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2. Slide 2:  Introduction 
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The hospitality industry is adopting new digital solutions to serve guests effectively, attract new employees, and streamline operations (Batabyal and Das, 2019). Moreover, hotels these days depend on AI to simplify jobs and personalise their services. The purpose of this presentation is to explore how AI is collaborating with human staff to enhance the guest experience. This presentation aims to assess the impact of AI-human collaboration on hotel operations. Moreover, to identify the most effective means of utilising it for sustained growth, a more supportive staff, and exceptional services.
3. Slide 3:  Key concepts

In the hospitality industry, Artificial Intelligence refers to technology that can handle tasks such as identifying guest preferences, automating processes, and managing data (Haynes, 2020). Moreover, partnering with people and artificial intelligence in hotels means that AI is responsible for standard tasks and data, allowing hotel staff to spend more time with guests. Due to this synergy, both the quality and speed of service are enhanced. Moreover, with chatbots for customer support, facial recognition for security, robot helpers for guests, and analytics for smart pricing, AI is optimising how hotels and similar venues serve and communicate with people.
4. Slide 4: Literature Review 
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4.1 AI Applications across Hotel Functions
Hotels now rely on Artificial Intelligence in many areas, changing both service delivery and how operations are managed. At the front desk, AI technology in kiosks and with facial recognition speeds up the process of checking guests in and out. Predictive analytics in-housekeeping helps plan cleaning based on who is staying in a room (Haynes, 2020). Moreover, managers use systems from Duetto and IDeaS to track the market and competitors and set prices based on changing conditions. AI technology helps companies send personalised promotions to their customers and tailor messages that interest them most. Tasks such as tracking stock, controlling energy usage on the farm, and overseeing security are now performed with automation, enabling both greater productivity and reduced expenses. The use of AI is helping hotels operate more wisely, faster, and more effectively in adapting to market changes.
4.2 Benefits and Limitations of AI Technology
The use of AI in the hospitality industry helps enhance the guest experience and streamline internal operations. Moreover, a significant advantage is personalisation, machine learning, and natural language processing; hotels can tailor their services according to guests' histories, preferences, and comments. In contrast, travellers feel more satisfied and visit you more frequently. Furthermore, AI enhances hotel operations by automating routine tasks, including booking management, room assignment, and maintenance notification (Štilić et al., 2023). Therefore, with these efficiencies, costs decrease, employees are not overworked, and fewer errors occur. Furthermore, AI facilitates quick decision-making, among other benefits, which helps hotels maintain a competitive edge.
On the other hand, the privacy of data is a primary concern of customers. Additionally, Job uncertainty exists as workers worry about being replaced by machines (Cooper and Michael Hall, 2024). In contrast, Algorithms can be biased, leading to decisions that are not fair.
4.3 Guest Perception and Acceptance
Different groups of guests have varying levels of acceptance of AI, influenced by their age, technical experience, and cultural backgrounds. Furthermore, travellers from the the millennial and Gen Z generations are usually okay with using AI, appreciating features such as unlocking their rooms with their phone, assistance from chatbots, and controlling their settings settings with voice (Costa and Costa, 2022). Moreover, many luxury or older visitors may want help from a person, especially when it comes to concierge services or check-in. Moreover, automating efficient tasks to AI while letting humans manage relationships is the best approach (Brotherton, 2015). However, AI uses knowing and explaining to help build trust with your guests. These chains have utilised AI in ways that build upon rather than replace the exceptional service provided to guests. Guests tend to view technology as positive when it feels helpful, considerate, and easy to use in their interactions (Chen et al., 2020).
5. Slide 5: Industrial Examples
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By using Hilton's "Connected Room," guests can control their lighting, temperature, and entertainment with their smartphones. AI helps Marriott track who its guests are, which enables flexible pricing and targeted promotions (Taillon, 2012). Moreover, by utilising AI, Accor Hotels has managed to reduce energy use at some of its properties by 15%. Guests at Hilton and Cosmopolitan can receive answers to questions and directions from “Connie” and “Rose” robots.
6. Slide 6: Methodology
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The study used qualitative, interpretivist and inductive methods to examine the effects of working together on human-AI in the hospitality sector (Dwivedi et al., 2021). Furthermore, data was obtained from reading academic articles, industry studies and case studies directly from hotels. In addition, the team searched for recurring themes that made it clearer about the common ground among employees (Cañibano, 2019). A PESTLE analysis was also carried out to look at the general effects of political, economic, social, technological, legal and environmental aspects in the industry.
7. Slide 7: PESTLE Analysis
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7.1 Politics and Economics 
The UK and UAE are working to industry-specific standards which enhance AI progress for innovators. Moreover, it becomes easier for big hospitality companies to use AI. AI reduces labour costs and enhances the way businesses operate. Moreover, AI isn't always accessible to hotels in developing areas or those operating on a limited budget, which often results in variations in the service and guest experiences. The graph shows USD 58.84 billion in 2025, which is expected to increase to USD 66.67 billion by 2030. In Figure 2, the number was approximately 575 in 2019, rising to 609 in 2023. 
 

[image: ]
Figure 1: Market size
Source: (Mordor Intelligence, 2025)
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Figure 2: Revenue stream
Source: (Mordor Intelligence, 2025)
7.2 Factors of Social and Technology
AI affects how people interact within a hotel. Voice assistants and mobile check-ins are more appealing to Gen Z and millennials than to those from other generations (Dimitrios Buhalis et al., 2012). Moreover, in many cases, older guests prefer more interaction and additional services, which suggests that a mixed-service strategy is beneficial (Faulkner et al., 2003). The technology in hotels is rapidly advancing, with the use of face recognition, innovative heating and cooling systems, and machine learning.
7.3 Economic, Environmental and Legal and Ethical Aspects
AI technologies can ensure that energy is only being used in areas that are in use. By utilising AI in their business, Accor achieved a 15% reduction in energy use. Moreover, Keeping data private is an essential legal concern. When hotels manage biometric information, they are required by the GDPR to comply with all necessary rules. Using fair AI decisions is critical to stop any discrimination or biased service for guests.
8. Slide 8: Industry Response and Evaluation
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Both luxury and mid-tier hotels in the industry are rapidly bringing in AI. Hilton, Marriott, and Accor are utilising innovative technology to provide guests with personalised services and streamline their stays. The positive outcomes are visible: teams complete tasks more efficiently, can better meet their needs, and continually improve (Prideaux et al., 2003). Small hotels struggle to cover the high setup costs involved, and their staff require regular training. Therefore, there are concerns that human warmth in hospitality may be lost due to the increased use of technology.
9. Slide 9: Recommendations 
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Hospitality should emphasise assigning workers to work with AI rather than seeing AI as a replacement for human staff. Introducing chatbots enables your staff to be more productive without compromising the emotional aspect that guests value (Santos et al., 2020). Moreover, training the workforce is often key; it enables them to collaborate with AI, making the workplace more effective (Ivanov and Webster, 2017). Therefore, developing industry-wide policies and ethical rules for AI will encourage fairness, keep everyone on the same page and enhance safety.
10. Slide 10: Conclusion
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Conclusively, Artificial Intelligence is changing the way hospitality works by enhancing guest experiences and streamlining daily operations. Therefore, technology will achieve success only when it is combined wisely, supported continuously and based on strong ethical standards. By partnering with artificial intelligence, hotels can continue to emphasise the personal touch while making improvements in innovation. Moreover, AI can make the hospitality experience better for both customers and employees.
 
11. References
[image: ]
Batabyal, D. and Das, D.K. (2019). Global trends, practices, and challenges in contemporary tourism and hospitality management. Hershey, PA: IGI Global.
Brotherton, B. (2015). Researching hospitality and tourism.
Cañibano, A. (2019). Workplace flexibility as a paradoxical phenomenon: Exploring employee experiences. Human Relations, 72(2), pp.444–470. doi:https://doi.org/10.1177/0018726718769716.
Chen, Y.-L., Chen, J., Liu, W.-Y. and Sharma, T. (2020). Expected benefits of people interactions and guest experiences. International Hospitality Review, ahead-of-print(ahead-of-print). doi:https://doi.org/10.1108/ihr-04-2020-0010.
Cooper, C. and C. Michael Hall (2024). The geopolitics and challenges of current issues in tourism. Current Issues in Tourism, 27(1), pp.1–6. doi:https://doi.org/10.1080/13683500.2024.2304114.
Costa, V., and Costa, C. (2022). Challenges in Times of Crisis and Pandemics in the Hospitality Industry: A Systematic Literature Review. Sustainability and Competitiveness in the Hospitality Industry, 1-22. DOI: 10.4018/978-1-7998-9285-4.ch001
Dimitrios Buhalis, Darcy, S. and Ambrose, I. (2012). Best practice in accessible tourism : inclusion, disability, ageing population and tourism.
Dwivedi, Y.K., Hughes, L., Ismagilova, E., Aarts, G., Coombs, C., Crick, T., Duan, Y., Dwivedi, R., Edwards, J., Eirug, A., Galanos, V., Ilavarasan, P.V., Janssen, M., Jones, P., Kar, A.K., Kizgin, H., Kronemann, B., Lal, B., Lucini, B. and Medaglia, R. (2021). Artificial Intelligence (AI): Multidisciplinary Perspectives on Emerging challenges, opportunities, and Agenda for research, Practice and Policy. International Journal of Information Management, 57(101994). doi:https://doi.org/10.1016/j.ijinfomgt.2019.08.002.
Faulkner, H.W., Fredline, L., Jago, L. and Cooper, C. (2003). Progressing tourism research. Clevedon ; Buffalo: Channel View Publications.
Haynes, N.C. (2020). Robots, Artificial Intelligence and Service Automation in Travel, Tourism and Hospitality. Journal of Tourism Futures, 6(2), pp.191–192. doi:https://doi.org/10.1108/jtf-06-2020-149.
Ivanov, S.H. and Webster, C. (2017). Adoption of Robots, Artificial Intelligence and Service Automation by Travel, Tourism and Hospitality Companies – A Cost-Benefit Analysis. SSRN Electronic Journal.
Mordor Intelligence (2025). Hospitality Industry in the United Kingdom - Growth, Trends, and Forecasts (2020 - 2025). [online] www.mordorintelligence.com. Available at: https://www.mordorintelligence.com/industry-reports/hospitality-industry-in-the-united-kingdom.
Prideaux, B., Laws, E. and Faulkner, B. (2003). Events in Indonesia: exploring the limits to formal tourism trends forecasting methods in complex crisis situations. Tourism Management, 24(4), pp.475–487. doi:https://doi.org/10.1016/s0261-5177(02)00115-2.
Santos, J.D. and Silva, Ó.L. eds., (2020). Digital Marketing Strategies for Tourism, Hospitality, and Airline Industries. Advances in Marketing, Customer Relationship Management, and E-Services. doi:https://doi.org/10.4018/978-1-5225-9783-4.
Štilić, A., Nicić, M. and Puška, A. (2023). Check-In to the future: Exploring the impact of contemporary information technologies and artificial intelligence on the hotel industry. Turističko Poslovanje, (31). doi:https://doi.org/10.5937/turpos0-43739.
Taillon, J.M. (2012). Last chance tourism: adapting tourism opportunities in a changing world. Journal of Heritage Tourism, 8(4), pp.352–353. doi:https://doi.org/10.1080/1743873x.2012.702547.

image6.png
The study used
qualitativ
interpretivist and
inducti

methods o
cxamine  the

effects of
working together
on human-Al in
the hospitality
sector (Dwivedi
etal, 2021)

Methodology

Furthermore,
data was
obtained  from
reading

‘academi
articles, industry
studies and case
studies directly
from hotels

In addition, the
team  searched
for  recuring
themes  that
made it clearer
about the
common ground
e
employees
(Casibano.
2019)

A PESTLE
analysis was
also carried out
to look at_the
general  effects
of political,

economic,
social,
technological,
legal and
eavironmental
aspects in the
indiustry.





image7.png
The UK smd UAE me wosking t0 int
spsisic sumdsts which snhmce Al pogres
Morsoe, it bacomes sssier 1 i by
companie 0 52 AL

AT aduces abou cont snd enbances 2 sy
usiasss opmms

The gaph shows USD 5854 billen in 2025
hich i sxpatsd 1o incrase o USD 65,67
billon by 2030, In Figoe 2, the sumber 35
Spproisaty 75 n 019, sig 0 609 2033

ALafices how paopl ot itina el
Soice sistans o0 moble chacins == more
sppatiog to Gen 2 508 millmnisls than 1o hose
Som otbr generaions Dimivios Bublis =

20,

Morsova, in many case, ol gusts prse mors
teaction s aiionl savics, vhich sugzsss
r  misad arvic satagy i beneicial (Fuloar
etal, 2009,

The chlogy in bools is apidy advancig, wich
e use of Sice cogniion, imnoative bsing 20
cosling sy, o machi eaming

AT aclogies can ense hat sy is enty
boing uesd i st fnuse.

By viliing Al in e busioss, Actor
sciersd  15% rdoction n sncey v
Morsover, ksping da peivate fs n sssnal
gal concm

When houls mansge biomeric inbmation,
ey 2 couied by the GDPR 10 comply ith
sy e

‘g Sic AT aisons is il o sop
iscrimination o bisead svic S £uRs





image8.png
USD66.678
USD58.848

2025 2030




image9.png
575.11 584.23 593.35 602.04 609.98

2019 2020 2021





image10.png
Industry Response and Evaluation

The positive
outcomes  are
visible: teams
complete tasks

technology fo
provide guests.

Source: (Author)




image11.png
Hospisiiy shald
B )
e
S

e soimr, 9
e
et Smprones e
e =
“ahe (antos sl 20201

Recommendations

Moreover, _ taining.
workfores s offen
enables

ith AL makin the woiplacs
more effective (vangy, anc
Webster, 2017)

Therefore, develping industy
e s mz’:l; s
koep cveyone. oa' the-samé
Pt and e afty.

Figire 1: R
Soiros: (Author)




image12.png
Conclusion

Concusively, Artifical Intelligence is changing the w
works by enhancing guest experiences and streamlining dai
operations.

Therefore, technology will achieve success only whenit is combined
wisely, supported continuously and based on strong ethical
standards.

Moreover, AI can make the hospitality experience better for both
customers and employees.

y partnering with artficial intelligence, hotels can continue to
emphasise the personal touch whie making improvements in
innovation





image13.png
References

- B 4 D X (209 Gl s e, g ooy e o ey g Hor: 1 Gl

B, 21 s i e

- Gt A (1) Wl iy o il e g rphy e o Rt 720 .44 47 G g1 TGS,

- G VoL e 3. L WY, 22 S, (02, e i o gl s et xprs, e gy Reve: oo e sl 0,
PRSP

- Cmpr . . b 28 e el g e e Coen . o 20 . 5 erg . B 6002042001

- ot .1 o, . (202, g e s oy A Sy it v S o ot 8 Hogly e |

e et e e

- B YK e gl - 5,6 Com .1 . s . e 550 G V- U, P A M. kP 3, AK. 5755 .
R, L 4435, (2. Al g () el ey oo o e e 4o o f e i s iy
st et e, 11054, 53854 1010165 20150802
P, . g, L, e, (), g s (1 e o Vi s

oy, (220 o, g A s e o i, of e e, G2, RIS 19 85085 g0 622046

Ut 4 e € 2017 AR A g S Asky o, T gl G o o A S5O s

- bk, llpme (A2, iy iy 8 Unicd Kighm - (eowt, Tmnde anl formas QU - 2. o) el o, At s
e ey <.y g

- e . L. . ek, . (. e o g o i s i sl i . o Mamgen 8 .47
46 a0 s ST 52

- S 1.2 S, GL e (202, Diel Mg S fo T, Hogini. i Avi i, Ao g, e R Mgt - S
s ars 02554

- 55, o, .0 (2. o o oo a5 (5008, 4
e 10355 75

- Il 5002 Lt e apin e cpoimies g .k e o, 0. 352455 g3 0250





image1.png
Topic: The Future of Work: Artificial Intelligence and Human Collaboration in Hotel and
Hospitality

Module: Contemporary Themes in the Hotel and Hospitality Sector.

Module code: BMIH6001

Student 215573
Student Name:Andreea Catalina Mecic
Lecture Name:Antoinette Milne





image2.png
AI Declaration

“1 confim that I have not used my Al tool in this research and creation of this assignment. I
‘confirm that I have not preseated any Al generated materials as my own work. | confirm I

have copies of my drafts, notes, and other resources I used, which I may be asked o provide
in evidence.”





image3.png
Introduction

Tue hospsyindste s adopting e il scoions
‘o serve gusts vl it new smployes, 3
stssiine opeaticns Gatbalod Das, 2019)

‘T purpose of this prasentation is o explore how AT
collaborating with human %aff to whace the guest

experisnce.

Morsovar, to idenify the most ffative mazns of
it for swtained._growth, 3 more spportie
excaptionalservices.

This pressnttion sims to assess the impact of ALhman Figwe 1+ AT Adopti

collborarion on ol operatons
Source : (Author)





image4.png
Literature Review

Al Applications across Hotel Functions Benefits and Limitations of A  Guest Perception and
Technology Acceptance

Flotels now csty en Actifical nttligence|
in many xeas, changing both servia|
dtivary 20 how operations aremanzsed.

[Morsovar, managers wse systems feom|
250 T to track the market 3|
Compatiors 2ad set prices bussd on
changiog conditions thei ghone, asistance fom
contoting hei satingssetines
(Costaand Costz, 2





image5.png
Industrial Examples

B using Filtor's "Connacted Room,” gossts e ool
thei tighting, temperstre, né enartzinment it theis

- \WNW '

AL hefps Marict track who s goests a2, which nables

fexible prcing and targeted promotions (Taillon, 2012).

Moreovr, by ytilising AL Aceor Hotels has Figure 1: Alfeasibility through AL
ot cacgy a3t scne o s propatiss Source : (Author)

S i 0 Commopeitan cat 1o

ption i i G





