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Abstract  
The study entailed details related to the significance of advanced technologies like AI (Artificial Intelligence) to enhance productivity, streamline operations and ensure customers' experience in the hospitality sector of the UK. The study highlighted details regarding the use of AI technology to craft effective trading sessions for employees of the hospitality sector in the UK to enhance productivity. Additional details related to the balance between the advanced tech. Use of human touch to boost customers' experience in the hospitality sector of the UK was mentioned. The literature review section of the report highlighted the specific topic related to the concerned theme. The literature review section gave insights into the use of AI technology to enhance guest experience. The report encompassed details regarding the research methods used to conduct the research. The use of secondary data analysis and thematic analysis was done to carry out the research in a qualitative manner. Thereafter, thematic analysis of different objectives related to the study has been discussed, highlighting the significance, challenges and ways to overcome impediments associated with AI use for boosting guest experience and leveraging productivity. Lastly, recommended strategies to overcome the challenges associated with AI use were mentioned. 
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[bookmark: _heading=h.t2x7mjh3qtg]1. Introduction: 
The use of technology holds great importance in every modern-day business, and the hospitality sector is not an exception. The use of Artificial Intelligence (AI) is paramount for enhancing the productivity of a business. It is evident from the reports that the use of AI technology in UK hotels spread like wildfire, which sped up the process of business activities of the hotel industry to improve guest experience. More than 50% of UK hotels use AI technology to manage daily tasks. To enhance customers' experience, UK hotels use AI technology to automate activities like booking accommodation services, updating room descriptions, price details and updating policies related to hospitality services. The use of AI assistance in SHR (Systematic Human Resource) helps in reinforcing the system used to manage the workforce and streamline operations. AI is used to understand the competence of the human workforce and arrange training sessions as per their needs to instil resilience in the workforce. This increases the potential of employees to work to the utmost, thus leveraging productivity. The use of AI in CRM in UK hotels used to give a personalised experience to guests. This is done by virtue of AI-integrated chatbots in the CRM systems. AI is also used to provide security to customers by maintaining the privacy of data. It ensures that no tracking was done on customers regarding their location and personal data (Floris, 2025). 
The balance between human touch and the use of advanced technology like AI to enhance guest experience, streamlining operations and leveraging productivity could be explained based on the development of human-like attributes in the AI technology to enhance customers' experience and provide a personalised experience to guests.  The changes made in the algorithm of AI using the concept of anthropomorphism help in balancing the human touch and AI use to enhance customers' experience. Traits like empathy, humour, warmth, and similar traits are added to the technology to fill in the gap in tech use to enhance guest experience. Such practices also help in diversifying the burden of human employees and help in enhancing operational efficiency to provide the best-in-class guest experience (Chemmanur, 2026). 





[bookmark: _heading=h.oj7o6n3asa8q]2. Literature Review  
AI used to enhance guest experience in business organisations
Concept of AI
As outlined by Al-Hyari et al. (2023), the use of advanced technologies like Artificial Intelligence (AI) is done to increase the operational efficiency in a company. It is seen that the use of ASI technology helps a company to predict the outcomes of different business operations. In contrast to Arapou and Kapiki (2023),  the use of AI-integrated voice assistants in companies provides scope for a company to analyse human interactions mediated by computers. This reduces the need for human employees to provide assistance to customers. 
Concept of guest experience
As opined by Xiang et al. (2015), guest experience provides the scope for a company to enhance its profits by acquiring customers through best-in-class services provided by the company. In contrast, Youssofi et al. (2024) stated that providing a personalised guest experience to customers helps a company to get more customers. This makes customers feel valued by a company. The guest experience of a company could be increased by assessing different touchpoints of customer shopping. This could help a brand in deciding what helps in motivating customers to stay with the brand for the long haul. 
Significance of AI use to increase guest experience 
As stated by Naumov (2019), the use of AI technology helps automate different business activities. It helps in analysing and interpreting customer data to provide best in class experience to customers. On the other hand, Prentice et al. (2020) found that the use of humanoid robots integrated with AI in chat systems of a company helps in understanding customers by critically analysing the interactions done with customers. This is done to provide a personalised experience to customers. Giving a personalised experience to customers helps a company acquire more customers. This addresses the needs of customers of different types by the company. 
Challenges associated with AI use for enhancing guest experience
According to Daqar and Smoudy (2019), irregular updates of advanced technologies like AI by the research teams led to the development of gaps in the AI technology. Due to a lack of updates to AI algorithms, companies might fail to understand the needs of customers. Thus, hindering companies from providing satisfactory services to customers. In contrast, Nam et al. (2021), stated that there might be challenges related to privacy due to the use of AI technology to improve customers' experience. Due to privacy and security issues, sensitive data of customers and business organisations could be accessed by hackers. This might push companies and their customers to face vulnerabilities such as an identity crisis. 
Suggested ways to overcome challenges associated with AI use to improve guest experience
As stated by Limna (2023), the issues associated with AI related to privacy concerns could be overcome through continuous improvements in the AI systems used by a company. This could be done by reconciling the loopholes in the AI technology used by a company. This could help a company to overcome the fear of security issues developed due to the use of AI technology. In contrast to Bolton et al. (2018), who stated that continuous improvements in AI technology could help a company improve the algorithm of its AI systems. This could be beneficial for a company to keep up with the changing needs of customers. 
Theoretical framework
TAM (Technology Acceptance Model)
As opined by Muchran and Ahmar (2019), the TAM (Technology Acceptance Model) states that the usability of a technology depends on its convenience and usability. The theory states that the more a technology is convenient to use, the more its renownedness among users. Moreover, it is seen that a technology having a wide variety of applications, such as in management, marketing, overcoming operational risks, and others are popular among users. In contrast, Na et al. (2022) stated that the use of AI technology guided by TAM could be explained based on the usability of AI technology for minimising the burdens of human employees in a company. It is greatly used for measuring the progress and outcomes of different operations. The usability of AI technology for assessing the market environment of a company and making decisions to improve marketing practices makes AI widely used by companies of different types. 
[bookmark: _heading=h.gx8p87x5xtsl]3. Methods 
Data collection:
The use of the secondary data collection method aids an individual to gain insights regarding a topic from the literary or non-literary works of other authors. In secondary data collection procedures, patterns of data were derived from existing sources of information. This provides the scope for a researcher to conduct the study quickly. The use of a secondary data collection method helps a researcher to validate statements regarding a study by comparing studies done by other authors about the subject (Ajayi, 2023). The use of secondary data analysis helps in determining the importance of the use of AI technology for enhancing customers' experience in the hospitality sector. This aids the researcher in developing deep insights into the use of advanced technology for boosting productivity in the hospitality sector of the UK.
Data Analysis
Thematic data analysis deals with developing insights into a research topic by breaking the topic into small fragments or concepts. This helps in understanding different attributes of a topic promptly. The concepts are also referred to as themes, which are used to compare data obtained from existing data sources, thereby developing patterns of data to comprehend different attributes of a topic. The use of a thematic framework helps in qualitatively understanding different aspects of a study. The use of a thematic framework helps in identifying patterns in the collected data and helps in correlating subtopics regarding a research topic. This helps in addressing the objectives of the study promptly (Terry et al. 2017). The use of thematic data analysis aids the researcher in developing insights from the existing data related to the topic regarding the balance between advanced technology and human touch in the hospitality sector. The use of themes helped researchers to address objectives regarding the significance of AI technology to provide personalised hospitality services and improve customer service by hospitality businesses in the UK. 
Tools used: 
[bookmark: _heading=h.hfwz2z2egsjj]4. Theme impact analysis
Theme 1: Significance of AI use to increase guest experience and productivity in the hospitality sector
Findings: 
It is evident from the reports that the use of AI technology in the hospitality sector has a bright future. The AI use in the hospitality sector accounts for £65.8 million in 2022. The CAGR of AI use in the hospitality sector is expected to be £5935.67 million from 2022 to 2032. It is evident from the reports that AI use in the hospitality sector is widely used for providing best in class guest experience to customers. The use of AI-based chatbots is used by 70% of hotels. The most common purposes for AI use by hospitality businesses are scheduling operating hours in hotels, scheduling accommodations and others. The travel business uses AI technology in its business, accounting for 65% of the share in the AI tech market from 2018 to 2024. The use of AI technology is a boon for the hospitality sector as it eliminates the scope for carrying out tasks manually. Tasks such as reservation management of guests by a company, managing front desk operations and others are automated by AI. This reduces the work burden of human employees, which in turn leverages the productivity of hospitality businesses (Shah, 2024). 
Analysis: 
It is evident from the literature review section that AI use holds paramount status in the hospitality industry. It is used widely to interpret customer data, analysing different touchpoints of customer data to provide a personalised experience to customers. (Prentice et al. 2020). It is seen that the use of AI technology provides the scope to hospitality businesses like hotels to provide a personalised experience in terms of accommodations, like scheduling hospitality services as per customer’s needs. Moreover, the use of AI technology in the hospitality sector reduces the burden on employees to perform work manually. This, in turn, raises the productivity levels of employees in the hospitality sector due to automation of tasks by AI use  (Shah, 2024).
Theme 2: Challenges associated with AI use for enhancing guest experience and productivity in  the hospitality sector
Findings: 
According to the reports the issues associated with the AI technology in the hospitality sector in terms of privacy and security. Reports shows that, as per the survey reports, 57% of customers agreed with the fact that AI considerably threatens their privacy (Fazlioglu, 2024). It is noted from the reports that in the UK hospitality sectors there have been challenges related to AI use compromising the security of hospitality companies like hotels. It is seen that lack of encryption of data gathered by AI systems regarding guests. Apart from these, it is seen that stakeholders of a hospitality business, like customers and employees, felt issues in terms of privacy breach due to the tracking of location and other private data. Such instances demotivate stakeholders like customers and lower the productivity of a company due to a lack of customer satisfaction (Floris, 2025). 
Analysis: 
It is evident from the statements of the literature review that due to the presence of loopholes in the algorithm of AI, there is a development of risks associated with privacy. Privacy risks are none of the major problems of AI use. Due to the presence of loopholes in the algorithm of AI, safety issues for customers develop. This reduces the customer experience of a company (Nam et al. 2021). It is noted from the reports that due to issues of privacy in AI use in hospitality sectors, the stakeholders of a hospitality business, like customers, are pushed to experience vulnerable situations. This results in lowering the guest experience of hospitality sector companies  (Floris, 2025). 
Theme 3: Ways to overcome challenges associated with AI use to improve guest experience and improve productivity in the hospitality sector
Findings: 
The issues of algorithm of AI technology used in different companies, such as hospitality, could be improved through training AI. It is evident from the graph that training  AI algorithms helps in reconciling loopholes in the algorithm using machine learning. It is evident from the graph that training an AI algorithm using a single GPU gives 100% efficiency, whereas the efficiency is reduced in the case of AI algorithm training using 2 GPUs and 4 GPUs. The training time required to train an AI algorithm using 2 GPUs is 86.8%, and for 4 GPUs it is 76.8% (Aidoc, 2024). It is noted from the reports that federated training of AI algorithms could help in improving the performance of AI algorithms. The use of local data samples could be used to train decentralised servers of AI, which are also referred to as nodes. This could help in reinforcing an algorithm and help in boosting the processing power to analyse a myriad of data in large amounts without leaving any loopholes behind (Wiggers, 2019). 
Analysis: 
It is evident from the literature review section that continuous improvement in the algorithm of AI results in improved security of digital systems. This could help in the identification of chokepoints related to privacy and security (Bolton et al. 2018). It is witnessed in the reports that improving the AI algorithm could be done by machine learning. The use of federated learning could help in reconciling the loopholes in AI algorithms (Aidoc, 2024). This could help the hospitality sector to enhance guest experience and leverage productivity in business (Wiggers, 2019).
[bookmark: _heading=h.br5gomcxw4ud]5. Conclusion
Taking everything into account, it can be concluded that the use of AI holds great importance in enhancing customer experience and leveraging the productivity of a firm. The report outlined the applicability of AI use in the hospitality sector, highlighting the significance, challenges and suggested strategies to overcome challenges for AI use in the hospitality sector. The resort shed light on the research methods to explain different facets regarding the study, followed by discussing different themes regarding the research topic in the findings and analysis section. 
[bookmark: _heading=h.mvyjqumanui7]6. Recommendations 
Recommendations to improve guest experience in the hospitality sector by minimising the risk of privacy issues:
Managing hospitality businesses could be done by improving the management practices and workforce to enhance productivity (Ford and Sturman, 2020). It is seen that there are certain contemporary challenges faced by the hospitality industry. One of the major challenges involves issues of poor customer experience (Batabyal and Das, 2019). The issues of privacy issues of a hospitality business through the use of AI can be addressed by investing in compliance training for AI tools. Optimisation of AI tools can be done by improving the algorithms of AI tools. This could help in reconciling the loopholes which could put the security of customers at risk  (Wiggers, 2019). In addition, training employees to handle AI tools meticulously could help hospitality businesses to mitigate the risk of mishandling AI tools (Whalley, 2023). 
Recommendations to overcome the issues of biased algorithm of AI 
Contemporary challenges in the hospitality sector involve issues involves issues in management practices. This led to the development of troubles of a company with its stakeholders (Cooper and Hall, 2019). The issues of biased algorithms of AI tools used in companies, such as in the hospitality sector, could be addressed by using fairness metrics to overcome the issues of algorithmic bias in AI. Moreover, documentation of AI decision-making models and allowing stakeholders, like employees and customers, to access them, might be helpful to maintain fairness (TCS, 2026). 
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