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Interviewee

Federalberghi Lombardia is the regional
association representing the hotel sector in the
Lombardy region, Italy. It operates within the
national Federalberghi system, Italy’s leading
organisation for the tourism and hospitality
sector. Federalberghi Lombardia represents the
interests of hoteliers vis-à-vis regional institutions,
provides technical and advisory support to its
members, and coordinates the activities of the
provincial associations - such as Federalberghi
Milano, Federalberghi Como and Federalberghi
Brescia - to promote and strengthen the
hospitality industry across the region.

Company profile

Fabio Primerano
President of Federalberghi
Lombardia

Fabio Primerano is an international expert in the
field of artificial intelligence and technological
innovation applied to various sectors. He is a
protagonist of the digital transition in Italy, with a
background in engineering and an MBA from MIT
in Boston. With a career that includes top
manager positions, such as CEO and President in
major multinationals such as SIEMENS, today he
heads the "AI for Travel, Tourism and Hospitality"
Scientific Department of ENIA (Ente Nazionale per
Intelligenza Artificiale – National Organisation for
Artificial Intelligence) and is a member of the
Technical Committee for the Digital Transition of
the Lombardy Region. In the Travel & Hospitality
sector, Ing. Primerano holds the role of President
of Federalberghi Lombardia and member of the
Board of Federalberghi Nazionale. As a professor
at the IULM University of Milan, he teaches
artificial intelligence and digital marketing,
translating the potential of artificial intelligence
into practical solutions for businesses and
territories.
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Year of foundation: 1990*
Size: between 11 to 50
Sector: Travel & Hospitality

* Federalberghi was formally founded in 1990, following the reorganisation of the
former FAIAT (Federazione delle Associazioni Italiane Alberghi e Turismo). Its
origins, however, date back to 1899, with the establishment of the Società Italiana
Albergatori. After the Second World War, the organisation was reconstituted in
1950 in Rome as FAIAT, before adopting its current name, Federalberghi, in 1990.



Among all major industries - such as finance, banking, telecommunications, automotive,
real estate, chemicals, and healthcare - the travel and tourism sector is one of the
industries that will be most profoundly transformed by artificial intelligence. The impact of
AI on travel and hospitality will exceed even the disruptive effect the Internet once had on
the sector. This transformation will occur rapidly and for three primary reasons.

First, travellers’ behaviours are fundamentally changing. Instead of conducting extensive
research and reviewing numerous results, travellers increasingly expect simple, direct
answers to their questions. AI naturally supports this shift by enabling highly personalised,
conversational interactions. As travellers adopt these new habits, all related business
models in the travel and hospitality industry must adapt accordingly. The driver of change
is not only technological advancement but the evolution of traveller expectations and
decision-making processes.

How is AI reshaping the travel and
tourism sector?
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Second, the industry has shifted from a historic lack of reliable data to an overwhelming
abundance of information. In the past, travel operators often relied on outdated or
incomplete data. Today, however, there is far more information available than any human or
organisation, regardless of size, can efficiently collect, analyse, or interpret. The pace of the
travel market has accelerated so significantly that the limiting factor is no longer data
availability, but the time and capability required to process it. Traditional systems and
software are now insufficient to manage this complexity.

“We as travellers will not make any more research. We will
make questions. We will not be available to look through 

a lot of results. We want only one answer.”

Third, the booking cycle is rapidly shrinking. In previous years, travellers typically planned
and booked trips months in advance. Today, due to technological advancements and
mobile access, bookings increasingly occur at the last minute. Price patterns have also
changed, reducing the advantage of early hotel reservations. As a result, travel companies
must analyse vast amounts of data and respond to customer intent within increasingly
shorter timeframes - something current systems cannot support. AI will be essential in
accelerating data processing and enabling real‑time decision-making.

For these reasons, the travel and hospitality industry is positioned to be transformed on
every level by artificial intelligence. Indeed, there are many internal business processes that
will be completely reshaped by AI.

“It's not that we don't have the data. 
It’s that we don't have time.”
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The primary and most crucial aspect is customer reputation management. The traditional
star-rating system is no longer the decisive factor for travellers. Guests today are far less
interested in whether a hotel has two, three, or five stars. Their first and most influential
point of reference is reputation. This represents one of the most significant shifts in
traveller behaviour. Reputation has become the leading element in their evaluation
process. For this reason, discussions on revenue management must begin with reputation
management. Without a strong and well-managed reputation, efforts in revenue, sales,
marketing, or advertising will deliver only limited results.

Other elements - such as destination, hotel category, or price - follow after reputation.
Some might argue that price should come first. However, extensive data from the Italian
market, as well as recent research by New York University, demonstrate that travellers are
willing to pay more for hotels with a higher reputation. The higher the reputation, the lower
the travellers’ price sensitivity. Given a choice between comparable hotels, guests
consistently choose the one with the stronger reputation, even at a higher price.

For instance, based on data from two thousand hotels in Lombardy, clients prefer a higher
reputation hotel roughly four times more than a hotel with a lower reputation. In total, 76%
of clients are willing to pay more for higher quality reputation hotels. For just a 5% of
increase of reputation, clients are willing to spend 10% more in the price, and the higher
the increase in reputation, the higher the willingness to pay more. Four-star hotels can
charge their clients - just going from good to fabulous reputation - up to 200% more. For
five-star hotels of the luxury sector, even 500% more. Of course, this is just a range, but it
highlights what immense impact a hotel’s reputation can have on prices.

In which areas will AI have the
biggest impact?

“AI finally makes the long‑sought ‘KYC – Know Your Client’
vision a reality.“

AI allows hotels to elevate reputation management from a reactive function into a
strategic discipline. By synthesising vast volumes of guest interactions - across reviews,
social channels, operational data, and on‑property touchpoints - AI uncovers patterns that
humans rarely detect. This enables hospitality leaders to identify systemic issues early,
understand the drivers of guest sentiment at scale, and prioritise improvements with
measurable impact, anticipating customers’ needs and requests. Rather than simply
responding to feedback, hotels can use AI‑driven insight to shape guest perception
proactively, align service delivery with brand promise, and build a reputation that is
consistent, resilient, and intentionally managed.

To this extent, AI enables hotels to transform fragmented guest insights into strategic
reputation intelligence, allowing brands to proactively shape perception rather than
simply react to reviews.

Reputation management
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Demand analysis and forecasting

The second key area is demand analysis and forecasting. Until recently, many hotel
operators relied heavily on past performance: comparing last year’s results for a given
month and adjusting rates by an arbitrary percentage. This approach depended on gut
feeling rather than on a structured analytical or statistical method. Yet no industry can
establish effective pricing without examining not only historical data but, more importantly,
future demand indicators.

Airlines illustrate this evolution well. Their dynamic pricing models are driven by load
factors and real-time market demand. While hotels may not follow the exact same path,
pricing strategies are increasingly shifting toward dynamic, forward-looking models
supported by AI-driven demand forecasting rather than historical averages.

Moreover, hotel and destination performance have become deeply interconnected. A
hotel’s reputation influences the reputation of the destination, and vice versa. Increased
interest in a destination benefits all hotels within it. Conversely, declining service quality in
local hotels can negatively affect the destination’s overall appeal, which in turn reduces
demand and impacts hotel results. The entire destination ecosystem - hotels, experience
providers, attractions, transportation - now operates in a highly interdependent manner.
Therefore, when conducting demand analysis and forecasting, hotels must look beyond
their own property. It is essential to monitor competitors, the broader market, and the
performance and appeal of the destination as a whole.

The front office and concierge functions will undergo significant transformation. This
development goes far beyond the simple introduction of self‑check‑in systems, although
these are already widespread, as travellers increasingly prefer to avoid waiting at
reception. Artificial intelligence will play a decisive role, much as it already does in the
airline industry. At airports today, traditional service counters have largely been replaced
by self‑service kiosks and automated processes. A similar evolution is expected in hotels. AI
systems can identify guests, manage extensive information in real time, and support
personalised interactions that a single employee at the desk may not be able to provide.

We will therefore see the emergence of various AI‑driven tools: chatbots, virtual agents,
digital avatars, interactive kiosks, and other immersive interfaces. Guests are already
familiar with this type of interaction from sectors such as banking and aviation, where
face‑to‑face counters have been replaced by ATMs, digital devices, and mobile apps. As
these technologies become standard, they will fundamentally reshape front office and
concierge operations, introducing new forms of guest interaction that combine efficiency,
personalisation, and automation.

Front office and concierge functions

What barriers do front office and concierge services face today?

A hotel’s most valuable asset is its guests and knowing them well is essential to creating
memorable experiences. Yet, front office and concierge services are faced with several
barriers on a daily basis. These include, but are not limited to, language, knowledge and
expertise, memory, timing, and ubiquity. AI has the potential to remove all of these barriers,
providing consistent, high‑quality service across the entire guest journey.
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Employee training and loyalty are essential, yet many companies still underestimate their
strategic value. Establishing long‑term relationships with employees and strengthening
their commitment to the brand directly improves performance. Well‑trained, motivated
staff deliver higher‑quality service, which enhances the guest experience and ultimately
contributes to a stronger reputation. In turn, a stronger reputation positively influences all
aspects of business performance.

However, this is difficult to achieve in practice. Language barriers, limited time, and
organisational constraints make consistent training challenging, especially in hospitality
markets dominated by small, independent hotels. In Italy, for example, only a small
percentage of hotels belong to major chains with dedicated HR departments. The vast
majority operate with minimal organisational structures and lack the capacity to provide
continuous in‑house training. Managers often must balance daily operational demands
with onboarding new staff, which leads to gaps and friction.

How can AI facilitate employee
onboarding and training?

“After my clients, the second biggest asset that I have 
is not my properties but my workforce.”



AI offers a substantial solution. Today, training can be supported by virtual avatars that
employees can consult at any time - at home or outside their shift. These systems provide
multilingual guidance, answer questions, and offer structured learning without the
pressure of being judged by a supervisor or colleague. This is particularly valuable, as new
employees often hesitate to ask questions for fear of appearing unprepared.

Yet the benefits extend beyond onboarding. To preserve and strengthen the workforce,
ongoing development is essential. Terms like “upskilling” are rarely used in the hospitality
sector, where the focus tends to be on basic training or learning on the job. Existing
employees also need opportunities to refresh and expand their skills, adapt to new tools,
and understand how the industry is evolving.

AI facilitates both upskilling and reskilling, supporting continuous development for the
entire workforce. It helps hotels streamline onboarding, retain organisational knowledge,
and provide personalised learning pathways, thus creating a more capable, confident, and
loyal team.
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Saying there is an impact or there is a risk that AI can substitute some processes, is a
totally different story than saying that AI will substitute human beings.

Concluding remarks

“Hospitality is a human-based business, supported by AI -.
‘Human Touch’ will continue to be the key.”

Just because some of the tasks that staff do today are done much better by AI does not
mean they need to lose their job. In contrast, if you take these people and they improve
their skills, moving to higher-level processes, which are required inside the hotels, I do not
see a risk of losing people. If you understand this trend and can intervene immediately, you
can certainly benefit from the new wave driven by AI. If you do not, you will be swapped out
like it happened with the Internet and the rise of Online Travel Agents (OTA).

“You are free to forget about AI if you are willing to take the
risk that AI will forget about yourself.”

Using AI is not an obligation – you are free – but think twice before saying that I can skip, I
can postpone, I can avoid. Towards the end of the 90s, when the Internet just started, most
hotels in the world thought of it as a nice-to-have rather than a necessity. “I have my phone
books, my agenda, I know all my clients over the world, they know me, so I do not need the
Internet for making a reservation.” Everyone knows what happened next - we did
booking.com with the OTAs etc.

“What happened with the Internet is just the tip of the top of
the iceberg, if you look at what AI will bring as an impact.”
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