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1. Introduction
The integration of artificial intelligence (AI) into guest services is transforming the global hotel and hospitality sector. According to World Economic Forum (2024) and Kamal-Chaoui (2022), as travel recovers post-pandemic and labour shortages persist, AI offers solutions for routine tasks and personalisation, freeing human staff to focus on high-touch service (Oracle, 2025). As found by Schick (2017) and Oracle (2025), technology such as chatbots, voice assistants, and mobile applications enable 24/7 guest support and streamlined operations. As pointed by Patov (2024), The Ritz-Carlton – a hallmark of luxury hospitality – illustrates this trend by blending its legendary personal service with digital tools like guest-preference databases and ordering apps. Oracle (2025) and Lüthy (2024) found that with guests increasingly expecting both convenience and personalised attention, hotels are becoming more hospitable through AI-driven customisation at every stage of the stay. Makivic et al. (2024) point that this theme of AI–human collaboration is gaining importance as hotels seek competitive differentiation: AI handles data-intensive tasks (e.g. dynamic pricing or automated check-in), while humans provide empathy and discretion. In guest services, this synergy enhances satisfaction and operational efficiency, making it a contemporary imperative for the industry.
2. Literature Review - AI-Powered Personalisation in Guest Services
Patov (2024) and Sousa et al. (2024) note that hyper-personalisation in hospitality is powered by AI systems that analyse guest data to deliver tailored services at scale. Nira (2025) defines this as using AI and big data to create experiences based on individual preferences, behaviours, and current needs. Tools like chatbots, virtual concierges, and CRM platforms interpret data from bookings, loyalty programs, and social media to anticipate guest requirements. For example, hotels can pre-set amenities such as pillow types or minibar items before arrival. The Ritz-Carlton’s Guest Preference Database, as highlighted by Patov (2024), captures detailed guest preferences—like drink choices or dietary needs—to personalise each stay. This level of customisation increases satisfaction: Forbes reports 82% of guests receiving personalised service feel more satisfied. Global brands like Marriott and Hilton use AI chatbots and recommendation engines to enhance this. Marriott’s bots, active on platforms like WeChat and Messenger, served 44% of Rewards members in one year, handling bookings and loyalty queries. Hilton’s ‘Xiao Xi’ bot in China achieved a 94% satisfaction score after over 50,000 interactions. According to Lüthy (2024) and Schick (2017), these AI concierges use natural language processing (NLP) to provide instant, 24/7 support that meets modern expectations, effectively acting as “digital concierges” that cater to modern guests’ demand for immediate answers.
Role of Human Staff and AI Collaboration
According to Bare, Amraen, and Puri (2024), AI in hotels is designed to support—not replace—human staff. While chatbots and virtual assistants manage routine tasks like bookings and FAQs, human employees remain essential for emotional intelligence and complex guest needs. These tools “free up staff to focus on more meaningful interactions” (Bare & Amraen, 2024). For example, Hilton’s AI robot “Connie” answers common questions, allowing concierges to handle unique requests, while Aloft’s “Botlr” delivers items, giving staff more time for guest engagement. Nira (2025) describes AI chatbots as an “extension of the human element,” enhancing service rather than replacing it.
Makivic et al. (2024) stress the importance of balancing technology with human interaction. Staff apply AI-generated insights to personalise service—such as tailoring greetings or addressing dietary needs—while using their judgment to deliver empathetic, face-to-face care. Empowered employees using AI tools can significantly improve guest satisfaction and loyalty. Jiwnani (2024) notes that in luxury settings, roles like front-desk clerks are evolving into “experience officers,” who use AI to streamline check-in and focus on personalised service. Overall, effective guest service depends on this collaborative AI–human model, where staff enhance AI’s capabilities with personal warmth and discretion.
Benefits of AI–Human Collaboration
Said (2023) notes that personalising guest experiences boosts satisfaction, loyalty, and revenue. Customised services—like dining or activity suggestions—make guests feel valued. Similarly, Makivic et al. (2024) find that AI-driven personalisation enhances satisfaction, especially when guests trust the technology. Smart upselling, such as AI-suggested upgrades or spa packages, increases both guest delight and ancillary income.
Terlecki (2025) and HR Path (2025) add that AI also improves operational efficiency. By handling routine tasks, AI allows staff to focus on high-value service. For instance, AI-driven CRM systems automate guest segmentation and send tailored pre-arrival tips or offers, easing staff workload. Wang (2023) and Bare, Amraen, and Puri (2024) highlight that chatbots and virtual assistants reduce response times and free employees for deeper engagement.
Oracle (2025) reports its AI systems deliver data insights that personalise experiences, drive loyalty, and improve profitability. Graber (2023) points to Marriott’s RENAI pilot, where AI helped personalise local recommendations, blending automation with staff input. Overall, current studies show that when used thoughtfully, AI personalisation enhances guest satisfaction, loyalty, and operational performance.
Challenges and Limitations
Nira (2025) warns that while AI personalisation offers benefits, it also raises key challenges—chief among them, data privacy. Personalisation relies on collecting detailed guest data, from preferences to biometric or IoT inputs. Mismanagement can lead to privacy breaches, prompting what Nira (2025) calls the “personalisation–privacy paradox.” Guests want tailored service but fear losing control over their data. With regulations like GDPR, hotels must ensure strong data protection to build trust. Makivic et al. (2024) note that guests in stricter regulatory regions, like Hungary, tend to trust AI more, highlighting the need for secure data governance.
Another challenge is AI’s inability to fully replicate human nuance. Marr (2024) and Miremadi et al. (2016) argue that no algorithm matches a concierge’s empathy or cultural sensitivity. Wang (2025) adds that generative AI can struggle with complex guest interactions or preserving local hospitality traditions. Krzak (2023) cautions that over-reliance on AI may lead to impersonal, mechanical service. As a result, hotels typically position AI as a support tool—automating routine tasks while ensuring humans handle emotionally sensitive interactions.
Future Outlook and Workforce Implications
Looking ahead, AI–human collaboration in hospitality is expected to grow. Jiwnani (2024) notes that luxury hotels are already reshaping roles—turning receptionists into “experience officers” who use AI to handle routine tasks and focus on personalised service. Staff training will be essential to interpret AI insights while maintaining high service standards. Makivic et al. (2024) stress the need for organisational adaptation and regulatory compliance to unlock AI’s full potential.
New use cases also point to more inclusive personalisation. Hilton’s (2024) partnership with the “Be My Eyes” app shows how AI (via GPT-4) can assist visually impaired guests, identifying in-room items while staff provide live support—demonstrating the power of combining AI with human care.
In summary, research agrees that AI-powered personalisation is becoming standard but won’t replace human service. With rising guest expectations, AI provides a scalable way to deliver tailored experiences—yet its success relies on human oversight. Hotels that balance AI insights with empathy, privacy, and trust will gain a competitive edge. As Makivic et al. (2024) conclude, AI-human collaboration enhances service quality and loyalty, shaping the future of guest experience in luxury hospitality.
3. Method
This study employs a qualitative analysis of secondary sources, examining recent industry reports, case studies (e.g., Marriott and Ritz-Carlton press releases), academic articles, and trade publications from 2016 to 2025. The focus was on AI applications in hotel guest services. Key sources included hospitality journals, whitepapers (e.g., Oracle/Skift 2023 “Hospitality in 2025” report), and expert articles (e.g., Hotel Technology News). Data was synthesised through thematic content analysis, with findings organised by guest-service domains and interpreted using a PEST (Political, Economic, Social, Technological) framework to evaluate global implications. For example, executive statements and customer surveys informed social acceptance, while regulatory documents shaped political insights. The PEST framework guided the analysis of AI-human collaboration impacts on the hospitality industry.
4. Theme Impact Analysis
Political Factors
Baker (2024) notes that government policies and regulations are shaping AI adoption in hotels. In the EU, the new Artificial Intelligence Act adopted by EU (2024) imposes risk-based rules on AI systems. It requires transparency about AI use and maintains human oversight, explicitly focusing on sectors like employment and customer service. Hotel chains operating in the EU must audit their AI tools for compliance; for example, they “must ensure that any AI systems used … comply with the new standards of transparency and accountability” (Baker, 2024). As per Baker (2024), this means that hotels will need clear policies on how guest data is used and must retain human checks on AI-driven decisions (e.g., ensuring a human is always available to handle booking or service issues). Privacy laws (GDPR) further restrict how guest data can be processed for personalisation. On the other hand, as noted by Atkinson (2024) and Chandran (2020), some governments actively promote smart tourism. In markets like China and Singapore, favourable tech policies and investment incentives encourage hotels to pilot AI/robotics to bolster tourism.  Interesse (2023) points that political stability and visa policies (especially post-COVID) also influence global travel demand, indirectly affecting ROI on AI investments.  For hotels, adherence to high standards of data protection is critical: compliance can be a brand asset if communicated as protecting guest privacy.
Economic Factors
Deloitte (2023) and Hancz (2024) point that labour shortages and cost pressures are prime economic drivers of hotel automation. Key roles (housekeeping, front desk) remain understaffed, pushing hotels to seek alternatives. AI and robots offer partial relief: automated check-in kiosks, robotic room service, and AI concierges can cover routine duties, reducing overtime costs and turnover. From a revenue perspective, analysts forecast a booming AI market: Schwarz (2025) reports hospitality AI tech growing ~60% annually, reaching ~$8B by 2033. Hotels investing early can capture efficiency gains: for example, according to Fuller (2024), Ritz-Carlton Dubai’s F&B revenue leaped due to AI ordering (reducing order errors and upselling). Conversely, high upfront costs of AI solutions and integration can be a barrier for smaller hotels. Labour union politics also influence implementation: in some regions, extensive automation may face pushback if perceived to displace workers. Overall, as pointed by Schwarz (2025), AI offers hotels improved competitiveness and profitability, but success depends on balancing investment with demonstrated ROI (e.g. raised guest spending and cost savings).
Social Factors
Pidro (2024) found that guest attitudes and demographic trends shape AI-human collaboration. Many travellers, especially Millennials and Gen Z, embrace digital services. For instance, 80% of travellers said they would be comfortable with a fully automated check-in front desk. Yet, according Makivic et al. (2024), concerns remain only a minority of guests associate positive emotions with AI, while concerns about depersonalisation or privacy can arise. According to Schick (2017), luxury guests still expect human contact and suggest the ideal model is hybrid. As per Schwarz (2025), social trends toward inclusivity and accessibility also influence AI deployment: multi-language chatbots and apps make services friendlier to international guests. Additionally, societal focus on sustainability encourages AI-driven resource efficiency (e.g. energy AI saves costs and appeals to eco-conscious travellers). However, any misuse (like unconsented facial recognition) could provoke backlash, so brands must navigate social trust carefully. In sum, guest acceptance of AI is high when it adds convenience without eroding the personal.
Technological Factors
Makivic et al. (2024) and Mira (2024) note that rapid tech innovation underpins this theme. Advancements in AI technologies have made AI tools more capable and affordable. Hotels are deploying sophisticated solutions using technologies such as Google Cloud AI (IHG’s trip planner), and homegrown apps. As Schwarz (2025) points, technologies include chatbots, VR/AR tours, predictive analytics, and robotics. For example, AI-driven revenue management systems are now common, optimizing pricing in real-time. Smart room technology (adjustable “smart beds,” digital concierge panels) is growing. Virtual assistants in rooms such as Alexa, Google, have proven reliable for guest requests. However, as Olasehinde and Oluwadoyin (2023) point technical issues remain: AI systems require quality data and continuous training. Interoperability between platforms (PMS, CRM, chatbots) can be challenging. Cybersecurity is also a factor: reliance on cloud AI means hotels must protect guest data against breaches. Despite these challenges, technological momentum is strong. The technology landscape is therefore a major enabler of the future-of-work scenario in hotels.
5. Conclusion
Oracle (2025) researched that AI–human collaboration in hotel guest services is reshaping the industry. AI tools deliver personalisation at scale and streamline operations, which complements the human elements of luxury hospitality. As pointed by Patov (2024), brands like Ritz-Carlton illustrate that leveraging AI can bolster traditional service excellence. This research showed that political (regulatory), economic (labour and ROI), social (guest acceptance), and technological factors all favour this trend, provided hotels manage data privacy and preserve trust. The key insight, as pointed by Oracle (2025) is that technology can augment, not replace, the human touch in guest services. By carefully integrating AI, hotels can enhance guest satisfaction and operational efficiency while maintaining the personalised care that defines hospitality.
6. Recommendations
Hotels should pursue a balanced AI strategy. First, they must prioritise guest-centric personalisation with consent. Use AI to collect and analyse guest preferences (e.g. in-room amenities, activity suggestions), but ensure transparency. For example, hotels could offer a digital profile tool in its app for guests to opt into data sharing, explaining how AI customises recommendations. This maintains trust while harnessing AI’s benefits. Second, invest in staff training and AI literacy. Employees should be skilled in using AI tools (chatbots, CRM analytics) so that technology augments their work. Ritz-Carlton’s “Ladies and Gentlemen” can be trained to interpret AI-driven guest insights into personalised surprises or service adjustments, leveraging AI data as a guide. Third, maintain human-in-the-loop systems, aligning with new regulations. Hotels should implement oversight procedures for AI decisions (e.g. auditing chatbot responses or pricing algorithms), as recommended by EU guidelines. By ensuring a human can override automated decisions, hotels will comply with laws and uphold service quality.
Fourth, enhance digital service platforms. Luxury hotels should expand mobile and voice services: secure in-room AI assistants for simple requests, AI chat widgets on apps/website, and mobile key/check-in to improve convenience. Ritz-Carlton, for example, could integrate voice-enabled concierge features that answer common queries, freeing staff to attend to nuanced guest needs. Fifth, leverage AI for sustainability and efficiency: use predictive energy management (AI-controlled HVAC), inventory forecasting for F&B to reduce waste, and AI scheduling to optimize staffing. These not only cut costs but also appeal to eco-conscious guests. Sixth, apply AI for service recovery and loyalty. Utilize sentiment-analysis tools on reviews and social media to identify guest issues early, enabling proactive resolution. Tie this to loyalty programs with AI-personalised offers (e.g. tailored spa discounts for repeat guests based on past history).
Finally, collaborate with tech partners and share best practices. Luxury chains should pilot emerging AI innovations (e.g. advanced robotics, metaverse experiences) through partnerships. The IHG-Google Cloud example shows the value of teaming with tech firms. Ritz-Carlton could explore alliances (e.g. with health-tech for wellness personalisation) to differentiate. Across all initiatives, maintain the brand’s “Gold Standards”: AI should empower employees with data, not reduce autonomy. By following these evidence-based recommendations, hotels can harness AI’s potential while preserving human warmth, ensuring guest services evolve in harmony with technology.
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