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[bookmark: _heading=h.la6uf6fboldw]1. Introduction
The  integration of artificial intelligence in hotel and hospitality businesses will shift the future course of employment within the industry (Ruel and Njoku, 2021). Due to increasing requests from global travelers for smooth, customised, and technology-assisted services, AI is allowing hotels to deliver better and more efficient services. With the help of AI, new developments in hospitality are adding value to old services and forming new kinds of teams between people and AI. Based on a McKinsey report (2023) up to 75% of those in hospitality leadership are using AI to improve how they deal with guests and operate their businesses.
As the industry relies heavily on staff and focuses on guests, it needs to understand the effects AI has on jobs, daily tasks, and the workforce. Because AI succeeds at repetitive work, employees can mostly work on things that require empathy and individualized attention, leading to a hybrid setting combining technology and human skills. The research paper will investigate the results of AI-human interaction on hospitality businesses, looking at its positives, negatives, and what the future brings for people seeking jobs in this sector.
[bookmark: _heading=h.ql88l08zhc13]2. Literature Review 
Artificial Intelligence and Human Collaboration in Hotel and Hospitality
Introduction
Acharya and Mahapatra (2024) justify that artificial intelligence has deeply changed both the working methods and experiences of guests in the hotel business. The use of machine learning techniques, natural language processing, and robotics has greatly improved the way hotels complete tasks, serve their customers, and relate to guests. The literature review looks closely at the area of AI in guest services, reviewing current findings and numbers to highlight both the positives and negatives of using AI in hotels.
AI in Guest Services
AI is now being used to greatly improve the way hotels interact with their guests. Thanks to natural language processing, chatbots and virtual assistants are always available to help guests with queries, booking, and complaints. Studies by Majumder and Dey (2022) have found that with AI, customer service systems can respond to about 80% of easy inquiries so that staff can work on harder tasks. 
AI is also improving how hotels offer guest services through robotics. Tasks that robots cover include room delivery, being a concierge, and providing cleaning services. The same research also points out that using service robots in hotels helps businesses operate smoothly and keeps guests happy. This study also points out that a good mix of automation and personal care keeps the hospitality intact.
AI in Digital Marketing
Personalized customer engagement in digital marketing for hospitality relies on AI. Attaran and Deb (2018) emphasizes that using customer data, machine learning algorithms let marketers offer better strategies to keep customers and attract new ones. Predictive analytics is an AI tool that helps hotels predict what customers want so they can act in advance. Such marketing allows for happier customers and also saves money by ensuring the right offers are received by the right audience.
AI in Mobile Applications
Using AI, hotel mobile apps make check-in and check-out faster and more convenient for everyone. With AI included, mobile apps assist guests in picking rooms, making requests, and providing their feedback easily. According to Youssef et al. (2024), hotel teams who use AI through mobile applications report a reduction of 30% in front-desk workload and a rise of 25% in good feedback from guests. 
Also, using AI in mobile apps encourages guests to quickly contact staff and get their needs taken care of personally. Rapid responses to guests make them happy and encourage their loyalty.
AI in Keyless Entry Systems
These days, using AI and IoT, hotels are leaning toward keyless entry systems instead of using actual keys. Using these systems, people can open their room doors using their phones or fingerprints. AI technology in keyless entry helps companies run more efficiently and protect themselves from lost keys. 
AI in Personalized Room Controls
Through its use, hotels can control lighting, room temperature, and entertainment, making guests happier and more relaxed. When smart technology is in place, it learns guest preferences and changes the settings to meet their needs. Abdel-Razek et al. (2022) suggest that simply using AI in building control reduces energy usage while keeping guests at their preferred temperature in hotels.
Also, because of recommendation systems powered by AI, guests are offered personalized entertainment experiences that improve their experience in the room.
Challenges and Considerations
Even though AI offers many benefits for the hospitality industry, there are still problems, for example, information security, great costs, and a lack of human connection with guests (Batabyal and Das, 2019). It is very important in AI implementation to protect data and still keep interactions personable.
Conclusion
Adding AI to guest services at hotels and in the hospitality, industry helps cut down on tasks, give customers unique experiences, and improve how service is delivered. Even so, it is very important to overcome related challenges to fully benefit from AI while maintaining the key principles of hospitality.
[bookmark: _heading=h.j5wdszjff19v]3. Methodology
This research uses qualitative methods to look at how artificial intelligence (AI) is affecting guest services and hotel and hospitality operations (Cooper and Hall, 2019). This study uses the following tools in its research approach:
[bookmark: _heading=h.y1sebadn1qwi]3.1 Data Collection Procedures
Study sources included a review of journals as well as industry papers and reports published between 2015 to 2025. Useful databases are ScienceDirect, Emerald Insight, and Google Scholar, in addition to industry leaders like NetSuite, CBRE, and the Hospitality Financial and Technology Professionals (HFTP). Recent research focused on how AI is used in hospitality tasks, customer involvement, and employee roles was an important criterion for selecting papers.
For instance, NetSuite (2024) shares that 80% of hospitality firms aim to use AI to personalize the experience for guests. CBRE (2024) finds that artificial intelligence could replace 2.4 million or 1.5% of U.S. jobs by 2030. 
[bookmark: _heading=h.a7lxsepmygfk]3.2 Analytical Techniques
Thematic analysis was employed to extract patterns relating to AI integration. Data was coded based on recurring themes: enhancing guest service, using automation for easy tasks, and working with AI and people. Information from these themes was blended to grasp that AI works both as a technology and as a team player.
[bookmark: _heading=h.1xzdku3yqm3n]3.3 Tools and Frameworks
The findings were framed using the PEST approach. This analytic method helps to understand the factors outside the company that impact adopting AI in hospitality and the changes it brings to labor and service provision (Brotherton, 2015).
[bookmark: _heading=h.apmlluhf9lfn]4. Theme Impact Analysis 
[bookmark: _heading=h.aptnm7wijkk1]4.1 PEST Analysis on AI and Human Collaboration in the Hotel and Hospitality Industry
Adding AI to hotels and hospitality has greatly changed and improved different aspects of what guests and management experience. The PEST(Political, Economic, Social, and Technological) factors are used in this analysis to explore the various results of AI and human collaboration in the industry.
Political Factors: Using artificial intelligence (AI) in hotels and hospitality is not only influenced by data privacy questions but also by compliance issues. Strong data protection laws, such as the General Data Protection Regulation (GDPR) in the European Union, are being set by governments globally (Hoofnagle, Van Der Sloot and Borgesius, 2019). Those hotels using AI for personalizing guests’ experiences must obey these rules to stay legal. A failure to adhere can cause large fines and harm the company’s reputation.
The use of AI technologies can change with the phases of politics. As an example, when two countries disagree or act against each other in trade, the implementation of AI might be opposed in those areas. Moreover, financial help from the government for technology advancements can prompt hotels to use AI, which helps the whole industry move forward. Leaders of the union of hospitality workers in Las Vegas have expressed worries about AI replacing people, which has led to discussions about job safety and retraining opportunities .
Economic Factors: Artificial intelligence gives the hospitality industry both benefits and obstacles to face. On the positive side, AI gives hotels the opportunity to save on costs, minimize energy, and increase their ability to set effective rates (Milton, 2024). Such systems allow hotels to set room rates in response to demand predictions, what other hotels are charging, and what is currently happening in the market, helping them book more rooms and earn higher revenue. Forecasts indicate that the global AI in the hospitality sector will rise from $0.15 billion in 2024 to $0.24 billion in 2025, at a compound annual growth rate (CAGR) of 57.0% (The Business Research Company, 2025).
[image: ]
(Figure: AI in Hospitality Market)
(Source: The Business Research Company, 2025)
Alternatively, starting costs for AI may be significant for SMEs, stopping many of them from using it. Developing and operating artificial intelligence systems usually requires a lot of monetary resources. But because AI is spreading and becoming easier to use, economies of scale may eventually drive down the costs, so more hotels can start using it.
Social Factors: The use of AI in hospitality changes how guests feel and the jobs that employees have. Because of AI, personnel are able to focus more energy on interacting with guests in a friendly way. On the other hand, drivers of technology may displace workers in easy-to-automate jobs, including those on the front desk and those handling housekeeping. Because of this, it is important to plan and help update employees’ skills so they are ready to use AI at work. Personalization is increased by AI, meaning hotels can now provide individualized services, improving what customers enjoy (Nugroho, Priyanto and Purnama, 2024). More than half of guests mentioned in a study think that AI improves their stay, showing how well-liked it is by many people. 
From the view of guests, AI can improve service by ensuring that recommendations, check-in, and check-out are easy and fit the guest’s needs. A survey of hoteliers suggests that the majority (73%) believe AI will greatly affect the industry, and over half (61%) say AI is having an influence now or will do so in the next year (PRNewswire, 2025). Even so, a few guests could worry about how their data is handled and find AI to be impersonal, suggesting that it’s important to let technology do its job while also providing human connection. 
Still, having the right balance between robotics and humans is central to good hospitality. Dependence on AI can make guests feel that their interaction is impersonal and might discourage them. On top of this, using AI may let companies automate some positions, so people in those roles have to be retrained and might experience job replacement.
Technological Factors: Hotel operations are being modernized by AI and its areas of machine learning, natural language processing, and robotics (Alotaibi, 2020). With these tools, hotels can include AI chatbots for assisting guests, analytics for predicting what guests will need, and touchless controls in rooms for more comfort. Marriott International set up chatbots powered by AI to help with bookings and give tailored advice, which makes helping customers a lot easier. In the industry, AI is used in chatbots for customer care, analytics for predicting demand, and automating everyday routines with bots (Sharma, Singh and Tyagi, 2024). The mix of AI, IoT, and blockchain can help ensure that companies are more secure and productive. As an example, using AI, IoT devices can watch energy use and help manage consumption more efficiently. Yet, the fast advancement of technology means that IT professionals must handle frequent updates, cyber threats, and the threat of rapidly outdated systems.
As artificial intelligence changes quickly, companies need to keep updating their systems and teaching staff to stay in the lead. Integrating AI with hotel management systems can also be tough technically, because protecting data in the cloud may require special IT resources and strong cyber protection.
[bookmark: _heading=h.ktu16cshamsw]4.2 Industry Responses: Strengths and Limitations
The hospitality industry has brought in AI to boost how efficiently it works and how satisfied are its guests (Costa and Costa, 2022). Popular hotel groups are using AI to manage their prices, market unique customer deals, and improve the efficiency of customer service. Because of these initiatives, the company can better manage its revenue, save on costs, and make guests feel better welcomed.
Yet, there are some flaws to the use of AI. There are problems with cost, privacy of personal information, and the risk of losing personal attention in care. Besides, if data is strong and AI technology is well-connected with existing systems, it will work more effectively. Ethical problems, such as bias in AI decisions, require hotels to take action.
[bookmark: _heading=h.78hninfnc5or]5. Conclusion 
This research study has specifically analyzed what artificial intelligence and human collaboration bring to the hotel and hospitality industry. The use of AI has become very important as technology redefines guest service, how hotels operate, and how strategies are built. But the system must be put in place carefully to ensure hospitality remains personal. While AI-supported technology helps companies personalize services and save money, it also raises fears about unemployment in businesses and fake services. For this reason, it is very important to find a balance between AI and the human roles to ensure the growth and happiness of guests and the strength of staff at hotels.
[bookmark: _heading=h.cug6tjcjuc76]6. Recommendations 
To keep serving its customers well, the hospitality industry should build its AI solutions on core hospitality values.
At first, hotels should give their staff jobs that need creative and emotional skills, while artificial intelligence is used to manage and process routine and data-related work. This applies to how operations are run and maintains individualized service for each client.
Secondly, it is important to make training and development a top company goal. All parts of hotel staff, including employees, should build their digital and AI skills through dedicated and ongoing development courses. Efforts to further staff skills must involve technical knowledge as well as soft skills that will help them successfully team up with AI systems. Adding AI modules to hospitality classes would push this big change forward in the industry (Ford and Sturman, 2020).
Thirdly, hotels should implement AI principles that support their data being private, transparent, and held accountable. People granted access to an AI system should learn how AI is used and agree to its use when their personal data is involved. Making a set of standards for AI systems shows guests trust can be maintained and the brand’s reputation preserved.
Fourthly, managers should constantly evaluate what is happening and provide feedback to their workforce. With the help of guest satisfaction scores, AI growth, staff productivity, and return on investment, hotels are better able to judge the success of using AI and change strategies based on information.
Fifthly, working together closely with technology partners and startups supports the pace of advancements in artificial intelligence (Kulkov et al., 2024). With a strategic partnership, companies are able to benefit from the latest tech, customized platforms, and sharing the price of solutions, all without sacrificing service quality.
Lastly, hotels should speak out for inclusiveness and talk with the people affected by their choices. By involving employees, we can encourage them not to resist change, let them participate in choosing tech, and see other goals or concerns.
If these recommendations are applied, hospitality and hotels can successfully balance their future by working together with artificial intelligence and staff.
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