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Artificial Intelligence and human collaboration
Abstract
Artificial Intelligence (AI) is a trend that is rapidly finding its way into the hotel and hospitality industry to improve efficiency, customization, and customer satisfaction. The present paper reviews the new trend of AI and human interaction within a hotel setting, how technology could and should be used alongside human service, and not instead of it. We emphasize the role of AI-based guest experiences (e.g., chatbots, personalization, service robots) and the persisting role of human empathy and judgment. With references to recent literature, we analyze effects of this trend. The SWOT analysis and a qualitative review allow concluding that the advantages of AI (efficiency, 24/7 service, personalization) and opportunities (data-driven insights, new business models) should be offset by the weaknesses (the risk of losing authenticity, privacy concerns) and threats (guest alienation, job displacement). We conclude that the balanced integration allows the hotels to provide better experiences. The main suggestions are to upskill workers and protect humanity-focused contact points to guarantee that AI does not decrease, but rather increases the human aspect of hospitality.
1. Introduction: 
The hospitality industry has always been an industry that has been founded upon human touch and customer service. Quality guest experience has been based on the trained human resource handling individual requirements, in-real time (Roy and Pagaldiviti, 2025). Nevertheless, the increasing competition and the changing expectations of the guests are compelling hotels to adopt AI. Modern customers hope to travel with speed and personalization, so hotels must automatize their routine (such as check-ins, booking engines and requests), and rely on a data analytics system to customize the experience. According to industry observers, AI is already leaving the mark by liberating staff members who are left without doing tedious work and instead concentrating on the little details that can charm customers (Mercier, 2024). According to one recent study, automation in hospitality will leave more space to the staff to be able to deal with moments that demand empathy, creativity, and nuance. The emergence of AI, therefore, leaves a burning question: How can hotels be as efficient in high tech and still preserve the human touch that is needed? The paper discusses recent studies and practice in the sphere of AI-human cooperation in hotels and examines the advantages and drawbacks of the newly developed technologies in serving guests. This way, it provides some insight into the necessity of remaining emphatic and adaptable even after the integration of sophisticated AI solutions by hotels.  
2. Literature Review: 
The existing literature highlights the transformative force of AI in hotels and the continuity of human service. The guest experience and operational efficiency is changing with the use of AI tools, including chatbots and virtual concierge, predictive analytics and Internet of Things (IoT) systems (Banta and Milton, 2025). Using AI-based systems, 24/7 support, dynamic pricing, and hyper-personalized recommendations become possible based on the data regarding the guest. Chatting bots can be used, for instance, and algorithms can predict room preferences or spa package upsell based on previous stays. At the operational level, AI streamlines housekeeping, energy consumption, and product supply, cutting the costs and enabling hotels to run with greater efficiency (glion.edu, 2025; Takahashi, 2025). As a result, researchers discover that the use of AI has competitive benefits: it is more efficient and better at customer satisfaction rates. According to one of the reviews, people are getting more and more demanding about speed and personalization, 61 percent of guests who responded to a survey they conducted that they will pay more to get personalized experiences, and AI has become one of the primary facilitators of such customized experiences (Lewis, 2025; McDowell, 2025; Medallia, 2024).
Meanwhile, scholars warn that there is a limitation to technology and that it cannot substitute human empathy. Hudson (2025) note that, even though the effects of AI have been quite positive thus far in terms of efficiency (e.g. marketing personalization, dynamic pricing), customers still prefer the human touch to experience emotion and subjectivity. To give just one example, hotel sommeliers write that AI-based wine suggestions engines may help, yet there has to be a highly talented expert working with them, as tasting is all about feelings that machines cannot feel (Hudson, 2025). Likewise, anthropomorphic design of service robots can establish loyalty among the guests, but due to the absence of actual empathy, robots are the best compliments to human hosts, but not substitutes. It has been proven by empirical research that excessive automation will backfire: a service analysis of one hospitality industry concluded that in many cases, the over-use of technology in service results in less satisfaction and emotional detachment (Metalab, 2025). The faster checkout with the help of a kiosk may be a welcome change to guests, yet they are willing to receive warm welcome and a welcoming smile or reassuring gesture by employees, particularly during stressful or recommendation-seeking moments.
The most recent studies of human-AI collaboration focus on synergy. According to Wu et al. (2025), collaboration implies the merging of experience, knowledge, and judgment of the hotel employees with AI capabilities, thus combining the advantages of two (Wu, Zhang and Zhang, 2025). They demonstrate that such synergy is able to elevate the level of staff engagement and quality of life at work: when employees are no longer subject to repetitive work, they can dedicate themselves to meaningful, growth-oriented needs. Case studies within the industry reflect on the same positive side. Hotels like Ritz-Carlton and Mandarin oriental are luxury hotels that have introduced AI tools and also subject their staff to intense training. Indicatively, the Ritz-Carlton also launched AI personalization as a part of its human-centric design, and had a rise in the guest satisfaction rates as employees were able to focus more on spontaneous, heartfelt service gestures (Sadler, 2025). Similarly, Mandarin Oriental applies AI predictive analytics to guess guest desires (spa or dining preferences), but does not make those suggestions directly available to the guests; this practice has brought forth continuous positive feedback by the visitors (Lam, 2025; Metalab, 2025; Mingas, 2023). The abovementioned are only a few examples that indicate that AI has the potential to elevate service as it empowers personnel but does not overshadow them.
Conversely, the literature also reveals some major challenges. The issue of privacy and trust is raised several times: the high-end customers are particularly concerned with their information. Indeed, it has been found that almost three-quarters of high-income customers would leave a brand in the wake of a data breach (Thalesgroup.com, 2025; Urrico, 2017; Vercara, 2024). Too much dependence on technology may cause new issues: system failures, annoying applications may annoy the visitors. The inability of self-service kiosks to work and constant notifications to the guests lead to dissatisfaction and the disruption of the stress-free environment that luxury hotels strive to create (Sykimte, 2023). Staff concerns also are to be mentioned: in case employees feel substituted by machines, the morale can decrease, which completely destabilizes the very service spirit hotels rely on (Valerie , n.d.). Lastly, the expansive literature of hospitality records a social aspect: about one-third of workers are afraid to lose their jobs to automation in case technology is not controlled. This shows that the AI-human equilibrium does not only have repercussions with regard to guest satisfaction, but also on workforce stability and the planning of workforce in the industry.
3. Method: 
This research employs a qualitative desk research to investigate AI-human collaboration in international hospitality. We gathered information in recent scholarly journal articles, industry reports on AI application use in hotels. The identification of sources was performed through the targeted search of keywords (e.g. hotel AI personalization, service robots guest experience). They used thematic content analysis and a SWOT framework in order to group the effects of AI-human collaboration. All significant themes (efficiency gains, guest satisfaction, empathy loss, etc.) were identified and coded among the sources. Practical examples (chatbot implementation, robot servers, loyalty programme AI, and so on) were placed in the categories of the SWOT. This qualitative study enabled us to integrate the various knowledge in a consistent evaluation of world hospitality. No primary data was collected, and instead, the research synthesizes the available research and industry data to assess the role that AI is playing in transforming the experiences of a hotel guest and its operations. 
4. Theme impact analysis: 
A SWOT (Strengths, Weaknesses, Opportunities, Threats) analysis unveils the impact of AI-human cooperation on hotels. On the whole, all the literature and industry examples indicate that the strengths and opportunities are considerable but the limitations are also significant.
Strengths:
In human service, AI provides rapidity, uniformity, and customization which are complementary. As an example, hotels use chatbots and 24/7 virtual concierges to answer simple questions immediately, which help to avoid queues and release employees to be engaged in complex interactions. Predictive analytics will be able to recommend (room temperature, dining) depending on the profile of the guest, which will increase the perceived personalization. These features can frequently be quantified in terms of benefits: e.g. the hybrid AI-human approach at Ritz-Carlton provided a tremendous increase in guest satisfaction. Chatbots, such as the Radisson chatbot, Edward, directly increase satisfaction by responding quickly to the needs of guests, including orders to upgrade their rooms (towels) or issues with their rooms (Ivanović, 2024; Neo, 2024). At the functional level, AI simplifies the tasks, maximizes the price, routing housekeeping, or energy consumption, reducing costs and increasing efficiency. Notably, qualitative research concludes that with appropriate application AI may empower employees: employees note increased engagement when their non-creative tasks are not assigned and they can concentrate on innovative problem-solving. Practical experience shows that automation (self-checkout stations, robot helpers) has helped hotels decrease waiting time and mistakes in working processes, thereby increasing the service quality.
Weaknesses:
The overuse or underuse of AI may undermine the experience of the guests. One of the major shortcomings is the loss of authenticity, robots and algorithms do not have the real empathy. Guests used to warm handshakes may be upset by excessive interfaces with machines. It is enhanced by technical glitches: in the event that a self-service kiosk fails, or an app spams with notifications, guests will be frustrated. This may cause the loyalty to decline when people are less cared about. The other weakness is privacy and trust: hotel market deals with highly personal information, and overly active personalization may backlash. The premium travelers especially require discretion; a study has revealed that almost 70 percent will drop a brand once their privacy has been violated. Lastly, not every visitor and area is as technologically advanced. Senior customers or less-connected regions might have a problem with the services provided by apps, and hotels need to have a backup solution. This uneven acceptance is its potential weakness because AI may divide the satisfaction of guests instead of increasing it unanimously.
Opportunities:
AI-human cooperation, developed carefully, offers possibilities in the field of greater service and profit. Hotels are able to invest in creativity and experience design by releasing employees to work on value-added activities. As an example, one can use an Emotional Engagement Index to drive investment: make sure there are sufficient human-directed touches (concierge chats, surprise amenities) to maintain when the logistics are left to the automation. Other potential ways in which hotels can differentiate through new AI services is through the introduction of AI-based loyalty program deals or spa plans customized to the needs of high-value guests. The literature remarks that guests are ready to spend more money on real personalization, and AI allows to upsell on the basis of preferences recognition (e.g. offer a vegan menu or local tour). Also, predicting demand and optimizing pricing with the help of AI will create additional revenue streams without pressuring staff. Such creative applications can be observed in the industry: Marriott takes advantage of AI in their loyalty program to suggest timely upgrades, which simplifies decision-making and is said to positively affect employee satisfaction (Leff, 2025; Majid, 2025). The process of upskilling the workers to fill in these new positions also transforms the challenge into an opportunity: employees who receive training to operate AI tools are more productive and satisfied, which results in a more effective service culture.
Threats:
AI-human balance is a serious matter that should be mishandled. One of the biggest risks is alienation of the guests: in case they see that the experience is too clinical, they will run away to competitors. Too much dependence on bots may have a negative effect on satisfaction. On the same note, automated solutions that malfunction (e.g. a voice assistant misinterpreting a command) can negatively affect the stay of a guest. The other risk is the displacement of the workforce: the hotels should not discourage the employees. Employees might feel threatened by AI as a substitute to their work, thus reducing the morale and quality of services provided. This has a wider social impact: one of the analyses states that improperly handled automation will pose a potential threat of unemployment to people who are employed in the field of hospitality. Last but not least, there is the reputation of the brand.
5. Conclusion: 
The contemporary hotel sector is at the intersection of technology and tradition. The use of AI has the potential to substantially enhance the degree of guest service and operational efficiency as it has been shown in literature and case studies because it augments human capabilities. However, guests also need to feel warm, sympathetic, and dealt with honestly, which is only possible when interacting with people. Our analysis has found a golden mean, the phygital strategy, which is the most appropriate course of action: we can use AI to personalize and conduct routines and tasks that are data-intensive, however, allow sufficient room to a human-based care. In practice, this means thoughtful integration, i.e. the emotional connection, privacy safeguard and staff empowerment with technology to the extent that the AI will augment the human touch and not kill it. Hotels that attain this balance will not only meet the expectation of the customer on both the state of the art convenience but also the warm reception.
6. Recommendations:
Based on the analysis, it is possible to recommend the following variants that can help hotels integrate AI with humans:
· Invest in Staff Training and Empowerment: Introduce the comprehensive training courses to ensure that the employees are oriented and accustomed to the AI tools. As an example, the front-desk agents could be trained to use chatbots to handle the check-in queries to create more time to meet the clients face-to-face. The housekeeping can use AI-based scheduling applications in order to utilize the optimal route, and it is their task to make rooms friendly. 
· Preserve the Human Touch with Flexible Options: Offer the guests an option of automated and human services. Know different preferences: some of the technology-savvy guests will be able to enjoy a digital check-in experience, and other guests can also enjoy face-to-face communication. One such is to provide manned desk and self-service kiosk upon check in or online dining menu and waiter. 
· Uphold Data Privacy and Trust: Enforce stringent data management to protect visitor data. Explain the way the data about the guest is collected and used to make such information more personal and ensure an informed consent is given. Hotels remain trustworthy with information, which is the core of luxury service. Additionally, remember about the ethical considerations in this matter (e.g., no facial recognition without permission) so as not to overdo it. 
· Foster Ongoing Innovation with Human Oversight: Continue testing new AI tools on employees and visitors and keep deploying. Using the voice-activated room assistant as an example, it should be tested in the chosen floors and the feedback regarding the real convenience addition should be received. Cross-functional teams- Build teams that co-design. Do not leave a human behind in essential choices: e.g., AI will see a chance of an upsell but a human is supposed to initiate it with a smile. 
· Support Guest Digital Literacy: Provide ease of use in onboarding tech tools. Make employees demonstrate to the guests on how to use the apps or the self-service kiosks. The adoption and satisfaction of the guests is also improved by ensuring that the guests are not afraid of technology. To some extent, a message that introduces (a short piece of writing such as: Our chatbot Henry is capable of performing the most frequent requests; you can call the front desk any time) will create the right expectations. This customized technology orientation merges the advantages of the two worlds.
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