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Strokovych H. V. World Experience of Operation of Innovative Hotels

The article considers the current world experience of operation of innovative hotels, which are complex suppliers of intelligent technologies with full imple-
mentation of high-tech relevant products and services. The conducted analysis proves that innovative technologies are used that provide hotel customers with
innovative products and services. As in the classic smart home model, these technologies can be used not only directly in the room environment, but can be
available in other premises of the hotel, as well as be used remotely. Innovative technologies can be used in restaurants, bars, spas, and other areas of the hotel
business. They can include various information technologies, up to full automation of business processes. Restaurant guests can place orders with the help of
robot waiters, dishes and drinks can be prepared by robot chefs, and delivery can be carried out based on the use of innovative automation technologies and
face recognition cameras that automatically add the cost of the services provided to the room fee. A review of various approaches to the operation of innovative
hotels and the results of available empirical studies on the assessment of the new experience of customers who used the services of innovative hotels is provided.
It is noted that in a highly competitive economy, ensuring excellent customer experience is the basis for a company's success. The importance of continuous
measurement of customer experience quality, the need to transform marketing psychology, based on a shift in emphasis on building trusting relationships
with customers, creating a compelling and remarkable customer experience, information about which will be disseminated and will contribute to the growth
of competitiveness of innovative hotels, is emphasized. The author describes in detail the technologies based on data analytics, the main characteristics of an
innovative smart hotel, the consideration of which will contribute to the growth of competitiveness of the hotel business in Ukraine in the strategic perspective.
Keywords: functioning, innovative hotel, intelligent technologies, quality, marketing psychology, world experience, customer loyalty.
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Cmpokosuy I. B. Ceimosuli doceid ghyHKYioHye8aHHA iHHOBaYiliHUX 20menig
Y cmammi po3enaHymo akmyansHuli ceimosuli 00ceio (hyHKYiOHY8aHHS iHHOBAUILHUX 20menig, AKi € KOMIAEKCHUMU MOCMA4aAbHUKAMU IHMeneKmMyansHux
mexHonozili 3 NOBHUM yrPOBAOMEHHAM GKMYAAbHUX BUCOKOMeEXHOM02IYHUX MPodyKmis ma nocnye. [posedeHuli aHaniz d0800UMe, W0 BUKOPUCMOBYIOMb-
A iHHo8ayiliHi mexHonozii, AKi Hadarome KnieHmam 2omesnto iHHo8aYiliHi NPOdyKmMu ma nocayau. AK i 8 KnacuyHili modesni po3ymHo20 6YOUHKY, 3a3HaueHi
MexHos0zii MoXymb bymu 8UKOPUCMAHI He minbKu 6e3nocepedHbo 8 06CMAHOBUI HoOMepa, ane Moxcymes bymu 0OCMYNHI 8 IHWUX NPUMILEHHAX 20mento,
a maKox« ducmaHuyitiHo. IHHogauiliHi mexHono2ii Moxtymb 3acmocosysamucs i 8 pecmopaHax, i 8 bapax, i 8 CI1A, i & iHwux chepax 20mesnbHo20 bizHecy. BoHu
MOXMCYMb Micmumu pisHi iHgopmayiliHi mexHosnoeii, axe do nosHoi aemomamusayii 6izHec-npoyecie. focmi pecmopaHie MoXtymb PO3MILLY8AMU 3aMOB/EHHS
3a donomozoto pobomis-ogiyiaHmis, cmpagu ma Hanoi Moxyms 2omysamucs pobomamu-Kyxapamu, a 0ocmaeka moxce 30ilicHI8aMUuCA Ha OCHO8I 3a-
CMOCY8AHHS iHHOBAUILIHUX MexHoo2ili asmomamu3ayii ma Kamep po3ni3HABAHHA 0Cib, AKi aemoMamuyHo 000aome 8apmicme HAOAHUX MoCAye y naamy
30 Homep. posedeHo 027170 pisHux nioxodie 0o pobomu iHHOBAUIlHUX 20mesnie ma pe3yabmamig emmipu4HuX 00CiIOHEHb W00 OUHKU H08020 00CBIdYy
KnieHmis, AKi Kopucmyeanuca nocay2amu iHHo8ayiliHux 20mentie. 33HAYAEMbCA, WO 8 yMOBAX BUCOKOKOHKYPEHMHOI eKOHOMIKU 3a6e3reyeHHs 4y0080i AKoC-
mi KnieHmcbKo20 Aocsidy € 0CHOB0K ycniXy KOMMaHii. Haeonowyemsca Ha 8axcausocmi mocmiliHo2o 8uMipy AKOCMI KaieHMCbKo20 0ocsidy, HeobxioHocmi
mpaHchopmayii ncuxonoeii MapkemuHey Ha OCHO8I 3MileHHA aKueHmy wodo nobyodosu A08ipYUX 8IOHOCUH 3 KAIEHMAMU, CMBOPEHHSA MepeKoHIUB020 Ma
103UMUBH020 K/iEHMCbKo20 A0csidy, iHhopmauia Mpo AKUl MowupBaMUMemMsCa ma crpusMUMe 3pOCMAHHI0 KOHKYPEHMOCTPOMOXHOCMI iHHO8AYilIHUX
20mesis. ABMopom O0KAAOHO OMUCAHO MexXHOM02ii, Wo 6a3yrmbca Ha GHAMIMUYi OGHUX, OCHOBHI XaPaKMepUCMUKU iHHO8AYiliH020 PO3yMHO20 20mefto,
8PAXYBAHHA AKUX CMpUAMUME y cmpamezivHili nepcnekmusi 3p0CMAHHI0 KOHKYPEHMOCTPOMOXHOCMI 20mesnbHo20 bi3Hecy 8 YKpaiHi.
Knroyoei cnoea: ¢yHKUioHy8aHHS, iHHOBAYilIHUL 20menb, iIHMenekmyanbHi MexHooaii, AKICMb, MCUX0/102ia MapKemuHey, caimosuli 00csid, A0AbHICMb KAi-
€HMis.
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almost all spheres of life, fundamentally changing

it, including the hotel industry [3; 12; 23]. At the
same time, as many researchers note, the types of in-
novative technologies and the pace of their implemen-
tation vary significantly in different hotels. Therefore,
for the formation of a competitive economy in Ukraine
in a strategic perspective, it seems advisable to study
the current foreign experience of operating innovative
hotels and its gradual spread throughout the country.

The most progressive hotels use technologies
such as artificial intelligence, data-driven systems, and
service robots [12; 14]. Also, hotels that are compre-
hensive providers of intelligent technologies with the
full implementation of currently available high-tech
products and services. Currently, YOTEL in Singapore
and New York perform intelligent functions, which
include a technowall with adjustable lighting, robots
delivering amenities and room service. The world's
first porter robot Yobot is also used [10]. In addition,
a smart hotel is characterized by the presence of vari-
ous modern technologies to provide customers with
non-traditional and more technologically enriched ex-
periences [8]. Such hotels demonstrate the growth of
intelligent services that are realized as a result of the
integration of the use of data, connected innovative
technologies that allow them to anticipate customer
needs and also adapt depending on any changes in the
environment or emerging situations [14].

A smart hotel uses innovative technologies that
provide products and services, including the use of
chatbots, facial or fingerprint recognition technolo-
gies to unlock room doors, robotic delivery of ame-
nities, holograms for information, voice commands to
control lighting, window shades, a robot concierge and
many other items [8; 24]. In addition, as in the classic
smart home model, these technologies can be used not
only directly in the room setting, but can be available
in other areas of the hotel, as well as remotely. Innova-
tive technologies can also be used in restaurants and
bars. They can include fully automated technologies.
Restaurant guests can place orders with the help of ro-
bot waiters, meals and drinks can be prepared by robot
chefs and delivery can be carried out based on the use
of innovative automation technologies and facial rec-
ognition cameras that automatically add the cost of the
services provided to the room fee [10].

Also in the fitness sector, hotel guests are provid-
ed with personalized services according to their health
status, physical and psychological characteristics.
Smart technologies such as a smart mirror are also
available, which allow monitoring of the main human
parameters [14]. One of the important goals of using
innovative technologies is to achieve maximum effi-
ciency through automation of services, which is due to

Innovative technologies are gradually penetrating
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increased productivity, continuity of service personnel
(robots) and savings in labor costs, which will create
a competitive advantage that will reduce the financial
costs of hotel guests [12; 26].

One of the promising areas of operation of in-
novative hotels is the use of a chatbot. It also works
constantly and can communicate with guests from dif-
ferent countries, representatives of different cultures,
at any time of the day [7]. In addition, there is a re-
duction in waiting time due to the simultaneous use
of several communication channels. Funny situations
that arise during the interaction between hotel guests
and robots in a smart hotel are often described as ad-
vantages from the customer's point of view [25]. In ad-
dition, the essence of these situations can be used to
form a knowledge base for improving robots.

Technologies based on data analytics also allow a
smart hotel to offer a higher level of individualization of
the offered goods, services or transaction environment
[22]. Despite the information presented, most studies
focus on usability, measuring usability, degree of per-
ception or assessment of customer satisfaction from the
use of modern technologies [12; 25]. In turn, in mar-
keting psychology, the emphasis is shifted from build-
ing trusting relationships with customers to creating a
compelling and superior customer experience [20; 26].

ustomer experience is formed on the basis of

a set of customer interactions with a product/

service, a firm or part of its organization [11].
Thus, the customer experience in the hotel is formed
from a set of impressions of guests of the innovative
hotel, from the moment of searching for information
about the hotel, booking a room, a list of all possible
services that customers can potentially receive in the
hotel, as well as outside it with the help of the hotel's
service system.

In line with the relevance of focusing on cus-
tomer experience, some researchers argue that hav-
ing quality products and services is no longer enough
to achieve success, so it is necessary to focus on the
feasibility of measuring customer experience quality
(CEXQ) in the hotel industry [1; 18] and identifying
areas for improving its quality.

In a highly competitive economy, providing ex-
cellent customer experience is the basis for a compa-
ny's success [6; 17] and its successful strategic outlook.
Studies have proven that customers enjoy technology
services, perceive them as more convenient, enjoy-
able, efficient, and the technology is easy enough to
use [9; 14]. If guests of innovative hotels evaluate new
product/service attributes positively, they expect bet-
ter service quality due to the use of various technical
options [7]. In addition, many researchers have con-
firmed a significant relationship between CEXQ and
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emotions, as well as CEXQ and customer behavioral
intentions [5; 17].

novative smart hotel. One of the characteristics

is the service space, which is a virtual environ-
ment that does not require the physical presence of
hotel guests and various service providers [21; 26].
Within a certain virtual environment, mobile check-
in/check-out, all business processes related to the de-
livery of luggage, food, drinks or all aspects of hotel
guest service are possible. Innovative technologies
based on the collection and analysis of hotel guest
data allow hotels to offer guests various customized
solutions according to their preferences or individual
wishes [22].

Innovative technologies are applied in many ap-
plications, with the aim of obtaining visible benefits in
many aspects [14]. For example, some Marriott Inter-
national hotels provide smart shower doors, where ho-
tel guests can record their ideas in the shower and then
send the image to their email [10]. These opportunities
the implementation of innovative technologies ulti-
mately form the innovative smart hotel, which is the
concept of the hotel for of the future.

Smart organizational hotels allow integrating all
hotels in the chain into a single automated space in
order to simplify all business operations, which ulti-
mately increases the value of the business [4]. Lai and
Hung [19] conducted a study of a smart hotel and ar-
gued that a smart hotel can be built on the basis of
four main elements, which are innovations in the hotel
guest service model through the application of innova-
tive information technology methods: improving op-
erational efficiency, implementing and providing digi-
tal functions, and using intelligent systems. Wu and
Cheng [25] defined the term “smart hotel” as “rather
a practical business term referring to a new model of
hotels operating with advanced technology”” This is the
shortest, but very capacious definition.

De Ruyter et al. [9, p. 186] defined automated
service as “interactive, content-oriented, and web-
based customer service that is driven by the customer
and integrated with relevant organizational processes
and customer support technologies to strengthen the
relationship between the customer and the service
provider” According to Kabadayi et al., intelligent ser-
vices are “personalized and proactive services that are
enabled by integrated technology and intelligent use
of data that can anticipate and meet customer needs at
specific times and/or locations based on changing cus-
tomer feedback and circumstances” [14, p. 330]. The
emergence and development of innovative technolo-
gies has led to significant changes in customer expec-
tations in hotels. Many studies have identified the ben-

l et us consider the main characteristics of an in-
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efits of smart hotels: improved facilities, convenience,
efficiency, and profitability [8; 25].

In turn, Maklan and Klaus [20] argue that cus-
tomer experience is the cognitive and affective evalu-
ation of all direct and indirect encounters with a firm
by the customer, related to their purchasing behavior,
that is, all types of interactions with the firm directly
affect the further purchasing behavior of hotel guests.
As well as, their evaluative judgments regarding inno-
vative hotels, and the potential prospects for changing
the capacity of the consumer market of such hotels.

Kim and Choi [16] conducted an empirical study
in various service settings and confirmed that CEXQ
is a critical factor in the formation of customer loyalty,
which they measured through repeat visits and recom-
mendations. They recommended that specialists pay
additional attention to the creation of overall CEXQ,
rather than focusing only on service quality.

Maklan and Klaus [20] conducted an empirical
analysis using a survey of 800 hotel guests across four
different service settings and confirmed that CEXQ
is an important determinant of customer behavior. In
particular, they found a significant positive impact of
CEXQ on customer loyalty and word-of-mouth inten-
tions. Khan et al. [15] conducted a survey of 326 hotel
customers in India and found a strong impact of CEXQ
on satisfaction, which in turn shapes behavioral out-
comes including word-of-mouth intentions and loyalty.

Amadeus & InterContinental Hospitality Group
[2] highlighted the importance of process improve-
ment in technology-enabled hospitality and recom-
mended conducting regular audits through real-time
interactions with guests to identify gaps and resolve
issues that arise. In this regard, it is suggested to en-
courage guest feedback during and after their stay to
help identify any potential issues and resolve them ef-
fectively.

The purpose of the article is to consider the cur-
rent global experience in the operation of innovative
hotels, the consideration of which will contribute to
the growth of the hotel business competitiveness in
Ukraine in a strategic perspective.

H. Han [13] that the staff in a smart hotel should

be reactive even though they have traditionally
been trained to be proactive in certain instances re-
garding hotel service. The article [13] studied the im-
pact of the current technological revolutions on the
hotel industry workforce and compiled a list of tasks
that could be easily completed through the use of vari-
ous technologies, which include check-in and check-
out, restaurant reservations, and room service orders,
and that the staff (humans) are there to monitor and
ensure the level of service quality delivery. Therefore,

Based on this, it is consistent with J. J. Kim &
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the implementation of innovative technologies should
be carried out systematically, constantly monitoring
and controlling the situation, assessing the prospects
for its development, making the necessary adjust-
ments based on the adoption of effective strategic and
tactical management decisions, in order to maximize
positive customer feedback.

In order to increase the objectivity of identify-
ing the preferences of guests of innovative hotels, it
seems advisable to conduct a preliminary clarification
of the wishes of clients regarding future service. For
this purpose, a questionnaire in Google form can be
developed, in which the preliminary wishes and ex-
pectations of each guest of the innovative hotel will
be clarified, service will be carried out taking into ac-
count the results of the survey and analysis of previ-
ously collected data, as well as taking into account the
changes made. The entire service process will be based
on the management of changes arising in all business
processes.

In a unified questionnaire, attention should be
paid to such basic things as: the need for transfer of
hotel guests, methods of ordering food, dietary restric-
tions, preference for a certain type of cuisine or style of
food, preferred time for cleaning the room, preferred
entertainment, sports, SPA, etc. In addition, it is nec-
essary to clarify which issues are preferable to resolve
directly with hotel employees, and which with robots.
This will allow to most fully take into account all the
wishes of guests of innovative hotels and optimize the
use of innovative technologies based on the best com-
bination of interaction between hotel employees and
innovative technologies, which will ultimately have
a positive impact on the creation of corresponding
competitive advantages of innovative hotels. Also, as
a result, this will lead to the formation of a confirmed
positive experience of clients of an innovative hotel.

It is also important to note the need for continu-
ous monitoring of innovative technologies, their as-
sessment from the point of view of the possibility and
expediency of their use in innovative hotels. If a de-
cision is made to implement them in the work of an
innovative hotel, it is advisable to inform existing and
potential clients of the innovative hotel about the new
opportunities.

CONCLUSIONS

The article presents a comprehensive review
of the current experience of innovative hotels in the
world, including detailed information on the very es-
sence of the concept of an innovative hotel, the range
of applied intelligent technologies, the consideration
of which will contribute to the growth of competitive-
ness of the hotel business in Ukraine in the strategic
perspective. The author has conducted a thorough
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review of various approaches to the work of innova-
tive hotels, which are complex suppliers of intelligent
technologies with the full implementation of currently
available high-tech products and services. The article
focuses on the feasibility of measuring the quality of
customer experience, on the transformation of mar-
keting psychology, when the emphasis is mixed from
building trusting relationships with customers to cre-
ating a convincing and excellent customer experience.
Prospects for further research lie in the field of critical
analysis and identification of opportunities for adapt-
ing innovative international experience to improve the
hotel business in Ukraine. u
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