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Proofread with AI 	
When you get a specification sheet for an assessment, if you are permitted to use AI,  this is what it will say about proofreading the work:  
	For this assessment, you can use Generative AI to check your own text/creation for grammatical and syntactical mistakes, including rephrasing of your own work within specific standards.



Remember, whenever using AI tools, you must always keep a copy of your drafts,  notes, and other resources from both before and after you use them. This is in case they need to be checked to see if you have used AI tools in the proper way for your assessment.  
What you can do when using AI tools for  proofreading 
Ask for help from a Generative AI tool 
You can ask AI tools to check text that you have written yourself for: 
• Readability 
• Grammar 
• Syntax 
Here are some examples of AI tools you could use for this purpose: 
• ChatGPT 
• The AI bot in Grammarly 
• Microsoft Copilot  

using Grammarly AI Editor – the topic is again about Athens, the same as  Example 2. The prompt is the same. Here is Grammarly’s response:
The original text has a few errors in syntax and grammar. Here is an edited version  that reads better:
“AI excels at real-time analytics and thereby creates hyper-personalised customer service strategies for enhanced business management (Ruel and Njoku, 2021). Automated routine activities, personalised hospitality services and tailored room settings are some of the core benefits of using AI in hotel and hospitality management. Similarly, the collaboration of AI and humans maximises these benefits by balancing technical efficiency with emotional connection.”


Title: Understanding the role of Artificial Intelligence and human interaction in digital marketing within the hotel and hospitality sector.


Abstract
The contemporary theme of Artificial Intelligence (AI) and human collaboration within the hotel and hospitality industry has been selected in this research paper. It has been highlighted that a balanced integration of advanced technologies and human interaction is important for a personalised and empathetic user experience. The compassion between the effectiveness of AI and humans in digital marketing in the hospitality industry has been identified. The comparison has identified the different literature findings regarding the difficulty in human collaboration and the development of marketing campaigns using humans and AI. The explanatory research design and thematic analysis process have been identified. 
The PESTLE framework and the data collection procedures have involved reliable journals and articles. Conducting the PESTEL analysis has helped identify the impacts of different macro-environmental elements regarding the chosen theme on the mentioned sector. Technological progress, such as web analytics for behavioural examination and environmental effects, including carbon tracking, has been highlighted. The political and legal impact of the hospitality industry's use of AI with various safety policies has been identified. The social factor impacts the use of AI in the hospitality industry; gathering the customers' data has been identified.
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The hotel and hospitality industry is currently embracing advanced digital technologies for increased customer satisfaction, operational efficiency and improved guest services. Artificial Intelligence (AI) is one of the most common digital technologies used in businesses operating in the mentioned sector (Freedman, 2025). AI excels at real-time analytics and thereby creates hyper-personalised customer service strategies for enhanced business management (Ruel and Njoku, 2021). Automated routine activities, personalised hospitality services and tailored room settings are some of the core benefits of using AI in hotel and hospitality management. Similarly, the collaboration of AI and humans maximises these benefits by balancing technical efficiency with emotional connection.
Among the different business industries, the hotel and hospitality sector is one of the largest and fastest-moving ones that offers accommodation services, tourism and transport amenities. The global hospitality industry is also a major driver for employment generation and economic growth (Aksoy et al., 2022). The COVID-19 pandemic era has significantly contributed to the rapid adoption of modern digital technologies within hotel businesses and hospitality establishments as well (Ludin et al., 2022). Due to the growing need for online booking facilities and personalised hospitality services, technologies like AI have become prevalent within this particular industry (Garcia-Madurga and Grillo-Mendez, 2023). Service users seek a human touch even in digital-first services for a high-value and more empathetic experience.
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[bookmark: _26k8zt5zuh66][bookmark: _Toc221045703][bookmark: _Toc221106649]The collaborative role of Artificial Intelligence and humans in the hospitality sector 
According to Wu et al. (2025), the global economy has profoundly transformed by the extensive execution of AI. The hospitality and tourism industry has increasingly used AI devices like automated hotel management systems and virtual assistants to mix human and machine effort to enhance productivity.  Collaboration of AI improves the quality of work and allows staff to balance workload, especially within the hospitality sector.  Thoughtful integration of hotel staff's knowledge and judgment with AI capabilities is involved in the context of Human-AI collaboration. This has helped to solve the complicated issues by breaking them down into manageable parts between the AI algorithm and the hotel staff. The findings of these particular articles have shown that AI-human collaboration favourably impacted the work engagement because it meets staff's basic and growth requirements of quality of work life.  However, the article did not explore the guests' views on AI interaction with human practices within the hospitality industry, which was discussed in Lin's article. 
As per Lin and Mattila (2021), COVID has changed the customer perception of high human touch to digital service. This is the reason the hospitality industry has executed automated and digital low-contact features to meet the current customer demands. The results of the article display functional and privacy benefits of service robots that have a positive effect on customer behaviours towards the adoption of digital services. Customers perceive digital service or robot service as an effective usage of technology, which enhances customer satisfaction as well as engagement. 
The role of AI and humans in digital marketing 
As per Bulchand-Gidumal et al. (2024), AI acts as a family of technology as it is trained as a human to recognise, analyse and solve issues within the business context. The functions of operational and marketing within the hospitality sector have been changed by AI. The system of AI has improved personalisation and forecasting systems, which make the travel experience smart. The research outcomes have highlighted that AI in marketing is used to analyse data from various online platforms to make informed decisions regarding guest preferences. AI can be used to offer personalised service as per customer needs to keep them engaged. On the other hand, the research illustrated that a skill gap in marketing professionals may misinterpret AI data due to its continuously changing algorithms.  However, the research did not focus on both AI and the human role combined within digital marketing, which has been explored through Filimonau's study. 
As stated by Filimonau et al. (2025), sustainability is another key trend that has pressured the hospitality industry to adopt AI to reduce energy usage and waste. AI can allocate resources efficiently and schedule tasks with its forecasting power, which reduces the overstaffing issue within the tourism sector. AI-powered chatbots, automated check-in and out allow employees to focus on personalised offering instead of manual and repetitive work, which increases both customer and employee satisfaction. 
Comparing the effectiveness of AI and humans in digital marketing in the hospitality sector 
According to Limna (2023), AI is identified as an important factor in the age of digital technology that influences the digital technologies strategies of the hospitality sector. The author has conducted research reviewing the articles, and as a result, AI effectiveness within the hospitality industry has been identified. As per the research findings, AI was identified as a digital marketing strategy that helps the hospitality industry in analysing millions of data points. Analysing the data points, the marketing department of a hospitality organisation identifies guest preferences for providing tailored offerings and enhances the value perception. Utilising the chatbots, the marketing department also handles the routine queries and improves the customer satisfaction rate. AI automations, prediction of customer lifetime value, have also identified that digital marketing teams of the hospitality industry are used for automating the customer journey. As per the research, human interaction is identified as a difficult factor for providing personalised service that disrupts the service quality of the hospitality industry. 
Human talent has also been identified as a replaceable factor through technology that helps the marketing team in engaging employees. However, evaluating the literature of the author Petrescu and Krishen, (2023), the collaboration effectiveness of human and AI has been identified that improve the quality of work-life and growth needs within an organisation that is different from each other.. Reviewing the literature, it has been identified that AI-human collaboration helps the hospitality industry in breaking down complex work through the refinement of strategies utilising human brain and technologies. Utilising AI, the organisations handle repetitive tasks such as chat interaction, data analytics, as well as utilising human marketers, the organisation creates empathetic content that builds trust of customers towards the hospitality industry. By implementing AI technologies, the digital marketing teams can quickly generate social media content, and humans can edit the content that positively influences customer attraction.                  
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Research design 
Research design within research is identified as a systematic process that outlines how the research method answers its main research question (Olawale et al., 2023). Explanatory research design helps in identifying the meaningful themes by identifying data patterns. Additionally, the research design helps in discovering data patterns during analysis; for this reason, it has been chosen.    
Data collection procedures 
Data collection identified as a multistage approach for collecting, measuring and analysing accurate information for research (Johnson and Sylvia, 2023). The data has been gathered for this particular research utilising reliable journals, articles and books regarding the human and AI interaction in digital marketing. 
Analytical techniques 
Analytical techniques within research are a process of evaluating data to interpret findings and draw research conclusions (Christou, 2022). The data has been analysed thematically for this particular research as the analysis techniques help in identifying and analysing theme patterns from the different data sources. 
Framework used
The PESTLE framework has been chosen for this particular research to analyse the external environment of the hospitality industry. The framework has been chosen as it strengthens the research themes regarding the environment of the hospitality industry (Eierle et al., 2022).     
Transparency and replicability 
The research demonstrates the scripts that are used for cleaning themes and enables others to reproduce the exact findings that improve the research transparency. Research replicability within research allows other researchers to use the exact steps with new data to replicate a similar result (Bokhove, 2022). Clearly outlining the research method, search terms and providing transparency ensures the replication. 
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Findings
	Theme 
	Artificial Intelligence and human collaboration within the hotel and hospitality sector.

	Findings from thematic analysis 
	Policies have identified different AI ethics regarding the safety of the hospitality industry.    
Using AI, ethical companies implement biometrics and serve tourists. 
Technological advancements resulted in huge job losses, adversely affecting the industry’s contribution to the global economy.
Reduction in human resources makes businesses cost-effective as it eliminates people management capital from the overall functional expenses.
Utilising AI, hospitality organisations understand customer experiences and enhance well-being.
Implementing AI in organisations encourages social behaviours and increases customer loyalty. 
Analytical technologies have evolved for measuring visitor reach, total website visits and user engagement rate, indicating digital user behaviour.
Website analytics are capable of providing real-time insights into customer behaviour and purchase intentions.
Behavioural analytics positively impacts the sector through customer engagement and innovative services.
AI is capable of tracking hospitality waste patterns within the supply chain system and thereby contributes to more sustainable resource management.
Reduction in carbon discharge is another environmental impact of AI usage that helps hotel businesses to step forward to their net-zero targets.
Legal factors have identified different rules regarding the use of AI and safety regulations that impacted the hospitality organisations.  



Discussion
Political factors 
The political factors have been identified as an external factor of the hospitality industry that influences the organisational decision and procedure. Different policies regarding the use of AI safely have been identified within the research of Ivanov and Umbrello (2021). Critically analysing the findings, it has been identified that following the political factors, the hospitality organisations introduce strict compliance standards for managing the human oversights and mitigating risk. Regulatory bodies also suggest that organisations audit for bias in their digital technologies. This helps the hospitality organisations in addressing their organisational bias and treating all employees fairly.       
Economic factors
Dual economic impacts of the chosen theme have been identified through the thematic analysis method. As per Martinez-Roget et al. (2025), a rapid development in digital technologies and the speedy adoption of AI led to serious employment losses in the hospitality sector. This causes a significant reduction in global economic contribution by the business industry. On the other hand, the scholars have highlighted a decrease in operational expenses of hospitality businesses due to the implementation of AI technology. AI is more cost-effective compared to human resource integration, and substitution in labour makes hoteliers save on their capital investment.
Social factors 
As per the findings of Filimonau et al. (2025), literature social factors have been identified as external factors that combine with the social habits, attitudes and customers' buying patterns. Critically analysing the social factors' impact on the themes, it has been identified that the hospitality industry uses AI for understanding the customer experience. Utilising the technologies, the companies gather broader customer data, understanding customers' needs and providing personalised services to the customers. Serving the customer as per their needs, the hospitality organisation competes with the market and addresses the complex social issues. Apart from this, utilising the AI hospitality industry encourages social behaviours and increases customer loyalty.      
Technological factors 
The study by Reklitis et al. (2025) has highlighted the effects of technological factors on the mentioned industry regarding AI and human collaboration. Findings have summarised that hotel and hospitality businesses are increasingly leveraging modern technologies like web analytics that excel at examining the online behaviour of service users. This positively impacts business strategy development by providing real-time insights into purchasing intentions and decisions. Similarly, tailored business strategies and service recommendations are responsible for increased user engagement and service innovation.
Environmental factors 
As discussed by Morch (2025), smart waste management and tracking of carbon emissions within the hospitality sector are two of the significant effects of AI utilisation. Incorporation of this technology allows hotel enterprises and other hospitality corporations to track hotel waste and carbon footprints generated by visitors. It makes hospitality supply chain systems more environmentally sustainable, and that enables business establishments to effectively reach their net-zero goals. However, this study paper did not include the impacts of human intervention in combination with AI technology within the hotel and hospitality industry.
Legal factors 
Legal factors are an eternal factor, combined with the different regulations and legal rules that influence an organisational decision. Critically evaluating the findings of the thematic analysis, it has been identified that legal rules are consistent with the AI safety regulations that influence the hospitality organisation in securing its business process. As per the findings, it was identified that following the legal rules, hospitality organisations implement rigorous data governance, handle the human data effectively and satisfy their customers. Implementing the legal rules, the organisations implement safety regulations as per the employees' jobs and improve the human collaboration process.     
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The key findings from the research paper have demonstrated that AI technology with human collaboration has become increasingly crucial for the hotel and hospitality sector for an emotionally connected guest experience. It has been mentioned that the evolution of tech-driven digital marketing resulted in maximised engagement of consumers, whereas decreased human touch as AI replaces manual activities. The growing need for technological and human contributions indicates the establishment of tech-enabled employee training.
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[bookmark: _4ypc0h6u16q0][bookmark: _Toc221045707][bookmark: _Toc221106653]6. Recommendations
Based on the evaluation of the selected theme, some of the potential actionable future recommendations for the hotel and hospitality industry are as follows.
Empowerment of the workforce through training and a continuous learning culture
Upskilling and reskilling of employees through targeted training can be an effective recommendation for the mentioned sector. Training programs for hospitality professionals are to be designed to make them more “tech-enabled”. For instance, marketing staff can be trained to generate effective AI prompts and to interpret data-driven insights provided by AI. In addition, an ongoing learning culture can also be established to encourage workers for continuous improvement in their skill sets. A strategic action can be a strong focus on human-centric skill sets that are impossible for AI to replicate. Empathy, creative problem-solving and emotional intelligence are some of the key human competencies that AI cannot replicate (da Silva Costa and Machado, 2024). Such skill development training can maximise staff potential to better resonate with service users.
Implementation of human-driven AI operations
The application of human-led AI functions needs a strategic and “human-in-the-loop” approach. In this approach, AI is responsible for managing routine tasks by freeing human resources to focus on more complex and empathetic service delivery. Hotel and hospitality business enterprises can leverage AI technology in such a way that complements instead of replacing human staff. Establishment of such a “human-in-the-loop” approach within hospitality business practices can ensure AI application for trend analysis, while considering human interference for final strategy development (Puorto, 2025). Using AI in this method can help employees make more business decisions faster and more informed (Nicoletti, 2025). This hybrid approach can also be applied for customer safety, where AI-enabled surveillance and audio analytics identify issues in real-time and require immediate response from human staff.
Personalised marketing content with the combined efforts of AI and humans
[bookmark: _lncpapmolf5r][bookmark: _lirq7yimfsh8]For an improved integration of AI technologies and human beings, hotels and other hospitality service providers can create hyper-personalised marketing techniques with a human context (Carvalho et al., 2025). In this regard, AI can be used to examine Customer Relationship Management (CRM) data to differentiate guests. Afterwards, human intervention can be incorporated to develop customised welcome videos to maintain warmth and keep an emotional touch within the promotional strategy. Apart from that, hospitality businesses can focus on storytelling over selling (Potwora et al., 2024). The use of AI in optimising ad spends while crafting brand stories by human beings can maintain a proper balance between technology integration and human intervention for an enhanced user experience. 
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Thematic Analysis
Theme: Artificial Intelligence and human collaboration within the hotel and hospitality sector.
	PESTEL analysis factors
	Source
	Description
	Sub-theme

	Political
	(Ivanov and Umbrello, 2021)
	“The macroenvironment plays a significant role in AI ethics because it determines the legal, political, demographic, cultural, technological, economic and ecological contexts in which a TH company operates. For instance, due to the COVID-19 pandemic, TH companies may be legally obliged to use touchless biometric technology to serve tourists or measure tourists and employees’ health status”
	


Policies have identified different AI ethics regarding the safety of the hospitality industry.    







Using AI, ethics companies implement biometrics and serve the tourist. 

	Economic
	(Martinez-Roget et al., 2025)
	“Over various periods of time, technological developments and the resulting automation have consistently led to job displacement, with the most significant impacts observed in industrial and agricultural activities, where machines have replaced humans in simple and routine tasks.”
“There is no conclusive evidence regarding the net impacts of AI, robots and other modern technologies in hotels, although it would appear evident that there are incentives for labour substitution in a sector that is both capital and labour intensive, where personnel expenses account for at least 25% of the total operating costs (Tourita et al. 2020).”
	
Technological advancements resulted in huge job losses, adversely affecting the industry’s contribution to the global economy.













Reduction in human resources makes businesses cost-effective as it eliminates people management capital from the overall functional expenses.

	Social
	(Filimonau et al., 2025)
	“AI can improve social sustainability by personalising guest experiences tailored to eco-friendly preferences and enhancing staff well-being through optimised operational tasks.”
“For example, as discussed earlier, the convergence of AI and sustainability can not only increase revenues but also appeal to hospitality consumers, thus encouraging pro-social behaviour change and reinforcing customer loyalty.”
	Utilising AI, hospitality organisations understand customer experiences and enhance well-being. 








Implementing AI in organisations encourages social behaviours and increases customer loyalty. 

	Technological
	(Reklitis et al., 2025)
	“Web-analytics services such as Google Analytics and Similar Web typically capture four core metrics—total visits (frequency), unique visitors (reach), bounce rate (engagement) and average session duration (duration)—which are widely regarded as central indicators of online user behaviour [29]. While these measures often overlap conceptually (e.g., a high bounce rate may signal low engagement), they provide real-time insights into how travellers find and navigate hotel websites, where they drop off and which pages hold their attention. Behavioural metrics are valuable because they can be linked to underlying intentions and decision-making.”
“This discovery highlights the possibility of incorporating behavioural analytics into marketing strategies to implement knowledge-driven digital transformation, hence improving customer acquisition and service innovation. The results underscore that utilising detailed behavioural data from websites and social media is essential for facilitating knowledge-driven digital transformation in the hospitality industry.”
	Analytical technologies have evolved for measuring visitor reach, total website visits and user engagement rate, indicating digital user behaviour.













Website analytics are capable of providing real-time insights into customer behaviour and purchase intentions.










Behavioural analytics positively impacts the sector through customer engagement and innovative services.

	Environmental
	(Morch, 2025)
	“Smart Waste Management: AI can track waste patterns and offer predictive insights to reduce food and material waste. By integrating AI with supply chain systems, hotels can ensure resources are ordered, prepared, and utilised sustainably.”
“Carbon Footprint Tracking: AI systems can provide real-time analytics on a property’s carbon emissions, enabling hoteliers to set benchmarks and track progress toward net-zero goals.”
	

AI is capable of tracking hospitality waste patterns within the supply chain system and thereby contributes to more sustainable resource management.





Reduction in carbon discharge is another environmental impact of AI usage that helps hotel businesses to step forward to their net-zero targets.

	Legal
	(Skubis et al., 2024)
	“legal initiatives targeting artificial intelligence (AI): the AI Act for a regulatory framework, rules for new technologies’ liability, and updates to sector-specific safety regulations like the machinery regulation [61]. Ensuring clear communication between researchers, decision-makers, and the public becomes a challenge due to the use of different terminology, which may lead to misunderstandings [62].”
	Legal factors have identified different rules regarding the use of AI and safety regulations that impacted the hospitality organisations.  
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