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SWOT ANALYSIS (I)
STRENGTH WEAKNESS

+“*Enhances operational efficiency and reduced “¢*Decreased human interaction which results in
operational costs (Kumar et al. 2021; Kelly, 2023; loss of personal touch (Wang,2024).
Wang, 2024). . )
8 ) +*System failure and security concerns breaches
“*Improved customer experience (Adam et al., 2020). (Iranmanesh et al., & 2022; Kejriwal, 2022).
+* Another strength is predictive analytics and demand +“*High implementation costs ( Bulchand-Gidumal
forecasting to capitalise on -demand services et al. 2023)

(Mediavilla et al. 2022; Iranmanesh et al., 2022)
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       SWOT ANALYSIS (I ) STRENGTH  Enhances operational efficiency and reduced operational costs (Kumar et al. 2021; Kelly, 2023; Wang, 2024).  Improved customer experience (Adam et al., 2020).  Another strength is predictive analytics and demand forecasting to capitalise on - demand services ( Mediavilla et al. 2022; Iranmanesh et al., 2022) WEAKNESS  Decreased human interaction which results in loss of personal touch (Wang,2024).  System failure and security concerns breaches (Iranmanesh et al., & 2022; Kejriwal , 2022).  High implementation costs ( Bulchand - Gidumal et al. 2023)
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SWOT ANALYES((II)

OPPORTUNITIES THREATS

“*Innovative Guest Services (Rasheed et al., “*Lack of universal policies/legislation (Wang

2023; Wirtz et al., 2018; Doborjeh et al., 2022;  2024)

Mariani & Baggio., 2022) % Al Bias (UNESCO, 2023)

“*Market Expansion management though % Loss of employment opportunities and

predictive analytics ( Mediavilla et al., 2022). resistance to change (Ellingrud et al., 2023).

+*Cyber security attacks ( Kejriwal, 2022).
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                    SWOT ANALYIS (II) OPPORTUNITIES  Innovative Guest Services (Rasheed et al., 2023; Wirtz et al., 2018; Doborjeh et al., 2022; Mariani & Baggio ., 2022).  Market Expansion management though predictive analytics ( Mediavilla et al., 2022). THREATS  Lack of universal policies/legislation (Wang 2024)  AI Bias (UNESCO, 2023).  Loss of employment opportunities and resistance to change ( Ellingrud et al., 2023).  Cyber security attacks ( Kejriwal , 2022).
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Application ¢oithedotehand
hospitalityl kudustry

+“* Al-powered Chabot's (Adam et al., 2020, p.2)

“*Voice-Activated Virtual Assistants (Iranmanesh et al.,

2022).

“*Room and Housekeeping services (Rasheed et al.,2023)
+“*Concierge / personal Services such (Adam et al., 2020).

+*Sustainability (Mediavilla et al., 2022).
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                                      Application to the hotel and    hospitality Industry      AI - powered Chabot's (Adam et al., 2020, p.2)  Voice - Activated Virtual Assistants (Iranmanesh et al., 2022).  Room and Housekeeping services (Rasheed et al.,2023)  Concierge / personal Services such (Adam et al., 2020).  Sustainability ( Mediavilla et al., 2022).
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Conclusion

Implementation of Al is rapidly transforming the hospitality
industry.

In the hospitality industry Al is used in chatbots, Voice -Activated
Virtual Assistants, provision of concierge services etc.

SWOT analysis shows Al’s strengths and opportunities present
exciting prospects for the hospitality industry while weaknesses
and threats, such as ethical issues and cyber security, should be
addressed

However, with the right policies and management options such as
ethical use, data security, sustainability and Interoperability will
revolutionise the hospitality industry
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                             Conclusion      Implementation of AI is rapidly transforming the hospitality industry.  In the hospitality industry AI is used in chatbots, Voice - Activated Virtual Assistants, provision of concierge services etc.  SWOT analysis shows AI’s strengths and opportunities present exciting prospects for the hospitality industry while weaknesses and threats, such as ethical issues and cyber security, should be addressed  However, with the right policies and management options such as ethical use, data security, sustainability and Interoperability will revolutionise the hospitality industry
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Thank you!
Any Questions?
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                                             The Impact Of AI In The Hospitality    Industry:    Front Desk Department     Will include: 1. Application of AI 2. SWOT analysis 3. Future policy within the hospitality Industry & 4. Management option  This Photo by Unknown Author is licensed under CC BY - SA - NC  
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Introduction

f «* Artificial Intelligence ( Al) is a new technology focused on creating

systems that mimic human behaviour (Samala et al., 2020).

«¢Tt is changing the front desk department in the hospitality industry

+¢Tis used in front desk department include chatbots booking processes,
payments, review parking etc.

+“* According to Zheng et al., (2021), Al became popular in the hospitality
industry during the COVID -19 pandemic in 2019 .

+* After the pandemic hotels embraced Al in their operations ( Iranmanesh et

al. (2022)
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                           Introduction  Artificial Intelligence ( AI) is a new technology focused on creating systems that mimic human behaviour ( Samala et al., 2020) .  It is changing the front desk department in the hospitality industry  Iis used in front desk department include chatbots booking processes, payments, review parking etc.  According to Zheng et al., (2021), AI became popular in the hospitality industry during the COVID - 19 pandemic in 2019 .  After the pandemic hotels embraced AI in their operations ( Iranmanesh et al. (2022)   
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Overview(Ofl Literature

+“*The Front Office Department in the hospitality industry deals with
customers directly (Shin et al., 2019).

+*Studies have shown s contradictory findings i.e. those arguing for
the benefits of the technology and those critiquing its adoption
(Adam et al., 2020; Vorobeva et al., 2023; Iranmanesh et al., 2022;
Pillai & Sivathanu, 2020).

“*SWOT analysis shows that Al has strengths, opportunities, threat
and weakness that present exciting prospects and also need to be to

be considered
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                             Overview Of Literature      The Front Office Department in the hospitality industry deals with customers directly (Shin et al., 2019).  Studies have shown s contradictory findings i.e. those arguing for the benefits of the technology and those critiquing its adoption (Adam et al., 2020; Vorobeva et al., 2023; Iranmanesh et al., 2022; Pillai & Sivathanu , 2020).  SWOT analysis shows that AI has strengths, opportunities, threat and weakness that present exciting prospects and also need to be to be considered


