                   
          Conference   Research   Paper   
                   
                  The future of   work:  Artificial Intelligence and human  
                                collaboration in hotel and hospitality 

               Module: Contemporary Themes in the Hotel and  
                                               Hospitality Sector  
                                                      BMIH6001







Student name: ALINA-CRISTINA PRUTEANU
Student ID: 2209886
Lectures name: ANTONIETTE MILNE
Word count: 
                                                     






    





















Abstract
Artificial intelligence is becoming a practical tool in hospitality, not as a replacement for staff, but as support for them. With ongoing staff shortages and increasing guest expectations, hotels use AI tools like chatbots, robotic assistants, and data-driven systems to handle repetitive tasks and speed up service delivery. These tools are not flawless, but when used well, they allow employees to focus on more complex and personal aspects of guest interaction. This report is based on a review of current research and real-world examples. A PEST analysis (Political, Economic, Social, and Technological) helped frame the broader context and highlight some of the tensions hospitality businesses face. Issues such as emotional intelligence, the pace of tech adoption, and staff training emerged as recurring themes. While AI brings gains in efficiency, it cannot fully replace human qualities like empathy and emotional judgment. Guest loyalty is still built through trust and personal connection, areas where technology has limits. The outcome is often negative when artificial intelligence tools are introduced too quickly or without proper planning. Guests may become frustrated, and staff can feel replaced or undervalued. These are not minor side effects; they directly impact service quality and team morale. For that reason, a more deliberate approach is recommended. Begin with small-scale implementation, priorities meaningful staff training, and treat feedback as an ongoing process rather than a one-time checkbox. These steps create a smoother integration and reduce the sense that AI is being imposed rather than thoughtfully adopted. While AI can manage many operational tasks, people still define the guest experience. Hospitality has never been only about speed or automation. At its core, it remains a human-centred industry.
Introduction Artificial intelligence is already part of how many hotels operate today. It shows up in ways that are easy to miss: automated check-in systems, digital concierges, and tools that guess what guests might want next. These technologies are no longer experimental. They are being used, adjusted, and sometimes relied on. This occurrence can be traced to prior developments. The industry has been dealing with staffing shortages, tighter budgets, and growing expectations from guests who want things to work faster and feel more personal. AI, in many cases, seems to offer a way through. It handles tasks that are used to slow employees down, keeps things running when teams are short-staffed, and helps hotels respond quickly. But it’s not a complete solution. One thing it does not replace is the human side of the job. That ability to read a situation, show empathy, or make someone feel genuinely welcomed, situations that still depend on people. This paper does not ask whether AI should take over; instead, it focuses on how AI can support hotel staff by improving efficiency without compromising emotional and interpersonal service. The goal is not a complete handover to machines, but a shared system where each part (human and technological) makes the other more effective.
Literature Review Artificial intelligence is becoming increasingly visible across hotel operations, not just as a time-saver but as a tool that is slowly changing how tasks are handled daily. Many hospitality brands already use services like self-check-in, virtual concierges, and chatbot systems. These tools help manage fundamental guest interactions and free up time for staff to handle other things. In busy hotels, that kind of support can make a noticeable difference (Dutta, 2024). In kitchens, AI is also making an impact. Some systems now help tailor menus to guest preferences, cut food waste, and speed up preparation times, benefiting both the business and the guest experience (Dancausa Millán and Millán Vázquez de la Torre, 2024). Inside guest rooms, voice assistants add another layer of convenience, offering hands-free control over services or information without putting pressure on front-desk staff (Buhalis & Moldavska, 2020). But even with all these improvements, human input still plays a key role. The hospitality industry is built on interaction, and many more subtle or emotionally complex service parts cannot be automated easily. Technology works best with structured requests, but machines fall short when resolving issues, offering comfort, or picking up on emotional cues. Guests tend to notice this. According to Huang and Rust (2018), AI may handle tasks quickly, but guests prefer real people when things feel more personal or sensitive. A polite conversation or friendly check-in still holds more value for many than getting information instantly (Ratnoday et al., 2025). Staff reactions to AI are complicated. In some hotels, workers feel left out of the transition and worry that automation might replace their roles entirely. This worry is more common when there is no training or the rollout is unclear. However, in cases where leadership explains how AI fits into the workplace and provides tools to adapt, employees are more likely to engage positively. Yin et al. (2024) found that with guidance and support, staff started to view AI as helpful, not threatening. People with more proactive tendencies, or those who feel empowered in their roles, often find it easier to work alongside these tools (Kong et al., 2023). Even so, not all outcomes are positive. According to Koo et al. (2021), some employees feel distanced from work or emotionally drained when their role starts to feel secondary to technology. Guests’ views on AI differ based on individual preferences and experiences. Some are open to it, especially younger travellers who are used to using tech in everyday life. They tend to appreciate the speed of automated booking or ordering services. But that openness has limits. When something goes wrong or the service becomes more personal, like spa treatments, concierge support, or dealing with complaints, most people still want a human being involved (Rauf et al., 2022). Trust is also a factor. Guests generally have more confidence in human-written reviews or suggestions. Even when AI-generated content is accurate, it can feel less trustworthy, especially when big decisions are involved (Tan, Liu and Litvin, 2025). Some hotels have started blending AI into their operations in more visible ways. Hilton introduced “Connie,” a robot concierge that uses IBM Watson to answer basic questions. Marriott has gone a different route, using AI chatbots for bookings and service requests (Sahota, 2024). These examples show how large brands use AI to simplify high-frequency tasks, but they also reflect a broader trend: automation is entering service roles selectively, not entirely replacing them. This suggests that hybrid models may remain dominant in the near term. These tools work best for high-frequency tasks. They do not replace the staff but give employees more time to focus on situations that need attention. Still, even in these cases, most hotels use a hybrid approach. It’s rarely all or nothing; technology supports the team, but doesn’t take over completely. Even so, there are gaps. Many staff say they were not appropriately trained or were left out of decisions around AI implementation. In many cases, training programs have not been updated, or there is no clear guidance on how technology should help (Zielinski, D., 2024). This is especially true in hotels that have long relied on face-to-face service. For staff who have built their roles around guest connection, it is hard to see how AI fits in without making their work feel less meaningful (Vinnakota, 2023). Without proper communication and planning, hotels risk building systems that staff do not fully understand or want to use. Aly (2024) identifies this disconnect as a key challenge to long-term strategic outcomes. AI is reshaping hospitality, not just accelerating it. It is not only about making check-in faster or helping with room requests. The key point is that AI is starting to influence how the system runs—how staff roles are set up, decisions are made, and even how service is defined. What’s interesting is that a lot of these changes aren’t even that visible at first. Sure, there’s more automation. However, the fundamental shift is in how people interact with the process. And that’s not always easy to manage. AI brings some clear benefits: efficiency, lower costs, and maybe more accuracy. But it’s also easy to lose the personal side of things if those tools are used without thinking about the human part. To look at this from more than just one angle, the report uses a PEST analysis. That means looking at political, economic, social, and technological factors to determine what drives these shifts. It’s not a complete answer, but it helps make sense of a complicated picture.
Method This report looks broadly at how hotels are starting to use artificial intelligence and how that shift is affecting the people who work in the industry. Instead of running interviews or gathering original data, it builds on existing research, mostly recent publications and case studies. The goal was to describe new tools and explore how they support (rather than replace) hotel staff in day-to-day work, guest experiences, and broader operational planning. Rather than analysing everything through one lens, the research pulled ideas from different areas, such as economic shifts, workplace changes, technology trends, and even how public policies play a role. The sources consistently highlighted a set of common challenges. Concerns about job loss and questions about training, privacy, and whether automated systems can meet guest expectations were common. A few real-world examples helped give the topic more grounding, though they were not the focus. It’s important to mention a few limits. No original data was collected, and AI is evolving fast, so parts of the analysis may become less relevant over time. However, the research offers a starting point for thinking about how technology and people work together, reflecting both efficient and challenging moments.
PESTLE Analysis Political Factors The rise of AI in hospitality forces hotels to think carefully about legal and workplace impacts. One big issue is data privacy. When hotels gather guest information through AI systems, such as preferences or previous stays, it can help improve service. But there are legal limits. In the EU, for example, GDPR rules clarify that hotels must explain how data is used, ask for permission, and keep it secure. Getting that wrong could mean fines or losing guest trust (Adrianto et al., 2025). Now, labour is a whole different concern. AI is showing up in places that used to rely entirely on people, like the front desk or food service. That shift creates uncertainty, especially where job protections are involved. Some unionised environments have already started pushing back. They want clarity: will jobs be cut, or will staff get retrained and moved into other roles? According to Zielinski (2024), tension usually grows when companies move too fast and leave staff out of the process. Without solid planning, trust breaks down, and AI becomes a stress point instead of a support. Economic Factors There is a strong economic argument behind AI adoption in hospitality. Hotels use it to automate service, reduce costs, and collect better insights from customer data. Take Marriott’s chatbot as an example: it is designed to handle common guest requests and booking issues, which means fewer tasks for staff and faster responses overall (Schick, 2017). These tools are intended to improve operations and the guest experience. However, it represents more than a short-lived advantage. Implementing AI systems usually requires a serious investment. That includes buying the right tools, training people, and sometimes changing the job structure. Large hotel groups may be able to handle this type of investment. Nevertheless, smaller businesses might not have the budget or the support systems to manage that change. AI adoption also intersects with employment-related challenges. Many roles in hospitality, especially in entry-level or lower-wage brackets, are at risk of being replaced. For workers who are already vulnerable, especially after the financial impact of COVID-19, this can feel like another layer of instability (Ng, Hao and Zhang, 2024). However, some hotels remain cautious in their approach to automation. Certain hotels, like Japan’s Henn-na Hotel, are testing a mix of robots for routine tasks and people for anything that needs empathy or adaptability (Roy & Pagaldiviti, 2024). It may not fully resolve the issue, but indicates a pragmatic middle ground. Social Factors AI is becoming more common in hospitality settings, and changes what some guests expect from their stay. People who use technology in everyday life (especially younger travellers) often respond well to hotel systems that remember past choices or speed up check-in. It makes things easier and, for many, feels like an improvement (Milton, 2024). There remain contexts in which human judgment and empathy are essential. Guests who are upset, confused, or looking for a thoughtful conversation usually prefer speaking with a staff member. Tasks like handling complaints, offering wellness services, or managing high-end requests are still better suited to people than machines (Sardesai et al., 2024). Hotel employees have mixed feelings about the shift. Some enjoy how AI can handle minor or routine tasks, allowing them to focus on parts of the job that they find more rewarding. Others are more cautious, especially if they aren’t confident with technology. In both Cairo and China, researchers found that when teams received clear training on how to work with AI, they adapted more easily and were less stressed (Wang and Hou, 2025; Liu et al., 2024). So, how AI is introduced seems to matter just as much as what it does. Technological Factors AI has moved rapidly in recent years and is already used in several hotel operations. Some hotels now use it to predict how full they’ll be on specific dates or to adjust prices based on demand. It can also help track equipment or maintenance needs before things break down. These systems often lead to fewer delays and smoother service overall, which can improve the guest experience and help control expenses simultaneously (Buhalis & Moldavska, 2020). However, moving from traditional to automated systems often involves significant challenges. Some properties face difficulties due to the cost of these tools and the lack of easy integration with existing systems. Getting data from different platforms to work together is one challenge. Another is ensuring that sensitive information is protected, especially when systems are connected online. Security is a genuine concern. Not all users respond positively to the feel or behaviour of the technology in practice. Some guests, especially in high-end hotels, feel uncomfortable using voice systems or talking to machines instead of people (Jia et al., 2025). A hybrid approach appears to be the most effective. Some hotels let AI handle the basics (answering common questions or checking availability) but keep people in place for anything more personal. Hilton’s “Connie” is a good example. This digital concierge supports the front desk, but staff are still there when guests need more than a quick answer (Sahota, 2024). It balances technological efficiency and the personal touch that defines quality service. Critical Reflection AI is already making a noticeable impact in hospitality. It helps hotels work more efficiently, offers guests more tailored experiences, and supports faster, more informed decision-making. In many cases, it also helps with staffing issues by taking over tasks that do not require personal attention. These strengths make AI a valuable addition to many parts of hotel operations. However, these gains mean little if staff are not equipped or willing to work with the technology. Efficiency alone does not guarantee service quality; staff confidence and clarity of purpose are just as critical. However, this approach is not without limitations. Some employees feel uncertain about what AI means for their jobs, and not all guests are comfortable interacting with machines. The costs can also be high initially, and legal and regulatory issues take time. These are not minor concerns; they must be part of any serious conversation about AI in this field. Overall, AI seems best suited as a support system rather than a replacement for people. Hotels that take the time to train their staff, listen to guest feedback, and find the right balance between automation and personal service are more likely to succeed. Ultimately, the combination of innovative tools and human presence will define the future of hospitality. This solution does not lie in choosing between the two, but in blending them.
Conclusion Integrating AI into the hotel and hospitality sector offers operational advantages, including faster service and more personalised guest experiences. These tools are increasingly used to address staffing shortages and streamline workflows. However, relying solely on automation is not without risk. The value of human interaction (particularly in complex or emotional service situations) remains essential. This report highlights the importance of using AI not as a replacement, but as a complement to human services. Its success depends on how thoughtfully it is introduced. Hotels that invest in staff training, maintain open communication about automation, and prioritise guest experiences that still feel personal are more likely to benefit from technological change. Looking ahead, a balanced approach that influences digital tools and human skill sets will be essential to maintaining service quality in an evolving industry.
Recommendations To make AI work effectively in hospitality, hotels should start by having their staff use this technology daily. Training matters, not only for learning the tools but for helping employees feel confident using them. In research from China and Cairo, staff who underwent specific AI-related training felt more at ease and even contributed new ideas around its use (Wang and How, 2025; Liu et al., 2024). So, the benefits go beyond just skill-building. It also helps when AI is introduced to support the team, rather than replace it. When systems handle routine tasks and leave human workers to focus on guest interaction, the balance tends to work better. Herrmann and Pfeiffer (2023) observed that this model, sometimes called “human-in-the-loop,” often led to less stress and more employee collaboration. Starting with simpler systems, like automated check-ins or room requests, can also ease the transition. These kinds of tools don’t usually interfere with the parts of the service where emotional interaction is more important. Hotels that took this approach, like those studied by Pan and Fu (2024), could automate without affecting how guests perceived the experience. Of course, feedback is crucial. In many cases, the only way to understand what is working is by hearing directly from staff and guests. That can happen through casual conversations, surveys, or digital feedback tools. Buhalis and Moldavska (2020) pointed out feedback loops are essential for adjusting systems over time, rather than assuming the first version will work for everyone. Finally, there’s the bigger picture. While AI might offer short-term savings, hotels, especially in the premium space, have to protect their identity. If personal service is what sets them apart, too much automation could do long-term damage. Adrianto et al. (2025) emphasised that ethical concerns like fairness, transparency, and staff displacement must be part of any serious AI plan.
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