








Module: Contemporary Themes in the Hotel and Hospitality Sector
Module code: BMIH6001
Assignment Title: Assignment One 
Conference Research Paper
Title: AI and human collaboration within hospitality for guest service


Student name: Raluca Ioana Simonca
Student ID: 2210053


Abstract
This study has examined the role of Artificial Intelligence (AI) in reshaping the hotel and hospitality industry of the UK. It has focused on how such technologies not just enhance service efficiency but lead to better customer satisfaction rates with its ability to personalise services, along with mentioning the effectiveness of the human–AI approach. The main findings of this paper have stated how AI tools like contactless check-in systems, predictive analytics and chatbots enhance operational effectiveness. This has also reduced costs, along with improved service responsiveness in organisations such as OYO and Premier Inn. Moreover, challenges also tend to emerge, such as balancing automation with a touch of humans for guest trust, and data privacy is a sensitive issue under the GDPR. Economically, AI adoption also has significant benefits, like huge ROI, even while small hotels might face barriers due to its huge costs and integration challenges. Therefore, recommendations like transparent data practices, hybrid models of service and staff training and upskilling are vital to leverage the potential of AI in enhancing trust and competitiveness. 
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[bookmark: _Toc210500849]1. Introduction
The integration of artificial intelligence (AI) and human collaboration represents a pivotal trend in the UK hotel and hospitality sector (Kong et al. 2023). AI technologies, including chatbots, dynamic pricing engines, mobile and app-based check-ins, and personalised guest experience tools, are increasingly viewed as essential to gaining a competitive advantage. According to CN (2025), over 53% of UK hospitality businesses have already adopted AI technology. Among those adopters, nearly 70% report time savings, and approximately 68.3% flag improved operational efficiency. Similarly, research by CIANDT (2024) finds that 89% of technology leaders in UK hospitality firms are using AI in business operations, and 85% see high importance in deploying AI for enhancing customer experiences. However, despite apparent momentum, adoption remains uneven and raises significant challenges. A government-led report on AI activity shows hospitality among the lowest-adopting sectors (only 11.9% of businesses) for AI technologies (Kong et al. 2023). Meanwhile, frontline workers report mixed feelings as a survey by LBN (2024) found that 60% believe more jobs will be lost due to AI than created, and many (66%) trust AI only for decision support, not decision-making roles. These findings suggest that while AI has measurable potential for boosting productivity, improving service, and cutting costs, issues of workforce disruption, skills gaps, and ethical or operational oversight remain.
[bookmark: _Toc210500850]2. Literature Review
AI and Service Efficiency
Artificial intelligence (AI) is transforming guest services in the UK hotel and hospitality industry, particularly through chatbots, voice assistants and contactless check-in systems. Proponents argue that these tools are vital for boosting efficiency and cutting operational costs. Evidence supports this: a survey by GOV UK (2024) found that 53% of UK hospitality businesses had already adopted AI, with 68.3% reporting improved operational efficiency. This reflects growing recognition that service speed and automation directly influence guest satisfaction and retention. Renowned UK chains provide concrete illustrations. Premier Inn, the UK’s largest hotel brand, has invested heavily in digital check-in kiosks and mobile apps, allowing guests to bypass front-desk queues (Gupta and Sharma, 2021). The company reported that digital adoption has not only reduced average check-in time but also freed staff to focus on customer care. Similarly, Hilton London Bankside has piloted digital key systems, enabling guests to use smartphones for room access, cutting waiting times while reducing staff workload. 
In another example, Village Hotels introduced Google Nest Hubs in all 32 of its UK properties (HN, 2021). This innovation allowed guests to use voice commands for room controls and service requests, significantly decreasing demand on reception desks and streamlining operations. Nevertheless, critics argue that efficiency gains are not universally beneficial. High implementation costs and integration challenges burden smaller independent hotels, while some guests, particularly older travellers, still value face-to-face interaction (Tan et al. 2025). Moreover, over-automation risks eroding the “human touch,” which is central to hospitality’s identity. Therefore, while AI demonstrably enhances efficiency for major UK players, its success hinges on adopting a hybrid model, where AI handles repetitive tasks while human staff provide empathy, creativity and personalised engagement.
AI and Guest Experience Personalisation
Artificial intelligence (AI) is rapidly redefining guest experience personalisation in the UK hospitality sector, with leading chains deploying AI to analyse consumer data and provide tailored services. According to HTN (2022), 73% of UK travellers expect hotels to offer self-service technology that personalises their stay, and properties adopting such solutions have reported higher guest satisfaction scores. This aligns with the Expectation Confirmation Theory (ECT), which argues that customer satisfaction arises when service performance meets or exceeds expectations (Vijay, 2025). AI allows hotels to exceed these expectations through real-time personalisation, yet risks emerge if technology fails or undermines the “human touch.” Organisational evidence reinforces these impacts. Premier Inn employs mobile apps with AI-driven recommendations and digital check-in, enabling faster, tailored services for its 800 UK hotels. Hilton London Bankside has piloted AI-enabled “digital key” systems, allowing guests to access rooms via smartphone and receive customised offers based on stay history (Shvaikovskaia, 2022). 
Similarly, Village Hotels introduced Google Nest Hubs across its UK properties, enabling voice-controlled room features and personalised concierge services. These initiatives demonstrate efficiency gains and stronger guest loyalty through customised experiences. However, critical challenges temper these benefits. Data privacy concerns are significant as the UK Information Commissioner’s Office (ICO) has emphasised the risks of hotels mishandling guest data, which could erode trust. Moreover, personalisation strategies risk over-automation as ECT suggests, if AI systems deliver inaccurate or intrusive recommendations, guest expectations are disconfirmed, leading to dissatisfaction (Jindal and Kaur, 2024). Smaller independent hotels also face barriers due to high AI integration costs and skills shortages. Therefore, while AI-driven personalisation enhances satisfaction and loyalty in UK hotels, its long-term success depends on balancing technological efficiency with ethical safeguards and maintaining meaningful human interaction.
Human–AI Collaboration and Guest Trust
The integration of artificial intelligence (AI) in UK hospitality requires a careful balance between automation and human interaction to sustain guest trust. While AI enhances efficiency, guests still value empathetic service that technology cannot replicate. It was found that 57% of UK hotel guests prefer a hybrid model where AI handles routine tasks, but human staff manage complex or emotional interactions (BI, 2022). This reflects the Social Exchange Theory, which argues that relationships such as those between guests and hotels are sustained when perceived benefits outweigh costs (Abdou et al. 2022). If AI reduces human warmth, guests may perceive a decline in value, undermining trust. Renowned UK hotels demonstrate the importance of collaboration. The Dorchester in London has deployed AI-powered chatbots for 24/7 query resolution but maintains human concierge services for bespoke experiences. Whitbread’s Premier Inn integrates AI-driven check-in kiosks to reduce wait times but ensures staff remain present to assist, reinforcing reliability (Sheoran, 2025). 
Accor Hotels UK uses AI analytics to anticipate guest needs but combines this with personalised greetings from staff, highlighting a partnership rather than replacement (Wu et al. 2024). However, excessive reliance on AI risks alienating guests. The ICO cautioned that trust declines when personal data is used without transparency (Cradock, 2022). So, the future of AI in UK hospitality lies not in automation alone, but in collaborative service models where AI enhances efficiency while humans preserve empathy, ensuring sustained guest trust.
[bookmark: _Toc210500851]3. Method
This research used a secondary data collection method by drawing upon various academic journals, organisational case studies, and industry reports to critically explore the role of AI in the hotel and hospitality industry of the UK. Sources were usually identified from the university library databases like ScienceDirect, EBSCOhost and Emerald Insight, along with using respective industry-led reports. Additional evidence was also gathered from Google Scholar alongside company websites of leading hotels like Accor Hotels, Premier Inn, The Dorchester and many more. Secondary data is an effective method, unlike the primary data collection method, which needs to involve participants and bears a significant cost (Rahimi et al. 2021). Besides this, the research was organised systematically by using thematic analysis with themes like AI and its service efficiency, AI and guest experience personalisation and human and AI Collaboration to retain trust. This thematic framework is an effective way to analyse the collected information as it allows researchers to critically compare across various literature by highlighting both its benefits and limitations (Musa et al. 2024). Analytical techniques like evaluating the industry statistics and relevant theories like the social exchange theory and the Expectancy Theory were also used to interpret findings. Even the PEST tool was applied to analyse and interpret how this overall theme impacts the industry widely.
[bookmark: _Toc210500852]4. Theme impact analysis
	Factor
	Impact
	Industry Response Examples
	Strengths & Limitations / Critical Reflections

	P (Political)
	• Under UK GDPR, hotels are bound by strict data protection rules: collecting, processing, storing guest personal data (names, booking history, preferences, payment information) must comply (Thomaidis, 2022).
• Significant fines have been imposed, such as Marriott, which was fined £18.4 million by ICO in 2020 for failing to keep personal data secure, including 7 million UK guest records exposed (BBC, 2020) 
• In accommodation/hospitality, video surveillance misuse and insufficient transparency in processing are common grounds for GDPR enforcement.
	• Marriott’s breach triggered enhanced security audits, more robust technical & organisational safeguards (e.g. encryption, better access controls, transparency reports). 
• Hotels are adding Data Protection Officers or teams, drafting Privacy Impact Assessments (PIAs) before adopting AI tools involving guest data. 
• Suppliers of AI tools are often required to provide assurances around privacy and compliance.
	Strengths: 
‣ Encourages hotels to adopt trustworthy AI, which can enhance guest confidence and brand reputation. 
‣ Legal compliance reduces the risk of fines, litigation, and reputational damage. Limitations: 
‣ Adds cost and complexity to AI deployments: privacy audits, staff training, legal reviews. 
‣ Slows innovation or deployment (e.g. hotels may delay AI tools for fear of legal risk). 
‣ Guest trust may still be fragile: even with compliance, perceptions of misuse or lack of transparency may damage trust.

	E (Economic)
	• AI-driven systems are projected to generate 600 million in the UK hospitality market by 2025 (Forbes, 2025).
• In the same research, AI-driven revenue management can increase hotel revenue by 5-10%, AI-powered personalisation by 10-20%, and guest wait times can be reduced by up to 50% (Shaik, 2025).
• Cost of implementing contactless self check-in (OYO in UK hotels) powered by GPT-4 is claimed to reduce front desk operations expenses by 60%, saving an average hotel €50,000 annually (ET Hospitality, 2025) 
• The Access Group survey shows 91% of hospitality employees using AI tools find them beneficial, including cost savings and productivity improvements (HN, 2025).
	• OYO has rolled out contactless self-check-in / virtual front desk in its UK partner hotels, integrating smart locks and language support, etc., to reduce costs and improve guest responsiveness (Shaik, 2025).
• Many UK hotels pilot AI in revenue management, chatbots, and dynamic pricing to test ROI before full deployment. 
• Some hotels partner with tech vendors offering subscription models to lower upfront costs.
	Strengths: 
‣ Potential for strong ROI, cost savings, higher revenues, and efficiency gains. 
‣ Competitive differentiation: hotels offering smoother guest experiences may attract more bookings. Limitations: 
‣ High initial costs for smaller and independent hotels (software/licence, training, integration) may be prohibitive.
‣Subscription/licensing / maintaining AI systems adds ongoing costs. 
‣ ROI may vary: not all guests accept or prefer tech-led services, some may value human interaction, reducing uptake of AI tools. 
‣ Economic risk in case of technology failures or maintenance issues.

	S & T (Social & Technological)
	Social: Surveys show mixed attitudes among UK hospitality workers as over 60% trust management’s decisions on AI adoption, 58% worry about job losses, 66% trust AI for insights, but only a minority trust AI to make decisions (Cozzio et al. 2025).
76% of UK hospitality workers are not very concerned about job automation, but many note that current tools are outdated, or IT systems are unsuitable (CI, 2024).
• Guest side: 58% of UK consumers are willing to use AI to book rooms, as 95% of hoteliers believe AI can improve guest experience (TFT, 2025).

Technological advances in AI, chatbots, smart devices, GPT-4, etc, are enabling more robust guest-facing AI services (contactless check-in, smart room assistants). 
• But technology issues: reliability, glitches, integration with legacy PMS/hotel management systems (Lukanova and Dimitrova, 2024). 
Also, concerns about bias, accuracy, and accessibility (for less tech-savvy guests).
	• Hotels make hybrid adoption: leveraging AI for routine tasks (check-in, FAQs), while preserving human staff for complex, emotional, or luxury service interactions. 
• Training programs to upskill staff in AI tools and digital literacy. Some hotels involve employees in pilot phases to improve acceptance. 
• Technological investments: some hotels are updating PMS, integrating smart locks, and investing in AI vendor solutions with good support. 
• Guest communication: hotels informing guests about AI usage, privacy, and consent.
	Strengths: 
‣ When executed well, AI improves guest satisfaction, reduces wait times, and offers convenience, but employees benefit from reduced repetitive workload. ‣ Technological innovations deliver competitive differentiation. Limitations: 
‣ Risk of alienating certain guest segments: older guests, less tech-literate guests, or guests who prefer human contact. 
‣ Employee anxiety about job security, especially regarding tasks being automated. Though data shows many are optimistic, concerns are still significant. 
‣ Technology failures and glitches can erode trust quickly. 
‣ Integration issues: legacy systems may not work well with AI, ongoing maintenance is required, and there is a risk of high switching costs.



[bookmark: _w5h32yqyobuc]Table 1: PEST Analysis
[bookmark: _iqr1gh3durug]Thus, AI adoption in the UK hospitality industry has shown various strengths and notable limitations too. Economically, AI delivers growth in efficiency and revenue, as can be seen in OYO's GPT-4 check-in that helped them save £50,000 annually. However, high upfront costs tend to constrain the smaller hotels. GDPR enforces data protection and builds trust, but compliance might slow down innovation and even burden resources. Considering social factors, AI makes it convenient for the tech-savvy customers and even reduces the workload of staff, but it also alienates the older or the less tech-educated guests, thus raising job security concerns. Technologically, advanced tools also foster personalisation however, legacy system issues and glitches might undermine their reliability. Thus, the impact of AI is transformative but uneven too and needs hybrid approaches to balance it.
[bookmark: _Toc210500853]5. Conclusion
Most of the hospitality companies have integrated AI into their operations to reshape guest experiences via enhanced effectiveness, personalisation and hybrid AI and human collaboration. While economic gains along with enhanced guest experiences have been noticed above, there are several challenges also seen, like GDPR compliance, huge costs of implementation and even trust issues that must be mitigated at the earliest. To maximise the benefits, the hotels must implement balanced strangers where AI would handle the routine work while human staff would deliver the complex tasks with empathy. Furthermore, sustainable competitiveness would rely on inclusive adoption, transparent data practices and investing in staff training and technological reliability to enhance value creation and mutual trust for the long-term.
[bookmark: _Toc210500854]6. Recommendations
	Recommendation
	Specific
	Measurable
	Achievable
	Relevant
	Time-bound

	1. Enhance Data Transparency
	Publish clear data policies explaining how guest data is collected, stored, and used with AI tools.
	Monitor guest trust scores and GDPR compliance audits annually.
	Hotels can adapt existing policies with minimal cost and legal guidance.
	Builds trust and ensures compliance with UK GDPR.
	Within 12 months across all chain hotels.

	2. Hybrid Human–AI Service Model
	Implement AI for routine tasks (check-in, FAQs) while retaining staff for complex, personalised services.
	Measure guest satisfaction ratings quarterly.
	Already used by Premier Inn and OYO, scalable to others.
	Aligns with guest expectations of efficiency plus human empathy.
	Full rollout within 18 months.

	3. Staff Training and Upskilling
	Provide digital literacy and AI usage training to all frontline staff.
	Track the number of trained employees and performance outcomes.
	Feasible with vendor-supported training modules.
	Enhances staff confidence and reduces job security fears.
	Training programmes completed within 1 year.

	4. Guest Inclusivity Measures
	Offer parallel human-assisted alternatives for less tech-savvy or elderly guests.
	Measure the adoption levels of AI vs. human service.
	Low cost, requires allocation of staff resources.
	Ensures inclusivity and avoids alienating key demographics.
	Implement within 6–12 months.

	5. Evaluate ROI of AI Tools
	Conduct cost–benefit analysis before scaling AI systems.
	Review ROI annually and track revenue growth linked to AI use.
	Supported by existing financial teams and analytics software.
	Ensures economic sustainability of AI adoption.
	Annual reviews starting immediately.



Table 2: SMART Recommendations
Firstly, data transparency is essential as hotels should publish their privacy policies and clarify their total scope of using AI. Considering the fine imposed on Marriott, transparent compliance is not just a legal necessity but the responsibility of the hotel authorities to steer guest trust. Furthermore, a hybrid human-AI model should be implemented, as this is an essential approach, considering the above findings that showed how guests prefer AI for routine activities but also value human empathy for tailored services. Thirdly, staff upskilling and training are another critical area that should be prioritised equally. AI adoption must not be framed as a replacement tool but as an augmentation one. So, this would be a useful approach as it would not just reduce employee anxiety or workload but also empower the staff equally to offer better service, thereby fostering positive customer satisfaction. Offering parallel human alternatives is another essential element for fostering guest inclusivity, and systemically evaluating ROI is also necessary. By measuring the experiential and financial results, hotels may scale various tools and avoid wasteful investments.
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