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Abstract
AI has emerged as a vital contemporary theme in the hospitality and hotel sector due to its ability to break the chain of using traditional ways to offer high guest services. This paper aims to evaluate the significance of artificial intelligence in terms of enhancing guest experience in the hospitality and hotel sector. Several studies have been conducted to get a deeper understanding of this trend where it is found that AI is used to offer a seamless booking system, simultaneously it is used to reduce check-in and checkout time. Qualitative research methods and secondary data collection techno have been used as well and this content analysing method gas has been used as an analysis technique to bring out the best outcome. Based on the theme of impact analysis it is found that improved economic condition offers hospitality and hotels to invest in AI technology as well as higher dependency on using AI for advances in technology causing a reduction in efficiency in staff. Some recommendations are given in this report: investing robust security system, offering training to the staff about the use of AI and staying informed about emerging AI technologies and trends by hospitality and hotel sector organisations.
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In this bustling landscape of business, the hotel and hospitality sector needs to grab the opportunity to enhance customer experiences to increase their engagement to ensure their profitable situation (Tribe, 2009). From a report, it is found that in the year 2024, the hospitality and hotel sector reached its higher growth position and found that it contributed 10% of the global GDP (karryon.com, 2024). To offer a high guest experience where in recent times, AI broke the traditional system of providing customer service and brought revolutionary changes that are helpful for workstations, especially organisations within the hospitality and hotel sector (Jabeen, Al Zaidi and Al Dhaheri, 2022). With the rise of customer-centric expectations and the growing demand for seamless and personalised services, AI enables way that offer hospitality and hotel sector to break the chain of using traditional ways to offer high guest services and for that reason, AI has emerged as a vital contemporary theme in the hospitality and hotel sector. As competition grows in this existing sector where using Artificial intelligence has become essential for this sector to provide outstanding guest experiences and foster sustainability to sustain a strong market position (Ford and Sturman, 2020). Therefore, this paper aims to evaluate the significance of artificial intelligence in terms of enhancing guest experience in the hospitality and hotel sector. 
Objectives:
· To examine the role of AI in offering a personalised guest experience
· To analyse the use of AI in the hospitality and hotel sector.
· To explore future AI trends in the hospitality and hotel sector.
[bookmark: _Toc188189411]Literature Review 
Role of AI in offering a personalised guest experience
A study made by Babatunde et al., (2024) addressed several roles of AI that aid in offering personalised customer experiences where this study mainly focused on showing the role of AI in marketing that offers personalized customer marketing content based on analysing a greater number of customer data to attract customer. A survey conducted on 436 participants where a study made by Ameen et al., (2021) found that 78% of respondents believed that taking customer services from the AI chatbot helped customers to have higher personalised customer experiences which increased customer engagement with the organisation that offers these services. Cooper and Hall, (2019), it is found that especially in the hospitality sector where AI plays a crucial role in the aspect of workstations because it helps workstations address guests' personalised preferences by analysing data to offer personalised experiences to the guests like offering hotel rooms, amenities and many other things. Simultaneously, using that AI in their operation where it is found that organisations can increase their personalised services offering to the customer by 45% (Buhalis and Moldavska, 2021). However, another scenario is found in the study made by Roelen-Blasberg (2024) where it is found that 12% of hoteliers think that guests are not ready for the use of AI in hotel operations. Despite these, a study made by Ivanov and Webster (2019) stated that AI in the hotel and hospitality sector where AI play a significant role because of enables a way to offer personalised recommendations to guests about selecting different types of rooms, amenities and other activities based on personalised preferences of guest which assist organisations to offer higher personalised guest experience and seize to grab high guest engagement in their organisation.
Use of AI in the hospitality and hotel sector
A study made by Limna (2023) stated that in modern-day, hospitality and hotel sectors AI is used in various ways where this study shows the significant use of AI in recommendations to guests to assist in choosing services like room types, amenities and many other things. Another study made by Costa and Costa (2022) showed that to foster sustainability to grab the attention of eco-conscious guests in the hotels and hospitality sector, organisations use AI to offer automation in offering services like reducing excessive water use and energy consumption rates by providing real-time data through AI which is not only increasing awareness among sustainability practice among guest but also assists to feel contributor to make better world among the guest. A study made by Nam et al., (2020) found that the integration of AI can help InterContinental Hotels Group (IHG) to reduce waste by fostering recycling practices to offer recycled amenities to guests in their hotel increasing customer satisfaction levels by 35 % and decrease the cost in 20%. Besides fostering sustainability through AI, another study made by Buhalis and Moldavska (2021) showed different uses of AI in the hotel and hospitality sector, this study showed that AI is used by the hotel and hospitality sector to offer a seamless booking system where integration of AI technology helps guests to make the easy booking process to book to ensure easy access to all. To improve this study another study made by Roy et al., (2024) showed that AI assists in offering constant checking this report found that by using AI, hotel organisations managed to reduce checking time by 45% compared to the manual process where the human touch was involved. 
Future AI trends in the hospitality and hotel sector
As AI becomes increasingly adopted in the hospitality sector, new trends are expected to emerge in the future. A study made by Kumar, Kumar and Attri (2021) identified future trends of AI in the hospitality and hotel sector that is predictive personalisation where in the future AI can analyse guest lifestyles and choices and based on the analysis AI can help organisations to offer exceptional personalised guest experiences that can increase guest satisfaction level. Another future trend is found in the study made by Milton (2024), where the study highlights AI-driven inventory management that can help organisations within the hospitality and hotel sector to predict demand by analysing historical data and booking trends which can assist in measuring stock levels that can reduce waste, cost and foster sustainability practices that not only increase brand reputation but also help guests to seize great guest experiences. Eventually, in the future AI can be used to monitor and predict maintenance needs that not only help organisations to ensure a good environment in hotels and the price of accommodation but also help customers to have good guest experiences (Sharma, Singh and Tyagi, 2024). 
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To conduct this study, where this study has been followed the Qualitative Research Method. Using the qualitative research methods aids this study in getting an in-depth understanding of the significance of AI in terms of enhancing guest experience in the Hotel and hospitality sector (Berg and Lune, 2019). Additionally, this study has used Secondary Data collection techniques to conduct this study which assists this study in taking secondary data from Secondary Sources like online journals, newspapers, industry journals and so on which is easy, less time consuming and requires less cost to bring out the best outcome (Taherdoost, 2021).  Furthermore, this study has followed Content Analysis as an analytical technique which aids this study in analysing different types of secondary information regarding AI and its impact on the hospitality and hotel industry. To conduct this study in time, a Gantt chart has been followed as well and Google Scholar has been used to collect qualitative secondary data regarding the contemporary theme (Clegg, Skyttermoen and Vaagaasar, 2021).
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PEST Analysis
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Figure 1: PEST Analysis.
Source: (Zhao, Mei and Guo, 2023).
Political 
In the hospitality and hotel sector where political factor has a great influence that shapes the way to operate the business within this sector. In the aspect of political instability situation where it hampers workstations' operational activities when any organisation operates their business in another country as a result hotel and hospitality sectors face high restrictions and regulations that cause high-level impact. For instance, the Brexit issue triggered the UK to change several regulations in terms of handling customer data which hinders hospitality and hotel sector organisations from using AI to offer personalised guest experiences because to offer personalised experiences AI highly depends on guest data whereas changing the regulation of handling data can hinder to effectively use of AI technology in their operation due to fear of facing legal action (Mckinney, 2020). On the aspect of addressing the strength of political factors, it is found that in recent times data security concerns have increased when this changing policy by the government can increase the awareness among hospitality and sector organisations to carefully use AI while offering different services to their guests by using guest data (Kumar, Kumar and Attri, 2021). Eventually, showing careful handling of guest data in terms of using AI can help workstations gather higher brand value as well as avoid legal action that increases this reputation and can offer guests a great experience. 
Economic 
To operate the business in the hospitality and hotel industry where economic factors play a crucial role. Good economic conditions offer the scope for hospitality and hotel sector organisations to get opportunities to increase their profitability situation. For example, the increased GDP condition in the UK helps organisations to generate more revenue which can further help these organisations invest more in implementing AI technology in their business operation which can help these organisations offer great services to the guest to enhance their experiences (Rickly, 2022). However, economic downturn situations like increased inflation rates can put this workstation face higher costs of implementing AI technology in their operation. Despite these limitations, in an economic downturn situation where guests have fewer purchasing habits (Bulchand-Gidumal et al., 2024). In this condition, by using AI, organisations within this sector can analyse economic conditions to prefer competitive pricing to the guests to increase their interest to take the services which not only helps guests to get the confidence to pursue services but also helps workstations to have the opportunity to ensure the flow of their revenue during the economic downturn. Eventually, adopting AI can help organisations reduce their operating costs during economic downturn situations because implementing AI can help organisations reduce manpower costs which overall reduces their operational costs and helps to maintain a stable position during downturn situations (Sigala et al., 2021).
Social 
In recent years, changing social perspectives have had a significant impact on the hospitality and hotel sector. To ensure good operation in the evolving business landscape where originations need to meet these social trends, otherwise, organisations can fail to achieve their desired success.  In recent times, people lived in a fast-paced world where organisations within the hospitality and hotel sectors need to consider these trends while offering their services to their customers. For example, adopting AI in check-in and check-out helps organisations to reduce check-in and check-out time which helps to meet modern social trends as well as help to grab high guest satisfaction levels by offering great guest experiences (Dawson, Lemelin and Stewart, 2012).  On the contrary, if organisations fail to meet social trends, hospitality and hotel sectors organisations cannot ensure higher guest engagement which will lead to less revenue generation.  For instance, as customers seek their personal identity protection in modern days where failed to offer security while using guests' data to offer personal experiences through AI analysis an organisation may face legal action that can destroy brand value and make it difficult for this organisation to position it's in a suitable place in the existing industry (Inkson and Minnaert, 2022). 
Technological
To drive the growth of hospitality and hotel sector organisations where technological factors have great influence. In addition, with the blessing of technology advancement like AI which offers great positive long-term impact to this sector. For instance, adapting AI in customer services where using an AI chatbot can assist guests by automatically answering queries that increase guest experiences that lead to higher engagement (Pillai and Sivathanu, 2020). Simultaneously, AI voice assistance allows guests to make commands in sitting light, and temperature in the room which enhances guest comfort and convenience. However, the technology brings several long-term positive impacts such as higher guest loyalty, some limitations are caused by advanced technology like higher demand technology like AI can reduce the potential of the staff which hinders overall staff productivity within the hospitality and hotel industry.  
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To sum up, this report aims to evaluate the significance of artificial intelligence in terms of enhancing guest experience in the hospitality and hotel sector where existing studies have revealed and found that AI has a great role in addressing guests' personalised preferences by analysing guests' data. This study shows that it followed the secondary collection techniques and content analysis as analysing techniques. Based on the theme of impact analysis it is found that improved economic condition offers hospitality and hotels to invest in AI technology as well as higher dependency on using AI for advances in technology causing a reduction in efficiency in staff. 
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As recommended, hospitality and hotel sector workstations may need to invest in robust data security measures as losing guests' data for issues like cyber security may hinder the brand image. So, paying higher interest in investing in developing robust security systems will enhance data security while using guest data through AI to offer exceptional guest experiences (Law, Ye and Chan, 2022). 
[bookmark: _Hlk188188071]Additionally, the hospitality and hotel sector will need to stay informed about emerging AI trends like predictive personalisation and AI-driven inventory management. By staying informed about AI trends in future these organisations not only help the company maintain its competitiveness in the current market but also enable it to continue providing exceptional guest experiences (Batabyal and Das, 2019)). 
Moreover, to get the full potential for using AI technology to enhance the guest's experience it is necessary to empower staff about the use of AI. Hence, hospitality and hotel sector organisations invest in offering training to staff about increasing skills in handling AI which not only helps to reduce the deepened of AI but also will help employer staff to ensure their higher productivity that will assist in offering higher guest experiences (Milton, 2024). 
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