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[bookmark: _Toc198712763][bookmark: _Toc198735735]Executive Summary
Implementing AI in hotels and hospitality businesses is making a difference to the way staff work, services are delivered and the way the company operates. The study explores the changing relationship between technology and people working together and how digital developments are shaping guest experiences, with questions concerning job losses and adapting to change at work. Relying on recent publications, the study examines the potential benefits and ethical challenges that AI encounters in some sectors such as services, personal interactions and back-of-the-house services. Using PESTEL and industry frameworks, a thematic analysis detects the main reasons for adopting AI, among them are economic, social and official demands. Examples from within the industry show how judgment and technology influence each other. Finally, the paper proposes useful ways to support human-AI cooperation, ensure all workers feel welcomed and keep the hospitality experience true to its values even when new technology is being used.
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The hotel and hospitality industry worldwide is being rebuilt by the rapid progress of Artificial Intelligence (AI). In the past, the sector relied on human contact, but now it is bringing in AI robots, touchless check-in, remote room controls and new ways to change prices to enhance how things operate and reduce guest issues (Ivanov and Webster, 2019; Wirtz, Patterson and Kunz, 2018). It means more than just easing work; it leads to important changes in the future of human jobs that need partnerships between people and machines. Although AI streamlines work and decreases costs, it can remove parts of a workforce, bring up ethical issues and make services less customised (Lu et al., 2023).
The paper investigates the recent development of AI and human collaboration, since it is becoming a vital concern for hospitality, as markets are driven by technology. We aim to evaluate in this study how the integration of AI affects both employees, the guest experience and the quality of service. Furthermore, the study demonstrates how hospitality companies can successfully use AI and keep the main human aspects that make up why customers prefer these businesses (Gursoy, Chi and Lu, 2019).
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The success of hospitality services largely depends on people working together with guests. However, the rise of AI has completely changed many operational, guest and staffing approaches. This part of the report appraises the literature from academia and the industry about AI in hospitality, focusing on the effects it has on employees.
Many hotels now rely on AI to simplify their service procedures, increase how well they manage operations and make personal experiences better for guests. According to Ivanov and Webster (2019), service robots, chatbots, and facial recognition systems are now a popular sight in desk areas, concierge roles and platforms designed for guest interaction. Because of this change, customers can reach the service any time, consistently receive the same thing and get support more quickly. In the same way, Lu et al. (2023) suggest that AI helps hospitality create a smart environment by supporting price changes based on supply and demand, saving energy and providing tailor-made marketing to guests.
Nonetheless, when automation replaces people doing service jobs, it raises problems about jobs being taken away. Gursoy, Chi and Lu discovered that AI has made guests happy, but has raised concerns for many who work in the hospitality industry. They say robotics may make employment less expensive, though this could reduce feelings and warmth at the height of the hospitality industry.
In addition, experts have looked into how AI impacts the emotional part of service. Tung and Au (2018) mention that while robotic concierges give basic details and directions, they usually do not give the care, consideration and privacy that are required in such settings. It means that machine learning is meant to team up with people, instead of quickly replacing them. Wirtz, Patterson and Kunz (2018) agree and present the need for services to integrate technology with a personal approach.
Another important area of literature centres on the way customers see a business. The authors Kuo, Chen and Tseng suggest that how guests react to AI in service is related to their culture, the environment they are in and their opinion of how advanced the technology is. For example, younger travellers are comfortable with AI kiosks, but older people are more likely to wish to deal with staff members in person. For hotels implementing AI, Gursoy, Chi and Lu (2019) highlight the value of dividing guests by groups and avoiding a general approach.
Using AI is improving the way organisations in hospitality make decisions. Buhalis and Leung (2018) argue that more hotel operators are turning to AI for accurately predicting, anticipating demand and fast pricing changes. Thanks to these tools, hoteliers can react flexibly to changes in the market and customers’ behaviour. It points out that breaking down the data into customer segments can help businesses offer rooms and communication with a personal touch and boost loyalty.
Experts have written about the ethics involved in using AI. In 2020, author Pizam worries about data protection, surveillance and the effects of algorithmic bias in facial recognition and profile system applications. There is the danger that prejudiced data could keep grouped individuals from having fair chances at accessing helpful services. Moreover, there are still unanswered questions about what AI-based decision-making should involve if there is an emergency or evacuation (Ivanov and Webster, 2019).
Latest research has discovered that organisational culture and leaders have a strong impact on adopting AI. According to Costa and Costa (2022), strong adoption of AI by hotels requires technology and also organised change efforts. Providing training, sharing information clearly and using open policies reduce worker resistance and encourage people to team up. In agreement, Sharma, Singh and Tyagi (2024) say that introducing AI means being inclusive and preparing staff for new roles, not only dispensing with them.
Industry studies also comment on the role of AI in hospitality labour markets. McKinsey & Company (2023) believes that AI will take over routine, staff-bound jobs, but will also result in creating new supervisory, support and data-centred roles. According to Deloitte (2023), people in roles coordinating AI and human work will probably need a mix of processing skills and emotional intelligence.
Today’s improvements in AI are making a difference, but many hospitality firms are still not ready to use it. According to EY (2022), many hotel operators in growing markets say they are not equipped with the necessary infrastructure or capital to start using AI. In addition, AI makes better decisions when working with all the company’s data. IBM (2022) highlights that significantly increasing interoperability is a major challenge for the industry, as it is hard for hotels to add AI to existing PMS and CRM software.
In 2024, Statista reports that the majority of luxury hotel chains include AI, but the figures are much lower for both budget hotels and those that are not part of a chain. The differences created by this digital divide can make it easier for high-tech players to retain customers and operate with agility.
All in all, the literature shows that AI can greatly improve the industry, but special caution should be used to maintain the service spirit, defend employees and maintain ethical practices. AI does not replace employees, but it helps make hospitality experiences faster, more personalised and with greater convenience. The sections that follow will show how these ideas are used in practice, using different theories and real-life cases.
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In this study, qualitative secondary data is used to analyse how AI and cooperation between people shape the hotel and hospitality industry. The research is based on using a literature review process, looking thoroughly at peer-reviewed articles, industry reports and government publications from 2017 to 2024. They were picked because they are relevant, credible, and add value to understanding the impact of AI on the hospitality industry.
Using ScienceDirect, Taylor & Francis, Emerald Insight and Wiley Online Library, literature about AI integration, staff adaptation, guest experiences and ethics was collected. The contributions of these experts are shown in reports by McKinsey & Company (2023), Deloitte (2023), Accenture (2023) and the World Economic Forum (2023), supplying information on trends and effects on workforces.
A PEST framework was used to organise our study regarding the political, economic, social, technological, environmental and legal forces that lead to the adoption of AI. In addition, thematic analysis was used to find subjects about employee feelings, actions by supervisors and what customers experienced. The method allows us to deeply understand what opportunities and risks exist in the use of AI with human staff in the present-day hospitality sector.
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Several macro-environmental trends guide how hospitality organisations use Artificial Intelligence (AI) for their strategies and how they manage services. Using PEST framework analysis, this section explores how factors such as Political, Economic, Social and Technological issues influence both the use and results of AI when people collaborate.
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Figure: PEST Analysis (Venture Founders, 2020)
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The transformative abilities of AI are being noticed by many government and policy organisations in this industry. National governments are supporting changes toward digital transformation, especially as the world deals with the effects of the pandemic. As part of the UK’s Hospitality and Technology Innovation Strategy, authorities have highlighted AI, robotics and digital services as main areas for sector modernisation (Department for Culture, Media and Sport, 2024). These organisations believe that public-private collaborations could help deal with employment issues due to AI. Nowadays, political agendas require hospitality organisations to make employees train, handle data securely and use AI in line with the law and ethics. That’s why it is government leadership that leads to responsible actions and helps encourage development.
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AI makes a big difference for the economy by helping companies spend less and work more efficiently. McKinsey & Company (2023) found that hotels cutting down on desk employees, auto-assigning rooms for cleaning and using AI for pricing enjoy up to 30% expense cuts. These improvements make a big difference for an industry operating with low profits and a shortage of workers after COVID-19.
Yet, questions about the economy usually focus on job displacement as well. It is becoming common for artificial intelligence to take on tasks that human receptionists, reservation agents and concierges now handle (Gursoy, Chi and Lu, 2019). The main problem is finding a balance between the cost savings of AI and the number of jobs open to people. Deloitte also points out that companies are now adopting new types of work that use AI, along with human decisions, to provide a cost-effective service that feels personal. In addition, predictive analytics and customer grouping made possible by AI help to boost revenue and encourage guests to stick with the brand (Buhalis and Leung, 2018). When it comes to money, using AI within hotels takes a lot of initial funding but pays off in the long run. Leading this adoption are luxury hotel chains, as the cost factor is hard for independent hotels to meet (Statista, 2024).
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The main proof of AI’s social impact is changes in guest choices, employee worries and how others see the industry. For example, younger guests often choose to use mobile check-in, speak to chatbots or get into their rooms without handling a key (Kuo, Chen and Tseng, 2017). Segments that value speed, being in charge and ease of use through digital tools are particularly valued. Tourists in the luxury segment tend to appreciate attention that is customised by people rather than machines. Tung and Au (2018) observed that robotic concierges do not show the necessary emotions or make good judgment calls, both vital factors in hospitality.
Reassurance to workers is an important part as well. Common reasons for staff not being prepared for AI relate to worry of redundancy, mismatch of necessary skills and general digital exhaustion (EY, 2022). Retraining staff instead of simply putting them in different roles is what Costa and Costa (2022) say is most important for an inclusive AI strategy. It is through organisational culture that the transition will succeed. The authors argue that the use of AI should happen through clear messages, let employees be involved and apply effective ethical standards to address any resistance. Hotels are now challenged to respond to the tech-driven requirements of guests without lowering morale or dignity among their workforce.
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The reason AI is used widely in hospitality is due to the rapid rate of new technology. New AI features make it possible to handle online reservations, texting guests in real time, serving them through robot helpers, using voice commands and managing customer relationships (Ivanov and Webster, 2019). Hilton and Marriott, among other big hotel chains, now have AI in place for guests as well as smart rooms that allow them to control lighting, temperature and what they watch, all by voice or app on their phones (Accenture, 2023).
AI also helps with optimisation in the backend by using predictive maintenance, controlling energy and forecasting usage. Smart building technology in hotels, according to IBM (2022), can both decrease energy use by up to 20% and raise guest comfort. Even so, it is not always easy for mid-sized and independently managed hotels to introduce such innovations, as they must have proper IT infrastructure, reliable security and well-trained staff (Statista, 2024).
Integrating technology into transportation brings up questions about connecting with older equipment, algorithm errors and data protection. Pizam points out that AI must be watched to prevent excluding or classifying guest wrongly due to biased data. We must remember that advancing technology must go along with ethical use and training and not only with investment.
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It has been shown that through a PEST analysis that the potential of AI in the hospitality industry relies on managing political situations, financial challenges, societal demands and available technologies. Intelligent systems should be seen, not as a direct competitor to people, but as something that supports what they do. In the days ahead, machines will do regular tasks, leaving empathy, smart thinking and personalised support to humans.
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Artificial Intelligence has already made its way into the hospitality industry and is now having a big impact. As technology progresses in hotels, employees now have to decide how they will respond. The research demonstrates that we should use AI and humans together, not replace one with the other; AI can help us work faster, and humans can help us stay authentic. If hospitals want to thrive, they need inclusive innovations, strong ethical rules and flexible workers. For hospitality businesses to stay ahead and focus on people, their use of AI should be friendly, acceptable and show empathy.
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The following recommendations will help the hotel and hospitality sector make Artificial Intelligence sustainable and accessible to everyone. Such guidelines take care of requirements for the company and wider requirements throughout the industry.
1. Adopt a Human-AI Collaboration Framework
Hotels should look for opportunities to use AI that complement what employees are good at, not simply replace them with technology. Processing of regular, tedious and data-driven work can be left to robots, but users should depend on people trained to make tough, personal choices. This helps keep service real and improves how satisfied employees are at work (Wirtz, Patterson and Kunz, 2018).
2. Invest in Workforce Reskilling and Digital Training
Lacking both confidence and digital knowledge is quite common in worker resistance. Hotels need to make sure employees are taught continuously about using AI, how to help customers digitally and the importance of using data ethically (Costa and Costa, 2022). Organisational practices should make reskilling part of their culture, not limit it to a single experiment.
3. Implement Inclusive and Ethical AI Governance
AI systems have to be clear, moral and answerable to justice. Algorithms inside a hotel must be supervised, GDPR rules must be upheld, and guests’ privacy should be enforced as part of internal governance (Pizam, 2020). Trust in these services is maintained by conducting audits and getting agreement from guests.
4. Segment Guests by Technological Preference
Local guests should be targeted using solutions designed for their profile. Certain travellers use chatbots and mobile apps to save time, while others still trust interacting with someone at the airport. Service models in hotels should be adjusted to give guests options in how much automation they want (Tung and Au, 2018).
5. Collaborate with Technology Partners and Academia
For companies in hospitality to continue competing well, they should collaborate with developers, colleges and officials. Partnering like this may lead to faster innovation, better learning and closer agreement with national plans for digital growth (Department for Culture, Media and Sport, 2024).
6. Prioritise Scalable and Interoperable Technologies
Scalable AI solutions are best for hotels and should be easy to put in place within current systems like property management and CRM. Specialising skills help companies keep their profit over the years and lower the chance of disruption (IBM, 2022).
All things considered, AI helps hospitals beautifully, yet this only happens if the business’s foresight and care for people are strong. Emphasising proactive, ethical and inclusive principles will allow the industry to deliver excellent service while continuing to use its trusted human qualities.
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