


The Benefit of Artificial Intelligence (AI) on Operational Efficiency in Hotel Management: A case of Selected Hotels South West Nigeria

Abstract
This study examines the impact of artificial intelligence (AI) on operational efficiency in hotel management, focusing on selected hotels in Southwest Nigeria. The study investigated four objectives: the extent to which AI adoption enhances personalized guest experiences, the benefits of chatbots and virtual assistants, the influence of AI on revenue management, and its overall effect on guest satisfaction. A survey design was employed, involving 381 staff members from 20 hotels. Data were collected using structured questionnaires and analyzed using Chi-square statistical tests via SPSS software. Results revealed that AI adoption significantly improves operational efficiency and guest satisfaction, particularly through chatbots and virtual assistants. The findings address critical gaps in understanding AI’s impact on hospitality management in under-researched regions like Southwest Nigeria, offering insights into global applications of AI in hotel operations. Balancing AI integration with human interaction is highlighted as essential for achieving optimal guest experiences. Additionally, the study emphasizes the need to explore generative AI concepts in hospitality, identifying areas where their application is most and least effective.
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1.Introduction
Artificial intelligence (AI) is a technology that allows computers and machines to replicate human learning, understanding, problem-solving, decision-making, creativity, and autonomy. AI-enabled applications and devices has the capability to recognize and identify items. They possess the ability to comprehend and react to human language. Hotels continually strive to improve guest experience and operational efficiency, with technology serving as an essential tool in realizing these objectives. “From the instant guests validate their reservations until their departure, technology is integral to every facet of their experience” (Roy et al, 2020). Artificial intelligence (AI) enables machines to replicate human capabilities such as learning, decision-making, and problem-solving. In the hospitality industry, AI is transforming guest experiences and operational efficiency. From reservation validation to departure, technology plays a pivotal role in enhancing service quality. Integrating AI allows hotels to personalize guest experiences, optimize resource allocation, and improve service delivery. Despite its potential, AI adoption in hospitality remains nascent due to concerns about job displacement, data privacy, and the loss of human touch . “By disrupting traditional systems, AI allows customers to customize their travel experiences, from reservations to purchasing products and services, directly through digital platforms, bypassing traditional intermediaries like hotels and travel agencies” (Chen, Y., & Prentice, C., 2024).   By utilizing technology, hotels in the studied regions can customize the guest experience, improve operational efficiency, and deliver a seamless experience that surpasses visitor expectations. “Consequently, technology has emerged as a vital element in improving operational efficiency in the examined hotels, and its significance is anticipated to increase in the future” (Jabeen et al, 2022). (Nam et al. 2021) contended that the integration of AI and robots in the hospitality sector remains nascent; nonetheless, some hotels have already effectively used these technologies. (Nozawa et al. (2022) found various client apprehensions concerning the use of AI in the hotel sector, including data privacy and security issues, the risk of job displacement, and the diminishment of human engagement in dining experiences. (Roy et al. 2020) recognized multiple concerns related to the implementation of AI in hospitality services, including issues of data privacy and security, the risk of job displacement, and less human interaction in the service experience. (Jabeen et al. (2022) observed that the integration of automation and AI in the hospitality and tourism sector remains nascent; nonetheless, certain firms have successfully used these technologies. Conversely, (prentice et al. 2020) offered significant findings into the influence of AI and service quality on customer satisfaction and loyalty within the hospitality sector. The study revealed that although AI technologies can augment visitor experience and promote operational efficiency, their effect on customer satisfaction and loyalty is contingent upon the quality of staff service. (Hussein et al. 2022) contended that although the incorporation of AI in the UAE hospitality sector presents challenges, the prospective advantages are substantial, and hotels that proficiently use these technologies would secure a competitive edge in the market. (Wang 2022) offered significant insights into the influence of hotel intelligent systems' service quality on customer satisfaction, employing AI-based assessment techniques. Despite AI's transformative potential, there remains a gap in academic research that thoroughly examines AI's impact within the tourism context, particularly through the lens of bibliometrics ( Shahrizoda, S., & Nargiza, A., 2024).
This study focuses on the benefits of AI in operational efficiency, using selected hotels in Southwest Nigeria as a case study. By examining AI’s role in personalized guest experiences, chatbots, revenue management, and guest satisfaction, the study contributes to the growing literature on AI’s transformative potential in hospitality management. Additionally, the study proposes generative AI as an emerging tool to enhance guest experiences, highlighting where its use is optimal and where limitations exist.
1.2 Objectives of the Study
The study aims to explore the benefits of AI on operational efficiency in hotel management. Specific objectives include:
1. Examining the impact of AI on personalized guest experiences.
2. Assessing the role of chatbots and virtual assistants in enhancing operational efficiency.
3. Investigating AI’s influence on revenue management.
4. Evaluating how AI enhances operational efficiency and guest satisfaction.
5. Exploring the potential of generative AI in the hospitality industry.
1.3 Research Questions
1. How does AI impact personalized guest experiences in hotels?
2. To what extent do chatbots and virtual assistants benefit hotel operations?
3. What is the role of AI in improving revenue management?
4. How does AI enhance operational efficiency and guest satisfaction?
5. What are the opportunities and limitations of generative AI in hospitality?
1.4. Research hypotheses
To find answers to the above stated research questions, the following hypotheses are stated in Null form
1. : There is no relationship between AI personalized Guest Experience and operational efficiency in the Hotels under study.
2. There is no correlation between Chatbots, Virtual Assistants and operational efficiency in the Hotels under study
3.  There is no significance difference between Revenue management, and operational efficiency in the Hotels under study
4.  There is no relationship in AI enhancing Guest Satisfaction and operational efficiency in the Hotels under study.


1.5. Importance of the study for the Scientific Community
This study is significant for the scientific community as it provides empirical insights into the transformative potential of AI in enhancing operational efficiency and guest satisfaction within the hospitality industry. By focusing on an under-researched region like Southwest Nigeria, the study addresses critical gaps in the existing literature and offers a unique perspective on the challenges and opportunities associated with AI adoption in hotel management. Its findings have broader implications for global hotel management practices, particularly in developing regions where resource optimization is essential. The study also provides a roadmap for balancing AI-driven automation with human interaction, ensuring a seamless yet personalized guest experience while addressing ethical and security concerns.
2. Literature Review
AI is increasingly vital in hotel management, offering tools for operational optimization and enhanced guest experiences. Technologies such as chatbots, virtual assistants, and predictive analytics allow hotels to streamline processes and personalize services. However, challenges such as data security, staff training needs, and ethical considerations persist. Studies have highlighted the potential of AI to revolutionize hospitality by improving service quality, guest satisfaction, and profitability. Nevertheless, the literature indicates limited research on AI applications in underrepresented regions like Nigeria, underscoring the significance of this study. Furthermore, integrating generative AI concepts into hospitality provides new dimensions for automating and personalizing services, which remain underexplored in academic discussions
(Bharwani and Mathews 2021), observed that artificial intelligence (AI) has emerged as a vital instrument for hotel management in recent years. Artificial intelligence technology assist hotels in optimizing operational efficiency, augmenting the visitor experience, and boosting income. (Mnyakin 2023) contended that hotels can employ many techniques to integrate AI into hotel management, including the following: - Chatbots: Chatbots are artificial intelligence-driven conversational assistants capable of managing client inquiries, requests, and grievances. These bots can be incorporated into a hotel's website or mobile application, offering guests a rapid and effective means to obtain information and services. Chatbots are progressively utilized in the hotel management sector to enhance customer service and optimize operations. Chatbots are utilized in hotel administration to do various activities, including automated check-in and check-out. Hotels are employing chatbots to streamline the check-in and check-out procedures. Guests may utilize the chatbot for check-in, obtaining their room key, and check-out, all without engaging with hotel personnel. Hotels are employing chatbots to deliver room service and concierge assistance to their patrons. Guests may utilize the chatbot to place food orders, request supplementary amenities, and obtain recommendations for area activities and sights. Reservation and booking administration: Hotels utilize chatbots for managing reservations and bookings. Guests may utilize the chatbot to reserve a room, amend their booking, and obtain confirmation of their reservation. Hospitality establishments are employing chatbots to deliver customer service to their patrons. Guests may utilize the chatbot to inquire, report problems, and obtain support from hotel personnel. 
Artificial intelligence can assist hotels in optimizing pricing and revenue management through the analysis of data regarding room occupancy, demand, and customer behavior. This can assist hotels in optimizing revenue and profitability. Examples of AI applications in hotel revenue management encompass dynamic pricing, demand forecasting, market segmentation, channel management, and competitive analysis. 
(Pizam et al. 2022) asserted that AI technologies are progressively vital for hotel management, facilitating operational efficiency, augmenting the visitor experience, and boosting income. With the ongoing advancement of AI, it is probable that an increasing number of hotels will implement these technologies to maintain market competitiveness. “Nonetheless, it is crucial to recognize that the implementation of AI in hotel management should be undertaken judiciously, taking into account its effects on both visitors and personnel” (Hashem, 2022). 
(Buhalis and Cheng 2020), contended that hotels are currently employing AI-driven chatbots and virtual assistants to deliver tailored recommendations and support to patrons. These chatbots and virtual assistants can address frequently asked queries, suggest local activities and dining establishments, and facilitate reservations. Utilizing AI-driven chatbots and virtual assistants enables hotels to offer round-the-clock customer care and enhance the overall guest experience. (Ponce 2022), asserts that hotels utilize AI to examine passenger data, including previous bookings and interests, to deliver tailored recommendations and discounts. Utilizing AI to evaluate guest data enables hotels to deliver a more personalized and customized experience, hence enhancing guest satisfaction and loyalty. (Mohite 2020), demonstrated that hotels utilize AI to enhance their pricing and revenue management tactics. AI-driven revenue management solutions can optimize pricing in real-time to enhance revenue and profitability by accessing data on occupancy rates, demand, and market trends. (Markowitz et al 2023), argued that AI in hotels is used to analyze data on customer behavior and preferences to create targeted marketing and advertising campaigns. Utilizing AI to evaluate consumer data enables hotels to develop more impactful marketing and advertising strategies that align with their target demographic. “Overall, AI is being used in the field of hotel management to improve guest experiences, increase efficiency, and drive profitability. By leveraging AI-powered technologies, hotels can provide a more personalized and seamless guest experience, while also optimizing their operations and improving their bottom line” (Singh et al, 2022; Al-Hyari et al. 2023). 
According to (Lee et al 2020), guest satisfaction refers to the level of satisfaction or happiness a guest experiences during their stay at a hotel or other hospitality establishment. Guest satisfaction is a crucial factor for the success of any hotel, as it can affect a guest's decision to return in the future and their likelihood to recommend the hotel to others. (Ying et al 2020), argued that there are several factors that contribute to guest satisfaction; such as the quality of the hotel's amenities and services, the cleanliness and comfort of the rooms, the professionalism and friendliness of the staff, and the overall experience and value for money. Guests also expect a certain level of personalized attention and responsiveness to their needs and preferences. (Padma and Ahn 2020), noted that in order to ensure guest satisfaction, hotels must prioritize the needs and preferences of their guests and strive to exceed their expectations. This can be achieved through a variety of strategies, such as personalized service, proactive problem-solving and ongoing communication with guests to gather feedback and address any concerns. 
The benefit of Artificial Intelligence (AI) and the challenges of adoption on operational efficiency in Hotel Management: 
(Nam et al. 2021), examined the use of artificial intelligence (AI) and robotics in the hospitality sector, highlighting the opportunities and obstacles linked to its adoption. The authors performed a literature assessment of prior studies regarding the integration of AI and robots in the hospitality sector. The literature was studied to discern the primary trends, causes, and problems related to the adoption of these technologies. The authors determined that the integration of AI and robotics in the hotel sector is motivated by many causes, such as the necessity to augment operational efficiency, elevate the visitor experience, and diminish labor expenses. They also recognized other hurdles related to the use of these technologies, including apprehensions around job displacement, data privacy and security, as well as the necessity for employee training and assistance. (Roy et al. 2020), examined client acceptance of artificial intelligence (AI) utilization in the hospitality sector in India. The authors administered a survey to 300 customers within the Indian hospitality sector to evaluate their perceptions and acceptance of AI utilization in hospitality services. The poll aimed to gather insights into customers' perceptions of AI, their attitudes towards its application in hospitality services, and their readiness to utilize AI-based services. The authors discovered that patrons in the Indian hospitality industry typically exhibit favorable attitudes towards the implementation of AI in hospitality services, especially concerning booking and reservation management as well as personalized services. Research indicated that younger, more educated, and higher-income clients are more inclined to possess favorable attitudes towards the implementation of AI in hospitality services. (Jabeen et al. 2022), presented a comprehensive analysis of the present condition of automation and artificial intelligence (AI) within the hotel and tourism sector, highlighting the problems and potential linked to the implementation of these 
technologies. The authors identified that the implementation of automation and AI in the hotel and tourist sector is motivated by various factors, such as the necessity to augment operational efficiency, elevate the client experience, and decrease labor expenses. (Hussein et al. 2022), examined the potential of artificial intelligence (AI) to provide a competitive advantage to hotels and highlighted the difficulties and possibilities related to the implementation of these technologies in the United Arab Emirates (UAE). The authors performed a qualitative study utilizing semi-structured interviews with 20 hotel managers and IT experts in the UAE. The authors discovered that hotels in the UAE are progressively integrating AI technology to optimize operational efficiency, elevate the guest experience, and secure a competitive edge. They found other hurdles related to AI adoption, including data privacy and security concerns, the necessity for staff training and support, and the substantial implementation costs. (Prentice et al. 2020), examined the influence of artificial intelligence (AI) and personnel service quality on customer satisfaction and loyalty within the hospitality sector. The authors administered a survey to 400 consumers who had just lodged at a hotel to evaluate their opinions of artificial intelligence and personnel service quality, alongside their happiness and loyalty levels towards the business. The authors discovered that although customers typically hold favorable views toward the implementation of AI in the hospitality sector, the influence of AI on customer happiness and loyalty is moderated by the quality of employee service. The authors discovered that the beneficial effect of AI on customer happiness and loyalty is amplified when personnel deliver superior service quality. The authors determined that although AI utilization in the hospitality sector can augment visitor experiences and optimize operational efficiency, the effect of these technologies on customer happiness and loyalty is contingent upon the caliber of personnel service. 
3. Methodology
The study employed a descriptive survey design to examine AI’s impact on hotel management. The target population included staff from 20 selected hotels in Southwest Nigeria. Data were collected using structured questionnaires with a 5-point Likert scale. A total of 381 responses were analyzed using Chi-square statistical tests via SPSS software to test the study’s hypotheses
4. Results and Discussion
Table 1: Demographic Data Analysis
	[bookmark: OLE_LINK3][bookmark: OLE_LINK5]Variables
	Frequency
	Percentage (%)

	Sex: (n=381)
	
	

	-Male
	307
	80.6

	-Female
	74
	19.4

	Marital Status:(n=381)
	
	

	-Single
	40
	10.5

	-Married
	280
	73.5

	-Divorced
	36
	9.5

	-Widowed
	25
	6.6

	Age: (n=381)
	
	

	
	8
	2.1

	26-35
	143
	37.5

	36-45
	180
	47.2

	>46
	50
	13.1

	Religious: (n=381) 
	
	

	
	
	

	Christianity
	185
	48.6

	Islamic
	165
	43.3

	African Traditional
	31
	8.1

	Educational Level: (n=381)
	
	

	Primary
	132
	34.6

	Secondary
	152
	39.9

	Tertiary
	52
	13.6

	None
	45
	11.8


    
4.1 Objective 1: Personalized Guest Experiences
AI significantly enhances personalized guest experiences by analyzing data on preferences and behaviors. For instance, AI can tailor room settings and recommend activities based on individual preferences, improving guest satisfaction and loyalty.
[bookmark: 2w5ecyt]This section requests information regarding the significance of Personalized Guest Experience and is impact on operational efficiency in hotels under  study . Indicate on a scale of "Strongly Agree”, “Agree", "Strongly Disagree", "Undecided", and "Disagree" the extent to Personalized Guest Experience and is impact on operational efficiency in hotels under the study area link to each of the following statements:
Table 2 Personalized Guest Experiences
	Variables
	SA
	A
	SD
	UD
	D
	Total

	AI can create and analyze data for personalized experiences
       
	185
48.6%
	170
44.6%
	15
3.9%
	5
1.3%
	6
1.6% 
	381
100%

	    Important guests’ room can be customized with the help of AI
	185
48.6%
	165
43.3%
	15
3.9%
	10
2.6%
	6
1.6%
	381
100%                 

	. personalized restaurant recommendations are one of the abilities of Artificial Intelligence 
	160
42%
	192
50.4%
	15
3.9%
	10
2.5%
	4
1.0%
	381
100%

	 Increase in the overall operational efficiency are the benefit of AI
	181
47.5%
	160
42%
	25
6.6%
	10
2.6%
	5
1.3%
	381
100%

	 Activity itineraries based on guest interests can be created by AI
	140
36.7%
	162
42.5%
	55
14.4%
	10
2.6%
	14
3.7%
	381
100%


[bookmark: gjdgxs]Research Hypothesis one:
 : There is no relationship between AI personalized Guest Experience and operational efficiency in the Hotels under study
Hi:  There is relationship between AI personalized Guest Experience and operational efficiency in the Hotels under study








Test: Chi- Square SPSS Software.
Table 3. the summary of the five items in the research instrument 
(questionnaire) used to enlist response from the respondents as regards the above objective
	 Variables
	     
	     
	     
	     
	    
	Total

	  SA
    
	185
	190

	160

	181

	140

	856

	  A 
	170

	168

	190

	160

	162
	850
               

	SD
	14

	10

	15

	25

	55

	119


	UD
	5

	8
	12

	10

	10

	45


	D
	7

	5

	4

	5

	14

	35

	TOTAL
	381
	381
	381
	381
	381
	1,905


Source: Field Survey, 2022
	


	
Table 4:  Q1 * Q2 Crosstabulation Count

	

	
	Q2
	Total

	
	A
	D
	SA
	SD
	UD
	

	Q1
	A
	165
	0
	5
	0
	0
	170

	
	D
	0
	5
	0
	0
	2
	7

	
	SA
	0
	0
	185
	0
	0
	185

	
	SD
	3
	0
	0
	10
	1
	14

	
	UD
	0
	0
	0
	0
	5
	5

	Total
	168
	5
	190
	10
	8
	381




	

Table 5: Chi-Square Tests Result

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	1167.944a
	16
	.000

	Likelihood Ratio
	642.734
	16
	.000

	N of Valid Cases
	381
	
	

	a. 19 cells (76.0%) have expected count less than 5. The minimum expected count is .07.



This study assesses the benefit of Artificial Intelligence (AI) on operational Efficiency in Hotel Management, the case of selected hotels South West Nigeria. The researcher earlier in the study raised four (4) research questions, in attempts to answer the questions, twenty (20) research instruments (questionnaire) was constructed, five questions each relating to each one of the raised four research questions. The researcher adopted Likert five points scale of Strongly Agree (SA), Agree (A), Undecided (UD), Disagree (D) and strongly disagree (SD), to enlist responses from the three hundred and eighty-one (381) respondents that formed the sample population of this study.
Table 3. shows the respondents responses to five of the research instruments that bother about the Personalized Guest Experience and is impact on operational efficiency in hotels under the study area. Overwhelming majority of the respondents (856) representing (44.9%) strongly agreed to the testing instrument. On the other hand, eight hundred and fifty (850) respondents representing (44.6 %) also agreed to the testing instruments, where one hundred and nineteen (119) representing (6.2%) of the total 1,905 respondents that response to the five items that sought the respondents view of research objective one. However, forty-five (45) of the respondents representing (2.4%) were not able to decide if any of the items that sought the respondent’s knowledge about the objective one in the study areas. Also, thirty-five (35) of the respondents disagreed with the five items that sought the respondents view of the Personalized Guest Experience and is impact on operational efficiency in hotels under the study area. 
Table 4. Shows the Chi – Square/SPSS Statistical analysis of table 4. For reliability and accuracy of our findings, a statistical test of significance on  the Personalized Guest Experience and is impact on operational efficiency in hotels under  study was analyzed.  
Key Finding: Chi-square tests confirmed a significant relationship between AI and personalized guest experiences (p-value < 0.05).




4.2 Objective 2: Chatbots and Virtual Assistants
Chatbots and virtual assistants streamline communication and operational processes. They handle routine tasks such as reservations, inquiries, and service requests, freeing staff for complex responsibilities.
Table 6. the responses analysis of the five research instruments used to enlist response from the respondents as regrades the above objective. 
	         Variables
	SA
	A
	SD
	UD
	D
	Total

	 Chatbots and Virtual assistants will enhance operational efficiency
	155
40.7%
	192
43.3%
	175
12.3%
	202
2.9%
	102
0.8% 
	381
100%

	   Both can provide seamless and convenient experience for guests
	192
50.4%
	140
36.7%
	30
7.9%
	12
3.1%
	7
1.8%
	381
100%                 

	 Chatbots can provide regular assistance to guest in the study areas
	175
45.9%
	162
42.5%
	24
6.3%
	12
3.1%
	8
2.1%
	381
100%

	 . Both can lead to increased gust satisfaction
	202
53%
	145
38.1%
	14
3.7%
	15
3.9%
	5
1.3%
	381
100%

	 . Both cannot increase first hand guests access to information 
	102
26.8%
	75
19.7%
	185
48.6%
	12
3.1%
	7
1.8%
	381
100%


        Source: Field Survey, 2024  
 Research Hypothesis Two:
There is no correlation between Chatbots, Virtual Assistants and operational efficiency in the Hotels under study
Hi: There is correlation between Chatbots, Virtual Assistants and operational efficiency in the Hotels under study
Test: Chi- Square SPSS/ Software.
Table 7 summarize the five items in the research instrument (questionnaire, () used to enlist response from the respondents as regards the variable: “Chatbots and Virtual Assistants benefits in hotels under the area of study”
Table 7. Chatbots and Virtual Assistants benefits in hotels under the area of study
	Variables
	     
	     
	     
	     
	    
	Total

	  SA
    
	155
	192

	175

	202

	102

	826

	  A 
	165

	140

	162

	145

	75
	687
               

	SD
	47

	30

	24

	12

	185

	300


	UD
	11

	12
	12

	15

	12

	62


	D
	3

	7

	8

	5

	7

	30

	TOTAL
	381
	381
	381
	381
	381
	1,905


Source: Field Survey, 2024


	









Table 8: Q8 * Q10 Crosstabulation Count

	 

	
	Q10
	Total

	
	A
	D
	SA
	SD
	UD
	

	Q8
	A
	2
	0
	0
	160
	0
	162

	
	D
	0
	7
	0
	0
	1
	8

	
	SA
	73
	0
	102
	0
	0
	175

	
	SD
	0
	0
	0
	24
	0
	24

	
	UD
	0
	0
	0
	1
	11
	12

	Total
	75
	7
	102
	185
	12
	381





	    
 Table 9: Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	1028.421a
	16
	.000

	Likelihood Ratio
	646.644
	16
	.000

	N of Valid Cases
	381
	
	

	a. 14 cells (56.0%) have expected count less than 5. The minimum expected count is .15.



Table 7, shows the respondents responses to the above research instruments that bother about the Chatbots and Virtual Assistants benefits in hotels under the area of study.  Majority of the respondents (826) representing (43.4%) strongly agreed to the statement. On the other hand, six hundred and eighty-seven (687) respondents representing (36%) also agreed to the five research instruments enlisting responses about the Chatbots and Virtual Assistants benefits in hotels under study. The respondents that strongly disagreed were (300) representing (15.7%) of the total 1,905 respondents that responses to the five items that sought the respondents view about the above statement. However, sixty -two (62) of the respondents representing (3.3%) were not able to decide if any of the items that sought the respondents view have positive or negative impact on the testing objective in the study areas. Also, thirty (30) respondents representing (1.6%) disagreed with the items used to measures the objective two of the study.
Table 9, shows the Chi – Square /SPSS Statistical analysis. For reliability and accuracy of our findings, a statistical test of significance of Chatbots and Virtual Assistants benefits in hotels under study was analyzed 
Key Finding: The analysis demonstrated a strong correlation between chatbots and improved operational efficiency (p-value < 0.05).
4.3 Objective 3: Revenue Management
AI tools optimize pricing strategies, forecast demand, and manage inventory. These capabilities enhance profitability and align services with market trends
Table 10: Analysis of Revenue Management 
	Variables
	SA
	A
	SD
	UD
	D
	Total

	. Competitive prices and guest expectations are benefit of AI
	175
45.9%
	150
39.4%
	30
7.9%
	6
1.6%
	20
5.2% 
	381
100%

	Q12.Management of security in the hotels under study is one of the benefits of AI
	165
43.3%
	170
44.6%
	22
5.8%
	15
3.9%
	9
2.4%
	381
100%                 

	 Personalized pricing on guest profiles and revenue management is benefit of AI
	90
23.6%
	75
19.7%
	165
43.3%
	26
6.8%
	25
6.6%
	381
100%

	 AI can detect fraud, enhancing revenue managements in hotels 
	150
39.4%
	175
45.9%
	36
9.4%
	5
1.3%
	15
3.9%
	381
100%

	 Room rates and occupancy rates data can be analyses by AI
	197
51.7%
	152
39.9%
	20
5.2%
	10
2.6%
	2
0.5%
	381
100%


          Source: Field Survey, 2024  
Research Hypothesis Three:
 There is no significance difference between Revenue management, Fraud Detection, Security, and operational efficiency in the Hotels under study
Hi: There is significance difference between Revenue management, Fraud Detection, Security, and operational efficiency in the Hotels under study
Test: Chi- Square SPSS/ Software.
Variable: What is the role of AI in improving revenue management?
Table 11: Role of AI in improving revenue management
	Variables
	     
	     
	     
	     
	    
	Total

	  SA
    
	175
	165

	90

	150

	197

	777

	  A 
	150

	170

	75

	175

	152
	722
               

	SD
	30

	22

	165

	36

	20

	273


	UD
	6

	15
	26

	5

	10

	62


	D
	20

	9

	25

	15

	2

	71

	TOTAL
	381
	381
	381
	381
	381
	1,905


Source: Field Survey, 2024


	Table 12: Q12 * Q14 Crosstabulation Count

	 

	
	Q14
	Total

	
	A
	D
	SA
	SD
	UD
	

	Q12
	A
	160
	0
	0
	10
	0
	170

	
	D
	0
	9
	0
	0
	0
	9

	
	SA
	15
	0
	150
	0
	0
	165

	
	SD
	0
	0
	0
	22
	0
	22

	
	UD
	0
	6
	0
	4
	5
	15

	Total
	175
	15
	150
	36
	5
	381




	

 Table 13:    Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	963.092a
	16
	.000

	Likelihood Ratio
	653.048
	16
	.000

	N of Valid Cases
	381
	
	

	a. 13 cells (52.0%) have expected count less than 5. The minimum expected count is .12.




Table 11. shows the respondents responses to the research objective number three (3), five research instruments (questionnaire) were constructed and distributed to three hundred and eighty-one (381) respondents that formed the sample population for this study. 
Majority of the respondents that strongly agreed to the above questions were seven hundred and seventy-seven (777), representing (40.8%) of the total 1905 respondents that formed the sample population of the study. Also, seven hundred and twenty-two (722) of the respondents, representing (37.9%) agreed to the testing instrument.  However, two hundred and seventy-three (273) of the respondents representing (14.3%) strongly disagreed. The respondents that were on the opinion none of the testing items in research objective three will have positive or negative of AI impact positively in Revenue management, Fraud Detection, and security in hotels in the study areas are sixty-two (62) respondents representing 3.3%) from the studied sample population. While, seventy -one (71) of the respondents representing (3.7%) disagreed with the testing instrument. 
Table 13: shows the Chi – Square/SPSS Statistical analysis. For reliability and accuracy of our findings, a statistical test of significance to examine whether AI impact positively in Revenue management, Fraud Detection, and security in hotels in the study areas was analyzed.
Key Finding: AI positively impacts revenue management, with significant improvements noted in pricing and occupancy rate management (p-value < 0.05).
4.4 Objective 4: Guest Satisfaction and Operational Efficiency
AI technologies, such as fraud detection and real-time analytics, enhance security and build trust. Additionally, AI-driven insights improve service delivery and operational efficiency.
   Table 14: Guest Satisfaction and Operational Efficiency
	                    Variables
	SA
	A
	SD
	UD
	D
	Total

	. AI enhance operational efficiency via guest satisfaction and trust.
	155
40.7%
	185
48.6%
	21
5.5%
	15
3.9%
	5
1.3% 
	381
100%

	   AI can provide safe and secure environment for guest satisfaction
	156
40.9%
	172
45.1%
	33
8.7%
	5
1.3%
	15
3.9%
	381
100%                 

	. AI can monitor credit card fraud or identify theft.
	202
53%
	125
32.8%
	34
8.9%
	2
0.5%
	18
4.7%
	381
100%

	 . AI improve operational efficiency and quality of services presented
	180
47.2%
	150
39.4%
	30
7.9%
	10
2.6%
	11
2.9%
	381
100%

	. Fraud detection and security is one of the benefits of AI usage in study area.
	174
45.7%
	155
40.7%
	22
5.8%
	10
2.6%
	20
5.2%
	381
100%


          Source: Field Survey, 2024 
Research Hypothesis Four:
  There is no significance difference between AI enhancing operational efficiency and guest satisfaction in the Hotels under study
Hi: There is significance difference between AI enhancing operational efficiency and guest satisfaction in the Hotels under study
Test: Chi- Square SPSS/Software.
Variable: How does AI enhance operational efficiency and guest satisfaction?
[bookmark: _GoBack]Table 15: AI enhance operational efficiency and guest satisfaction
	Variables
	     
	     
	     
	     
	    
	Total

	  SA
    
	175
	165

	90

	150

	197

	777

	  A 
	150

	170

	75

	175

	152
	722
               

	SD
	30

	22

	165

	36

	20

	273


	UD
	6

	15
	26

	5

	10

	62


	D
	20

	9

	25

	15

	2

	71

	TOTAL
	381
	381
	381
	381
	381
	1,905


Source: Field Survey, 2024










	
                               Table 16:  Q19 * Q20 Crosstabulation Count

	

	
	Q20
	Total

	
	A
	D
	SA
	SD
	UD
	

	Q19
	A
	149
	0
	0
	1
	0
	150

	
	D
	0
	11
	0
	0
	0
	11

	
	SA
	6
	0
	174
	0
	0
	180

	
	SD
	0
	0
	0
	21
	9
	30

	
	UD
	0
	9
	0
	0
	1
	10

	Total
	155
	20
	174
	22
	10
	381


	Table 17: Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	1076.829a
	16
	.000

	Likelihood Ratio
	759.933
	16
	.000

	N of Valid Cases
	381
	
	

	a. 14 cells (56.0%) have expected count less than 5. The minimum expected count is .26.


Table 14, shows the respondents responses to the research objective number four (4) How does AI enhance operational efficiency and guest satisfaction? Five research instruments (questionnaire) were constructed and distributed to three hundred and eighty-one (381) respondents that formed the sample population for this study. 
Majority of the respondents that strongly agreed to the above questions were eight hundred and sixty-seven (867), representing (45.5%) of the total 381 respondents that formed the sample population of the study. Also, seven hundred and eighty -seven (787) of the respondents, representing (41.3%) agreed to the testing instrument.  However, one hundred and forty (140) of the respondents representing (7.3%) strongly disagreed. The respondents that were on the opinion none of the testing items in research objective four will have positive or negative impact of AI enhancing operational efficiency resulting to guest satisfactions in hotels under study climate are forty-two (42) respondents representing 2.2%) from the studied sample population. While, sixty -nine (69) of the respondents representing (3.6%) disagreed with the testing instrument. 
Table 17 shows the Chi – Square/SPSS Statistical analysis. For reliability and accuracy of our findings, a statistical test of significance of How does AI enhance operational efficiency and guest satisfaction
Key Finding: Results indicated a statistically significant improvement in guest satisfaction and operational efficiency through AI adoption (p-value < 0.05).
4.5 Objective 5: Generative AI in Hospitality
Exploring generative AI’s applications revealed opportunities for automating content generation, enhancing virtual assistance, and tailoring marketing efforts. However, its misuse or over-reliance could harm brand trust and customer engagement.
Key Finding: Generative AI offers innovative solutions but must be implemented cautiously to complement human services.
5. Discussion 
The study aimed at examining the benefit   of artificial intelligence (AI) on operational efficiency in hotels management. A case of selected hotels South West Nigeria. The study investigated four objective that bother about operational efficiency and the extent at which Chatbots and virtual assistance, Personalized Guest Experience, revenue management, and customers satisfaction affect hotel management in the study areas. Survey research design was adopted for the study, the research instrument used to enlist responses from the respondents was questionnaire, which was self-administered to (381) respondents that formed the sample population for the study. Four hypotheses were raised to investigate the stated objectives, Chi -Square SPSS Software was used in the testing of the stated hypothesis, in overall, 
the findings reveals that the stated objectives and the tested hypothesis were statistical significances to the operational efficiency in term of management in the hotels under study, which appeared that (AI) has the potential to revolutionize operational efficiency in the hotels under study. 
From the findings (AI) can provide hotels under study personalized and efficient services to guests, guest satisfaction and loyalty, leading to increased revenue and growth.  Also, AI can increase guest satisfaction in hotels under study by providing personalized experiences through gathering data on guests' preferences and behavior, such as their room preferences, dining preferences, and preferred activities. This result agreed with (Mariani, and Borghi 2021), who argued that through personalized recommendations and experiences to guests, the hotel could enhance guests’ overall experience. 
AI-powered chatbots are employed to provide guests with instant assistance and support. Chatbots, handle routine requests such as room service orders, housekeeping requests, and booking requests, freeing up staff to focus on tasks that are more complex. These results are in agreement with (Mariani and Borghi 2021), who argued that chatbots provide guests with information about the hotel and local area, such as restaurant recommendations and tourist attractions. This can enhance the guest experience by providing quick and efficient assistance and reducing wait times. 
6. Conclusion and Recommendations
The study concludes that AI has a transformative impact on operational efficiency and guest satisfaction in hotel management. By addressing critical gaps in understanding AI’s role in under-researched regions like Southwest Nigeria, this research offers valuable insights for global hotel management practices. However, the successful integration of AI requires addressing challenges such as data privacy, job displacement fears, and staff training. To maximize AI’s benefits, hotels should:
1. Balance AI with human interaction to maintain personalized service.
2. Invest in staff training and development.
3. Implement robust data security measures.
4. Gradually introduce AI technologies to mitigate resistance.
5. Explore generative AI applications while ensuring ethical and effective implementation.
Future research could explore AI adoption in other regions and sectors within the hospitality industry.
Disclaimer (Artificial intelligence)
Author(s) hereby declare that NO generative AI technologies such as Large Language Models (ChatGPT, COPILOT, etc.) and text-to-image generators have been used during the writing or editing of this manuscript. 
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