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The use of Artificial Intelligence (AI) in creating visitor experiences in tourism and hospitality industries was analyzed in this study. AI application in chatbots, predictive analysis, and personalized service, and its application in enhancing operational efficiency and happiness of guests in big hospitality companies including Marriott and Hilton, have been analyzed in detail in the study. Challenges regarding safeguarding information, investing in financial expenses, and balancing humans and AI have been discussed in the study, too. Recommendations have included taking a mixed model, safeguarding information, training workers, and providing expandable AI for small restaurants and hotels. In conclusion, AI, when utilized in a proper manner, could build long-term competitiveness and business development in hospitality industries.

[bookmark: _Toc189816844]Introduction
The tourism and hospitality industries join numerous industries in being motivated towards development towards Natural Intelligence. Machines become smart with AI in a quest to conduct operations that involve smart processes such as problem-solving and decision and language processing (Doborjeh, 2022). AI technology redefines hospitality through operational processes, apart from transforming corporation and guests' service processes and decision processes. AI induces its operators to introduce chatbots and predictive analysis, apart from face recognition processes and computerized service processes for guests.
AI brings three important values in tourism and hospitality through providing augmented operational efficiency with personalized service and timely issue-solving. AI brings a chance for similar direction expertise entities to implement quick personalized resolution whenever ease and quick service and personalized touch become ever-growing requirements for visitors. AI recommendation algorithms provide personalized vacation tips for visitors and robotic concierge and computerized front-desk automation enable efficient processing of guests and ease in service (Bagadiya and Kathiriya, 2024). AI system creates efficient asset demand forecasts and high profit and sustainability performance.
Local adoption of AI receives support from both service integration and new technological implementations in virtual platforms which accelerated because of the COVID-19 pandemic. Business continuity through AI serves as a driving force while maximizing service delivery along with bringing overall happiness by becoming a transformational element in competitive marketplaces.





[bookmark: _Toc189816845]Literature Review
The tourism and hospitality sector has been encouraged towards utilizing Artificial Intelligence (AI) in a quest for personalized and effective experiences for guests (Buhalis and Moldavska, 2022). Hospitality executives and organisations claim AI is at the core of reimagining tourism and hospitality in its new shape. Personalised experiences and effective service have become a reality with AI, and it is regarded as a technology capable of providing best-in-class experiences for guests.
[bookmark: _Toc189816846]Artificial Intelligence for Personalization in Hospitality
A recurring theme in most annual reports of companies is the improved use of AI in guests' personalized experiences in most companies. In a 2024 report, Accenture places an estimation that hospitality and tourism AI technology can maximize personalized experiences through analysis of guests' information in providing them with personalized service, amenities, and experience recommendations (Fernandes, Wani and Shah, 2024). For example, big hospitality entities such as Marriott and Hilton have included AI-powered chatbots that chat with guests during and even beforehand during a guest's stay (Bagadiya and Kathiriya, 2024). AI-powered chatbots can make experience recommendations in nearby locations, make room service orders, and even adjust in-room settings such as temperature according to individual guests' preferences, thus creating a highly personalized guest experience.
For instance, Marriott’s "ChatBotlr" can allow guests to message orders in real-time to a property, make service recommendations, transmit information, and even book such experiences as restaurants and spa appointments (Fernandes, Wani and Shah, 2024). As Marriott’s 2023 report explaining its use of technology explains, such an AI tool not only enriched guests' experiences by offering immediate, personalized service but even increased operational efficiency with its capacity to respond to routine guests' queries with no intervention at all.
[bookmark: _Toc189816847]Predictive Analytics for Anticipating Needs
Another important application of AI in tourism and hospitality, according to a report filed by a group of companies, is predictive analysis, through which hotels can predict guests' needs even beforehand. According to a 2023 report filed by IBM, AI software can even make guests of both tourism and hospitality likes and dislikes predictable through analysis of past actions, reservation trends, and even external factors such as weather and events in a region (Pandi and Spanaki, 2024). For example, AI can predict when a guest will need an early check-in, a late checkout, and specific amenities, and therefore allow the hotel to serve them in an anticipatory manner beforehand apart from this can also recommend to people where should they visit according to the scenic view that wishes to see. All such information is communicated to hospitality workers through computer programs, and not only maximizes operational efficiency but at the same time, enriches guests' experiences as well.
For one, Hilton’s incorporation of AI through its "Connected Room" technology helps guests control room settings (entertainment, temperature, and lights) about a past stay. Information is leveraged through technology to adapt the room environment to a preference even when a room is first entered. According to Hilton’s 2023 annual report, such incorporation of personalized technology not only increased guests' happiness but even generated guests' loyalty, with most guests returning for a personalized in-room environment (Sanli, 2024).
[bookmark: _Toc189816848]Customer Segment and Targeted Offer
AI's ease in target marketing and segmentation is yet one of the concerns for organizational reports. Organizations use AI for the segmentation of customers with a range of factors such as demographics, consumption behaviour, liking, and even social behaviour in social networks (Cunha, et al., 2024). AI can then build personalized programs for individual segments, and in return, present relevant offerings and discounts.
A 2023 report, compiled by Deloitte, identifies AI's role in redefining hospitality and tourism customer segmentation. AI helps companies develop smarter, more efficient customer profiles through a big-data analysis of behaviour and past stays (Bhandari, 2024) and then apply them to deliver precisely segmented offerings, for instance, discounts for wellness guests at a spa, and vacation packages for family vacationers, for instance. AI platforms can dynamically adjust promotional strategies in real time, enhancing campaign effectiveness and ROI.
For one, in 2022, IHG began leveraging AI in a bid to enhance its reward programs. By leveraging its use of machine algorithms in tracking guests' behaviour (Snäll, 2023), IHG could generate reward and personalized offerings for guests in terms of individual trip habits, enhancing guests' activity with its reward programs.
[bookmark: _Toc189816849]Maximising operational efficiency through AI integration
AI is most contentious when it comes to its use in individualization, its use in operational efficiency cannot go unremarked. Most tourism and hospitality companies have experienced AI streamlining operations, saving them costs, and delivering service in a better manner, according to them in most cases (Dasgupta and Jamader, 2024). One such report in 2024 conducted by McKinsey comes out and informs that AI-powered automation platforms can administer repetitive processes such as bookings, scheduling, and stocking, for example, AI algorithms can maximize manpower in terms of real-time demand forecasting and efficiently utilize assets.
Expedia's Chatbot is a great example which helps people book flights and hotels and provides live assistance and suggestions according to the customer's wishes (Khalaf and Moftah, 2024).
[bookmark: _Toc189816850]The use of AI in real-time feedback and sentiment analysis
AI real-time feedback analysis is yet another area in which technology is creating a significant impact. According to a 2023 report, AI software can scan and review social posts, web posts, and survey feedback and can gauge the moods of guests and detect any impending issue in real time, even before an issue arises (Dwivedi, et al., 2021). AI tools scan humungous amounts of unorganized information, and hotels can respond to any criticism promptly and take real-time corrective actions.
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The present work applied a secondary data collection technique in researching the role played by Artificial Intelligence (AI) in personalized guest' experiences in hospitality. By reading secondary sources including studies, case studies, industry reports, and secondary sources pertinent to the field, the work will try to explore in what manner AI is being adopted in enriching guests' experiences nowadays.
[bookmark: _Toc189816852]Data collection techniques
1. Review of Existing Literature: There had been in-depth review of academic studies, articles, and studies in an endeavour to store both quantitative and qualitative information about AI applications in hospitality, and about its use in terms of personalized guests (Kumar, Ashraf and Nadeem, 2024). Included were the studies about AI applications in chatbots, predictive analysis, and recommendation programs.
2. Case Study and Industry Reports: Published studies and reports prepared by hospitality companies, technology companies, and market research companies had been analyzed to understand real-life implementations in hospitality companies (Buhalis, et al., 2024). Successful implementations of AI in hotels and tourism companies be analyzed through case studies to understand the consequences and impact in terms of guests' experiences.
3. Secondary Online Customer and Reviews: Google Reviews, TripAdvisor, and social networks had been mined for secondary information, in which guests have posted feedback about experiences with AI-powered service (Bagadiya and Kathiriya, 2024). It revealed guests' perception of AI-powered hospitality personalization.
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1. Political Factors: Policy and Regulation
AI in hospitality and tourism is challenged by an ever-changing political environment, with governments and regulators grappling with developing policies and frameworks for AI use regulation (Hussein, et al., 2024). Information security and data privacy become political in AI technology applications in hospitality, with increased use of guests' information for personalized offerings.
For example, the European Union’s General Data Protection Regulation (GDPR) imposed stricter controls over companies collecting, storing, and using individual information. Hotels, hospitality and tourism companies utilizing AI for individual service must make such actions comply with such controls in a transition to escape enormous penalties (Spanaki, 2024). AI tools employing big data for individualization (e.g., AI-powered recommendation platforms) must be handled with care in a transition to preserve guests' anonymity. Industry response, such as Marriott’s launch of AI with privacy-first strategies, is an accommodation to such political restrictions. Marriott prioritizes transparency in information use, creating trust with guests and yet not compromising individualization efforts.
2. Economic Factors: Cost Effectiveness and ROI
AI contribution in hospitality is most closely tied to financials, namely cost savings and ROI. AI technology including chatbots, predictive analysis, and service automation helps hospitality companies save labour costs and maximize operational efficiency. For instance, AI kiosks for checking in, simplify checking in and save labour, cut down use of front-desk labour and improve service efficiency (Najafi, 2024). AI chatbots including Hilton’s "Connie" and Marriott’s "ChatBotlr" allow real-time service to guests, taking care of routine queries and orders, freeing workers for complex work.
However, investing in AI technology and infrastructure in the first place can be an expense. Implementing AI in existing infrastructure and training staff to work with and control AI tools is an expense, and for budget hotels and small hotels, it is a strain, at least (Bhandari, 2024). Established chains with deep pockets, such as Marriott, can go all out in investing in high-tech AI tools, but for smaller companies, such investments can hardly even be contemplated in the hope of long-term financial reward with no immediate reality in mind (Challoumis, 2024). AI can have a significant impact in terms of operational efficiency, but for smaller companies, its ROI can have a delayed impact.
The value of AI can even manifest in its application in dynamic pricing techniques. With AI processing information regarding guests' behavior, trends in the marketplace, and events in the immediate environment (e.g., events in a nearby property), (Medin and Schylström, 2024) hotels can dynamically price rooms, creating additional revenue and profit. AI software such as RoomRaccoon and PriceLabs have been adopted in hotels in a quest to simplify revenue management processes, with real-time price shifts, creating both occupancy and revenue per available room (RevPAR).
3. Social Factors: Changing Consumer Expectations
Technology acceptance and consumption behavior and transformation make a considerable contribution towards AI in hospitality sectors. Consumers in current times require personalized and convenient experiences and AI technology is in the direction towards such experiences (Ameen, et al., 2021). Consumers require taking care of oneself through mobile self-service and ordering room service through voice AI technology and preference and likings-based personalized recommendation service. Deployment of predictive visitor likings and personalized experience capabilities through AI tools encourages hotels to implement such capabilities for demand creation for guests.
Hotel companies and tourism companies use artificial intelligence in a quest to understand customers' needs and then serve them in a personalized manner in response to fluctuations in social trends. Hilton's "Connected Room" technology enables guests to make room settings personalized through offering them a chance to use past behavior in choosing television channels in addition to lamp brightness (Kaliappen and Hassan, 2022). AI platforms can use such technology in customizing restaurants' offerings and in-room and tour and excursion experiences through guests' use of information.

4. Tech factors: Innovation and Integration
The technological development is the source unit hospitality acquires through AI. With high technological development, hotels generate enriched real-time computerized offerings through a combination of big data AI and AI. AI chatbots, robotic concierges, predictive analysis for guests' preference, and AI-powered revenue management software form important technological implementations in hospitality.
The integration of AI technology and IoT brings in smart room feature and temperature room controls and room service access through voice and mobile app commands. AI application entails its use in scheduling and planning operations and in processing backend operations, and thus improving operational efficiency and guests' satisfaction
Industry Responses and Critical Reflection
Major hospitality institutions and tourism companies show increasing positive sentiments about AI technology because they implement it to increase operational effectiveness alongside better service delivery (Mariani and Borghi, 2024). Three major hotel chains including Marriott and Hilton and Accor and tourism companies Thomas Cook, TripAdvisor & VisitBritain have adopted AI technology successfully which both enhances guest satisfaction and increases business earnings. Marriott and VisitBritain implement personalized guests' service delivery through AI while also using AI for dynamic pricing schemes which represent major achievements in the hospitality industry.
The difficulties simultaneously increase as the use of this technology continues to spread worldwide. Small hospitality businesses and property owners face an initial challenge to finance both artificial intelligence integration and contemporary technology implementation (Nam, et al., 2021). Audiences are worried that Artificial Intelligence will displace employees who maintain personal interactions in hotel settings. A challenge exists when maintaining human-robot interactions because customers expect personal contact in hospitality operations.



[bookmark: _Toc189816854]Conclusion
The hotel sector and tourism transform on three fronts using AI technology specifically through individualized services along with optimization of operations and guest well-being. The vast opportunities within AI need appropriate implementation through maintaining human interaction alongside machines and proper information security management together with employee skill advancement. Working AI technology should be provided to small hotels and resorts in formats that match their specific needs. Effective problem-solving and ongoing innovation enable hospitality companies to use AI for developing effective personalized memorable experiences, driving long-term business development and competitiveness in a high-tech environment.



[bookmark: _Toc189816855]Recommendations
1. Feature a Hybrid Model: AI can provide extreme individualization, but don't overdo and overlook a blend of humans and machines. Personalized service is appreciated by guests, but most appreciate humans as well. Hotels and tourism companies can utilize AI for routine work (e.g., chatbots, checking in and out) and preserve humans for nuanced and emotionally sensitive work to maximize happiness for guests (Wang, 2024).
2. Keep Confidentiality and Security of Information at Forefront: Since AI is information-dependent when it comes to guests, having strong information security controls is most important as data privacy is very important aspect for an individual. Hotels must abide by laws and regulations such as GDPR and make investments in sophisticated cybersecurity software in a bid to safeguard information about guests and gain trust.
3. Upskill and Train Staff: For AI to work at its best, hospitality staff will have to receive training and expertise in utilizing AI tools effectively (Çolak, 2023). Staff will have to receive continuous training in AI technology and information analysis to work in harmony with AI tools in a manner that maximizes guests' service.
4. Invest in Scalable AI Solutions: Smaller hotels can make investments in affordable, scalable AI solutions. AI can make AI accessible to single operators with no significant initial investments through cloud-based AI offerings. Solutions must be flexible enough to adapt to individual variable-sized operations' requirements.
5. Continuous Feedback Loop: Hotels and travel agencies must leverage AI systems to obtain immediate guest feedback for continuous service enhancement. Observation of guest emotions enables businesses to understand improvement zones which aids them in preserving top service quality
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