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Abstract 
This research looks into the role of AI in the hospitality industry, analysing its applications, benefits, challenges and other implications. Since AI technology is being increasingly used in the workspace overall, and in hospitality to improve guest experiences through personalised services, better marketing, dynamic pricing and efficient data analysis. This technology now helps hotels streamline their operations, automate tasks and better understand their customers. However, the addition of AI to the workforce raises concerns about data privacy, ethical considerations, and the potential replacement of the human touch that is crucial to hospitality. High setup costs and the need for further staff training are other complications that limit smaller hotels from using this new technology. A PEST Analysis shows that political, economic, social and technological factors impact AI’s deployment in hospitality. Recommendations to hotels looking to further use AI are to maintain a balance between AI and human interactions, invest in staff training, add data protection measures and monitor AI performance are crucial for effective and ethical use. 
Introduction 
The chosen contemporary theme for this research paper is the impact AI will have on the hospitality sector, and the reason for this topic being chosen is due to the increasing use of AI within hotels and the industry as a whole. AI has been a tool that has recently started being picked up by almost every business since its sudden burst of popularity in 2023. Since the introduction of Chatgpt, the AI sector has grown to include more than just chatbots; countless other features, such as image generation, automation, and even specialised functions, have popped up. AIS are now capable of handling a business’s marketing strategy, with the human input being moved to a more overseeing role, fixing mistakes and approving the bot’s decisions. This new age of AI begs the question of how the workplace will look in 5 or 10 years, potentially seeing AI being implemented as robots in a physical form, replacing hotel staff who had to do manual labour. Since the hospitality sector is a fast-moving, competitive space, it’s easy to see why so many hotels are rushing to implement AI. 

Literature review 
Personalisation is a big part of guest service and a pivotal part in what makes a service great. AI-driven personalisation is made super easy, as an AI can easily sort through hundreds of thousands of pieces of information in seconds, and then create the perfect targeting recommendations based on the information given (Sahani, 2025). Of course, one of the benefits is that hotels can implement dynamic pricing models suited to each individual, based on financial information collected through cookies. AI could analyse the information from cookies, which include spending habits, preferences, and previous behaviours, and other relevant data, and finally creating a package special for that individual to maximise spending (Zhang, 2022). 
Sharma, Singh and Tyagi in their 2024 piece have explored how AI could transform rural tourism by enhancing visitor experiences, the authors then propose an AI powered framework focused on accessibility and personalisation to develop rural tourism hubs (Sharma, 2024). Suggesting AI can be a benefit for tourism and hospitality, especially in rural areas. 
Another way AI is impacting customer service is by the way it can anticipate guest needs, using the same methods as its personalisation feature. These benefits of AI of course enhance guest satisfaction and it will help hotels profit massively (Al-Hyari, 2023). It will also allow hotels to place their staff on more important tasks while the AI deals with mechanical tasks such as sorting through data and creating marketing strategies. Hotels will be able to streamline their operations and automate the simple tasks (Hussein Al-shami, 2022).
But AI is capable of personalising more than just the in-hotel experiences, it can personalise a hotel’s mobile app, emails, social media posts, etc. For example, Hilton’s AI systems can track customer preferences across app interactions and change room temperature or suggest to guests room upgrades next time they book. This multi-channel personalisation is what creates brand loyalty (Amtul, 2025).
Hotels use information from outside of their own bubbles to build profiles for personalisation, as they use cookies and third-party data to understand customers outside of their own ecosystem (Cahn, 2016). If a previous customer is on WhatsApp messaging their friends about potential plans for a future holiday, Meta’s AI systems will recognise this and collect that information. Meta’s AI systems will then sell this information to Hotels that have profiles on that specific person, and their AI will buy this information to then use it for their targeting campaigns (Pierson, 2011). The person who was planning a holiday on WhatsApp will likely be swarmed with ads from hotels and holiday destinations on their Tiktok, Instagram and Facebook pages (Jones, 2020). This is how ads have been working for years now, and cookie based AI’s are not new, but recently these systems have been getting so good at prediciting behaviour, that for some people it creates the illusion that ads are ‘’reading their mind’’, when in reality it is a highly complicated AI system that collects data, and then predicts outcomes to make the most money for data collecting companies (Mellet, 2021). These mass data collecting operations are now starting to cause concerns to the average user, and it is the reason why many are looking to hide their activity online (Sombatruang, 2020).
AI can also be used to process feedback, and give the hotel higher ups a summary of concerns based on the data given, it is able to process reviews, complaints, and ratings to then find the most commonly mentioned complaints, and give a summary based on the data. A team of 10 people would take weeks to look through thousands of different feedback points, but AI could do it in an afternoon (Hutt, 2024). 
The final point on the benefits of AI is the ability to help retain guests and keep them coming back, as AI can analyse stay patterns and complaints, and predict which guests may not come back again (Acharya, 2024). This is helpful as it can identify warm and cold leads by their behaviour, and send this information to the marketing team, who will then focus more on the warmer leads that show signs of being satisfied with the service. AI will also be able to identify long term guests and build profiles on them, making each experience better than the last, and creating unbreakable brand attachment and trust (Saxena, 2024). 
However, the Drawbacks of using AI in this manner are the Data Privacy concerns, since a system like this requires massive data collection and analysis, which raises concerns about customer privacy and data security, hotels will need to keep their AI’s compliant with data protection laws, however some hotels given this power may not adhere to these laws, the same way facebook abused their data collection a few years ago, and had major issues with data leaks and hackers, getting the business in hot water (Carmody, 2021).
Another issue to consider is that too much automation may make the hotel process feel soulless, and guests deeply appreciate the human touch as part of their service, each brand must be careful not to rely too heavily on automation, as it can push customers away (Mandic, 2023).
A factor that is slowing down the mass implementation of AI is the cost of integrating the new technology, since staff would need to be trained, and the infrastructure as a whole would need to change (Nam, 2021). The AI’s dependence on the data quality also needs to be mentioned, as the AI’s results will only be as good as the data it is given, which may cause mistakes and inconsistencies. AI, also in its current state, can have biases and lack judgment that only humans have; it may make assumptions about customers, which, when the assumptions are wrong, the customer will be provided with suboptimal service (Kim, 2025).


Method 
For the Research, mainly secondary sources were used. With sources from Google Scholar being the main source of information, however, a small part of the research is experiences from the hotel placement. One of the analytical techniques used is the Three Pass technique, recommended by Keshav (2007). The method involves skimming for ten minutes as the first pass, then in the second pass, reading the same information for a second time and noting down unfamiliar concepts. And lastly, the third pass is in-depth analysis, critically evaluating the information, its results and conclusions. The other method used was active reading, where the text was annotated with summaries and questions, key points were highlighted, and each section was summarised to reinforce understanding. A PEST analysis will also be used to structure the information for a coherent research paper (Ho, 2014). 

Theme impact analysis 
Firstly, for Political factors, governments around the world are starting to become more focused on GDPR (General Data Protection Regulation ), at least in the European Union. These sort of laws affect how hotels collect , store and use customer data for the previously mentioned AI driven personalisation, hotels need to comply to avoid huge legal repercussion (Sartor, 2020). As well as the labour laws that are evolving to address the intregration of AI in the workforce, with unions speaking out for job security and retraining programs to slow down displacement caused by automating operations (Waas, 2022).
The AI impacts on Economic factors are how AI potentially offers cost-cutting to hotels through the automation of routine tasks, for example, AI chatbots and self-check-in mechanisms help hotels cut back reliance on front desk staff; however, the initial investment for technology like this is massive, and it is also a barrier for small and medium hotels, which may be unable to invest huge amounts in AI technology, seeing how it is still in its early forms, meaning the rapid advancements that are inevitable pose a huge risk to small hotels investing wise. However, this means that smaller hotels will fall behind established franchises like Marriot, who can afford to always invest in new technology (Milton, 2024).
Next, looking at social factors, customer expectations are changing to more personalised and seamless experiences, people want their service done fast and easily, which AI can help with. Another factor is the public’s concern with data privacy and ethical use of their information. This trend of increasing data privacy can be seen just by looking at the increasing use of VPNs online. Transparency in data collection is becoming essential for any data collection business. Lastly, the workforce is facing challenges as AI automation is increasing the need for reskilling/upskilling initiatives to keep up with employee adaptability. 

Technological Factors concern the advancement in AI technology, things such as machine learning and natural language processing, allow hotels to improve their customer service through chatbots and virtual assistants. However, this sort of technology in its current state is seen as ‘’annoying’’ as customers would much rather speak to a real person immediately, instead of spending 20 minutes speaking to a chatbot that won’t resolve the issue anyway. However, another side of AI technology is the help it gives to hotels in analysing data, something already mentioned in this research paper (Buhalis, 2020).

Finally, this section is not apart of the PEST model, but worth noting nonetheless, that is the industry respone and critical reflection. The hospitality industry has quickly responded to the new technology and each business has intregrated AI into their service some way or another. However the adoption of AI also has its challenges, the afore mentioned costs but also the complexity in using this new technology. Moreover there lies a risk of over dependence on technology, which can break down, malfunction, get hacked etc. The balance between human and AI involvement in a business is delicate, but also crucial. 


Conclusion 
In conclusion, the addition of AI into the hospitality industry is changing how hotels operate day to day and how they deliver customer service. Key benefits of AI are its enhanced personalisation, improved operational efficiency, dynamic pricing and data-driven decision making. AI also allows hotels to automate monotonous tasks, improve marketing and bring a better understanding of guest needs. However, these benefits also come with the negatives of data privacy risks, high start-up costs, over-reliance on technology and the potential loss of human interaction, which is key to hospitality. In addition, smaller hotels will suffer from the rapid tech shifts and labour concerns, such as displacement. For hotels to maintain competitiveness, the right balance between AI usage and the maintenance of ethical, customer-focused focused and human-centric service practices must be found and kept. 

recommendations 
The first recommendation to any hotel looking to implement AI into their workforce successfully is to maintain the human-AI balance. While automation may be able to handle repetitive or data-focused tasks, hospitality is still a sector all about people, and prioritising human interaction in guest-facing roles is crucial, especially in areas like concierge services, guest relations and conflict resolution. An example would be to have a system where staff are informed of the incoming guest’s preferences, using AI to deliver a summary and recommendations, allowing the human touch to be more personalised (Wang, 2025).
Another recommendation for hotels is to invest in staff training and upskilling, in preparation for the mass adoption of AI within the workplace. Investment in training programs that introduce staff to AI tools, data interpretation and decision making based on information provided by AI are a must for the future. Upskilling initiatives will also give employees the confidence to take on new roles that involve management and oversight, but also creative thinking and empathy, things that AI is lacking in its current form. This transition would also help reduce unemployment concerns and is in the trend of evolving job market demands (Qin, 2024).
A third recommendation would be implementing ethical standards for data use, and also implementing measures to keep that data safe from hacks and data leaks. Since most data leaks go public almost as soon as they happen, a widely known example of this is Sony’s data leak in 2011, as 77 million people had their information exposed. Now, a smaller hotel may not get the same publicity as Sony, but any data leak is a PR disaster and will cause new and old customers to doubt their trust with a hotel that has had a data leak (Ghouse, 2019).
Monitoring AI performance constantly is a key point that is recommended to make sure the technology is performing as expected and to find new ways to improve the current system. Hotels should include performance indicators and audit mechanisms to review AI-generated outputs. Evaluations help hotels find biases, technical errors, and inaccurate information, since these issues, if unfixed, can cause the staff to make poor choices based on false information, further leading to guest dissatisfaction. Having a system that can monitor, find, and fix mistakes within an AI system is crucial, as each member of staff has a manager that keeps track of performance and quality, AI systems should have something similar too.
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