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[bookmark: _Toc158240023]Introduction
In the post-pandemic era, the hotel and hospitality sectors are confronted with multitude of challenges. It is an undeniable fact that the hotel and hospitality sectors must integrate latest technology as a part of digital transformation to remain competitive in the industry (BU School of Hospitality Administration , 2023). Though this sector is characterised as a labour-intensive business due to the intricate nature of different tasks, and nuances in relationships with the service providers and the customers, it requires the mediation of humans to understand the subtle requirements of customers and provide a rich experience for them (Webster & Ivanov, 2019). In the ancient period, the hospitality sector was more focused on enhancing the expectations of the customers. However, presently there is a paradigm shift in the culture of the hotel and hospitality sectors, as the focus is on providing differentiation and experience coupled with innovative infrastructure without compromising on the quality of services provided to customers. 
The integration of digital technology in hospitality and tourism sector would help this industry to divert their focus more towards improving the quality of services, mitigating the time involved in the provision of services, enhancing competitiveness, achieving economies of scale with the reduction in operational expenses, personalisation of services, and awareness. Further, the integration of contemporary technology leads to creation of value and enhancing satisfaction among the customers (Kolobkova, et al., 2021), (Mercan, et al., 2021). As hotel and hospitality industry has always been in search for innovative and creative solutions to augment customer experience and achieve operational excellence, Artificial Intelligence (AI) has opened opportunities for a new revolution in the industry.
[bookmark: _Hlk158029118]The integration of AI is considered as a revolution in the field of hotel and hospitality sector as it enhances customer experience. As AI is driven by the integration of human intelligence, it is better equipped to provide information on needs and requirements of the customers as data is captured during their activities online.  It has redefined all the functions in hotel and hospitality sector wherein the industry could provide tailor made products and services to the customers, thus enhancing their experience and satisfaction (Bulchand-Gidumal, et al., 2023); (Bounatirou & Lim, 2020). AI has made it easy for the industry to take the customers through their booking journey, ranging from reservations to providing personalised suggestions. The different areas that specifically benefits from the integration of AI includes customers service, advertising and marketing, customisation, prediction, and translation of language. AI has the potential to augment efficacy in hotel and hospitality sector (Sarikamis, 2022). 
Literature Review 
Artificial intelligence is redefining the basic functionalities of hotel and hospitality sector. It equips the industry to imbibe in innovation and creativity to augment customer experience and achieve operational efficiency to remain competitive in the industry (Batabyal & Das, 2019). The recent trend in AI includes the integration of chatbots, augmented reality, virtual assistants, robots, predictive analysis, and block chain technology. However, conducting a SWOT analysis would provide better insight on the impact of integrating AI in hotel and hospitality sector.
The key strength of AI lies in automation, customisation, consistent provision of services and data handling. It has helped the hotel and hospitality sector to streamline different processes and services along with providing real-time and instant solutions that would help to augment the experiences of the customers. The focus has been providing enhanced experience to the customers and increase the usage of AI technology by the customers. It is also used for interacting directly with the customers thereby providing a feeling that they are interacting with real humans who are attending to their queries and providing valuable suggestions regarding their travel plan which would augment the perception of the customers towards a particular brand in the industry (Pillai & Sivathanu, 2020), (Al-shami, et al., 2022), (Gupta, et al., 2022). Further, the integration of AI is found to have a great impact on business performance as it helps in the identification of high value customers and design marketing strategies exclusively for them. Thus, by customising the products and services, the brands would be able to remain competitive in the industry. Furthermore, it adds to revenue, operational efficiency, and reduction of cost (Bounatirou & Lim, 2020), (Rasheed, et al., 2023). Similarly, Koo, et al., (2021), opined that AI in hotel and hospitality sector is revamping the business processes to experiment new business models thereby contributing to the financial performance by integrating innovative tools like chatbots and virtual assistants for the provision of customer service and complaint handling. As such, the integration of AI in hotel and hospitality sector will benefit from responding to customers round the clock, thereby providing rich customer experience. With the help of smart technologies, brands could encourage the customers to interact on a real time basis and thus augmenting the competitive advantage. However, Rasheed, et al., (2023), put forward that the integration of AI technologies could create chaos in the industry in a scenario where the employees and customers lacks knowledge and understanding as to how to handle it. If the employees are not properly trained to attend to the service failures in the technology, the customers would become impatient and lose interest in establishing a relationship with the brand. Furthermore, the integration of AI technologies in hospitality sector is an expensive affair where all the organisations could not afford to adopt smart technologies. Similarly, in the view of Pillai & Sivathanu (2020), smart technolgies like chatbots have the limitations of communicating in mother tongue, and sometimes the customer may find it difficult to keep pace with the chatbots. Additionaly, as per Lv, et al., (2022), Khaliq, et al. (2022), the use of AI in communicating with the customers lacks empathy, wherein the conversion rate would be affected. Further, the service failure would also be higher, which would compel the customers to turnout the services of AI enabled technologies. However, according to Youssef & Zeqiri (2022), continued innovation and development in the field of AI makes it more affordable and dependable in the future that supports business growth. However, its creates a threat for unskilled employees to lose job with the development of smart technology.
However, the opportunities in AI could be tapped effectively by encouraging the employees to make use of the smart technologies for innovation and creativity. It helps to improve the productivity of the employees, wherein repetitive task could be replaced by robots (Kong, et al., 2023), (Nam, et al., 2021), (Gupta, et al., 2022).  Similarly, Rosete, et al., (2020), proposed that the opportunities of service robots could be used by the organisations to carry out uniform and mechanical task as at some instances robots perform effectively than humans. However, Li, et al. (2019), commented that AI and robots poses a potential threat for labour force, as the former replaces the workforce, thus reducing the employment opportunities for the latter. For instance, many frontline tasks like room service, registration, concierge, bar attends, works have already been replaced by service robots leaving the workforce jobless. Furthermore, complete automation and smart technologies are bound to demotivate and demoralise the existing employees, thus affecting their performance and productivity (Carlbäck, et al., 2023). However, Ivanov, et al. (2020), proposed that those employees whose work requires emotional intelligence, social interaction, and human touch would not have to worry about the integration of AI enabled technologies in hotel and hospitality sector. The biggest threat in automating the whole industry is lack of soft skills, social skills, and emotional intelligence in smart technologies. It fails to provide affective experience to the tourists and travellers, thereby affecting the whole business performance (Manthiou, et al., 2021). Further, the customers’ expectations from AI are beyond the service extended by humans. If AI technologies fail to meet the expectations of the customers, they tend to avoid using the services of AI. Further, diverseness with respect to the demands of the customers and intricate environment in service sector leads to failures in services powered by AI technology, leading to dissatisfaction and negative customer reviews, reducing the usage or complete avoidance of AI technologies by the customers (Lv, et al., 2022). Further, the integration of service robots for surveillance in hotel and hospitality sector is found to be an infringement on the privacy and security of the guests. However, as a part of reducing cost and achieving operational efficiency, many 3-star and 4-star hotels have integrated AI technologies as there is a greater acceptance of this technology by the customers who are looking for cost effective options (Nam, et al., 2021). However, the greatest weakness in complete automation is that it ignores the aspect of cares which of utmost important in hotel and hospitality sector. The absence of human feelings could lead to dissatisfaction among the potential customers. Further, lack of empathic and communication skill also poses a potential threat for the complete automation in hotel and hospitality industry (Manthiou, et al., 2021), (Reis, et al., 2020). However, the adoption of AI in different arena of hospitality sector has transformed the brands, wherein the visibility has increased. This prompts the industry to maintain its standard and brand promises to remain competitive in the industry (Rohit, et al., 2024).
[bookmark: _Toc158240024]Application of AI in Marketing in Hotel and Hospitality Sector
AI in marketing has been used as an important tool by the organisations to forecast and predict customer behaviour and boost sales. The focus has been towards the prediction of behaviour of the customers and value creation for them (Vlačić, et al., 2021). AI is an effective tool for briefing and predicting the behaviour of the customers. It provides information on the requirements, tastes and preferences of the customers based on customer queries and enquires, which would further help the marketing department in hotel and hospitality industry to work on customisation to create a positive impact in the minds of potential tourists in the future. AI can effectively customise E-mail, social media content, websites, and other (Nguyen, et al., 2023). The integration of artificial intelligence provides insights on the preferences of guests by analysing the behaviour trends and patterns. This information could be used by the marketing department to design customised strategies to attract new customers and retain the existing customers (Berman, 2023). The integration of AI could be used to assess the sentiments of customers from online reviews and personalised messages could be sent to the targeted customers to increase the conversion rate. For instance, chatbots could be effectively used by the hotel business as they are considered as the first source of contact by the potential travellers. Hiton has effectively integrated all the technologies in AI to provide seamless experience to the customers (Prentice, et al., 2020). 
Further, AI would help to synthesise information on a real time basis based on the tastes and preferences of the customers, the organisations tend to enhance their competitive advantage. (Bulchand-Gidumal, et al., 2023), Similar view has been put forward by Haleem, et al. (2022), the marketing department could divert their attention towards processing the information generated through the online activities of the potential customers to provide tailormade products and services on a real time basis. Further, AI technology could be deployed to analyse competitor’s strategies in advertising and predict the trends. It helps the management allocate the budget wisely for marketing activities. Further, the use of technologies of AI has helped in the fast processing of information enabling the organisations to devise strategies to target the appropriate customer group. This will help to augment the business performance of the organisation in hotel and hospitality sector (Inanc–Demir & Kozak, 2019). However, Kapoor & Kapoor (2021), suggested that the management would have to adopt both the traditional and digital marketing techniques integrating AI to enhance the competitiveness in the industry. As such, Pillai & Sivathanu (2020), opined that customers still plan their holiday or vacation with the help of travel agents for want of human touch, and develop strong relationship with the customers through various marketing strategies. However, in the post pandemic era, the requirements of customers in hospitality sector are highly driven by modern technology and emphasises on innovative products and services along with risk mitigating measures (Khaliq, et al., 2022). For instance, hotels such as Hilton, Sheraton, etc. that has integrated AI into their services were able to serve better during the quarantine period.
However, the service provided by concierge,’ Connie’, in Hilton Hotels is found to have positive impact in the minds of potential customers as it is equipped to provide quick responses to customer’s queries. Further, chatbot services are offered by Ewardian Hotels, which provide information to the tourists as and when requested. All these marketing strategies are found to have a great impact on the customers (Reis, et al., 2020).


[bookmark: _Toc158240025]Evaluation of Future Policy and Management Options to Deal with the Integration of AI in Hotel and Hospitality Sector
As hotel and hospitality sector exists in a very competitive environment, it is highly recommended to analyse its target market and customer along with defining its market position. This would help the industry to conclude on the degree of automation required by the integration of AI. Further, it is recommended to analyse the strategic position of the organisation to decide on automation, as complete replacement of humans by robots will not be accepted by the potential customers. However, it is recommended to automate those sections of the industry, which is mechanical in nature, as those tasks could be undertaken more effectively with the integration of AI rather than employees. Since the customers long for a human touch in relationship, it is highly recommended to retain the services of humans in front line services. Furthermore, to ensure the quality of services and delivery of affective experience to the customers, the integration of AI should consider convenient and user-friendly interface for the customers to improve the strategic value of the hotels. As hotel and hospitality sector is service oriented, it is highly recommended to focus on improving emotional intelligence along with artificial intelligence to enhance the experience and satisfaction among the customers. Further, service failure should be attended on time with the implementation of mature recovery procedures. This would enhance the confidence and emotional comfort of the customers. As a part of first point of contact, it is recommended to incorporate chatbot or virtual assistants to understand the needs and requirements of the customers, and if required the call should be attended by humans to ensure the conversion rate, as humans possess empathetic skills. Further, it is also recommended to provide periodic training and development for the skilled employees to boost their morale and confidence level to evoke a sense of belongingness in them to enhance their productivity. The employees should also be provided the required training to acquaint themselves with the technology integrated in their organisation to minimise the errors and enhance their effectiveness and ensuring the privacy of guests. Furthermore, embracing newer technologies has become the need of the hour as the world is embracing it in every sector at a faster pace. 
[bookmark: _Toc158240026]Conclusion
The service industry is changing at a phenomenal pace accelerated by the advancement in Artificial Intelligence. It has become an integral part of hotel and hospitality sector as it helps the organisations to be very competitive in the industry. It can be concluded that automation in service sector is bound to reduce costs and enhance operational efficiency. However, the integration of AI is a threat for unskilled workers, as their work could be easily automated leaving many jobless. Those tasks which are repetitive and mechanical in nature could be completely automated. However, there are still certain areas like front line desk which requires the industry to employ humans to develop long lasting relationships with the customers. Further, as it is a highly sensitive industry driven by social skills, emotion, and empathy, the complete replacement of humans by machines are still in process and it must be sorted out strategically by the organisations. Further, complete automation is also bound to interfere with the smooth delivery of service to the customers. However, the integration of AI in marketing in hospitality sector helps the organisation to focus on personalisation strategies to attract and retain the customers. It also helps the organisation to analyse the trends prevailing in the industry and to have clarity on the marketing strategies to adopted to target the potential customers. It helps the organisations to channelise the budget effectively and achieve the marketing goals. Furthermore, adoption of AI in hospitality sector helps to gain competitiveness in the industry. 
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