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Abstract
AI is rapidly taking over in the fourth industrial revolution due to automation demands in the world. The hospitality and tourism industry is keen on integrating and incorporating AIT technologies to enhance customer experience and improve operational effectiveness. The conference paper employed the qualitative secondary research approach in seeking relevant articles that would shed more light on AI use in the hospitality sector. The research methodology used Industry reports, recent news articles, and scholarly articles. The findings demonstrate that AI technologies in the hospitality sector have numerous applications such as revenue management systems, property management systems, incorporation and monitoring of key performance indicators, and customer relationship management. The theme impact analysis demonstrates that AI adoption in the UK requires stringent adherence to UK policymaker’s legislation towards AI use and development, AI is still an expensive venture and can improve customer experience. Several recommendations such as leveraging existing AI technologies, employee AI training, and compliance with the UK government’s legal framework will enhance the adoption and proliferation of AI in the UK’s hospitality and tourism industry.
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The hospitality and tourism industry has made significant strides in being part of the fourth industrial revolution where technologies aim to make systems autonomous. Sousa et al. (2024) note that the hospitality and tourism industry has incorporated AI in many of its sectors such as enhancing customer experience, chatbots, augmented reality, QR codes, drones, robotics, AI-powered site search systems, booking systems, voice assistants, self-service screens and virtual reality. Sousa et al. (2024) note that examples of AI use are chatbots that can help guest book their holiday destinations. There are numerous examples of the hospitality and tourism sector incorporating AI in their functioning. For example, leading hospitality company Marriott International is paving the way for AI use in its operations. The Homes & Villas by Marriott Bonvoy employs a generative AI that helps its guests describe ideal holiday destinations and it selects an ideal location and recommends it to the customers thus enhancing customer experience because it offers a seamless booking experience and personalized service (Marriott International, 2024). In addition, travel and tourism giant Booking.com has also integrated AI-powered systems. Booking.com uses generative AI through its AI Trip Planner (Booking.com, 2023). It is the ideal travel planner because it produces specific queries that help the customer plan their trips with ideal destinations, provide travel requirements, and help them develop itineraries.
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AI technologies have numerous applications in the hospitality and tourism sectors. AI in hospitality and tourism has made significant advancements in enhancing customer experience and improving hotel operations, inventory and revenue management, and other functionalities. For example, AI-based virtual agents and chatbots are being used by major fast-food chains such as Expedia, Subway, Glovo, and Starbucks (Kim et al., 2024). AI-based robotics is used in restaurants, airports, and hotels such as “Connie,” which is Hilton’s concierge robot. Today, customers can utilize virtual reality and artificial reality to simulate a digital environment thus improving customers booking experience and it’s currently used by ETIPS (Kim et al., 2024).
AI technologies in hospitality prove to be beneficial to the hospitality and tourism industry. Ruel and Njoku (2020) highlight that AI technologies help the hospitality and tourism industry to work smarter, better, and efficiently thus bringing positive outcomes to the industry. Limna (2023) highlights that AI technologies are a step towards the transformation of the digital economy of the hospitality industry. Limna (2023) notes, “AI  adds intelligence to the hospitality industry through  AI-enhanced hotel and tourism operations and management systems,  transforming the hospitality industry into an intelligent hotel and tourism industry” (p. 1309). This implies that AI systems in hospitality effectively help in revenue management systems, property management systems, incorporation and monitoring of key performance indicators, and customer relationship management. Khlusevich et al. (2024) confirm that AI technologies in the hospitality sector have been instrumental in streamlining and seamless business operations, enhancing customer and employee experience and satisfaction. For example, Alawami et al. (2025) highlight that in the hospitality industry, AI technologies effectively provide personalized offerings that cater to the customer's individual preferences. The use of AI virtual assistants and chatbots enhances customer relationships because they allow employees to communicate, engage, and connect with customers and provide individualized recommendations. Also, AI technologies are critical in inventory management in hospitality as it’s used to optimize restocking of commodities, data analysis, accurately taking inventory, forecasting demands, and real-time tracking of inventory thus streamlining hospitality business operations.
However, it’s not all good and jolly with AI-driven technologies in the hospitality sector. Ruel and Njoku (2020) note that AI technologies threaten human talent as they promise to replace the hospitality workforce. Hajal and Yeoman (2024) highlight that since the innovation of AI technologies in the hospitality sector, the future of the hospitality industry remains uncertain. The proliferation of AI technologies threatens the hospitality industry with high employee turnover and job loss because some of the jobs previously occupied by humans are being replaced with more effective and cheap AI technologies. One of these jobs includes the concierge which is rapidly being threatened by digital concierge that has high accuracy and customer’s personalized experience (Haid et al., 2024). Hajal and Yeoman (2024) highlight that AI technology also comes with data privacy concerns among guests because they collect private information from customers to provide personalized experiences. Customers in hospitality are concerned about their data being hacked or sold to third parties thus jeopardizing their private information. Kumawat et al. (2025) discovered that employee has a negative perception of AI technologies in hospitality. Their findings indicate that employees in the hospitality industry's negative perception stems from the fear of job insecurity and high job turnover. Essentially, employee far that they might have to seek alternative job opportunities if they are not competent in incorporating AI into their workplace. This feeling was facilitated by many employees feeling that their AI readiness and skills were still lacking. Thus, since the adoption of AI technologies is still fragmented and unclear, it causes so much emotional discomfort among employees in the hospitality industry.
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The research methodology in this paper will be qualitative secondary analysis. Tate and Happ (2019) highlight that qualitative studies are effective in obtaining data that will provide nuanced and deep descriptions of the phenomena under investigation. The qualitative secondary analysis approach is a feasible, time-conscious, and simple approach to collecting and analyzing information. This approach is effective for this paper due to budgetary and time constraints. Cheong et al. (2023) provide a step-by-step approach for conducting secondary qualitative research. The research philosophy selected for the project is pragmatism because this philosophical position allows for “generic” or “basic” research and great flexibility in describing and interpreting obtained information. The data will be collected from reputable academic databases in the school’s online library.  The research question: “What are the applications, uses, and consequences of AI technologies in the hospitality industry?” will be used to develop specific keywords that will enable the search of articles through academic databases. The following keywords were generated: “AI,” “Artificial Intelligence,” “consequences,” “negative impacts,” “positive impacts,” “hospitality,” “hotels,” and “tourism.” I employed the Boolean operators And, OR, and Not to refine my search based on my keywords. I employed the inclusion criteria that all articles that made it into the study were no older than 5 years old, had access to full articles, and addressed the topic of AI in hospitality and tourism. In addition, industry reports and recent news articles will be obtained from the internet through Google search to provide supportive evidence of developments.
[bookmark: _Toc189496702]Theme Impact Analysis
With the emergence of AI technologies in the hospitality industry, it’s important to assess its impacts on the hospitality and tourism industry. The Chartered Institute of Personnel and Development (2025) highlights that PEST analysis is a common and effective analysis of the key external factors bordering the new technology’s political, economic, social, and technological spheres. The PEST analysis is critical among the hospitality and tourism industry organizations and companies in making informed and deliberate decisions on AI adoption in the UK market.
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Since AI technology is a viably new technology, customers are worried about data privacy and security implications. Katartis et al. (2024) highlight that guests in smart hotels still largely feel safer with human employees than with artificial intelligence. Guest confidentiality and security remain an uttermost concern for hospitality and tourism customers. The concern is expressed to the policymakers in the UK who are concerned about the security and privacy of the customer's private data. Florido-Benítez (2024) highlights that the use of artificial l intelligence in hotels is vulnerable to cyber-attacks, hackers, and cyber threats. The UK government and policymakers are concerned about data privacy and security of hospitality guests. According to Gallo and Nair, the UK government developed policy frameworks for AI regulation and use which might affect the hospitality and tourism industry readiness and adoption of the technology in February 2024. The UK government through its Department for Science, Innovation and Technology (DSIT) develops a cross-sector framework for the regulation of AI technologies even across the hospitality and tourism industry. The framework applies to all General Purpose AI systems (GPAI) across five principles of safety and security, fairness, appropriate transparency, accountability, and contestability. Catchpole (2024) highlights that AI technologies used for ad sales and marketing in hospitality are subjected to the General Data Protection Regulation (GDPR) on artificial intelligence because they involve the use and processing of personal customer data. The chatbots that are used to enhance guest experience are subjected to the AI Act and GDPR. Therefore, hospitality and tourism industry organizations must understand the policymakers expect them to function within stipulated regulations and bounds.
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Since everyone is obsessed with the impact of AI use, users have forgotten the cost of developing generative AI technologies used in different industries. Goldman and Egan highlight that the cost of developing generative AI technologies costs millions and billions of dollars. In fact, in 2024, Meta one of the leading pioneers in AI technologies allocated $65 billion towards AI development. Even revolutionary Chinese AI Company DeepSeek which made headlines with its cost implications spent a whopping $5.6 million for its genAI’s base model. These might seem like isolated cases but a review of major hospitality giants budgetary allocation towards AI use demonstrates the huge economic investment required for the revolutionary generative AI technologies. Talukder and Das (2024) highlight that one of the main challenges in the implementation of AI technologies is the huge costs of implementation that discourage hotels, restaurants, and travel companies. According to Wilkinson (2024), the hospitality giant Marriott’s full-year investment in technology including AI technologies was expected to be between $1 billion to $1.2 billion. This demonstrates the large and significant investments required for the development of generative AI technologies for hotels and restaurants. Therefore, this can be a major limitation to small-scale hotels and businesses within this industry. However, economically, speaking, generative AI holds immense potential to reduce the overall operations cost of organizations in the hospitality and tourism sector. Vinnakota et al. (2023) highlight that chatbots and virtual assistants hold immense potential in reducing the operational costs of a hotel. AI technology used in optimizing energy and resource management such as smart lights that switch off when guests are away helps reduce operation costs. Finally, AI technologies employed in predictive maintenance hold immense potential in reducing costs from downtimes and operational costs.
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AI technologies in the hospitality industry promise to provide personalized and tailored services to guests. Makivić et al. (2024) highlight that AI technologies in hotels promise to optimize guest experience by providing tailored guest interactions at all stages during their stay. AI technologies promise personalized reservations, check-in experiences, and room recommendations. In fact, Noor et al. (2024) highlight that AI technologies even offer personalized meal recommendations, personalized beverage recommendations, and tailored recommendations. They deeply affect the guest's attitudes and perceptions because they enhance customer experience. Moreover, AI technologies such as voice assistants provide personalized interactions that positively impact service quality. In addition, AI technologies drastically improve the operational performance of the facility which elevates guest experiences. However, there is a concern that there is a need to balance human interaction and AI integration. The hospitality industry is deeply human-centered and AI threatens to disrupt human interaction that contributes to guest experience. Noor et al. (2024) note that the service performance in hotels is measured using the SERVQUAL scale and some of these performance indicators such as reliability, assurance, and empathy are a major concern for the AI-based technologies in the service industry. The customer's perceptions of quality service in hospitality and tourism require support from all the service quality dimensions.
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AI technologies have been enhanced with the increase of natural language processing.  The rapid adoption of AI technologies in the hospitality industry is a consequence of the proliferation of AI technologies. Chiu et al. (2024) highlight that AI literacy including competency and technical knowledge is an emerging skill most people are learning and adopting which makes the proliferation of AI technology widely spread. The AI readiness and literacy of employees working in the hospitality industry enhance the adaptability and feasibility of the technology. For example, many people are aware of the different generative AI technologies present that can enhance their work. In addition, many people are learning how to query AI technologies for optimum application.
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Ultimately, the hospitality and tourism industry has made significant strides towards AI adoption. AI adoption into the UK’s tourism and hospitality sector promises to improve the customer experience and operational activities of hotels, restaurants, and travel companies. AI technologies are deeply embedded into hospitality through chatbots, augmented reality, QR codes, drones, robotics, AI-powered site search systems, booking systems, voice assistants, self-service screens, and virtual reality. AI technologies in the hospitality sector have numerous applications such as revenue management systems, property management systems, incorporation and monitoring of key performance indicators, and customer relationship management. Despite these advancements, AI technologies have their share of challenges. AI technologies threaten to destabilize the human resources workforce as they contribute to high employee turnover and fear of job loss. Moreover, an employee in this sector lacks skills and AI readiness to incorporate AI into their work. Based on the theme impact analysis, AI adoption in the UK requires stringent adherence to UK policymaker’s legislation towards AI use and development. Secondly, AI development faces significant economic hurdles as it’s an expensive venture for most organizations. However, successful adoption promises to offset the huge financial implications. AI promises to enhance the personalization of guest experience but there are concerns that it lacks the authenticity of human experience.
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[bookmark: _Toc189496709]Leveraging existing AI Technologies
One of the main challenges of AI integration in the hospitality and tourism industry is the initial implementation costs. However, smaller companies and organizations in hospitality without huge capital investment can leverage open-source AI technologies to enhance their operations. Wang et al. (2025) note that the ChatGPT model has the OpenAI Assistance API that allows hotels to develop AI assistants that can answer guest queries interact with customers and provide accurate information about different services and amenities. Further, hotels can automate other processes such as scheduling, conversational bookings, and many other capabilities with little financial investment.
[bookmark: _Toc189496710]Employee AI Preparedness and Training
One of the challenges of AI use is employee fear of replacement by AI technologies. However,  Wang and Hou (2025) highlight that employee training and competency in AI use help shift their attitudes towards AI replacing them or job insecurity. Employee training on A use is crucial because AI technologies are not completely autonomous and AI systems are still operated by human resources. Teaching hotel staff about AI technologies enhances their perceived usefulness which shifts their attitudes toward AI use.
[bookmark: _Toc189496711] Compliance with the UK government’s legal framework
The hospitality and tourism customers and guests are concerned about their data security and privacy. Moreover, to effectively operate AI technology, organizations and companies in the hospitality industry should ensure compliance with the UK’s regulatory framework. Guests are skeptical about their personal financial details such as their credit card numbers and passwords being hacked. It’s important to ensure adequate cybersecurity procedures and protocols to safeguard their client's privacy and security. Guests who are assured of their privacy and confidentially have a pleasant experience using the hotel’s AI.
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