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Hello everyone and thank you for joining this presentation. The theme of my presentation is the collaboration between artificial intelligence and human resources in the hospitality industry, an extremely dynamic and competitive field, where technology is rapidly transforming the way services are delivered. My goal is to highlight how hotels can use AI to improve their operational performance and guest experiences, while maintaining the essence of hospitality: human connection. I chose this topic because more and more hotels are integrating chatbots, predictive systems, intelligent platforms and automated processes to meet the digital needs of modern guests.
However, this transition raises important questions: can AI provide the same level of empathy and adaptability as human staff? What is the real role of employees in a hotel where technology takes over a large part of the tasks? And how do we manage the risks associated with data collection, high costs and technology dependence?
My presentation included a critical analysis of the benefits, limitations, and opportunities of AI in hospitality. This presentation aims to summarize the most relevant elements in a visual and easy to understand way. I will discuss automation, personalization, employee training, sustainability, and ethics, all in the context of the dual role that AI plays: technological assistant and potential substitute for human resources. I hope this discussion provides a clear and realistic perspective on how we can create hotels that are both intelligent and deeply human.
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The hospitality industry is undergoing a fast change due to the introduction of smart technologies. Modern guests are increasingly digitally connected and expect hotels to provide fast, efficient and tailored services to their needs. From this perspective, artificial intelligence has become an essential tool for hotel companies. By using chatbots, check-in machines, data analysis systems and concierge robots, hotels can offer 24/7 services, reduce waiting times and streamline internal operations (Cooper & Hall, 2019).
However, the hospitality industry is a field founded on social and emotional interaction. Hospitality is more than just providing a technical service. It means empathy, genuine smiles, conversations, human connection and the ability to respond in a personalized way to unpredictable situations, aspects that AI cannot yet authentically replicate (Ford & Sturman, 2020).
The problem, therefore, is not whether hotels should adopt AI or not, but how to use technology so that it supports human resources, not replaces them. Currently, many international chains are adopting a hybrid model, in which AI takes care of repetitive and time-consuming tasks, and employees focus on creating memorable experiences for guests.
This presentation will analyze both the important advantages that Artificial Intelligence brings, and the challenges associated with the loss of the human element. The goal is to demonstrate that innovation does not have to be the enemy of traditional hospitality but can become a valuable partner when used intelligently and responsibly.
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Guest service automation is one of the most visible and widespread forms of AI integration in the hospitality industry. Hotels have started using chatbots, concierge bots, and automated check-in systems to reduce front desk congestion and respond to all guest requests immediately. A notable example is Hilton’s “Connie” concierge bot, which uses AI to verbally interact with guests, providing useful information about the hotel and destination (Koo et al., 2021).
The main benefit of these technologies is efficiency. A chatbot can handle hundreds of conversations simultaneously, while an employee can only serve a few guests at a time. In addition, these systems operate 24/7, so guests have access to assistance whenever they need it, without depending on staff schedules. This leads to reduced wait times, streamlined operations, and a noticeable improvement in customer satisfaction.
However, there is also a challenging side. Automation can remove the emotional element from guest interactions. While robots can provide accurate information, they cannot understand sensitive situations or guest emotions in the same way that a human professional can. Studies emphasize that authentic hospitality is based on empathy, flexibility, and the ability to solve problems in a personalized way (Mill, 2011).
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One of the main benefits of AI in hotels is the ability to collect, analyze, and use large volumes of data to create experiences tailored to each guest. In the hotel industry, personalization is a critical element, customers want services that reflect their tastes, habits, and needs. AI allows hotels to better understand consumer behavior, anticipating, for example, preferred room types, arrival times, favorite services, and even food preferences.
A very relevant case is Marriott, which uses machine learning algorithms to analyze guests’ booking and interaction history in order to provide them with personalized recommendations even before arrival. This type of proactivity contributes to increased loyalty, as guests feel that services are created especially for them and receive increased attention (Buhalis and Sinarta, 2019).
However, this intense personalization comes with a challenge: highly sensitive personal data is collected and processed. According to the European Travel Commission, a large proportion of tourists are concerned about how hotels manage digital data (European Travel Comission, 2024). Customers fear that their information could be misused or even intercepted in cyberattacks. This paradox, personalization vs. privacy, is one of the biggest challenges of digitalization. For AI to be successful in hospitality, transparency in data collection, informed consent, and cybersecurity are essential. Without these, customer trust can be undermined, regardless of the level of technological innovation.
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The research underlying this presentation adopted a qualitative methodology, as the topic of artificial intelligence in hospitality involves complex interpretations related to perceptions, behaviors, and organizational transformations. Rather than focusing on statistical data or quantitative models, my analysis aimed to gain a deeper understanding of the phenomenon and how it is reflected in the current literature.
The study aims to identify how hotels are using AI and the real impact it has on employees and customers. To do this, I used secondary data analysis, which means that the information comes exclusively from already published sources. I selected academic articles, reference books, and industry reports published between 2001 and 2024 to ensure that the topic is analyzed from a contemporary and up-to-date perspective. The sources include  journals such as the International Journal of Hospitality Management, as well as organizations such as PwC and UNWTO. To interpret the collected data, I used thematic analysis, which allow me to identify and group central ideas from the academic literature. Thus, dominant themes such as service automation, personalization through data, impact on the workforce, and ethical and security issues were identified.
In addition, I applied SWOT Analysis to assess the advantages and disadvantages of using AI in the hospitality industry, as well as future opportunities and risks. This combination of methods allows for a critical and balanced perspective on how AI can help modernize the hospitality sector, without affecting the essential elements of traditional hospitality.
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AI brings a number of important benefits to hotels, the first of which is operational efficiency. By automating routine tasks such as check-in, check-out, room allocation or booking management, hotels can significantly reduce waiting times and provide a much faster and smoother service flow. This is extremely beneficial during peak periods, when staff are under high pressure.
A second major advantage is personalization. AI uses data analysis to understand individual customer preferences, offering personalized recommendations, tailored promotions and proactive services. This makes customers feel that they are being treated better, that the hotel knows them and takes their needs into account, which increases satisfaction and loyalty (Vashishth et al., 2024).
Another important benefit is the contribution to sustainability. Through intelligent monitoring, AI can automatically adjust lighting, temperature and water consumption in rooms, reducing waste and utility costs. For the hospitality industry, environmental responsibility is a growing priority, and technology plays a direct role in achieving global environmental goals (UNWTO, 2022). In addition, AI can help secure data and operations. Intelligent surveillance systems can detect cyber or physical threats more quickly, thus protecting both guests and hotel infrastructure.
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While artificial intelligence offers significant benefits, it also has significant limitations in the hospitality industry. First, AI cannot replicate human empathy, which is essential for hospitality. Guests value personal attention, understanding emotions, and a genuine smile, which cannot be perfectly imitated by a robot or digital interface. When the process becomes too automated, the experience can be perceived as cold and impersonal. 
Second, the financial costs can be very high. Implementing AI systems, whether they are concierge bots, analytics software, or front-office automation, requires significant investment. Small, independent hotels often struggle to adopt these technologies, which can reduce their long-term competitiveness (PwC, 2024).
Another critical aspect is the reliance on technology. A software glitch or connection issue can severely disrupt services. For example, a fully digital check-in system that crashes can directly impact customer satisfaction, leading to frustration and delays. In addition, staff must be trained to respond quickly to such incidents, which requires additional training and continuous adaptation (Santos and Silva, 2019).
Last but not least, AI generates fears among employees. Many feel uncertain about the future of the workplace, which can lead to demotivation, resistance to change, and distrust of technology. In the hospitality industry, employee team spirit is closely linked to the quality of service provided, so these anxieties must be addressed with sensitivity and strategy.
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In addition to the immediate benefits, artificial intelligence opens important opportunities for the future of the hospitality industry. First, AI stimulates the professional development of employees. Instead of staff being removed from the system, technology pushes them to transform their role from performing repetitive tasks to specialists in managing digital systems and customer experience. This creates new jobs and new specializations, such as “hospitality technology operator” or “data-driven guest advisor”, which can increase the attractiveness of the sector for future professionals.
Another significant opportunity is accessibility. AI facilitates the integration of people with special needs, helping to create a more inclusive industry. For example, the technology can provide real-time machine translation, voice recognition for people with motor difficulties and adapted interfaces for guests with visual or hearing impairments (Darcy et al., 2012). This represents a major evolution for a field that aims to be open to everyone.
At the same time, AI allows for the anticipation of market trends. By analyzing booking patterns and customer preferences, hotels can predict peak periods, adjust prices, and personalize marketing campaigns, thereby optimizing revenue and the use of operational resources (Laws, Moscardo and Faulkner, 2001).
In the long term, these opportunities can contribute to transforming the hotel industry into a more sustainable, people-oriented sector, but also better prepared for the challenges of the digital future.
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While artificial intelligence brings many benefits, there are also risks that need to be carefully managed. One of the biggest dangers is the fear of employees being replaced by robots or automated systems. In many hotels, employees perceive AI as a direct threat to job security, which can lead to anxiety, resistance to change, and low morale. An industry based on human interaction cannot afford to lose staff engagement and motivation (Ivanov and Webster, 2019). Another risk is cyber vulnerability. As hotels collect more and more digital data, they become attractive targets for cyberattacks. 
A security breach can compromise not only guests’ information, but also their trust in the brand. AI can also lead to a loss of brand identity. Guests choose certain hotels for their space, culture, and personality. When services become too depersonalized, there is a risk that everything will seem standardized and robotic, making the brand lose its uniqueness and emotion, elements that Krippendorf considers defining the travel experience (Krippendorf, 2011). In addition, the industry is facing increasingly strict legal regulations related to privacy and data protection. Failure to comply with GDPR or other international norms can lead to severe penalties, financial costs and negative reputational impact. Analysis of these threats clearly shows that implementing AI requires a cautious, ethical and people-oriented approach to prevent negative effects on organizational culture and guest experience.
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To conclude this presentation, it is important to emphasize that artificial intelligence has become a central pillar of the modernization of the hotel industry. Process automation, personalization of the guest experience, and resource optimization are real and proven benefits of AI, which allow hotels to operate more efficiently and remain competitive in an ever-changing global environment.
However, my research highlights that, despite technological advances, hospitality remains a deeply human industry. AI cannot replicate the empathy, warmth, and flexibility of employees, elements that transform a simple stay into a memorable experience. Therefore, the best approach is a hybrid model, in which technology and the human factor do not compete, but collaborate harmoniously to improve the guest experience and the work of employees.
For the future, hotels should focus on three main directions:
1. Developing employee skills - Continuous digital training programs to help staff work effectively with technology 
2. Ethics and transparency in data protection - Responsible processing of information is essential for maintaining customer trust and legal compliance.
3. Adapting the level of automation to the customer profile - Respecting individual preferences for human interaction. 
The final conclusion is that, if implemented correctly, AI will not replace people but will amplify their abilities. The hospitality of the future will be both smart and human, and the key to success is finding the right balance between technology and the soul of hospitality.
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One of the main benefits of AI in hotels is the ability to collect, analyze, and use large volumes of data to create experiences tailored to each guest. In the hotel industry, personalization is a critical element, customers want services that reflect their tastes, habits, and needs. AI allows hotels to better understand consumer behavior, anticipating, for example, preferred room types, arrival times, favorite services, and even food preferences.

A very relevant case is Marriott, which uses machine learning algorithms to analyze guests’ booking and interaction history in order to provide them with personalized recommendations even before arrival. This type of proactivity contributes to increased loyalty, as guests feel that services are created especially for them and receive increased attention (Buhalis and Sinarta, 2019).

However, this intense personalization comes with a challenge: highly sensitive personal data is collected and processed. According to the European Travel Commission, a large proportion of tourists are concerned about how hotels manage digital data (European Travel Comission, 2024). Customers fear that their information could be misused or even intercepted in cyberattacks. This paradox, personalization vs. privacy, is one of the biggest challenges of digitalization. For AI to be successful in hospitality, transparency in data collection, informed consent, and cybersecurity are essential. Without these, customer trust can be undermined, regardless of the level of technological innovation.
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The research underlying this presentation adopted a qualitative methodology, as the topic of artificial intelligence in hospitality involves complex interpretations related to perceptions, behaviors, and organizational transformations. Rather than focusing on statistical data or quantitative models, my analysis aimed to gain a deeper understanding of the phenomenon and how it is reflected in the current literature.

The study aims to identify how hotels are using AI and the real impact it has on employees and customers. To do this, I used secondary data analysis, which means that the information comes exclusively from already published sources. I selected academic articles, reference books, and industry reports published between 2001 and 2024 to ensure that the topic is analyzed from a contemporary and up-to-date perspective. The sources include  journals such as the International Journal of Hospitality Management, as well as organizations such as PwC and UNWTO. To interpret the collected data, I used thematic analysis, which allow me to identify and group central ideas from the academic literature. Thus, dominant themes such as service automation, personalization through data, impact on the workforce, and ethical and security issues were identified.

In addition, I applied SWOT Analysis to assess the advantages and disadvantages of using AI in the hospitality industry, as well as future opportunities and risks. This combination of methods allows for a critical and balanced perspective on how AI can help modernize the hospitality sector, without affecting the essential elements of traditional hospitality.
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AI brings a number of important benefits to hotels, the first of which is operational efficiency. By automating routine tasks such as check-in, check-out, room allocation or booking management, hotels can significantly reduce waiting times and provide a much faster and smoother service flow. This is extremely beneficial during peak periods, when staff are under high pressure.

A second major advantage is personalization. AI uses data analysis to understand individual customer preferences, offering personalized recommendations, tailored promotions and proactive services. This makes customers feel that they are being treated better, that the hotel knows them and takes their needs into account, which increases satisfaction and loyalty (Vashishth et al., 2024).

Another important benefit is the contribution to sustainability. Through intelligent monitoring, AI can automatically adjust lighting, temperature and water consumption in rooms, reducing waste and utility costs. For the hospitality industry, environmental responsibility is a growing priority, and technology plays a direct role in achieving global environmental goals (UNWTO, 2022). In addition, AI can help secure data and operations. Intelligent surveillance systems can detect cyber or physical threats more quickly, thus protecting both guests and hotel infrastructure.
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While artificial intelligence offers significant benefits, it also has significant limitations in the hospitality industry. First, AI cannot replicate human empathy, which is essential for hospitality. Guests value personal attention, understanding emotions, and a genuine smile, which cannot be perfectly imitated by a robot or digital interface. When the process becomes too automated, the experience can be perceived as cold and impersonal. 

Second, the financial costs can be very high. Implementing AI systems, whether they are concierge bots, analytics software, or front-office automation, requires significant investment. Small, independent hotels often struggle to adopt these technologies, which can reduce their long-term competitiveness (PwC, 2024).

Another critical aspect is the reliance on technology. A software glitch or connection issue can severely disrupt services. For example, a fully digital check-in system that crashes can directly impact customer satisfaction, leading to frustration and delays. In addition, staff must be trained to respond quickly to such incidents, which requires additional training and continuous adaptation (Santos and Silva, 2019).

Last but not least, AI generates fears among employees. Many feel uncertain about the future of the workplace, which can lead to demotivation, resistance to change, and distrust of technology. In the hospitality industry, employee team spirit is closely linked to the quality of service provided, so these anxieties must be addressed with sensitivity and strategy.
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In addition to the immediate benefits, artificial intelligence opens important opportunities for the future of the hospitality industry. First, AI stimulates the professional development of employees. Instead of staff being removed from the system, technology pushes them to transform their role from performing repetitive tasks to specialists in managing digital systems and customer experience. This creates new jobs and new specializations, such as “hospitality technology operator” or “data-driven guest advisor”, which can increase the attractiveness of the sector for future professionals.

Another significant opportunity is accessibility. AI facilitates the integration of people with special needs, helping to create a more inclusive industry. For example, the technology can provide real-time machine translation, voice recognition for people with motor difficulties and adapted interfaces for guests with visual or hearing impairments (Darcy et al., 2012). This represents a major evolution for a field that aims to be open to everyone.

At the same time, AI allows for the anticipation of market trends. By analyzing booking patterns and customer preferences, hotels can predict peak periods, adjust prices, and personalize marketing campaigns, thereby optimizing revenue and the use of operational resources (Laws, Moscardo and Faulkner, 2001).

In the long term, these opportunities can contribute to transforming the hotel industry into a more sustainable, people-oriented sector, but also better prepared for the challenges of the digital future.
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While artificial intelligence brings many benefits, there are also risks that need to be carefully managed. One of the biggest dangers is the fear of employees being replaced by robots or automated systems. In many hotels, employees perceive AI as a direct threat to job security, which can lead to anxiety, resistance to change, and low morale. An industry based on human interaction cannot afford to lose staff engagement and motivation (Ivanov and Webster, 2019). Another risk is cyber vulnerability. As hotels collect more and more digital data, they become attractive targets for cyberattacks. 

A security breach can compromise not only guests’ information, but also their trust in the brand. AI can also lead to a loss of brand identity. Guests choose certain hotels for their space, culture, and personality. When services become too depersonalized, there is a risk that everything will seem standardized and robotic, making the brand lose its uniqueness and emotion, elements that Krippendorf considers defining the travel experience (Krippendorf, 2011). In addition, the industry is facing increasingly strict legal regulations related to privacy and data protection. Failure to comply with GDPR or other international norms can lead to severe penalties, financial costs and negative reputational impact. Analysis of these threats clearly shows that implementing AI requires a cautious, ethical and people-oriented approach to prevent negative effects on organizational culture and guest experience.
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To conclude this presentation, it is important to emphasize that artificial intelligence has become a central pillar of the modernization of the hotel industry. Process automation, personalization of the guest experience, and resource optimization are real and proven benefits of AI, which allow hotels to operate more efficiently and remain competitive in an ever-changing global environment.

However, my research highlights that, despite technological advances, hospitality remains a deeply human industry. AI cannot replicate the empathy, warmth, and flexibility of employees, elements that transform a simple stay into a memorable experience. Therefore, the best approach is a hybrid model, in which technology and the human factor do not compete, but collaborate harmoniously to improve the guest experience and the work of employees.

For the future, hotels should focus on three main directions:

1. Developing employee skills - Continuous digital training programs to help staff work effectively with technology 

2. Ethics and transparency in data protection - Responsible processing of information is essential for maintaining customer trust and legal compliance.

3. Adapting the level of automation to the customer profile - Respecting individual preferences for human interaction. 

The final conclusion is that, if implemented correctly, AI will not replace people but will amplify their abilities. The hospitality of the future will be both smart and human, and the key to success is finding the right balance between technology and the soul of hospitality.
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Hello everyone and thank you for joining this presentation. The theme of my presentation is the collaboration between artificial intelligence and human resources in the hospitality industry, an extremely dynamic and competitive field, where technology is rapidly transforming the way services are delivered. My goal is to highlight how hotels can use AI to improve their operational performance and guest experiences, while maintaining the essence of hospitality: human connection. I chose this topic because more and more hotels are integrating chatbots, predictive systems, intelligent platforms and automated processes to meet the digital needs of modern guests.

However, this transition raises important questions: can AI provide the same level of empathy and adaptability as human staff? What is the real role of employees in a hotel where technology takes over a large part of the tasks? And how do we manage the risks associated with data collection, high costs and technology dependence?

My presentation included a critical analysis of the benefits, limitations, and opportunities of AI in hospitality. This presentation aims to summarize the most relevant elements in a visual and easy to understand way. I will discuss automation, personalization, employee training, sustainability, and ethics, all in the context of the dual role that AI plays: technological assistant and potential substitute for human resources. I hope this discussion provides a clear and realistic perspective on how we can create hotels that are both intelligent and deeply human.
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The hospitality industry is undergoing a fast change due to the introduction of smart technologies. Modern guests are increasingly digitally connected and expect hotels to provide fast, efficient and tailored services to their needs. From this perspective, artificial intelligence has become an essential tool for hotel companies. By using chatbots, check-in machines, data analysis systems and concierge robots, hotels can offer 24/7 services, reduce waiting times and streamline internal operations (Cooper & Hall, 2019).

However, the hospitality industry is a field founded on social and emotional interaction. Hospitality is more than just providing a technical service. It means empathy, genuine smiles, conversations, human connection and the ability to respond in a personalized way to unpredictable situations, aspects that AI cannot yet authentically replicate (Ford & Sturman, 2020).

The problem, therefore, is not whether hotels should adopt AI or not, but how to use technology so that it supports human resources, not replaces them. Currently, many international chains are adopting a hybrid model, in which AI takes care of repetitive and time-consuming tasks, and employees focus on creating memorable experiences for guests.

This presentation will analyze both the important advantages that Artificial Intelligence brings, and the challenges associated with the loss of the human element. The goal is to demonstrate that innovation does not have to be the enemy of traditional hospitality but can become a valuable partner when used intelligently and responsibly.
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Guest service automation is one of the most visible and widespread forms of AI integration in the hospitality industry. Hotels have started using chatbots, concierge bots, and automated check-in systems to reduce front desk congestion and respond to all guest requests immediately. A notable example is Hilton’s “Connie” concierge bot, which uses AI to verbally interact with guests, providing useful information about the hotel and destination (Koo et al., 2021).

The main benefit of these technologies is efficiency. A chatbot can handle hundreds of conversations simultaneously, while an employee can only serve a few guests at a time. In addition, these systems operate 24/7, so guests have access to assistance whenever they need it, without depending on staff schedules. This leads to reduced wait times, streamlined operations, and a noticeable improvement in customer satisfaction.

However, there is also a challenging side. Automation can remove the emotional element from guest interactions. While robots can provide accurate information, they cannot understand sensitive situations or guest emotions in the same way that a human professional can. Studies emphasize that authentic hospitality is based on empathy, flexibility, and the ability to solve problems in a personalized way (Mill, 2011).
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