	
	
	



                                                
                Title: The Impact of Artificial Intelligence on 
               Employee Productivity in the Hospitality Sector
                       Georgi Genchev -2317090 


Chapter 1: Introduction	1
Statement of the Problem	1
Theoretical or conceptual Framework.	2
Statement of the Purpose.	2
Research Question.	2
Significance of the study.	2
Definition of terms	2
Artificial Intelligence (AI)	3
Employee productivity	3
Hospitality sector	3
Systematic Literature review is	3
Chapter 2: Literature Review	3
2.1.1 Role of Artificial Intelligent in Hospitality Sector.	4
2.1.3 AI Applications in Hospitality	6
2.2 Theoretical Perspectives	7
2.2.1 Technology Acceptance Model (TAM)	7
2.2.2 Human–AI Collaboration	9
2.3.1 Concept of Employee Productivity	10
2.3.2 AI and Employee Productivity	12
2.3.3 Benefits and Challenges of AI	15
2.4 Research Gap	18
Chapter 3: Methodology	19
3.1 Research Design	19
3.2 Data Sources	20
3.3 Search Strategy	20
3.4 Inclusion and Exclusion Criteria	20
3.5 Study Selection Process	21
3.6 Data Analysis	21
3.7 Ethical Considerations	21
3.8 Methodological Limitations	22
Element 2: Research Process Reflection – Gibbs’ Reflective Cycle	22
Element 3: Methodology Poster	23
5. References	24











[bookmark: _Toc65178307]Chapter 1: Introduction 
[bookmark: _Toc1626677092]Statement of the Problem.  Artificial intelligence (AI) is becoming increasingly important in the hospitality sector as hotels and other hospitality businesses adopt new technologies to improve efficiency, reduce operational costs, and enhance customer service. Despite the growing use of AI, there is still no clear agreement on how it affects employee productivity. While some studies suggest that AI improves performance by automating repetitive tasks and supporting decision-making, others argue that its effectiveness depends on factors such as employee acceptance, training and organizational support, :(Ersoy and Ehttyiar2023). Therefore, a systematic review of the existing literature is needed to provide a clearer understanding of how AI influences employee productivity within the hospitality sector.

[bookmark: _Toc204938310]Theoretical or conceptual Framework. This study is guided by the Technology Acceptance Model (TAM), which explains how employees accept and use new technologies in the workplace. The model suggests that employees are more likely to adopt Artificial intelligence when they perceive it is useful and easy to use. TAM has been widely applied in hospitality research to examine technology adoption and employee behavior, making it an appropriate theoretical framework for investigating the relationship between AI and employee productivity in the hospitality sector (Guo et al.,2023)
[bookmark: _Toc1101762462][bookmark: _Int_WMd7sfWm]Statement of the Purpose. The purpose of this study is to critically examine the existing academic literature on the impact of Artificial Intelligence (AI) on employee productivity in hospitality. This research aims to identify the reported benefits, challenges, and key factors influencing AI adoption in the workplace. By conducting a systematics literature review, the study seeks to provide a comprehensive understanding of current knowledge and identify gaps that may inform future research and practical applications within the sector.
[bookmark: _Toc365502332]Research Question. 
Q1 What is the impact of Artificial Intelligent on employee productivity in the hospital sector according to the existing academic literature.
Q2 What factors influence the relationship between Artificial Intelligence and employee productivity in the hospitality sector?

[bookmark: _Toc1427122997]Significance of the study. This study contributes to the growing body of research on the use of AI within hotel operations by bringing together and critically evaluating existing academic evidence. The findings may support managers when making decisions about technology implementation, workforce development and service improvement, in addition, the review identifies areas where current knowledge remains limited, providing direction for future research in hospitality management Dogru T (2023)


[bookmark: _Toc1688507799]Definition of terms

[bookmark: _Toc134941102]Artificial Intelligence (AI) Is generally understood as the ability of computer system to perform tasks that normally require human intelligence, such as learning, reasoning, problem-solving and decision-making. Although there is no single uneversally accepted definition, AI is widely recognized as a technology designed to support intelligent behavior and improve decision- making processes (Wang,2019) 

[bookmark: _Toc106387727]Employee productivity Refers to the amount and quality of work completed by an employee within a specific period while making effective use of available resources. In this dissertation, employee productivity is understood as the ability of employees to perform their task efficiently, achieve organizational objectives, and maintain a high standard of work equality. This definition is consistent whit previous research, which suggests that productivity should be assessed taught both work output and the quality of performance (Hanaysha,2016)

[bookmark: _Toc965592624]Hospitality sector refers to businesses that provide accommodation, food and beverage, travel and other customer-focused services.in this decertation, the term specifically refers to hotels and related hospitality organizations where Artificial intelligent technologies are increasingly being adopted to support employees, improve operational efficiency and enhance services delivery.

[bookmark: _Toc2012539121][bookmark: _Int_Ievm7tpv][bookmark: _Int_zfmLe5JZ][bookmark: _Int_zoYTbqid]Systematic Literature review is a structured and transpired research method used to identify, evaluate, and synthesize the availability of academic evidence relating to a clearly defined research question. Unlike a traditional narrative review, an SLR follows explicit and reproducible procedures for establishing eligibility criteria, searching for relevant studies, selecting appropriate evidence, assessing the quality and risk of bias of included research and summarize findings. The process helps to reduce errors, limit selection bias, and improve the reliability of the conclusions. In the decertation,, SLR method to provide and objective and comprehensive assailment of the existing evidence on the impact of Artificial Intelligent on employee productivity. (Brignadello-Petersen et al,. 2025)



[bookmark: _Toc2016695319]Chapter 2: Literature Review 

[bookmark: _Toc654263715]2.1.1 	Role of Artificial Intelligent in Hospitality Sector. 
[bookmark: _Int_MIF9hZ2F]Artificial Intelligence has become an important of the hospitality industry because hotels are looking for new ways to improve their services, daily operations, and customer experience. Research agrees that AI is no longer used for simple automated tasks, instead is increasingly used to support decision making, improve efficiency and help employees improve provide better services. However, the literature also shows that the role of ai depends on how organizations introduce the technology and how employees adapt to it. Doborjeh et al. (2022) explain that ai has developed into an important technology in hospital because it can analyst large amount information more quickly than traditional methods.  Their review shows that use ai for dement forecasting, customer behavior analysis, booking management and service improvement. Authors also found that machines learning and deep learning are become the most common methods because they provide more accurate perditions than many traditional statistical approaches ( Doborjeh et al.,2022)   
[bookmark: _Int_NyuHejVP][bookmark: _Int_kEknW5QA][bookmark: _Int_8FXquxjN]Bulchang-Gidumal et al.(2024) agree that ai is changing the hospitality industry, but they place greater attention on marketing activities. According to their study, ai help hotels to understand costumers  preferences, improve personalisation  and make better marketing decisions, using customer data. They argue that hotels are moving away from traditional marketing towards more personalized and data-driven approaches. However, unlike  Doborjeh et al .(2022) they also point out that successful ai implementation depends on data quality, organisational readiness and employees ability to work whit the technologies. Without these factors, hotels may struggle to achieve the expected benefits. ( Bulchang-Gidumal et al. 2024) 
[bookmark: _Int_IHeSRXRm][bookmark: _Int_qpGwu4Ma][bookmark: _Int_H1mo1C9M]Bankins et al. (2024) examine AI from a broader organisational perspective. Their review suggests that the greatest benefits are achieved when AI supports employees rather than replaces them. They explain that AI can improve decision-making, increase productivity and help employees complete some tasks more efficiently. However, they also report that some employees are worried about job security, surveillance and changing job requirements. Their findings suggest that employee trust, training and leadership support play an important role in successful AI adoption (Bankins et al., 2024).
 
[bookmark: _Int_HKzUPkRd]Although the three studies examine AI from different perspectives, they reach several similar conclusions. All agree that AI has become an important technology for the future of hospitality and that its role goes beyond simple automation. At the same time, the authors do not suggest that AI should completely replace employees. Instead, they argue that AI should work together with people by supporting decision-making, improving operational performance and allowing employees to spend more time on activities that require communication, creativity, and customer interaction. Overall, the literature suggests that the success of AI in hospitality depends not only on the technology itself but also on how organisations prepare their employees and integrate AI into their daily operations.
 2.1.2 Evolution of Artificial Intelligence in the Hospitality Sector
[bookmark: _Int_8gMmSciv]The development of Artificial Intelligence (AI) in the hospitality industry has been gradual rather than sudden. Early applications mainly focused on simple data processing and statistical forecasting. As computing power increased and larger datasets became available, hotels started to use more advanced AI methods to improve operational performance, understand customer behaviour and support decision-making. Today, AI is used across different areas of hospitality, including customer service, marketing, pricing, demand forecasting and personalised recommendations. However, the literature suggests that the evolution of AI has involved not only technological progress but also changes in the way organisations use data and work with employees.
 
Doborjeh et al. (2022) describe the evolution of AI in hospitality as a movement from traditional machine learning techniques towards more advanced artificial neural networks and deep learning models. Their systematic review of 146 studies shows that earlier research mainly applied machine learning methods to classification, prediction, and clustering tasks. More recent studies increasingly use neural networks and deep learning because these methods can process larger and more complex datasets while producing more accurate results. The authors also explain that the growth of AI has been supported by the increasing availability of multimodal data, including numerical, image, text and time-series information, allowing hotels to make better operational and strategic decisions (Doborjeh et al., 2022).
 
[bookmark: _Int_6k5SB6qd][bookmark: _Int_8keEHdwa]Bulchand-Gidumal et al. (2024) examine AI from a different perspective by focusing on how it has changed hotel marketing over time. They argue that AI has evolved from supporting isolated marketing activities to becoming part of the entire customer journey. Earlier systems mainly assisted with forecasting and recommendation tasks, while modern AI applications support personalisation, customer relationship management, predictive analytics and intelligent service interactions. The authors also identify technologies such as chatbots, voice assistants, recommendation systems and predictive customer care as examples of this development. According to their findings, AI is becoming more integrated into daily hotel operations rather than functioning as a separate technology (Bulchand-Gidumal et al., 2024).
 
[bookmark: _Int_JENk5ReZ]Bankins et al. (2024) extend this discussion by arguing that the evolution of AI should also be understood through changes in organisational practices. Their review suggests that AI has moved beyond automation and now supports collaboration between humans and intelligent systems. Rather than replacing employees completely, many organisations are redesigning work so that AI performs repetitive analytical tasks while employees concentrate on communication, judgement, and problem-solving. However, the authors also note that this transition creates new challenges, including employee trust, skill development and concerns about job security. As AI becomes more integrated into organisational processes, successful implementation increasingly depends on leadership support, training, and organisational readiness (Bankins et al., 2024).
 
Although the three studies examine the evolution of AI from different perspectives, they reach similar conclusions. Doborjeh et al. (2022) mainly describe the technological development of AI methods, while Bulchand-Gidumal et al. (2024) focus on the expansion of AI across marketing and customer service activities. Bankins et al. (2024) emphasise the organisational changes required to support AI adoption. Together, these studies suggest that the evolution of AI in hospitality has involved not only more advanced technologies but also greater integration between AI systems, employees, and organisational processes. This indicates that the future development of AI in hospitality is likely to depend as much on human capabilities and organisational adaptation as on further technological innovation.

[bookmark: _Toc485596360]2.1.3 AI Applications in Hospitality
Artificial Intelligence is now used in many areas of the hospitality industry to improve hotel operations and customer service. Unlike the early use of AI for simple data analysis, modern AI applications support both employees and customers throughout different stages of the hotel experience. Hotels increasingly use AI to improve communication, personalise services, predict customer needs and support management decisions. As AI technologies continue to develop, hotels are adopting a wider range of applications to improve efficiency while maintaining service quality.
[bookmark: _Int_1KahtrX1]Doborjeh et al. (2022) explain that AI applications in hospitality can be divided into several main categories. One of the fastest growing areas is the use of service robots. Hotels use robots to deliver room service, assist with check-in, provide information and perform routine tasks. The authors suggest that robots can improve operational efficiency by reducing repetitive work and allowing employees to spend more time on tasks that require human communication and problem-solving. However, they also argue that robots are intended to support employees rather than completely replace them because many hospitality services still depend on personal interaction (Doborjeh et al., 2022).
[bookmark: _Int_zRSaMAI6][bookmark: _Int_aM0l4Uhc]Another important application is the use of virtual reality (VR) and augmented reality (AR). According to Doborjeh et al. (2022), these technologies allow customers to experience hotels, rooms and tourist attractions before making a booking. Virtual hotel tours and interactive booking systems help customers make more informed decisions and increase confidence before travelling. The authors also explain that AR can improve visitor experiences by providing additional information during hotel stays and tourist activities, creating a more interactive experience for guests (Doborjeh et al., 2022).
[bookmark: _Int_6aDxaI8j]Chatbots and virtual assistants have also become common AI applications in hospitality. Doborjeh et al. (2022) state that these systems can answer customer questions, provide information about hotel facilities, manage reservations and offer support at any time of the day. Because chatbots operate continuously, they reduce waiting times and improve communication between hotels and customers. They can also assist with room service requests, booking changes and travel information, making customer service faster and more accessible (Doborjeh et al., 2022).
[bookmark: _Int_T6MQmweS][bookmark: _Int_CAjRbqwl][bookmark: _Int_5Bq39cB8]Bulchand-Gidumal et al. (2024) focus on the marketing and customer service benefits of AI applications. Their study suggests that AI is increasingly used to analyse customer preferences and behaviour in order to provide personalised recommendations. Hotels can use customer data to recommend suitable rooms, services and promotional offers based on previous bookings and individual preferences. The authors argue that this level of personalisation helps improve customer satisfaction and strengthens customer relationships. They also explain that predictive analytics allows hotels to better understand future customer demand and make more effective marketing decisions (Bulchand-Gidumal et al., 2024).
[bookmark: _Int_EZKzueB9]Overall, the literature shows that AI applications in hospitality continue to expand as technology becomes more advanced. Hotels are no longer using AI only to automate routine activities but also to improve customer experience, support employees and increase operational efficiency. Although different applications provide different benefits, the successful use of AI still depends on combining technology with human skills. Therefore, AI should be viewed as a tool that supports hospitality services rather than replacing the human element that remains essential within the industry.
[bookmark: _Toc1428951983]2.2 Theoretical Perspectives
[bookmark: _Toc1561636345]2.2.1 Technology Acceptance Model (TAM)
The Technology Acceptance Model (TAM) is one of the most widely used theories for explaining why people accept or reject new technologies. The model was originally developed to understand users' behaviour when new information systems are introduced into organisations. TAM argues that two main factors influence technology acceptance: Perceived Usefulness (PU), which refers to the degree to which a person believes that a technology improves job performance, and Perceived Ease of Use (PEOU), which describes how easy the technology is to learn and use. When users believe that a system is useful and easy to operate, they are more likely to accept and continue using it. For this reason, TAM has been widely applied in studies examining Artificial Intelligence (AI) adoption across different industries, including hospitality and tourism.
 
The increasing use of AI in hospitality has made TAM particularly relevant because hotels and tourism businesses are introducing technologies such as chatbots, virtual assistants, recommendation systems, and Generative AI into their daily operations. AI-TAM extends the traditional TAM framework by recognizing that AI systems are different from conventional information technologies. Besides usefulness and ease of use, AI systems require users to understand how intelligent technologies support decision-making and service delivery. This means that successful AI adoption depends not only on the technical performance of the system but also on users' confidence when interacting with intelligent technologies (Baroni et al., 2022).
 
[bookmark: _Int_8YCISt02]Ali et al. (2025) support the importance of technology acceptance in hospitality marketing. Their study shows that hospitality managers generally recognize Generative AI as a useful tool because it improves customer engagement, supports personalised marketing and increases operational efficiency. The authors also report a high level of familiarity with Generative AI among marketing professionals, suggesting that many organisations are already integrating AI into their business activities. These findings are consistent with TAM because managers are more willing to adopt AI when they believe it creates clear business benefits and improves marketing performance.
 
However, not all researchers believe that usefulness and ease of use are sufficient to explain AI adoption. Ferhataj and Memaj (2024) argue that tourists' acceptance of AI services is also influenced by concerns about data privacy, transparency, and ethical responsibility. Their findings show that although respondents recognized the benefits of AI for personalisation and operational efficiency, many were worried about how personal information is collected and used. This suggests that users may reject AI technologies even when they are useful if they do not trust the organization or the technology itself.
 
Comparing these studies shows both similarities and differences. AI-TAM mainly focuses on the traditional determinants of technology acceptance by emphasizing usefulness and ease of use. In contrast, Ferhataj and Memaj (2024) demonstrate that ethical concerns and data privacy can also influence acceptance, especially in tourism where customers regularly share personal information. Similarly, Ali et al. (2025) recognize the benefits of Generative AI but also identify customer trust, security and responsible AI implementation as important challenges for future adoption. Therefore, while all three studies agree that AI offers important opportunities for hospitality businesses, they differ in the factors they consider most important for successful adoption.
 
One limitation of the traditional TAM is that it was developed before modern AI technologies became common. As a result, the original model does not fully consider issues such as trust, ethical concerns, transparency, and data privacy, which have become increasingly important with the introduction of intelligent systems. Recent studies suggest that these factors should be considered alongside usefulness and ease of use when examining AI adoption in hospitality. Therefore, although TAM remains a useful theoretical framework, current research indicates that understanding AI acceptance requires a broader perspective that includes both technological and ethical factors.
[bookmark: _Toc368018678]2.2.2 Human–AI Collaboration
Human–AI collaboration describes a working relationship where employees and Artificial Intelligence systems complete tasks together rather than working separately. This approach is becoming increasingly important as organisations introduce AI into everyday work. The main idea is that AI can support employees with tasks such as analysing information, identifying patterns, and completing repetitive activities, while people continue to provide judgement, communication, creativity, and knowledge of the situation. However, research shows that combining human abilities with AI does not automatically produce better results.
Bankins et al. (2024) explain that AI can change the way employees perform their jobs by supporting decision-making and taking responsibility for some routine tasks. Their review suggests that the effects of AI depend strongly on how the technology is introduced and how employees interact with it. Human–AI collaboration can improve work when employees understand the purpose of the technology and know how to use its information. At the same time, AI can create concerns about job security, monitoring, and changes in employee responsibilities. This shows that successful collaboration is not only a technical issue but also depends on employees and the organization around them.
Vaccaro et al. (2024) provides a more critical view. Their systematic review and meta-analysis examined 106 experiments and 370 effect sizes compared to humans working alone, AI working alone, and humans working with AI. They found that human–AI combinations performed better than humans working alone on average. However, the combination did not perform better than the best result achieved by either the human or AI working separately. This is important because it challenges the simple assumption that adding AI to human work will always improve performance.
The results also depended on the type of task. Vaccaro et al. (2024) found performance losses when humans and AI worked together on decision-making tasks, while creation tasks showed more positive results. The authors also found that when humans performed better than AI on their own, combining them with AI could produce better outcomes. In contrast, when AI was already better than humans, adding human involvement sometimes reduced performance. One possible problem is that employees may rely too much on AI recommendations or may ignore useful AI advice when they do not trust the system. Therefore, effective collaboration depends on knowing which tasks should be completed by employees, which should be supported by AI and when human judgement should remain important.
These findings can be compared with Ali et al. (2025), who examine Generative AI specifically within hospitality and tourism marketing. Their findings show that industry professionals see clear benefits from GAI, particularly for operational efficiency, personalisation, innovation, and customer engagement. However, participants were also concerned about becoming too dependent on technology. The authors therefore suggest that AI should complement human employees rather than completely replace human input. For example, AI can handle routine customer questions or help create marketing content, while employees can concentrate on more complex customer situations and relationship-building.
There is an important difference between these studies. Bankins et al. (2024) provide a broad organisational view of how AI affects employees, while Vaccaro et al. (2024) provide experimental evidence showing that collaboration does not always improve performance. Ali et al. (2025), in comparison, focus directly on hospitality and tourism professionals and provide practical evidence of both benefits and concerns. However, each study also has limitations. Vaccaro et al. analyze experiments from several different industries and tasks, meaning that their findings cannot automatically be applied directly to hospitality employees. Ali et al. focus mainly on hospitality and tourism marketing professionals in the United States, so their results may not represent employees working in other hotel departments or countries.
Overall, the literature suggests that Human–AI collaboration has the potential to improve employee performance, but the benefits depend on the task, the abilities of the employee and the AI system, and how the organization manages their relationship. AI appears to be most useful when it supports human abilities rather than simply replacing employees. For hospitality organisations, this means that introducing AI alone is unlikely to improve productivity. Employees also need suitable training, clear responsibilities, and an understanding of when AI should be used and when human judgement remains more appropriate.

[bookmark: _Toc888161508]2.3.1 Concept of Employee Productivity
[bookmark: _Int_OBaaoKjG]Employee productivity is an important part of organisational performance because employees are directly involved in delivering products and services and achieving business goals. In simple terms, productivity describes how effectively employees use their time, knowledge, skills, and available resources to produce successful work outcomes. However, productivity should not only be understood as completing more tasks in less time. This is particularly important in hospitality, where employees work directly with customers and the quality of service can be as important as the number of tasks completed. An employee may complete many tasks during a shift, but this does not necessarily mean that the employee is productive if the quality of service is poor. Therefore, employee productivity in hospitality needs to include efficiency, quality of work, knowledge, adaptability, and the ability to respond to customer needs.
Zuo (2024) argues that traditional approaches to productivity, which mainly focus on output and task completion, are becoming less suitable for modern organisations. The author suggests that employee performance should be considered through three main dimensions: proficiency, adaptability, and proactivity. Proficiency refers to how effectively employees complete their main responsibilities. Adaptability describes their ability to adjust to changes such as new technologies, procedures or working conditions. Proactivity refers to employees taking initiative and finding better ways to complete their work. Zuo also explains that these dimensions can be considered at individual, team, and organisational levels. This provides a broader understanding of productivity because employees can contribute not only through their own tasks but also through teamwork and improvements within the organization.
This wider understanding is particularly relevant to hospitality because employee performance often includes activities that are difficult to measure through simple output. Yoopetch et al. (2021) explain that employee performance in service organisations can include in-role performance as well as extra-role activities directed towards customers and the organization. Hospitality employees may need to perform duties outside their normal job description to meet customer expectations and maintain service quality. This suggests that productivity in hospitality involves more than speed or the number of customers served. Employees also need to respond effectively to unexpected situations and provide services that contribute to customer satisfaction.
Yoopetch et al. (2021) also provides empirical evidence about the factors that influence employee performance. Their study collected data from 608 employees working in hotels, airlines and spas in Thailand. The results showed that employee learning, knowledge, and satisfaction had positive effects on employee performance. Employee knowledge had the strongest positive influence, followed by learning and satisfaction. Interestingly, employee benefits did not have a significant direct influence on performance. This finding is important because it suggests that improving productivity is not simply a matter of increasing financial or employment benefits. Developing employees' knowledge and providing opportunities to learn may have a more direct relationship with how effectively they perform their work.
There are similarities between Zuo (2024) and Yoopetch et al. (2021), but their approaches are different. Zuo focuses mainly on how productivity should be defined and measured in modern organisations, while Yoopetch et al. examine factors that influence employee performance specifically within hospitality. Both studies move away from the idea that productivity is only about the amount of work produced. However, Zuo places greater importance on adaptability and proactivity, while Yoopetch et al. focuses more on learning, knowledge, and satisfaction. When considered together, these studies suggest that employee productivity includes both the ability to perform current responsibilities effectively and the ability to develop and respond to changes in the workplace.
This ability to adapt has become increasingly important because hospitality organisations are introducing new technologies, including Artificial Intelligence. Tan et al. (2025) examine this issue directly through the concept of individual competitive productivity. They argue that productivity can involve both employee performance and the ability to improve or outperform previous performance. Their study of 235 hospitality employees found that the introduction of AI can create workplace anxiety, but the consequences are not always negative. Employees may respond to technological change by adjusting their work through job crafting, which can improve individual competitive productivity. The findings show a strong positive relationship between job crafting and productivity.
The findings of Tan et al. (2025) add an interesting difference to earlier literature. Yoopetch et al. (2021) mainly present learning, knowledge, and satisfaction as positive influences on performance. Tan et al., however, demonstrate that even a factor normally considered negative, such as workplace anxiety caused by AI, can sometimes lead employees to change their behaviour and become more productive. This challenges the simple assumption that positive working conditions always increase productivity while negative experiences always reduce it. Instead, employee responses to workplace changes may depend on how employees understand those changes and whether they have opportunities to adapt.
At the same time, the evidence has limitations. Yoopetch et al. (2021) used a cross-sectional design, meaning that the study cannot fully show how employee performance changes over time. It was also conducted in Thailand and included employees from hotels, airlines and spas, which may limit how far the results can be applied to other hospitality sectors or countries. Tan et al. (2025) provide a stronger time-lagged design, but their sample consists of hospitality employees in China. The authors themselves recognise that cultural and geographical differences may limit the application of their findings to other countries. Zuo (2024), meanwhile, provides a useful framework for measuring productivity but is mainly theoretical rather than direct evidence from hospitality employees. These limitations show that there is no single measure or factor that can fully explain employee productivity across all hospitality organisations.
[bookmark: _Int_Ld8NOUge]Overall, the literature suggests that employee productivity in hospitality is a broad concept involving more than completing tasks quickly. Knowledge, learning, satisfaction, proficiency, adaptability, and proactive behaviour can all contribute to how effectively employees perform. The growing use of AI makes this broader understanding even more important because technology is changing both the tasks employees perform and the skills required to perform them. Therefore, understanding employee productivity provides the necessary foundation for examining the more specific question of how AI influences employee productivity in the hospitality sector.




[bookmark: _Toc1125808734]2.3.2 AI and Employee Productivity
Artificial Intelligence has the potential to change employee productivity in the hospitality sector because it can support employees in completing tasks, analysing information, and making decisions. In hotels and other hospitality businesses, employees often need to manage several activities at the same time while maintaining a high level of customer service. AI can reduce some of this workload by automating routine activities and providing employees with faster access to useful information. However, the impact of AI on productivity is not automatically positive. Existing research shows that the result depends on how AI is introduced, how employees respond to it, and whether they have the knowledge and skills needed to use the technology effectively.
[bookmark: _Int_etdb1zCM]Doborjeh et al. (2022) show that AI has become useful across several areas of hospitality and tourism. Technologies such as machine learning, chatbots, virtual assistants and forecasting systems can process large amounts of information and support different operational activities. These applications can help businesses respond more quickly to customers and improve forecasting and service delivery. From an employee perspective, this can reduce the amount of time spent on some routine activities and provide information that supports daily work. However, Doborjeh et al. mainly review AI technologies and their applications rather than directly measuring changes in employee productivity. Therefore, their findings provide evidence about the potential for greater efficiency but cannot alone prove that AI makes hospitality employees more productive.
[bookmark: _Int_LQ82df6w]Bulchand-Gidumal et al. (2024) provides another perspective by examining the use of AI in hospitality and tourism marketing. They show that AI can analyse customer data, identify preferences, and support more personalised services. This can improve the way employees make marketing and customer-related decisions because information can be processed faster and used to provide more relevant services. However, the authors also highlight that the benefits of AI depend on factors such as data quality, organisational readiness, and the ability of people within the organization to work with the technology. This is important for productivity because introducing an advanced AI system does not necessarily improve employee performance if employees do not understand how to use it or if the information provided by the system is unreliable.
Bankins et al. (2024) provide stronger evidence for the relationship between AI and employee performance. Their review shows that employees are more likely to experience positive outcomes when AI fits the task they are performing. AI can be particularly useful when it takes responsibility for repetitive activities, is designed for a specific task, or provides information that improves employee decision-making. When employees are satisfied with the technology and believe that it meets their needs, outcomes can include improved productivity and job satisfaction. The authors also show that effective Human–AI collaboration is more likely when employees trust the technology, understand its purpose, and develop the skills needed to use it.
[bookmark: _Int_V7sk0E06][bookmark: _Int_zVLmmVW8]This suggests that learning is an important part of the relationship between AI and productivity. Employees cannot gain the full benefits of AI simply because the technology is available. They need to understand what the system can do, how its information should be interpreted and when human judgement is still required. Bankins et al. (2024) identify learning and knowledge transfer as important areas for developing effective employee–AI collaboration. Organisations that allow employees to experiment with AI and learn from experience may therefore be more likely to achieve productivity improvements. This is particularly relevant in hospitality because employees regularly deal with situations that cannot always be predicted in advance.
[bookmark: _Int_8MxzNM21]Decision-making is another area where AI can influence productivity. Hospitality employees and managers regularly make decisions involving customers, demand, pricing, service problems and resource allocation. AI can support these decisions by processing information more quickly than would be possible manually. Bankins et al. (2024) show that workers are more likely to value AI when they believe it improves their decision-making. However, their review also demonstrates that algorithmic and human decision-making have different strengths. AI can provide more structured and objective analysis, while humans may be better able to consider personal circumstances and qualitative information. Therefore, productivity may be improved when AI supports employee decisions rather than completely replacing human judgement.
[bookmark: _Int_ShLDlIpO][bookmark: _Int_MUrIHelH]The most direct evidence for the relationship between AI and productivity in hospitality comes from Tan et al. (2025). Their study examines 235 hospitality employees and investigates how awareness of AI influences workplace anxiety, job crafting and individual competitive productivity. The authors found that employees can experience anxiety when they see AI as a possible threat to their employment or career. However, an important finding is that this anxiety does not always reduce productivity. Employees may respond by changing how they perform their jobs, developing new skills and finding different ways to use their available resources. This process is described as job crafting.
[bookmark: _Int_677RhKpK]The findings of Tan et al. (2025) show a strong positive relationship between job crafting and individual competitive productivity. In other words, employees who actively adjust their work in response to technological change can become more productive. The study also found that workplace anxiety can lead to job crafting, which then contributes to higher productivity. This result is important because it challenges the simple view that anxiety caused by AI will always damage employee performance. In some cases, employees may use technological change as a reason to learn, adapt and improve how they work.
[bookmark: _Int_2j6AcokC]Job crafting also helps explain how AI may change the type of work completed by hospitality employees. Tan et al. (2025) suggest that AI can take responsibility for repetitive or routine activities, allowing employees to spend more time on higher-value tasks involving creativity, critical thinking and problem-solving. In hospitality, this could mean that employees spend less time on basic administrative activities and more time interacting with guests or solving complex customer problems. The authors argue that organisations should support employees in adjusting their roles rather than simply introducing AI and expecting productivity to improve automatically.
[bookmark: _Int_4zSvOA4A][bookmark: _Int_RL87nSJr][bookmark: _Int_vpUxaCWI][bookmark: _Int_CfDcoCSN]There is therefore an important connection between efficiency and productivity, but the two should not be treated as exactly the same. Doborjeh et al. (2022) and Bulchand-Gidumal et al. (2024) demonstrate how AI can make hospitality activities faster, more personalised and more data-driven. However, Tan et al. (2025) show that employee productivity also depends on the way workers respond to these changes. A hotel may introduce an AI system that saves time, but the productivity benefit may remain limited if employees feel threatened by the technology or are not given opportunities to adapt their jobs. Similarly, Bankins et al. (2024) show that task-technology fit, trust and employee skills affect whether AI improves performance. These studies therefore agree that AI offers productivity opportunities, but they explain the process differently.
[bookmark: _Int_70TFmql9]There are also differences in the strength of the available evidence. Tan et al. (2025) are particularly valuable because their research directly examines hospitality employees and productivity. In contrast, Bankins et al. (2024) review AI across different types of organisations, meaning that not all of their findings can automatically be applied to hospitality. Doborjeh et al. (2022) and Bulchand-Gidumal et al. (2024) are useful for understanding AI applications and efficiency, but their main focus is not individual employee productivity. This means that some claims about productivity in hospitality are still based on connections between different areas of research rather than a large number of studies directly measuring employee productivity.
[bookmark: _Int_2jsVf26Y]Tan et al. (2025) also have limitations. Their research focuses on employees in China's hospitality sector, which means the findings may be influenced by the country's working environment and cannot automatically be applied to hospitality employees in other countries. The authors also recognise that factors such as age, gender, education and experience may influence how employees respond to AI. These limitations are particularly relevant because employees with different levels of digital knowledge may experience the same AI technology very differently. An employee with strong technology skills may see AI as a useful tool, while another employee may see the same system as difficult to use or as a threat to their job.
[bookmark: _Int_Q3vGR6ww]Overall, the literature indicates that AI can have a positive impact on employee productivity in the hospitality sector, but the relationship is not simple or guaranteed. AI can improve efficiency by automating routine activities, providing information that supports better decisions and allow employees to concentrate on higher-value work. At the same time, productivity depends on employee learning, trust, adaptability, and the ability to reshape work around new technologies. Tan et al. (2025) provide particularly important evidence that job crafting can turn technological change into improved productivity, while Bankins et al. (2024) show that effective AI use depends on task fit, employee skills and successful Human–AI collaboration. Doborjeh et al. (2022) and Bulchand-Gidumal et al. (2024) further demonstrate the operational opportunities created by AI within hospitality. Taken together, these studies suggest that AI is most likely to improve employee productivity when it is used to support employees rather than simply replace their existing work.




[bookmark: _Toc2046393419]2.3.3 Benefits and Challenges of AI
The use of Artificial Intelligence in the hospitality sector provides several benefits for both organisations and employees, but it also creates new challenges. AI can support faster operations, improve decision-making, reduce repetitive work, and help businesses provide more personalised services. At the same time, employees may experience concerns about job security, changes in their responsibilities, and the skills required to work with new technologies. Other challenges include customer trust, data privacy, and the risk of relying too heavily on automated systems. For this reason, the impact of AI should not be considered only in terms of technological improvement. It is also necessary to consider how employees and customers respond to these changes.
One of the main benefits of AI is improved operational efficiency. Doborjeh et al. (2022) show that hospitality and tourism organisations can use AI technologies for activities such as forecasting, customer communication, service delivery, and information analysis. Chatbots and virtual assistants, for example, can respond to common customer questions without requiring an employee to deal with every request. AI systems can also analyse large amounts of information more quickly than traditional methods. This can reduce the time spent on routine activities and allow employees to focus on tasks where personal judgement and customer interaction are more important. However, the authors mainly examine the applications of AI rather than directly measuring how these technologies affect individual employees. Therefore, increased technological efficiency should not automatically be treated as evidence of increased employee productivity.
Personalisation is another important benefit. Bulchand-Gidumal et al. (2024) explain that AI can analyse customer information and help hospitality businesses understand individual preferences. This can support personalised recommendations, targeted marketing, and more relevant communication with customers. From an employee perspective, having better information can make it easier to understand customer needs and make decisions. However, the authors also recognise that the quality of AI results depends on the quality of the available data and the organization's ability to use the technology effectively. This means that AI may provide useful information, but employees still need the knowledge required to interpret and apply it correctly.
More recent research into Generative AI shows similar benefits. Ali et al. (2025) found that hospitality and tourism marketing professionals viewed competitive advantage, innovation, operational efficiency, personalisation and predictive analytics as important benefits of Generative AI. Operational efficiency received a high rating of 4.2 out of 5, while competitive advantage received the highest rating of 4.4. The study also found that 60.1% of participants were already using Generative AI in their marketing activities. These results suggest that AI is moving beyond experimental use and is becoming part of normal business activities for some hospitality professionals.
However, Ali et al. (2025) also found differences between what professionals believed AI could achieve and what they experienced in practice. In the qualitative part of the study, participants strongly discussed the ability of Generative AI to improve personalisation and operational efficiency. In the quantitative results, these benefits received slightly lower ratings than competitive advantage and innovation. The authors suggest that problems such as limited data, integration with existing systems, and concerns about automated content may explain this difference. This is important because it demonstrates that the potential benefits of AI do not always translate directly into practical results.
For employees, AI can also create opportunities to change the nature of their work. Tan et al. (2025) argue that when routine tasks are automated, hospitality employees can spend more time on higher-value activities involving creativity, problem-solving, and customer relationships. Their research also shows that job crafting can help employees adjust their responsibilities when AI changes the workplace. Job crafting had a strong positive relationship with individual competitive productivity in their study. This suggests that employees can actively respond to technological change rather than simply being affected by it.
However, this finding should be treated carefully. Tan et al. (2025) studied 235 hospitality employees in China, meaning that the results may not represent employees in other countries. Different working cultures, employment conditions, and levels of technological experience could influence how employees respond to AI. The authors themselves recommend research in other regions and recognise that characteristics such as age, education, and experience may affect employee responses. Therefore, workplace anxiety should not be viewed as a useful method for increasing productivity. Instead, the study shows that employee reactions to AI can be more complex than simply positive or negative.
[bookmark: _Int_R74CMLWj]Another challenge concerns skills and learning. AI can only support employees effectively when they understand how to work with it. Bankins et al. (2024) show that employee outcomes depend partly on how well the technology fits the task and how employees interact with AI systems. Employees may need new knowledge to understand AI recommendations, recognise possible errors and decide when human judgement is more appropriate. This creates an important responsibility for organisations. Investing in AI without investing in employee learning may limit the benefits of the technology. It may also increase the difference between employees who are comfortable using AI and those who find new systems difficult to understand.
The need for human involvement is particularly important in hospitality because customer service often depends on communication and personal understanding. Ali et al. (2025) found that hospitality professionals were concerned about becoming too dependent on Generative AI. Their qualitative findings showed that participants believed excessive automation could reduce the human element of customer relationships. The authors therefore recommend a hybrid approach where AI supports employees rather than replacing human interaction completely. Routine questions and content creation may be partly automated, while complex customer problems and relationship-building can remain more dependent on employees.
Ferhataj and Memaj (2024) provide further evidence of this problem from the customer perspective. In their study of 142 participants, lack of human interaction was the most frequently reported challenge when using AI technologies in travel, identified by 51 respondents. Technical problems such as delays and inaccuracies were reported by 48 respondents, while 30 identified problems with results that were not sufficiently personalised. These findings show an interesting contradiction. AI is often introduced to provide faster and more personalised services, but customers can still experience poor personalisation and miss human interaction when using these systems.
Data privacy creates another significant challenge. Ferhataj and Memaj (2024) found high levels of concern about the use of personal information. More than half of their respondents stated that they would avoid AI-powered tourism services if they believed their personal data was not adequately protected. Respondents also wanted greater transparency about how their information was collected and used. This presents a problem for hospitality businesses because many of AI's benefits, particularly personalisation, depend on access to customer data. Businesses therefore need customer information to improve AI services while at the same time protecting the privacy of the people providing that information.
Ali et al. (2025) report similar concerns from hospitality professionals. Customer trust and security measures were among the highest-rated risks associated with Generative AI. This supports Ferhataj and Memaj's findings, even though the two studies examine different groups. Ferhataj and Memaj focus on tourists, while Ali et al. examine hospitality and tourism marketing professionals. The fact that both groups identify trust and data-related issues suggests that these concerns exist on both sides of the hospitality relationship.
[bookmark: _Int_Y7fUxL9P]At the same time, there are limitations when comparing the studies. Ferhataj and Memaj (2024) surveyed only 142 participants in Albania, while Ali et al. (2025) studied hospitality and tourism marketing professionals in the United States. Tan et al. (2025) focused on employees in China. The studies therefore represent very different countries, participants, and hospitality contexts. This makes direct comparison difficult, but it also shows that AI implementation may not have exactly the same effects across different organisations and cultures.
[bookmark: _Int_Te2AzEv7][bookmark: _Int_LZI4HqB3]Overall, AI provides important opportunities for hospitality organisations through improved efficiency, personalisation, decision support, innovation, and the automation of repetitive tasks. For employees, these technologies may create opportunities to concentrate on more valuable work and develop new skills. However, the literature also identifies significant challenges involving job insecurity, workplace anxiety, skills, over-reliance on technology, loss of human interaction, customer trust and data privacy. The evidence therefore does not support the idea that simply introducing more AI will automatically produce better results. The benefits appear to depend on how the technology is implemented, how employees are prepared to work with it and whether organisations maintain an appropriate balance between automation and human service. This balance is especially important in hospitality, where technology can improve efficiency, but employees remain central to providing service, solving complex problems and building relationships with customers.
[bookmark: _Toc197391906]2.4 Research Gap
[bookmark: _Int_kOKn4mH0]Existing research shows that Artificial Intelligence has become an important area of study within hospitality and tourism. Previous studies have examined different AI applications, including chatbots, virtual assistants, forecasting systems, personalisation and data analysis (Doborjeh et al., 2022; Bulchand-Gidumal et al., 2024). Other research has explored technology acceptance, Human–AI collaboration, and the way employees respond to technological change. Employee performance and productivity have also been examined in hospitality, with factors such as learning, knowledge, satisfaction and adaptability identified as important influences. However, these areas are often studied separately, which makes the direct relationship between AI and employee productivity less clear.
[bookmark: _Int_acGkvkIH]An important gap is that much of the hospitality AI literature focuses on customers, marketing and service technologies rather than directly examining employees. Doborjeh et al. (2022) mainly examine AI methods and applications, while Bulchand-Gidumal et al. (2024) place greater attention on marketing and customer-related activities. In contrast, Tan et al. (2025) directly examine AI and individual competitive productivity among hospitality employees and note that positive employee outcomes from AI have received less attention than issues such as job insecurity and displacement. Their findings also show that the relationship is complex because AI-related anxiety can encourage job crafting and, in some situations, contribute to higher productivity. However, their study focuses on hospitality employees in China, limiting how widely the findings can be applied.
[bookmark: _Int_XK52bDCN][bookmark: _Int_mFfWSGQ2]Therefore, this study aims to address this gap by conducting a systematic literature review on the impact of Artificial Intelligence on employee productivity in the hospitality sector. The review brings together evidence from previous studies to examine how AI influences efficiency, performance, learning, decision-making and job crafting. It also considers challenges such as employee anxiety, skills and adaptation. By comparing findings from different hospitality contexts, the study aims to provide a clearer understanding of when AI can improve employee productivity and why positive outcomes may not occur automatically. This also helps identify areas where further research is required, particularly research that directly examines hospitality employees and the conditions that influence successful Human–AI collaboration.
[bookmark: _Toc781769313]Chapter 3: Methodology
[bookmark: _Toc519351316]3.1 Research Design
[bookmark: _Int_UJKUUasU][bookmark: _Int_TYc40fcX][bookmark: _Int_guGYVlwf]This study adopted a structured Systematic Literature Review (SLR) using secondary academic literature. This research design was selected because the study aims to understand the impact of Artificial Intelligence on employee productivity in the hospitality sector by examining and comparing findings from existing research. A literature-based approach allows evidence from different hospitality contexts to be brought together rather than focusing on a single organization or group of employees. It is also suitable for identifying areas where researchers agree, where findings are different, and where gaps remain in the current literature. The review focused particularly on the relationship between AI and employee efficiency, performance, learning, decision-making and Human–AI collaboration. As the study relied on existing academic research, no primary data were collected through questionnaires, interviews or observations.
[bookmark: _Toc1494451843]3.2 Data Sources 
[bookmark: _Int_A5DIBb3E]Secondary academic literature was identified primarily through Google Scholar and the Consensus academic search platform. These platforms were used because they provide access to academic research across areas relevant to the study, including hospitality, tourism, technology and employee performance. The search focused mainly on peer-reviewed journal articles rather than non-academic sources. Where relevant studies were identified, the full articles were accessed through the available journal or publisher sources. Reference lists from relevant studies were also examined to identify additional research related to the research question.
[bookmark: _Toc78095646]3.3 Search Strategy
[bookmark: _Int_gLSNYd0v]The literature search was designed around the main concepts within the research question. Different combinations of keywords were used to identify studies examining both the technological and employee-related effects of AI. The main search terms included Artificial Intelligence, Employee Productivity, Hospitality, Human–AI Collaboration, Technology Acceptance Model (TAM) and Generative AI.
Search combinations included:
“Artificial Intelligence” AND “Employee Productivity” AND “Hospitality” “AI” AND “Hospitality Employees” “Human-AI Collaboration” AND “Hospitality” “Technology Acceptance Model” AND “Artificial Intelligence” “Generative AI” AND “Hospitality”
[bookmark: _Int_wJkwQUJI][bookmark: _Int_dgsXzoCf]Approximately 50 studies were initially identified and reviewed during the search process. The titles, abstracts and relevance of these studies were considered before the most suitable articles were selected for closer examination. The search was not limited only to studies directly measuring productivity because relevant research on AI adoption, employee performance, Human–AI collaboration and technology acceptance was also necessary to understand how AI may influence employees. The selected studies were then examined in full and used where they provided evidence relevant to the research question.
[bookmark: _Toc52641851]3.4 Inclusion and Exclusion Criteria
[bookmark: _Int_9AnSQojc]Inclusion and exclusion criteria were used to keep the literature relevant to the purpose of the study. The review mainly included peer-reviewed journal articles written in English and published between 2021 and 2025. Priority was given to studies examining AI within hospitality and tourism and research connected to employee productivity, employee performance, Human–AI collaboration and technology adoption. Studies from other organisational contexts were considered where they provided important theoretical evidence directly relevant to the research question.
[bookmark: _Int_4BbVRc7O]Duplicate articles, non-English publications and non-academic sources were excluded. Studies that discussed AI but had no meaningful connection with hospitality, employee outcomes or the theoretical areas examined in the dissertation were also excluded. Older academic sources were considered only where they provided an important theoretical foundation or definition required to understand later research.
[bookmark: _Toc151808714]3.5 Study Selection Process
[bookmark: _Int_PNPuyQYs]The study selection process was completed in several stages. First, potentially relevant studies were identified using the selected search terms in Google Scholar and Consensus. Approximately 50 studies were initially considered. Titles and abstracts were then screened to determine whether the research was connected to AI, hospitality, employee productivity or the theoretical themes of the dissertation. Duplicate and clearly unrelated studies were removed during this stage.
[bookmark: _Int_jHjMEOz4]The remaining studies were examined more closely by reviewing their research aims, methodology, findings and relevance to the research question. Greater priority was given to research that directly examined hospitality employees or provided strong evidence about AI and employee outcomes. The final literature therefore included studies covering different but connected areas of the research question. As a formal PRISMA record was not maintained during the original search, exact numerical figures for every screening stage were not reported.
[bookmark: _Toc1639966585]3.6 Data Analysis
[bookmark: _Int_853ZSbBg]The selected literature was analysed using a thematic analysis approach. Rather than examining each article separately, findings were organised according to recurring themes that appeared across the literature. The main themes included the role and applications of AI in hospitality, Technology Acceptance, Human–AI Collaboration, employee productivity, benefits of AI and challenges associated with AI implementation.
[bookmark: _Int_HeLFdoaV][bookmark: _Int_Tu87Ns2J]The analysis involved comparing the findings of different authors and identifying areas of agreement and disagreement. For example, studies showing improvements in efficiency or employee performance were compared with research identifying challenges such as workplace anxiety, job insecurity, lack of trust and the need for new skills. Differences in research methods, samples and geographical contexts were also considered when interpreting findings.
[bookmark: _Int_WrVpIzoL]This approach was useful because the studies did not examine AI and productivity in exactly the same way. Some focused directly on employees, while others examined marketing, customers, technology adoption or organisational outcomes. Grouping the evidence thematically allowed these different perspectives to be connected and helped identify the conditions under which AI may improve employee productivity rather than assuming that AI automatically produces positive outcomes.
[bookmark: _Toc659705403]3.7 Ethical Considerations
This study relied solely on secondary academic literature and therefore did not involve human participants or the collection of personal data. No interviews, questionnaires, or experiments were conducted. Academic integrity was maintained by acknowledging the work of other researchers through appropriate in-text citations and full references. Information from the selected studies was interpreted and paraphrased rather than presented as original primary research.
[bookmark: _Toc899491364]3.8 Methodological Limitations
There are several limitations to the methodology. The literature search relied primarily on Google Scholar and Consensus. Although these platforms provide access to a large amount of academic literature, relevant studies indexed in other specialised databases may not have been identified. The use of mainly English-language and published peer-reviewed research may also create language and publication bias. In addition, the selected studies used different research methods, samples, and geographical contexts, which makes direct comparison difficult. Some studies also focused on hospitality marketing, customers, or general organisational settings rather than employee productivity directly. Therefore, the findings of this review should be understood as a synthesis of the available evidence rather than a single measurement of AI's effect on all hospitality employees.

[bookmark: _Toc1698939946]Element 2: Research Process Reflection – Gibbs’ Reflective Cycle
 
[bookmark: _Int_s5jnLtRH]This reflection uses Gibbs’ Reflective Cycle to evaluate my experience of completing the research process. The project involved conducting a Systematic Literature Review (SLR) on the impact of Artificial Intelligence (AI) on employee productivity in the hospitality sector. The review examined literature related to AI applications, Human–AI collaboration, employee productivity and technology acceptance. Academic sources were identified mainly through Google Scholar and Consensus and were analysed to identify themes relevant to the research question.
 
[bookmark: _Int_nOV36W3H]At the beginning, I was interested in the topic because AI is becoming increasingly important within hospitality. However, I found the research process more challenging than expected. In particular, it was difficult to find studies directly examining employee productivity because many articles focused more on customers, marketing and operational performance.
[bookmark: _Int_uiHUZvs9][bookmark: _Int_1yzJLaJr] One positive aspect was the availability of recent academic research covering different areas of AI in hospitality. This provided different perspectives on AI adoption, Human–AI collaboration and employee performance. However, comparing studies was sometimes difficult because researchers used different methods, samples and geographical locations. I also had to become more selective because not every article discussing AI was directly relevant to my research question.
[bookmark: _Int_M0PZvOAZ][bookmark: _Int_tad2Anb5][bookmark: _Int_V7DhhBPJ][bookmark: _Int_7uPlC71B] The process changed my understanding of the relationship between AI and productivity. Initially, I assumed that AI would generally increase productivity by reducing workload and improving efficiency. After analysing the literature, I realised that the relationship is more complex. Employee acceptance, trust, learning, adaptability, job crafting and Human–AI collaboration can influence the final outcome. I also developed a better understanding of critical analysis. Instead of simply reporting what individual authors found, I learned to compare their findings, identify differences and consider the limitations of their research. This helped me recognise that AI can provide important benefits without guaranteeing higher employee productivity. 
Looking back, I would improve the research process by using additional specialised academic databases and keeping a more detailed record of the search and selection process from the beginning. This could provide a wider range of evidence and make the systematic review process easier to document.
 In future research, I will apply a more structured search strategy from the beginning and continue developing my critical evaluation skills. I will also improve my understanding of systematic review and evidence synthesis methods. These lessons should allow me to conduct future academic research in a more organized, critical, and reliable way.

[bookmark: _Toc1621889944]Element 3: Methodology Poster
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