

and hacking risks make digital safety a top concern.

» Customers prioritize hotels that ensure robust cybersecurity protocols.

4. Emergency Response Systems
» Al-powered monitoring (e.g., smoke detection, crowd density alerts) enables faster emergency
response, improving actual safety and perceived hotel competence.
5. Differentiation Factor

» Safety-focused smart features (e.g., UV cleaning robots, real-time air quality sensors) help

differentiate hotels in a competitive market.



if so, through cybersecurity & data Protection, what we pursuit in
fianlly? We mean the ultimate value?

Excellent insight, LY.,

Trust, Peace of
Mind, Loyalty

|

When we consider cybersecurity & data protection in Al/smart hotels, they are not just technical

features—they serve as a means to achieve deeper psychological and emotional values for the guest.

Ultimate Value Pursued Through Cybersecurity & Data Protection:

Reduced Anxiety,
Protected Privacy

1. Trust

o Guests must trust the hotel to protect their personal and financial information.

o Trust is foundational for using other Al-based or personalized services.
2. Peace of Mind T

* Knowing their data and privacy are secure gives guests a sense of mental security and

emotional relief during their stay. Strong
3. Freedom to Engage CYbersecurity and
Data Protection

» When cybersecurity is guaranteed, guests feel free to fully enjoy smart services (voice Al, facia

recognition, app-based controls) without worry.

4. Dignity and Respect ATTRIBUTE (MEANS)

* Proper data handling signals that the hotel respects guest autonomy and identity, reinforcing

human dignity in a tech-driven environment. Ultimate Value Purued
5. Loyalty & Satisfaction

o When guests feel protected and respectec ¢'1ey're more likely to return and recommend the

hotel.



Gemini-based Analysis

please tell us the selection attributes of smart or Al hotel?

-f A smart or Al hotel leverages advanced technologies to enhance guest experience, optimize

operations, and improve sustainability. Here are some key selection attributes:

For Guest Experience:

* Personalization: Al systems analyze guest preferences and past behavior to offer tailored

recommendations for services, amenities, and local experiences. For example, suggesting
restaurants based on previous dining choices or adjusting room temperature automatically

upon arrival.

Convenience and Control: Smart rooms offer guests control over various aspects of their
environment through voice commands, mobile apps, or in-room tablets. This includes

adjusting lighting, temperature, entertainment systems, and even opening curtains.

Seamless Check-in/Check-out: Al-powered systems enable faster, contactless check-in
and check-out via mobile apps, self-service kiosks, or even facial recognition, reducing wait

times and enhancing convenience.

Virtual Concierge Services: Al-powered chatbots or virtual assistants provide 24/7 guest
support, answering inquiries, offering recommendations, and fulfilling requests without the

need for constant human intervention.

Enhanced Communication: Al facilitates real-time translation and multilingual support,
breaking down language barriers and ensuring effective communication between hotel staff

and international guests.

In-Room Entertainment and Information: Smart TVs with integrated streaming services,
smart speakers providing information, and augmented reality experiences can enhance the

guest's stay

For Hotel Operations:

Operational Efficiency: Al and automation streamline routine tasks such as room cleaning
schedules, maintenance, and administrative work, reducing labor costs and improving
efficiency.

Predictive Maintenance: Al algorithms can analyze data from connected devices to predict

potential maintenance issues, allowing for proactive repairs and minimizing downtime.

Energy Management and Sustainability: Smart thermostats, lighting systems, and
automated window treatments optimize energy consumption based on occupancy and guest

preferences, leading to significant cost savings and reduced environmental impact.

Enhanced Security: Features like facial recognition for room access and Al-powered
surveillance systems can improve the safety and security of both guests and the property.

Data-Driven Decision Making: Al can analyze vast amounts of data on guest behavior,
operational efficiency, and market trends, providing valuable insights for better decision-
making in areas like pricing, staffing, and resource allocation.

Smart Customer Relationship Management: Al tools help hotels understand guest
preferences and feedback, enabling personalized communication, targeted marketing, and
loyalty program management.

Key Functional Attributes Identified by Research:

Convenience and Control: As mentioned above, providing guests with easy control over
their environment and services.

Maintenance and Security: Ensuring well-maintained facilities and a secure environment
through smart technologies.

Contactless Environment: Offering services and interactions with minimal physical contact,

which has become increasingly important.



of them, the most important 5 attribues? if so, why enhanced security is so important?

" Okay, narrowing it down to the top 5 most important attributes of a smart or Al hotel, considering 4 That's a crucial question! Enhanced security is paramount for several fundamental reasons in the
both guest and operational perspectives, I'd say they are: context of a smart or Al hotel:

1. Personalization: The ability to tailor services, recommendations, and the room environment * Guest Safety and Well-being: This is the most obvious and non-negotiable reason. Hotels

to individual guest preferences significantly enhances satisfaction and loyalty. This makes are responsible for providing a safe environment for their guests. Enhanced security

the quest feel valued and understood measures, such as Al-powered surveillance, digital key systems that are harder to duplicate,

and potentially even predictive analysis of security risks, directly contribute to preventing

2. Seamless Convenience and Control: Effortless check-infout, intuitive in-room controls incidents and ensuring the physical safety of guests and their belongings. This peace of

(lighting, temperature, entertainment), and readily available virtual assistance contribute mind is a fundamental expectation for any traveler. ~

directly to a smooth and stress-free stay. Time and ease are highly valued by travelers. . N
* Protection of Personal Data: Smart hotels collect and process a significant amount of

3. Enhanced Security: Feeling safe and secure is a fundamental need. Smart security features personal data, from booking information and payment details to preferences and even
like digital room keys, Al-powered surveillance, and secure data handling provide peace of biometric data in some cases (e.g., facial recognition for room access). Robust security
mind for guests. systems are essential to protect this sensitive information from cyber threats, data

. L. . . . ) . . breaches, and unauthorized access. A failure in this area can lead to severe reputational
4. Operational Efficiency: While less visible to guests, efficient operations underpin the quality R
damage, legal liabilities, and a loss of guest trust.

and speed of service. Al-driven automation of tasks, predictive maintenance, and optimized

. . . = Asset Protection: Hotels have valuable physical assets, including guest rooms, equipment,
resource allocation lead to a smoother running hotel and a better overall guest experience. Phy 99 quip

and infrastructure. Enhanced security measures help protect these assets from theft,
5. Contactless Environment (Increasingly Important): In recent times, the ability to minimize vandalism, and damage, contributing to the long-term viability and profitability of the hotel.

physical contact through mobile check-in, digital room keys, virtual concierge services, and - ) . ) .
* Building Trust and Reputation: A hotel known for its strong security measures builds trust

automated service requests has become a significant factor for many travelers' comfort and . . . . . o
with potential guests. Travelers want to feel secure in their accommodation, especially in

safety. unfamiliar environments. A reputation for prioritizing safety and security can be a significant

. . . . . . competitive advantage, attracting more guests and fostering loyalty. Conversely, securi

These five attributes collectively address core guest needs and critical operational requirements, P g g 9 gloyalty i v
. . . . breaches or incidents can severely damage a hotel's reputation and lead to a decline in

making them the most impactful in defining a successful smart or Al hotel.

hookinas




if so, through guest safety and well-being, what we pursuit in
fianlly? We mean the ultimate value?

f Ah, that's a profound question that gets to the heart of why guest safety and well-being are so
crucial. Ultimately, by prioritizing guest safety and well-being, what we pursue as the ultimate
value in the hospitality industry is cultivating trust and fostering enduring loyalty.

Here's a breakdown of why:

= Trust as the Foundation: When guests feel safe and well-cared for, a fundamental layer of
trust is established. They trust the hotel to protect them, their belongings, and their personal
information. This trust is the bedrock upon which a positive and lasting relationship can be
built. Without this basic trust, other aspects of the guest experience, no matter how

technologically advanced or personalized, will feel hollow and potentially unsettling.

* Loyalty as the Fruit of Trust and Positive Experience: When guests consistently feel safe,
comfortable, and well-looked after, they are far more likely to return. This isn't just about a
single positive stay; it's about creating a sense of security and care that makes the hotel
their preferred choice time and again. Loyalty translates into repeat business, positive word-

of-mouth referrals, and a more sustainable business model for the hotel.

* Enhanced Brand Reputation and Value: A hotel known for its unwavering commitment to
guest safety and well-being cultivates a strong and positive brand reputation. This
reputation becomes a valuable asset, attracting new guests who prioritize these aspects
and reinforcing the loyalty of existing ones. In a competitive market, a reputation for care
and security can be a significant differentiator.

» Creating a "Home Away From Home": The ultimate goal of hospitality is often to create a

comfortable and welcoming environment where guests feel at ease, almost like a home away




please show us value map by using this results?

Okay, let's create a value map based on our discussion about the selection attributes and the

ultimate value of guest safety and well-being in a smart or Al hotel.

Value Map: Smart/Al Hotel

This map illustrates how the key attributes of a smart or Al hotel contribute to the ultimate value
of cultivating trust and fostering enduring loyalty by focusing on guest safety and well-being.

Ultimate Value
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5. Application of SEM Model
by ChatGPT & Gemini




ChatGPT-based Attributes

Main Selection attributes of a Smart hotel(13)

&, Selection Attributes of Smart Hotel 8. Sustainable Technology

1. Smart Room Control s Energy-efficient systems (e.g., motion sensor lighting, smart thermostats).

* Voice or app-based control of lighting, temperature, curtains, TV, etc. 9 Smart Bathroom Features

2. Contactless Services . .
» Automatic faucets, smart mirrors, temperature-controlled showers.

* Mobile check-in/out, digital keys, touchless payments. 10. Robot Services

3. High-Speed Wi-Fi & Connectivity

: : , , , * Room delivery robots, cleaning robots, or concierge robots.
» Seamless internet access, loT-enabled devices, and device charging stations.

4. Al Concierge & Chatbots 11. Mobile App Integration

o 24/7 virtual assistance for room service, tourism info, or requests. . _ .
o All-in-one app for booking, room control, and service requests.

5. Personalization via Data

* Personalized room settings, content preferences, and loyalty-based experiences. 12. Health & Safety Systems

6. Smart Entertainment Systems o Air quality monitoring, UV sterilization, contact tracing features.

* Streaming services, smart TVs, voice assistants like Alexa or Bixby.

13. Seamless Service Integration
1. Cybersecurity & Data Privacy

s Secure platforms for personal and payment information protection. » Interoperability between different systems (e.g,, smart room + smart restaurant booking).




ChatGPT-based Dimensions or Factors

Grouped into 4 core dimensions(factors)

@ 1. Smart Convenience & Automation @ 3. Connectivity & Infrastructure

Focuses on automation, ease of use, and integration for a seamless experience. Relates to the digital and technological backbone of the smart hotel.
¢ Smart Room Control (voice/app-based) o High-Speed Wi-Fi & Connectivity

* Mobile App Integration * Mobile App Integration (dual-category)

* Smart Bathroom Features e loT-enabled infrastructure (implied within above)

e Robot Services

¢ Smart Entertainment Systems

@ 2. Contactless & Personalized Services @ 4. safety, Privacy & Sustainability

Emphasizes individual preferences and safe, efficient service delivery. Captures guests' need for trust, cleanliness, and environmental care.
e Contactless Services (check-in/out, digital keys) o Cybersecurity & Data Privacy

* Al Concierge & Chatbots e Health & Safety Systems (e.g., UV sterilization, air monitoring)

* Personalization via Data e Sustainable Technology (smart energy systems)

e Seamless Service Integration




ChatGPT-based Suggestion Model

Structural equation model (SEM)

Conceptual Model: Smart Hotel Attributes = Engagement = Satis... + .’ Structural Equation Model (SEM): Smart Hotel - Engagement = ...+ .7

Conceptual Model: Smart Hotel Attributes + Engagement - Satisfaction Structural Equation Model (SEM): Smart Hatel -+ Engagement —+ Satisfaction

ey e
\

Smart Hotel Lﬂmnt Sntgm:tlun
Attribu | (Mediatifig le]| | nt Variable)




ChatGPT-based Hypotheses

Structured set of Hypotheses

% Main Effect Hypotheses @ Moderating Effect Hypotheses

H1. Smart hotel attributes have a positive effect on guest engagement H5a. Age moderates the relationship between engagement and satisfaction, such that the effect is

stronger/weaker depending on age.

(Smart Hotel Attributes — Engagement)
(Engagement x Age — Satisfaction)

H2. Guest engagement has a positive effect on satisfaction.
%9 P H5b. Gender moderates the relationship between engagement and satisfaction.
(Engagement — Satisfaction) (Engagement x Gender — Satisfaction)

H3. Smart hotel attributes have a direct positive effect on guest satisfaction.  se, Nationality moderates the relationship between engagement and satisfaction.

(Smart Hotel Attributes — Satisfaction) (Engagement x Nationality — Satisfaction)

@ Mediating Effect Hypothesis

H4. Engagement mediates the relationship between smart hotel attributes and satisfaction.

(Smart Hotel Attributes — Engagement — Satisfaction) ‘ Optional Control Variables (if applicable)

You may control for hotel type (budget/luxury), travel purpose (leisure/business), or length of stay.




Gemini-based Attributes

Main selection attributes of a smart hotel(9)

s Convenience and Control: Smart hotels offer guests greater control over their environmen
through mobile apps or in-room devices. This includes managing lighting, temperature,
entertainment systems (like smart TVs with streaming service integration), and even window
treatments. Features like mobile key access and automated check-in/check-out further
enhance convenience by reducing wait times and offering a seamless arrival and departure

process.

* Maintenance and Security: Smart systems contribute to enhanced maintenance and
security. Automated systems can monitor room conditions, detect issues like leaks or
malfunctions, and prompt staff for timely intervention. Security is bolstered through features

like digital key access, facial recognition for entry, and smart surveillance systems.

s Contactless Environment: In today's world, contactless options are highly valued. Smart
hotels often provide contactless check-in/check-out via apps or kiosks, digital room keys,
voice-activated controls, and the ability to request services through apps, minimizing

physical interaction.

s Personalization: Smart hotels leverage data and Al to personalize the guest experience. This
can range from pre-setting room temperature based on guest preferences to offering
tailored recommendations for dining or local attractions through in-room devices or hotel
apps. Some systems can even adjust room settings based on past stays or integrate with

guests' personal streaming accounts.

Technology Integration: The seamless integration of various smart technologies is crucial.
This includes a reliable Wi-Fi network, well-designed mobile apps, user-friendly in-room
control systems (like voice assistants such as Alexa or Google Assistant), and efficient

communication between different hotel systems.

Automation: Look for hotels that automate routine tasks to improve efficiency and guest
service. This can include automated check-in/check-out, automated room service ordering,

and even robotic assistants for tasks like luggage handling or concierge services.

Energy Efficiency and Sustainability: Many smart hotels incorporate features that promote
energy conservation, such as smart thermostats that adjust based on occupancy, automated

lighting systems, and overall energy management systems that optimize resource use.

Communication and Service: Smart hotels often provide multiple digital channels for guests
to communicate with hotel staff, make reguests, or provide feedback. Al-powered chatbots
and virtual assistants can offer 24/7 support and instant responses to inquiries.

Data Privacy and Security: As smart hotels rely on technology and data, robust measures

for data privacy and security are essential to protect guest information.



Gemini-based Dimensions or Factors

Selection Attributes two-three Key Dimensions

1. Guest Experience Enhancement: This dimension focuses on how the smart technologies 3. Technology Foundation and Integration: This dimension considers the underlying

directly improve the guest's stay, making it more convenient, comfortable, and personalized. It technological infrastructure and how well different systems work together to deliver the smart

encompasses attributes like: hotel experience. It includes attributes like:
» Convenience and Control: Mobile keys, in-room device control (lighting, temperature, + Technology Integration: Seamless operation of Wi-Fi, mobile apps, in-room controls, and
entertainment), automated check-in/check-out. hotel systems.
» Contactless Environment: Digital keys, voice controls, app-based service requests. + Data Privacy and Security: Robust measures to protect guest data.

» Personalization: Tailored recommendations, pre-set room preferences, integration with Alternatively, we could simplify this into two broader factors:

personal accounts.

L. . . o A. Guest-Centric Smartness: This encompasses all the technologies and features directly
« Communication and Service: Digital communication channels, Al-powered chatbots,

. ) aimed at improving the guest's experience, combining elements from the “Guest Experience
efficient service requests.

Enhancement” and parts of the “Technology Foundation and Integration” (specifically the user-
2. Operational Efficiency and Sustainability: This dimension highlights how smart technolog facing aspects).

optimize the hotel's operations, leading to better resource management and potentially a more . ‘ , o
) ‘ , , B. Hotel Operational Smartness: This focuses on the technologies that primarily benefit the
sustainable approach. It includes attributes like: . R . , ‘ _
hotel's efficiency, sustainability, and security, drawing from the “Operational Efficiency and
* Maintenance and Security: Automated monitoring, digital security systems (key access,  gystainability" dimension and the backend aspects of “Technology Foundation and Integration”

surveillance). (like system interoperability and data security).

» Automation: Automated check-infout, room service ordering, robotic assistance. ) ) ) .
The choice between two or three dimensions depends on the level of granularity you need for

» Energy Efficiency and Sustainability: Smart thermostats, automated lighting, energy  your evaluation. Both approaches provide a structured way to assess the selection attributes of a

management systems. smart hotel. Which approach resonates more with your needs?




Gemini-based Suggestion Model

Conceptual Path Diagram(SEM)
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Gemini-based Hypotheses

Hypotheses
Hypotheses Regarding Direct Effects: Hypotheses Regarding the Moderating Effects:
* H1: Guest Experience Technology (GET) has a positive direct effect on Guest Engagement + H11: Gender moderates the relationship between Guest Engagement (GE) and Guest
(GE). Satisfaction (GS), such that the effect of guest engagement on satisfaction is different for

« H2: Operational Efficiency Technology (OET) has a positive direct effect on Guest different gender groups. (We might further specify the direction if we have theoretical

Engagement (GE). reasons to believe so, e.g., "the positive effect of guest engagement on satisfaction is

stronger for female guests”).
» H3: Connectivity and Integration (Cl) has a positive direct effect on Guest Engagement (GE).
» H12: Age moderates the relationship between Guest Engagement (GE) and Guest

* H4: Guest Engagement (GE) has a positive direct effect on Guest Satisfaction (GS). Satisfaction (GS), such that the effect of guest engagement on satisfaction varies with the

» H5: Guest Experience Technology (GET) has a positive direct effect on Guest Satisfaction guest's age. (Again, we could specify the nature of this moderation if theoretically informed,
(GS). e.g., “the positive effect of guest engagement on satisfaction is stronger for younger
guests”).

» Hé6: Operational Efficiency Technology (OET) has a positive direct effect on Guest

Satisfaction (GS). * H13: Nationality moderates the relationship between Guest Engagement (GE) and Guest
Satisfaction (GS), such that the effect of guest engagement on satisfaction differs across

» HT7: Connectivity and Integration (Cl) has a positive direct effect on Guest Satisfaction (GS). ] o i ] ‘ L
different nationalities. (This would likely be explored by comparing specific nationality

Hypotheses Regarding the Mediating Effect: groups).

» HB8: Guest Engagement (GE) mediates the relationship between Guest Experience
Technology (GET) and Guest Satisfaction (GS).

» H9: Guest Engagement (GE) mediates the relationship between Operational Efficiency
Technology (OET) and Guest Satisfaction (GS).

» H10: Guest Engagement (GE) mediates the relationship between Connectivity and
Integration (CI) and Guest Satisfaction (GS).




6. Could Generative Al
be the innovative tools
in Tourism Industries or F|elds7
- including Al ethics




7. Conclusion




Discussions
with together?




	슬라이드 1
	슬라이드 2
	슬라이드 3
	슬라이드 4
	슬라이드 5
	슬라이드 6
	슬라이드 7
	슬라이드 8
	슬라이드 9
	슬라이드 10
	슬라이드 11
	슬라이드 12
	슬라이드 13
	슬라이드 14
	슬라이드 15
	슬라이드 16
	슬라이드 17
	슬라이드 18
	슬라이드 19
	슬라이드 20
	슬라이드 21
	슬라이드 22
	슬라이드 23
	슬라이드 24
	슬라이드 25
	슬라이드 26
	슬라이드 27
	슬라이드 28
	슬라이드 29
	슬라이드 30
	슬라이드 31
	슬라이드 32
	슬라이드 33
	슬라이드 34

