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This evaluation will put across the way that artificial intelligence (AI) and human collaboration will revolutionise the hotel and hospitality sector in the globe. The evaluation will be targeting the most recent evidence from 2015 to 2025 after a methodical literature review and the PEAS (Problem-Evidence-Analysis-Solution) model. The AI has been found to introduce such apparent benefits as higher cost-saving and personalisation. However, it must be adopted in a way that will not result in the disappearance of the human touch. The major issues are the high rates, the panic of their jobs amongst the workers, and the personalities of the clients. The research recommends slow adoption of AI, efficient workforce training and strong data security protocols. In the hotel industry, AI must be applied to assist the employees and not to replace them so that the employees can have time to talk to the guests about their issues of concern.
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[bookmark: _Toc211696816]1. Introduction
The recent trend of hospitality is one of the technological inflexion points as a result of the influx of artificial intelligence (AI), which brings problems and unique opportunities in many aspects, particularly when it comes to actual service delivery. Approximately 80% of hotels are utilising or intend to utilise artificial intelligence and data analytics (Andre, 2024). This raises a significant question for the industry: how do we fire technological efficiency and incorporate a touch to identify the needs of the changing customer? The investment in generative AI is expected to add 0.1 percentage points to US GDP growth each year for the next five years and 0.5% to 1.0% to global GDP by 2033 (Daco, 2025). This modern trend is especially important for hotels like Rossington Hall, a Grade II listed Victorian luxury wedding hotel in South Yorkshire that needs to find a balance between its heritage-based, personalised service and new ways of doing business. In 2023, the market for AI technology in the hospitality industry was worth about $90 million. By 2033, it was expected to grow at a rate of 60% per year to almost $8.1 billion. 
[bookmark: _Toc211696817]2. Literature Review
[bookmark: _Toc211696818]2.1 AI Adoption in Hospitality Operations
The hospitality business is evolving due to the use of Artificial Intelligence. According to the experts, by 2030, automation may replace up to 70% of the labour that humans by now perform in customer service, housekeeping, and other back-office roles (Starkov, 2025). This would only leave people with the work that is about 30 per cent of which demonstrates how much technology has altered. With AI it can also lead to good changes; however, it should be agreed upon by all parties before implementing how to take care of it to ensure that it does not cause any problems and the change in direction goes uneventfully. 
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[bookmark: _Toc211696835]Figure 1: Al Transformation in Hospitality.
Source: (Self-made).
Integration of AI has two sides, and these sides show up in different ways. Transformations driven by technology bring with them good chances, like creating jobs, increasing productivity, saving money, making operations more efficient, and making businesses more competitive (Rydzik & Kissoon, 2021; Zirar, Ali and Islam, 2023). According to research by McKinsey & Company, brands that offer both high-tech and high-touch services can see up to a 30% increase in customer satisfaction and repeat business. This shows that balanced approaches can work (McKinsey, 2024).
[bookmark: _Toc211696819]2.2 Employee Perspectives and Workforce Implications
AI usually has a positive impact, but it can also have a negative impact on workers. It might contribute to the security of employment, insecurity, and higher turnover of personnel (Dogru et al., 2023). An example would be that the hospitality industry already has challenges with high employee turnover rates as well as profitability, and digital transformation needs new models for employee training (Ann & Blum, 2020). In fact, Ford and Sturman (2023) in their book verified that the Conservation of Resources (COR) theory is suitable to explain what is happening here. One can agree that AI development is causing employees to fret and fear losing jobs; however, it does create room for job crafting. That can have a direct effect of enhancing the skills and productivity of the workforce, especially those who are passionate about their work.
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[bookmark: _Toc211696836]Figure 2: Mitigating Al's Negative Impact on Employees.
Source: (Self-made).
There is two-sided integration of AI, and the sides manifest themselves in various forms. Technological changes are associated with favourable opportunities, such as the invention of new employment and being more productive, cost-effective, and efficient in their operations and competitive with each other (Rydzik and Kissoon, 2021; Zirar, Ali, and Islam, 2023). This is because, according to research conducted by McKinsey and Company, customer satisfaction in brands that provide both high-tech and high-touch services is increased by up to 30 per cent as well as repeat business. This demonstrates the fact that trade-off solutions may be effective (McKinsey, 2024). 
[bookmark: _Toc211696820]2.3 Guest Experience and Expectation Management
Three quarters of the visitors would be most likely to come back to those hotels that stay on top of technology, thus requesting digital forms of hospitality, such as contactless check-in and digital concierge services. However, such technological enthusiasm comes at a cost in relation to the human world, which can never be substituted. The location factor can be very convenient to attract a lot of travellers but as I have observed, it is the personal touch that will make people revisit a location. It is the sense of being noticed, accompanied and nurtured.
In the past few years, about two-thirds of all travel technology investments have gone to AI and machine learning. However, AI-driven personalisation has big problems because people don't trust or believe in privacy. When people think their personal data might be misused, they are less likely to share it (Chin et al., 2012). In places like Rossington Hall, where getting married and getting personal attention are two of the main things that make a heritage venue valuable, using technology has to improve periodic ideas instead of working against individual personalities.
[bookmark: _Toc211696821]3. Method
[bookmark: _Toc211696822]3.1 Research Approach
The methodology employed in the study based on the systematic literature review with PEAS (Problem-Evidence-Analysis-Solution) includes the analysis of the impact of AI-human collaboration. The PRISMA methodology offers a holistic description of the reviewed studies on the application of AI in the hospitality industry, which will guarantee the undertaking of evidence synthesis. The PEAS model can be characterised as a method of problem-solving whereby the identification phase of the problem is followed by the collected evidence and the analysis of alternative problem solutions in order to make a recommendation of the solution.
Data collection was done by reviewing peer-reviewed academic journals from databases such as ScienceDirect, Emerald Insight, and Taylor & Francis published between 2020 and 2025. Search terms included "artificial intelligence hospitality", "AI human collaboration hotels", "guest experience technology balance" and "employee AI adoption". The empirical research findings on the impacts of the implementation of AI on the operational efficiency, employee well-being, and level of guest satisfaction in hotels were used as inclusion criteria in the review.
[bookmark: _Toc211696823]3.2 Analytical Framework
The primary analytical instrument that enables the systematic approach to AI-human collaboration is PEAS analysis, as a method of tackling the issue of AI-human interaction through the prism of a problem solution. This framework follows four stages that are closely linked with each other and include defining the central issue that needs to be solved, finding the necessary evidence and factual material, evaluating the possible variants of the solution using this evidence, and providing the optimal variant of the decision. Clear definition of the underlying challenge, the necessity to combine technological efficiency and a human-centred service year-round, combined with a comparison of various implementation strategies and their alignment with the evidence-based analysis, will enable hotels to elaborate planning-wise and well-reasoned integration strategies. This is a systematic approach to decision-making that can be used in a wide variety of hospitality settings, including both high-end heritage settings like Rossington Hall or the current chain hotels, and ensures that technology implementation is well reorganised to suit the capabilities of organisations and the needs of their guests.
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[bookmark: _Toc211696825]4.1 PEAS Analysis of AI-Human Collaboration
Problem Definition
The modern hospitality industry is confronted by an existential dilemma of how it can embrace the use of artificial intelligence technologies as it continues to maintain its human-centred service provision that leads to the realisation of superior experiences with guests. The latter issue is especially urgent in regard to heritage properties like Rossington Hall, where the 250 acres of Victorian estate have to reconcile the technological development with their time-tested reputation of offering more personal wedding events (Rossington Hall, 2025). The inherent issue is not related to the adoption of the technology but rather to how the hotels will utilise AI operational efficiencies whilst preserving the emotional intelligence and one-on-one attention that technology will not be able to cure (Cozzio, Javier and Maurer, 2025). As it is expected that automation will take on nearly three-quarters of the duties of customer service, housekeeping and back-office positions by 2030, the industry is now faced with the immediate challenge of establishing the right level of technological integration (Starkov, 2025).
Evidence Base
Empirical evidence demonstrates that there is a complicated field of AI implementation successes in the hospitality industry. Almost 80% of hotels are already using or intend to use artificial intelligence and data analytics, and the market of AI technologies is currently estimated to grow 60% per year and is expected to reach $8.1 billion by 2033, which is 60% per year (Andre, 2024; We Market Research, 2024). Nonetheless, this technological passion should be watched, considering that challenges are high in the way of implementation. There is research by McKinsey and Company proving that brands that balance high-tech services and high-touch services reach 30% customer satisfaction and repeat business, indicating that strategic integration can be measured (McKinsey, 2024). On the other hand, the financial limitation poses significant challenges, especially to independent properties that do not have an enterprise capital base (Ford and Sturman, 2023).
The workforce aspect exhibits a conflicting nature concerning the influence of AI on the performance of the employees. According to Bakir et al. (2025), the turnover was lower in the employees who showed interest in AI technology, whereas Li, Bonn and Ye (2019) reported the opposite trends, indicating the confusion of workforce management policies. The survey conducted by Deloitte (2024) among the participants of the European Hospitality Industry Conference showed that 52% of buyers consider generative AI an appropriate approach to interacting with customers, and 44% agree that this technology should be implemented in communicating with the guests. However, it is accompanied by the underlying privacy issues because visitors are not willing to give out personal information when they feel abused (Chin et al., 2012). In those wedding venues where technology currency is valued by 73% of their attendees, there should be a delicate balance between their convenience expectation and their privacy expectancy (McKnight et al., 2011).
Analysis of Alternative Approaches
It has been demonstrated that there are three primary applications of AI to hospitality, each possessing distinct risks and advantages. Make The initial, broad automation, is the most efficient with extensive AI, such as the property search of Marriott Bonvoy (Wassel, 2024). Nevertheless, this model is not appropriate in museums and other distinctive heritage buildings and does not possess a sympathetic human approach (Malhotra, 2024; Cozzio, Javier and Maurer, 2025).
Selective automation is the second paradigm that restricts AI to back-office tasks so that services do not lose their authenticity and employees do not get anxious (Ford and Sturman, 2023), but efficiencies might be lost.
The third solution is augmented collaboration, which involves AI assisting employees. AI is capable of managing such assignments as preferences tracking, which will give the staff the opportunity to attend to high-value guest interaction and emotional support (Nguyen and Elbanna, 2025; Cooper and Hall, 2018). This implies that it is not the technology but the implementation method that determines the result of employees (Ersoy and Ehtiyar, 2023).
Solution Recommendation
The arguments based on the adoption of the augmented collaboration paradigm are overwhelming, and it is carried out by a gradual implementation with the subsequent introduction of non-guest-facing operations. This recommendation will serve several strategic imperatives in one action: it will reduce the financial limitations of the company due to the gradual investment, lessen the level of employee resistance as a result of the comprehensive training and participation in the decision-making process, and help to sustain the brand differentiation through the human touch at the most emotionally challenging moments. The framework of the solution should include four critical parts: clear communication of technology purpose, holistic staff skills development, strategic maintenance of human interaction at high-emotional-impact points, and firm data governance procedures that attend to the 73% of visitors valuing privacy in addition to the technological convenience (Karagiannis, 2024; Rubino, 2024). This style changes AI from a disruptive menace to an enriching infrastructure which marks transactional bases and emancipates personnel to invent the memorable experiences that make hospitality extraordinary and service satisfactory.
[bookmark: _Toc211696826]4.2 Industry Response Evaluation
Hospitality leaders are combining AI with anthropomorphism. The personalization of luxury rental searches with AI is provided by Marriott Bonvoy (Wassel, 2024) and smaller establishments have specialised technology aimed at providing, instead of standardising, better service. Guest data is centralised in form of hotel automation to enhance relations. Most importantly, technology such as self-cheque-in must serve the staff to make the processes easier and faster and do not erase the vital human touch. This should not replace human communications but facilitate it.
[bookmark: _Toc211696827]5. Conclusion
The concept of human co-existence and AI is something that is novel to the hospitality sector. It has to balance effectively its strategy between efficiency and being able to establish actual interest with customers. The data shows that although AI is promising measurable benefits – cost optimization, personalisation, and increased productivity of staff – the most important aspect of the exceptional hospitality business is still intentional integration that will not eliminate the lack of human touches that are present in such experiences. Hospitality and technology are not two distinct concepts; they concur to transform commonplace stays into valuable memories. In the case of other locations with heritage character accents and personalised experiences, such as Rossington Hall, AI needs to collaborate with human intelligence rather than to substitute it. In this manner, employees will be in a position to concentrate on emotional reactions, as technology will take care of regular deals.
[bookmark: _Toc211696828]6. Recommendations
[bookmark: _Toc211696829]6.1 Strategic Implementation Approach
Hotels must integrate AI bit by bit with initial workloads of the back-office functions such as revenue management, micromanagement, inventory management, and maintenance scheduling. This will assist them in seeking efficiencies without reducing the degree of service that guests are provided with (Schwarz, 2024). The key requirement to maximise the uses of AI is its strategic integration and personalised service delivery, as well as structural issues. Rossington Hall must consider updating its property management system to enable them to schedule events and maximise its resources while ensuring that the wedding planners can meet each other in a personal manner. 
[bookmark: _Toc211696830]6.2 Workforce Development Initiatives
The management practice must be effective and well-planned to make the transition of the new industrial age a success. Organisations must invest in expensive staff training programmes to learn not only technical AI proficiencies but also the new service positions, which emphasise emotional intelligence, problem-solving, and relationship-building (Kirk, 2022). As soon as employees understand that their hard work is being compensated by providing them with the right training and are included in the decisions concerning the ways AI should be used, they will feel far more positive about it. Rossington Hall must implement continuous learning initiatives which will transform employees into curators rather than people who perform activities.
[bookmark: _Toc211696831]6.3 Guest Experience Design
Avoiding the trap of offering excessive or inadequate attention to the customers in their stay is crucial; striking the balance between automation and personal touch would help to achieve the necessary balance. In doing so, the guests will be left with the correct degree of automatics and human interaction during their stay (Nichols, 2025). Hotels should begin profiling their guests' profiles to enable them to develop different degrees of interaction with technology. They can be used as an example: they can provide self-service to those guests who prefer to save time and provide traditional high-touch guests who prefer personal service. In the case of wedding venues, it may require the implementation of AI to assist with logistics and ensure availability of personal consultation points at the moments which carry an emotional importance.
[bookmark: _Toc211696832]6.4 Ethical Data Management
The challenge that hotels can face in the future is establishing a balance between hyper-personalisation and user privacy: AI-based solutions create a question mark in terms of user control and data security (Rubino, 2024). There should be clear policies concerning the way companies utilise the data, request permission, and allow the guests to select their information usage options. Developing consumer trust: This involves developing a culture within the company that supports human relationships as well as adapting to new technology and engaging in transparent data policy. Since the information about the wedding is highly confidential, Rossington Hall has a role to ensure that the person is aware of the reason why they are getting the information and how to safeguard this data. 
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