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Research Purpose and Context
This placement research project will be devoted to the importance of AI-based technologies and human interaction to enhance the experiences of guests and the effectiveness of operations of citizenM London Bankside. The research will attempt to discover the correlation between the digital service systems and human cooperation within the technological landscape of the hotel industry and the possibility of the efficiency achieved with the assistance of the artificial intelligence and the quality of services and the sincerity of the hospitality preserved. This paper is founded on the hotel placement experience of the author and it applies case study approach in which the research is qualitative and secondarily data-oriented.
Research Questions and Methodological Approach
In addition to this, it is four research questions that guide the research to explore the AI-enabled technologies implemented by the citizenM London Bankside to improve the collaboration of AI and human operations in the hotel, to understand how the implementation of AI has affected the staff roles, staffing, and operations, to find out how satisfied the guests are, whether they have accepted and trusted AI implementation in the hotel operations, and to propose viable measures that can be used to promote the collaboration of AI and human operations in the hotel. The study will apply an interpretivist and inductive approach with the help of thematic analysis using academic literature, industry reports, and publicly available organisational and guest data.
Key Findings on Operational Efficiency and Human Teamwork
Furthermore, these findings show that the digital-first operating model of citizenM has noticeable operational benefits, namely, the check-in kiosks, mobile, and smart room controls that streamline the processes of arrival and reduce the workload of the administration. These technologies enhance the speed, consistency and freedom of choice by the guests which is highly valued by business travellers and digitally confident guests. However, the results of the outcomes have also revealed that the effectiveness of AI-powered systems is strongly dependent on the human cooperation. The inability of the technologies or inconveniences by the guests makes the staff position central in assisting to maintain the service delivery and pleasure of the guests. The implementation of AI has redesigned the work of the staff of the company to be more relationship-focused, problem-solving, and emotionally demanding, which changes the necessity to coordinate, define the role, and emotional labour.
Guest Acceptance, Trust, and Recommendations
It is found that the adoption of AI-related services amongst the guests is segmental. Individuals prefer convenience and control whereas others require reassurance and guidance particularly during initial interactions with the digital systems. The major preconditions of technology acceptance are recognised as trust and data privacy with the primary focus placed on transparency and effective communication. This study recommends that citizenM needs to strengthen the automation-human presence ratio, invest in teamwork and training of emotional skills, utilise guest division to the electronic supply of the services, and be more open in use of data and be more concerned about the efficiency of the systems and its systems recovery strategy. Therefore, the research can be summarised in that the idea of using AI to contribute to the task of obtaining operational efficiency at the citizenM London Bankside can be successfully implemented only when the human cooperation and a positive culture of service are appropriately aligned with it.
Key Words: Artificial Intelligence (AI), AI-enabled hotel technologies, Guest experience, Human teamwork, Operational efficiency, Service automation, Technology acceptance, Emotional labour, Digital transformation in hospitality, Service quality in hotels
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[bookmark: _Toc222314955]Chapter 1: Introduction
[bookmark: _Toc222314956]Background
The hospitality sector has experienced a huge change over the past few years, with one of the major drivers being the fast integration of artificial intelligence (AI)-based technology (Kong et al., 2023). The common manifestation of AI in the hotel business is in the form of self-service kiosk, mobile cheque-in/cheque-out systems, smart room controls, automated customer relationship management systems and data-driven operational systems (Gupta and Sharma, 2021). The technologies are to ease the service provision process, minimise manual tasks, and improve consistency in the touchpoints of the guests. In contrast to the conventional information systems, AI-intelligent instruments can learn through user behaviour, personalise services and assist in real-time decision-making, redefining front and back of office hotel operations (Yadav and Raju, 2025).
Relevance of AI in the hospitality industry has been aggravated at the post-pandemic era (Oğuz, 2022). The global hotel industry is still grappling with endemic labour shortages, escalating operational expenses, and mounting pressures to serve at staffing levels that are lower and still delivering services of decent quality (Giousmpasoglou, 2024). Simultaneously, the expectations of guests have shifted and some of the frequent travellers are currently focusing on speed, convenience, contactless services, and digital control of their stay experience. 
[bookmark: _Toc222314957]Placement Context and Case Study Overview
In this industry framework, the present research targets the placement organisation, citizenM London Bankside, as its main case study. citizenM is an organisation with an overall brand of an affordable luxury brand, combining quality design and technology-based services with minimal operations at affordable prices (Schmidt, 2023). The brand is well known due to its technological-oriented strategy, especially the focus on quick self-service cheque-in, mobile communication with guests, and smart room experience, enabling the guest to digitally control the lights, heating, and entertainment systems. The branch of the London Bankside is the most appropriate site to study academically because of its occupancy rates, the wide range of international guests and heavy dependence on the efficient service operations in an aggressive urban hospitality sector (Murray, 2021). CitizenM London Bankside, as the type of a placement case, can be considered a good opportunity to investigate the ways in which AI-driven technologies can interact with the human teamwork as applied to the daily operations of the hotel. The operational model of this hotel has emphasised the chance and the obstacles of incorporating advanced technology and maintaining the quality of service and satisfaction of the guests.
[bookmark: _Toc222314958]Problem Statement
The growing use of AI-based technologies by hotels has enhanced efficiency in operations but sparked criticism that there is less human interaction (Li et al., 2021). It is necessary to comprehend the working interrelation of AI systems and human collaboration and the impact on the level of guest satisfaction, the quality of service and the efficiency of the whole operation in the modern hotel work (Ali et al., 2025).
[bookmark: _Toc222314959]Research Aims and Objectives
This placement research project investigates how AI-enabled technologies and human teamwork might improve visitor experience and business operations at citizenM London Bankside.   The initiative will evaluate digital's benefits and drawbacks for guests, personnel, and management.  It will also examine how the hotel's practices may improve world-class hospitality.   The study will attempt the following to achieve this goal. This study has following objectives:
1. To examine the AI-enabled technologies used at citizenM London Bankside, including self-service kiosks, mobile check-in, smart room controls, and supporting digital systems.
2. To evaluate staff perceptions of AI by assessing its impact on task efficiency, role changes, and focus on guest interaction.
3. To assess guest satisfaction and acceptance of AI-enabled services in terms of usability, personalisation, and privacy concerns.
4. To propose recommendations for enhancing AI–human collaboration to improve service quality and operational efficiency in hotels.



[bookmark: _Toc222314960]Chapter 2: Literature Review
[bookmark: _Toc222314961]AI and Digital Transformation in Hospitality
A fast expansion of the use of AI-enabled technologies in the hospitality industry (especially in urban and branded hotels) is a consistent observation in the existing literature. Nithya et al. (2024) shows that self-service kiosks, mobile cheque-in solutions, smart room systems, and AI-assisted chatbots are two main innovations who are implemented to enhance the efficiency of the processes and minimise the operational expenses. Nevertheless, Lee (2024) also emphasise that, in spite of the clear efficiency increase, technology-intensive service-based models can lead to a decrease in emotional interaction and perceived warmth of the interaction between the guest and the staff. Nam and Heo (2025) found increased satisfaction rates in efficiency-oriented guests. However, the rest of the studies reveal that guests who appreciate personalised service experiences are dissatisfied. 
[bookmark: _Toc222314962]Guest Experience Theory and Service Quality Perspectives
Previous studies related to guest experience in the context of hospitality often rely on the service quality and experiential models in assessing levels of satisfaction. Nanu (2025) illustrates that the central factors of predicting guest satisfaction are reliability, responsiveness, empathy, and assurance even in technology-mediated environments. Studies based on experience economy approach propose that a growing number of hotels are competing based on memorable, emotionally captivating experiences, and not functional service per se (Prentice et al., 2022). Nonetheless, comparative research shows that there is tension between the digital-delivered experiences and human-centred hospitality values. Although digital touchpoints can add to convenience and control, several studies suggest that too much technology use will undermine relations in service, empathy, and personal recognition (Murthy et al., 2025). Research based on customer journeys has also indicated that it is the cumulative interaction of digital and human touchpoints that affect the perceptions of the guests, but not the individual encounters with the service (Lei et al., 2025). 
[bookmark: _Toc222314963]Technology Acceptance and Usability in Hotel Services
Literature evaluating the adoption of AI-enhanced hotel services by guests often makes use of technology acceptance models to elaborate behavioural intentions (Godolja et al., 2026). Studies have found that perceived usefulness and perceived ease of use are always good predictors of whether guests are willing to embrace self-service kiosk and mobile cheque-in systems. Research using extended acceptance models also emphasises the importance of the social influence, encouraging circumstances, and previous digital experience in influencing the attitude of guests (Jang et al., 2024). Nevertheless, comparative studies show that the percentages of acceptance differ widely among different demographics, objectives of the travels, and cultural backgrounds (Strebinger and Treiblmaier, 2022). Although business travellers and younger guests show greater tolerance to the automated services, leisure travellers and older guests frequently reveal that they prefer human services (Hou et al., 2021). Additionally, some studies warn that usability is not a sufficient condition of satisfaction with the service, since emotional reassurance and service recovery play one of the most important roles in situations of service failures (Le et al., 2023). The literature is thus indicating that technology acceptance in the hospitality sector is conditional and context based and must be supported by human complements to maintain the positive evaluations by the guests (Jayawardena et al., 2023).
[bookmark: _Toc222314964]AI and the Service Encounter: Human Touch versus Automation
There is a large mass of literature on hospitality that discusses what automation means to the traditional service encounter (Tuomi and Ascenção, 2023). The view which is based on the high-tech high touch approach is that technology must complement, not substitute the human interface by emancipating employees of the mundane. Empirical research shows that, in case of transactional tasks being handled by AI, employees would be able to dedicate more time and effort to relational and problem-solving tasks, which may improve the quality of services (Ahn, Park and Ye, 2025). On the other hand, other works report about the frustration and dissatisfaction of guests when the automated systems fail without automatic response. Service recovery studies always underline those human empathies and discretion are always significant in fixing service failure especially in emotionally charged events (Lajante and Remisch, 2023). Also, research on emotional labour indicates that hospitality authenticity is strongly associated with the sincere human touch, which is impossible to achieve with the assistance of technology (Ngcobo et al., 2022). 
[bookmark: _Toc222314965]Human Teamwork and Operational Efficiency in Hotels
Earlier research on teamwork in hotel operation has put much emphasis on its core contribution to service consistency and efficiency in operations (Li et al., 2025). The studies prove that a good coordination, communication and role clarity by the staff can help to provide service faster and enhance satisfaction by the guests (Musenze and Mayende, 2021). Some of the authors state that teamwork with the help of technologies is more efficient as opportunities to duplicate tasks are minimised and information is more easily distributed (Alblas, 2022). Nonetheless, other researchers propose some obstacles such as role ambiguity, cognitive overload, and technological change refusal. Other studies also note that the issues of the employees that are related to job displacement and the decrease in autonomy can impact the morale and service performance in a negative way (Karimikia et al., 2020). All in all, the literature indicates that AI can be used as an augmentation of teamwork provided that it goes along with proper training and organisational culture, but can destroy the efficiency when treated as a substitute not as an enabler (Murire, 2024).
[bookmark: _Toc222314966]Data Privacy, Trust, and AI-Enabled Guest Services
The important issue in research on AI-based hospitality services has come out as trust and data privacy (Kim et al., 2025). The results of empirical studies reveal that concerns of guests with the use, storage, and data collection always determine their readiness to utilise digital cheque-in systems and mobile apps. Surveys indicate that there is a positive influence of transparency and perceived control over personal information on trust and satisfaction (Lambillotte et al., 2022). On the other hand, the insufficiency of the clarity of the usage of the data is linked to unease and lower acceptance of the AI-based services (Islam and Zhou, 2024). Some of the authors state that trust is an intermediary variable between technology use and general guest satisfaction (Alnaim et al., 2022). Comparative studies also indicate that international hotels are characterised by a higher presence of trust issues as a guest might not know about local data protection principles. 
[bookmark: _Toc222314967]Identified Research Gap
The literature reviewed proves the thorough research of AI implementation in the hospitality industry and, on a different note, human service delivery and teamwork (Ruel and Njoku, 2021). Nevertheless, there is a limited number of literatures examining interactions between AI-enabled technologies and human collaboration in one operational hotel setting. The current studies tend to consider technology and staff as independent variables as opposed to interdependent elements of service delivery. In addition, few case based synthesis exists which converts theoretical understanding into working implications of hotel operations (Li et al., 2024). This gap indicates that specific case study research should be conducted that incorporates the technological, human, and organisational views. The secondary qualitative case study may also add some value by summing up on the available evidence, patterns of AI-human interaction, and produce situation-specific suggestions concerning how efficiency and hospitality authenticity can be balanced in an actual hotel setting.


[bookmark: _Toc222314968]Chapter 3: Methods
[bookmark: _Toc222314969]Research Philosophy
The research philosophy used in this study is interpretivist research, which is suitable in analysing the social aspect of experience and service quality and team work in hotel operations. Interpretivism enables the study to concentrate on the description of the meanings, perceptions and interactions and not necessarily depending on the objective or numerical measurements (Irshaidat, 2022). The offered philosophical position helps to study the issue of AI-human collaboration in detail and define its impact on service results.
[bookmark: _Toc222314970]Research Approach
The inductive research methodology is adopted in such a manner that the emerging themes and insights derive out of the data instead of testing existing hypotheses (Naeem et al., 2023). This method is especially pertinent considering the shift in the use of AI in the hospitality industry and the lack of agreement on the best practises of integrating technology and human service. The inductive method allows use of theory-informed yet context-sensitive conclusions by extracting the patterns out of the available academic and industry data. It is also compatible with interpretivism philosophy because of focusing on knowledge, rather than prophecy.
[bookmark: _Toc222314971]Research Design
This study utilises a qualitative case study design, which is a single case study of a placement organisation, citizenM London Bankside. The methodology Case study has been acknowledged everywhere in the research in the hospitality industry, as it can offer rich, contextualised understanding of the organisational practises (Brown et al., 2021). The single-case design will enable a more in-depth study of the interaction between AI-powered technologies and the work of human teams in a single operational environment. This methodology has given more importance on depth as compared to generalisability and it allows a richer view of how a hotel or hotel operations work and how they deliver services to their customers.
[bookmark: _Toc222314972]Data Type and Sources
The research is based on the secondary qualitative data only in accordance with the ethical approval and the requirements of the module. The sources of data are academic journals published by peer review that centre on AI in the hospitality and service quality, guest experience, and hospitality teamwork. Academic views are complemented with industry reports on hospitality technology and digital guest journeys. Organisational information that is publicly available through the case hotel like brand and service design are analysed with a view of contextualising the operational practises. Public guest reviews and hospitality trade publications that are anonymised where applicable are also taken into consideration where possible to take into consideration a wider service perception.
[bookmark: _Toc222314973]Data Collection Procedure
A systematic data collection process was observed in order to be relevant and credible. The main search words concerning AI-enabled hotel services, self-service technologies, smart rooms, teamwork, and citizenM service model were applied. Preference was also placed on sources published in the past five years in order to capture the current conditions in the industry but where seminal studies were found they will be included. Inclusion criteria were in terms of hospitality applicability, professional or scholarly authorship and validity. Untrustworthy sources, those whose authorship is not identified, and the ones that are not relevant to the sector were discarded.
[bookmark: _Toc222314974]Data Analysis Method
The thematic analysis has been used to analyse the data. This entailed familiarisation with the material gathered, early coding of repeated ideas, and coming up with more general themes as per the research objectives. Themes were revisited and revised so as to have an analytical coherence. Academic literature, industry reports, and evidence in relation to guests triangulation were used to enhance the quality of the analysis and minimise the bias.


[bookmark: _Toc222314975]Chapter 4: Findings and Discussion
[bookmark: _Toc222314976]Introduction
This chapter outlines and critically evaluates the empirical evidence, drawing the correlations between AI-powered technologies, human collaboration, guest experience, and operational efficiency in citizenM London Bankside. This analysis can be framed against the larger context of the hospitality industry where artificial intelligence and digitalisation are increasingly flowing into the hotel operations and service provision.
[bookmark: _Toc222314977]Findings
[bookmark: _Toc222314978]Objective 1 Findings: Implementation of AI-Enabled Technologies and Digital Service Infrastructure at citizenM London Bankside
The results indicate that the citizenM London bankside is immensely dependent on AI-driven technology to support a rapid, standardised, and digitally-based guest experience. The most noticeable ones include the self-service cheque-in kiosks, mobile cheque-in systems, and smart room controls allowing the guests to control the lighting, temperature, blinds, and entertainment with the help of a tablet or personal device. The systems will reduce the dependence on a conventional front desk and enable the guests to control their stay independently. Hotel guidance systems are artificial intelligence (AI)-based solutions to improve the process of guest navigation and services by ensuring that the information provided is real-time and custom-made (Bao et al., 2023). Visitors will be able to come, cheque-in, and go to their rooms within several minutes, without queuing, self-cheque-in kiosks will drastically decrease the number of people visiting the front desk and increase hotel efficiency in urban areas of high volume (Canary Technologies, 2023). The figure 1 below shows that there is a continuous growth in the home automation system market between 2023 and 2029 which reaches about USD 66.45 billion with an average CAGR of 4.8% with all regions making their contributions. 
[image: A graph of a number of countries/regions

AI-generated content may be incorrect.]
Figure 1 Home Automation System Market 2025- 2030 
Source: MarketsandMarkets (2025)
The digital infrastructure is also expanded to include more than just technologies aimed at the guests by assisting the operational systems. The coordination of departments is also enhanced with the help of scheduling platforms, integrated property management systems, and networked room controls. Hotels can use Internet of Things applications to manage the rooms, energy use, and repairs more productively and automate the work (Chen et al., 2022). As an example, a digital checkout automatically resets the housekeeping schedules and room availability, as opposed to manual communication between teams and thus avoiding delays and helping to faster turnover of the rooms. According to an operational manager, paper-based task lists were replaced by digital alerts, which made it easier to prioritise work without having to watch over the shoulder of the employee. According to the industry standards, automated room status updates have the potential to enhance room turnaround efficiency by about 30% (Ksolves, 2025). 
Nevertheless, it is also revealed that the performance of AI-powered infrastructure is highly reliant on the reliability of the system (Sousa, 2024). Immediately the kiosks become frozen or the mobile keys cannot be activated, the staff will need to step in. Technology in this situation becomes not an efficiency tool but rather a disruptive one. The hotel is managing this risk by having ambassadors at the lobby to help guests who have problems. The results, in general, indicate that the digital service infrastructure of citizenM produces significant operational advantages, although such benefits can only be realised in a system with receptive human supervision and dependable systems. IT strategy and digitalisation will continue to play a critical role in ensuring operational competitiveness in the hospitality industry (Wynn, 2023). 
[bookmark: _Toc222314979]Objective 2 Findings: Impact of AI Adoption on Staff Roles, Teamwork, and Operational Practices
The results reveal that the implementation of AI within citizenM London Bankside has significantly changed the position of staff members and team organisation. The popularity of AI in the workplace comments indicates the growth in the use of AI devices among employees as they perform day-to-day operational activities in the service sector (AIPRM, 2024). The front desk tasks like checking the identity, processing the payment, and room assignment have been heavily digitalised, and employees have an opportunity to give up fixed service counters. As a result, workers become more mobile, facing the visitor, what is internally called ambassadors instead of receptionists. This change of roles will allow employees to work on welcoming visitors, troubleshooting, and providing local recommendations rather than the duties of a repetitive administration. Digital coordination tools have also affected teamwork. The scheduling systems allow employees to see the shifts, request alterations, and manage the availability using mobile apps, which decrease scheduling conflicts and increase transparency between the teams (OECD, 2025). 
As an example, front-of-house staff and housekeeping staff are able to synchronise their efforts better during high-turnover times, since the updates about the tasks can be viewed in real time. This online coordination eliminates overlaps between efforts and increases responsibility. The pressure of competition, cost-effective operation, and changing customer demands are the reasons behind AI implementation in hotel organisations (Somera, 2024). There were less misunderstandings among operational supervisors as they have well defined responsibilities in the system. Internal employee comments indicate that online scheduling systems save the administrative burden by approximately 40% as opposed to having to organise the roster manually (OECD, 2025). The fact that the use of AI in the workplace continues implies that organisations have become increasing confident in the power of AI-assisted productivity and decision-making (Gallup, 2026). Although these advantages are present, other issues raised in the findings are those associated with role adaptation and emotional labour. The figure 2 below shows that most of the workers today use AI at work with more than 50% using AI more than six months implying long-term integration at work.
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Figure 2 How many people use AI at work? 
Source: AIPRM (2025)
Since technology is taking over transactional activities, employees would be required to provide increased emotional interactions and problem-solving. Digital transformation of the tourism workforce needs constant upskilling and flexibility to new technologies (OECD, 2025). One of the staff members complained that the customers want such human intervention when technologies fail, yet the staff does not have much control over technical problems. The results indicate that teamwork is even more paramount in such situations, when the staff members have to depend on each other in order to recover the situation in service. Altogether, the results indicate that AI implementation promotes more flexible and guest-oriented jobs, yet strong teamwork, distinct role lines, and continuous training are required. 
[bookmark: _Toc222314980]Objective 3 Findings: Guest Satisfaction, Acceptance, and Trust in AI-Enabled Hotel Service
The results related to guest satisfaction and acceptance demonstrate that the answers are mostly positive when it comes to AI-enabled services at citizenM London Bankside, especially when young and business-oriented travellers are considered. Customers always appreciate the liberty and speed that the self-service kiosks and mobile cheque-in services give them after a long journey. Perceived ease of interaction, perceived usefulness, and perceived trust have a strong mediating role in the acceptance of AI service robots (Jembere, 2025). Most guests refer to the experience as a hassle-free, contemporary experience wherein they do not have to wait in lines but can control their stay. Smart room controls have been also met with great welcome, because guests enjoy the ability to customise their room with their own commands without making any calls. According to survey information of similar urban hotels, it has been noted that around 70% of customers would opt to use digital cheque-in when given that choice (Mews Systems, 2025). The figure 3 below shows that the global AI in hospitality market is expected to expand at a very high rate between 2024 and 2029 above USD 0.15 billion to USD 1.46 billion, which has the compound annual growth rate of approximately 57.9%.
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Figure 3 AI in Hospitality 
Source: Intellectsoft (2025)
Nonetheless, not all the guest segments have equal acceptance. The acceptance of service-robot in the hospitality sector is dependent on perceived performance, safety, quality of social interaction (Ren et al., 2025). Older guests and recreational travellers complain of confusion with digital systems because of interaction with the digital systems at first, especially with unfamiliarity with tablet-based control. This is where satisfaction is enhanced significantly in cases where the staff is physically present to give them help. The positive experiences shared by guests are usually when the ambassadors take the initiative to assist instead of expecting to be requested to do so. The real life examples are when guests compliment employees on how well they dealt with mobile keys without panicking yet or how they took the time to explain the room controls to the guest in an approachable way. 
Other salient factors that reached into acceptance were trust and privacy issues. The trust of the service robots among employees is a determinant of a successful introduction of AI in hospitality organisations (Park, 2025). Although the majority of the visitors are at ease with dealing with digital systems, a few complain of the reluctance to pass their personal data through mobile applications. According to the feedback of the guests, the clarity of the communication raises the level of confidence and desire to utilise digital services up by about 25% (Elshaer and Qalati, 2024). On the whole, the results reveal that AI-facilitated services satisfaction of guests is based on the usability, perceived control, and trust. 
[bookmark: _Toc222314981]Discussion
[bookmark: _Toc222314982]Objective 1 Discussion: What citizenM’s Tech Stack Means for Operations and Experience
The findings show that citizenM London Bankside utilises the AI-powered technology stack as a fundamental operation strategy instead of a marginal advantage, which has been corroborated by the literature on the digital-first hotel models. Friction at the most important guest touchpoints is minimised by self-service kiosks, mobile check-in and smart room systems, which help to facilitate the efficiency and consistency of the high-volume urban hotel setting. Robots in service buildings help to improve the efficiency of operations, although they should be carefully incorporated to prevent the loss of the emotional aspect of service provision (Chen, 2023). This finding is in line with the discussion that artificial intelligence technologies may standardise the delivery of services, as well as relieve pressure on operations at peak times of operational activity (Gupta and Sharma, 2021). Practically, the technology of citizenM enables the visitors not to wait in the queues in the course of the reception, which contributes to the better arrival flow and creates a more peaceful lobby atmosphere, especially at the time of the working week evenings when business travellers come simultaneously. 
However, the results also prove the anxieties in the literature that heavily technology-dependent models of services are likely to undermine the emotional aspect of hospitality unless it is adequately managed (Nam and Heo, 2025). Efficiency is enhanced but service experience can be turned into overly functional and human interaction is diminished to the level of technical support instead of actual human interaction. This strain can be seen in citizenM because guests do not engage with staff, but mostly with the screens, particularly in short-term stays when a personal connection is not possible. The evidence in the industry indicates that up to 60% of the front-desk processing time can be saved when the hotel uses an automated cheque-in service, but the efficiency does not necessarily increase the perceived quality of service (Guestara, 2025). The results therefore endorse the notion that AI increases the efficiency of operations however it should be strategically incorporated such that experiential value is not eroded. Artificial intelligence systems do not substitute tourism decision-making, but they require regulation to handle the risk of ethical and operational complications (Sousa, 2024). 
[bookmark: _Toc222314983]Objective 2 Discussion: Human Teamwork as the Differentiator in a Tech-Forward Hotel
The discussion of the functions and cooperation of the staff supports the idea that human cooperation will always be the key to the quality of service in a technologically advanced hotel. The results indicate that the implementation of AI in citizenM changes the work of the staff to be more relational and problem-oriented than transactional, which corresponds to the high-tech high-touch view expressed in research on hospitality (Tuomi and Ascencao, 2023). Employees act as representatives instead of desk employees, which makes it easier to more easily and easily interact with guests. The uses of AI in tourism enhance the efficiency, personalisation, and decision-making based on data in the industry (World Travel and Tourism Council, 2024). Such redesign is consistent with studies that show automation has the potential to liberate employees to engage in emotional labour and personalised service (Ahn et al., 2025). 
At the same time, the results demonstrate that such a role change increases emotional and cognitive pressure on employees, especially when the system malfunctions or the arrival of large numbers of guests. Failure in technology also increases the strain on the coordination and teamwork as guests demand human intervention on-demand. This fact is supported by research indicating that AI may heighten emotional labour and does not decrease workload in case role expectations are unclear (Ngcobo et al., 2022). As an example, malfunctioning mobile keys mean that ambassadors have to deal with the anger of guests and troubleshoot the technical problems that they cannot change. According to internal workforce studies, workers in tech-enabled service jobs report a significantly greater emotional strain and work stress particularly in the case of limited organisational support and psychological resources that translates to lower engagement and well-being in AI-based hospitality settings (Hou and Fan, 2024). These observations support the idea that the quality of teamwork is what makes AI enhance or weaken the service delivery process. Scheduling and coordination activities are digitised but human interaction, communication, and joint responsibility are indispensable. Without adequate training and emotional support, the human element of AI-based service work might easily be turned into a hidden cost of operation instead of a competitive edge.
[bookmark: _Toc222314984]Objective 3 Discussion: Acceptance, Segmentation, and the Human Touch Question
The empirical data on the topic of guest acceptance proves that the services provided by AI will not be equally valued by every patron, therefore, supporting existing literature on technology acceptance and guest experience. Younger and business-oriented travellers enjoy speed, control and autonomy and it makes them more open to digital cheque-in and smart room facilities (Jayawardena et al., 2023). In the case of these segments, the technological offerings of citizenM help to provide a smooth and modern experience, which matches with their travelling expectations. On the contrary, leisure travellers and older customers are more to be reassured and guided, which explains their relatively lower initial attitude to self-service technologies (Hou et al., 2021). This direction highlights the importance of segmentation in digital hospitality. Artificial intelligence is used to enhance strategic decision-making and personalisation of the services in tourism enterprises (Lopez-Naranjo et al., 2025). The results also support the hypothesis that the acceptance is also dependent on usability as well as the emotional comfort and perceived support (Le et al., 2023). 
Moreover, at citizenM, guests love a hotel that proactively enhances their satisfaction through providing services as ambassadors to help them with the use of technology, thus testifying to the stillness of the need to have people around even in an environment that is largely digital. The adoption of AI in tourism depends on the cooperation of the stakeholders, ethical standards, and employee preparedness (UN Tourism and Saxion University of Applied Sciences, 2024). Studies on customer journeys have shown that the total satisfaction is a consequence of the collective impact of interfaces of digital and human touchpoints, and not individual interactions (Lei et al., 2025). The response of urban hotels shows that a significant percentage of customers still seek human aid even when the digital services have been provided, and research has shown that a considerable number of customers also perceive AI as a supportive supplement to employees and do not see a fully automated experience as an alternative to personal services (Godolja, 2026). This supports the idea that technology cannot fully replace the hospitality authenticity (Murthy et al., 2025).
[bookmark: _Toc222314985]Strategic and Operational Implications for the Placement Hotel
Strategically, the discussion suggests that citizenM London Bankside will gain value by focusing its AI implementation in line with its brand image of being an affordable luxury, design-oriented, and efficiency-driven hotel. The digital preparedness and technological innovation are essential impetuses of tourism competitiveness and development (World Economic Forum, 2024). Scalability and consistency in urban high-demand locations are achieved through the technology, whereas the ambassador model preserves the social and experiential values of the brand (Schmidt, 2023). However, the results indicate that technology will never be able to maintain a competitive advantage without a long-term investment in human capability. The transformative development in tourism will be based on responsible use of technologies, sustainability, and inclusive workforce strategies (World Economic Forum, 2025). 
In practical terms, the hotel swill have to strike a balance between automation and human presence at critical points of services, which include arrival, technical breakdowns and at the very beginning of using technology. The literature also accentuates that service recovery and emotional reassurance continue to be key sources of satisfaction, especially in the case of malfunctions in digital systems (Lajante and Remisch, 2023). The workforce research in the industry reveals that the hotels that invest in digital and emotional skills development can achieve higher scores of guest satisfaction than those that invest in training technologies as they only since technology should be incorporated into the supportive human resource practises to ensure that the guest perceptions and the quality of the services are maximised (Radovic et al., 2025). These implications show that the success of citizenM will rely on its ability to view AI as an ally to human services and avoid substituting it, which will guarantee the sustainability of operations in the long term and retention of guests.
[bookmark: _Toc222314986]Study Limitations and Interpretive Boundaries
There are a number of limitations that limit interpretation in this discussion. The research is based on secondary qualitative data, thus restricting the access to internal performance indicators and face-to-face interviews with employees or guests. Therefore, certain insights are based on the information that is publicly available and industry reports, which can be biassed in promoting (Ruel and Njoku, 2021). There is also a tendency of having extreme experiences reflected in guest reviews as opposed to regular service meeting, which can lead to distortion of the general perceptions. Smart tourism practises reveal the ability of the digital innovation to promote sustainability, accessibility, and visitor experience in European destinations (European Commission, 2022). However, this methodology still fits the exploratory placement-based research design, as it allows gaining a detailed insight into the working dynamics in a genuine organisational setting (Brown et al., 2021). In spite of these restrictions, the study can bring important information about the interaction of AI and humans in the sphere of hospitality, however, only in the context rather than the general case.
[bookmark: _Toc222314987]Chapter Summary 
This chapter analysed how AI-enabled technologies and human teamwork shape guest experience and operational efficiency at citizenM London Bankside, demonstrating that digital systems enhance efficiency, while staff collaboration, emotional labour, and visible human support remain essential for service quality, guest trust, and sustainable hospitality performance.



[bookmark: _Toc222314988]Chapter 5: Conclusion and Recommendations 
[bookmark: _Toc222314989]Conclusion
The present placement research study explored how AI-technologies and human cooperation can affect the overall guest experience and efficiency of the work of citizenM London Bankside. The results imply that the digital-first operating model of citizenM can help gain significant efficiency increases and provide a smooth and modern guest experience, but this is only possible when the human workforce can sufficiently complement the technology. Based on this, AI does not reduce the need of human employees, instead, it changes the concept of good hospitality work by redistributing labour among repetitive transactional work to other areas, including guidance, service recovery and provision of emotional support.
Regarding Objective 1, the data demonstrates that citizenM London Bankside relies on self-service cheque-in kiosks, mobile cheque-in processes, and intelligent room control systems as being among its core infrastructure in place of peripheral functions. The technologies eliminate dependence on a traditional front-desk and give guests control over key touchpoints independently, thus meeting the brand promise of affordable luxury that is delivered via speed, design, and convenience at citizenM. In addition, the technology enables coordination of operations through built-in systems that automatically revise room status, initiate housekeeping processes, and reduce duplication of work. In turn, the case demonstrates the ability of AI-powered and IoT-increased tools to standardise service provision and increase throughput in a big-volume urban setting.
Objective 2 looked at the perceptions of the staff and team work dynamics. Findings suggest that AI adoption at citizenM has revolutionised the nature of jobs that have created the need to adopt a more versatile, multi-skilled workforce. The traditional reception functions have been replaced by automation and the staff members are now becoming ambassadors that are mobile, guest facing and problem resolving. This redesign corresponds to the high-tech, high-touch paradigm of hospitality scholarship as the automation of repetitive tasks and the ability to engage more with relationships will help the staff provide more relational service. At the same time, the results also show that the shift could increase the emotion labour and mental burden, especially at maximum arrival times or in cases of technical downfalls. In this case, employees must endure dissatisfaction of guests and ensure service continuity, despite the fact that the cause of the problem is outside the direct control of the employee. Based on this, the research claims that operational effectiveness is not dictated by technology only, but it depends on the quality of team work in the form of role clarity, communication, and coordination, which will dictate whether AI is going to be an enabler or an add-on to the performance of the staff.
Objective 3 explored the topic of guest satisfaction, acceptance, and trust in AI-driven services. The data shows that overall reactions of guests are positive, particularly among younger and business travelling generations that value speed, independence and digital control. In these segments, the model of citizenM boosts the perception of convenience and modernity that drive satisfaction through fast cheque-in and customised in-room experiences. Nevertheless, the results indicate that there is a diversity in the acceptance by demographic groups. The usability barriers or uncertainty shown by older guests and some leisure travellers in the presence of tablet-based room controls and procedures that require the use of an app are more susceptible. In this case, the high level of satisfaction is achieved when the support of staff can be observed and be proactive and provided immediately. This finding supports a decisive conclusion: usability is not enough to gain satisfaction in the field of technology-mediated hospitality. Moreover, guests still consider the quality of service delivered by being reassured, empathetic, and perceiving a sense of support which is easily accessible.
Acceptance is also mediated by trust and privacy issues. Even though most guests claim to feel comfortable with digital systems, some of them are still anxious about sharing personal data through applications and other online channels. This paper shows that confidence is enhanced in cases where the communication on how data was used was open and where the guests feel in some level of control. This means that the technology strategy of citizenM should be supported with strong trust-building efforts. Furthermore, without openness and guarantees, the establishment may undermine the comfort of its guests despite the effectiveness of the systems in the hotel. In general, the research bridges a literature gap since it demonstrates that AI technologies and human cooperation are inseparable parts of an unified service system, but not independent factors of performance. At citizenM London Bankside, technology determines the physical form and speed of the guest experience, and teamwork determines the experiential elements that guests may remember in the long run, especially when they experience disorientation or a system malfunction. Therefore automation and authentic hospitality are not maintained in equilibrium but are maintained dynamically by appropriate competency of the staff, culture of service, and preparedness to perform the operations. This study is limited in its use of secondary qualitative data and a single case study as it restricts access to proprietary performance metrics and primary interaction with guests and staff. The major conclusion is that the competitive advantage of citizenM can be achieved not only due to the implementation of AI-enabled technologies but also the combination of these tools with effective teamwork, active support system, and a service provision, based on the principles of trust.
[bookmark: _Toc222314990]Recommendations and Practical Strategies
[bookmark: _Toc222314991]Strengthening the Balance Between Automation and Human Presence
CitizenM London Bankside could also put more on record on striking the balance between AI-based automation and the presence of human support at key touchpoints of the guests. Though the self-service cheque-in kiosks, mobile keys, and smart room controls are proven to be effective at increasing the tempo of operations and decreasing the workload of administration, the results prove that the satisfaction of the guests increases when the staff is easily accessible at the time of arrival and at the time of using the technology. To avoid causing frustration to technologically dissatisfied guests, it would be possible to create a specially defined area of digital assistance in the lobby that would be supervised by ambassadors during the most active cheque-in hours to guide the more technologically illiterate clients through automated procedures and offer them instant relief (Arapou and Kapiki, 2023). This form of targeted presence would reduce hesitation, reduce the length of queues and reaffirming the efficiency in hospitality without losing the efficiency aspect of the brand that is the promise of efficiency (citizenM).
[bookmark: _Toc222314992]Enhancing Teamwork and Emotional Labour Support
With the adoption of AI moving transactional responsibilities out of employees, staff functions have been becoming more about emotional labour, direction, and service recovery (Hou, 2024). In order to maintain this change, citizenM should invest in ongoing training programmes involving training of technical problems solving skills combined with emotional intelligence and conflict management skills. The team briefing and reflective conversations on a regular basis would allow the staff to exchange experiences, gain confidence, and create group problem-solving approaches. Also, there can be well-established technical failure escalation processes that will reduce the uncertainty and emotional pressure (Kim and So, 2023). The hotel can maintain the consistency of its services and protect the wellbeing of the employees in a technology-driven environment by strengthening teamwork, emotional support mechanisms.
[bookmark: _Toc222314993]Applying Guest Segmentation to Digital Service Delivery
The empirical data show that the acceptance of AI-enabled services by guests is influenced systematically on the demographic and travel segmentation variables. The tendency of both business travellers and younger guests towards such characteristics as quickness of service delivery, independent regulation, and manipulatability through digital means is rather high. On the other hand, leisure travellers and older generations often state that they prefer being reassured and guided personally (Godolja et al., 2026). CitizenM might increase its effectiveness in its operations with the help of guest segmentation implemented in its digital service architecture. With optional tutorials, simplified instructions, or customised prompts activated based on the booking profiles at the pre-arrival stage, the organisation can give the power to guests to choose the preferred amount of digital interaction ( Živković, 2025). It is likely that such an adaptive structure will improve the satisfaction of heterogeneous groups of guests and maintain the efficiency advantages that automation provides.
[bookmark: _Toc222314994]Building Trust Through Transparency and Data Confidence
One of the antecedents that may affect the willingness of guests to use AI-enabled services has become trust and data privacy (Makivić et al., 2024). One of the recommendations that CitizenM can perform to enhance transparency is expressly stating the procedures in which the data on guests is gathered, stored, and used through mobile applications and on-site digital interfaces. Offering brief descriptions and conspicuous statements of reassurance will most probably enhance the sense of control and reduce anxiety. Moreover, educating the personnel on how to answer privacy-related questions with confidence will also enhance confidence, especially with foreign visitors who might not know the local standards on data protection. Such interventions ought to support increased adoption of online services and at the same time protect the confidence of the guests.
[bookmark: _Toc222314995]Improving System Reliability and Service Recovery Preparedness
The reliability of the system is an operational priority that needs to be conceptualised as a strategic priority other than a technical issue. The subsequent work overload and inter-team coordination pressures of the AI system failure may have a great impact on the perception of the guests (EHL Hospitality Business School, 2025). In this regard, it would be required of CitizenM to implement thorough training of ambassadors on manual workarounds and make sure contingency procedures are drilled on a regular basis. Continuous testing of the system, and well-organised feedback systems between the operational teams and technology providers are expected to reduce downtimes and enhance resilience. Good service recovery preparedness does not only save the guest experience but also helps strengthen the belief in technology and the competence of the staff (Tankus, 2024).
[bookmark: _Toc222314996]Positioning AI as an Enabler of Human-Centred Hospitality
Lastly, CitizenM must persist in making AI a long-term empowerer of human-focused hospitality and not a replacement of human personnel. Investments in technology made in the future should be balanced in terms of the benefits of the operations and the effects it has on the collaboration among the staffs, the wellbeing of the employees, and the general quality of the services (Radović et al., 2025). With continuous training and support the adoption of AI coupled with a strong culture of service, CitizenM London Bankside will be able to maintain its competitive edge as a technology-focused hotel that will be able to provide personalised, reassuring, and memorable customer experiences on a regular basis.
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References
Ahn, S., Park, J. and Ye, S. (2025) ‘How AI enhances employee service innovation in retail: social exchange theory perspectives and the impact of AI adaptability’, Journal of Retailing and Consumer Services, 84, p. 104207. Available at: https://doi.org/10.1016/j.jretconser.2024.104207 (Accessed: 4 February 2026).
AIPRM (2024) ‘AI in the workplace statistics 2024’, AIPRM Industry Report. Available at: AI in the Workplace Statistics 2024 · AIPRM (Accessed: 4 February 2026).
Alblas, A. (2022) ‘Globally distributed technology projects thrive on experience working together apart: impacts of team balance, task balance, and task heterogeneity’, Journal of Operations Management, 68(6–7), pp. 728–754. Available at: https://doi.org/10.1002/joom.1206 (Accessed: 4 February 2026).
Ali, M., Khan, T.I. and Şener, İ. (2025) ‘Transforming hospitality: the dynamics of AI integration, customer satisfaction, and organisational readiness in enhancing firm performance’, Journal of Hospitality and Tourism Technology, 16(5), pp. 911–936. Available at: Transforming hospitality: the dynamics of AI integration, customer satisfaction, and organizational readiness in enhancing firm performance | Journal of Hospitality and Tourism Technology | Emerald Publishing (Accessed: 4 February 2026).
Alnaim, A.F., Sobaih, A.E.E. and Elshaer, I.A. (2022) ‘Measuring the mediating roles of e-trust and e-satisfaction in the relationship between e-service quality and e-loyalty’, Mathematics, 10(13), p. 2328. Available at: Measuring the Mediating Roles of E-Trust and E-Satisfaction in the Relationship between E-Service Quality and E-Loyalty: A Structural Modeling Approach | MDPI (Accessed: 4 February 2026).
Arapou, D. and Kapiki, S. (2023) ‘Enhancing the guest experience in hospitality through technology: an outlook of the future’, CEUR Workshop Proceedings, 3858, pp. 1–14. Available at: paper4.pdf (Accessed: 6 February 2026).
Bao, C., Li, X. and Yang, Y. (2023) ‘Intelligent hotel guidance systems using AI’, Sensors, 23(22), p. 9078. Available at: https://www.mdpi.com/1424-8220/23/22/9078 (Accessed: 4 February 2026).
Brown, N.A., Feldmann-Jensen, S., Rovins, J.E., Orchiston, C. and Johnston, D. 2021) ‘Exploring disaster resilience within the hotel sector: a case study of Wellington and Hawke’s Bay, New Zealand’, International Journal of Disaster Risk Reduction, 55, p. 102080. Available at: https://doi.org/10.1016/j.ijdrr.2021.102080 (Accessed: 4 February 2026).
Canary Technologies (2023) ‘The 2025 guide to self-check-in kiosks for hotels’, Canary Technologies Industry Guide. Available at: https://www.canarytechnologies.com/post/self-check-in-kiosks-for-hotels-guide (Accessed: 4 February 2026).
Chen, M. (2023) ‘Service robots in tourism and hospitality’, Behavioral Sciences, 13(7), p. 560. Available at: https://www.mdpi.com/2076-328X/13/7/560 (Accessed: 4 February 2026).
Chen, M., Zhang, H. and Li, Y. (2022) ‘Internet of Things applications in hotel operations’, Processes, 10(7), p. 1256. Available at: https://www.mdpi.com/2227-9717/10/7/1256/pdf (Accessed: 4 February 2026).
EHL Hospitality Business School (2025) ‘When technology turns from ally to adversary in hospitality: service failures and guest perceptions’, EHL Insights, 2025(1), pp. 1–6. Available at: https://research.ehl.edu/news-listing/hospitality-tech-service-failures (Accessed: 6 February 2026).
Elshaer, I.A. and Qalati, S.A. (2024) ‘Building digital trust and rapport in the tourism industry: a comprehensive overview’, Information, 15(10), p. 598. Available at: https://www.mdpi.com/2078-2489/15/10/598/pdf (Accessed: 5 February 2026).
European Commission (2022a) ‘Leading examples of smart tourism practices in Europe’, European Commission Report, DG GROW. Available at: https://smart-tourism-capital.ec.europa.eu/system/files/2022-05/Best%20Practice%20Report_2022_Update.pdf (Accessed: 4 February 2026).
European Commission (2022b) Leading Examples of Smart Tourism Practices in Europe. European Commission, DG GROW. Available at: https://smart-tourism-capital.ec.europa.eu/system/files/2022-05/Best%20Practice%20Report_2022_Update.pdf (Accessed: 4 February 2026).
Gallup (2026) ‘Frequent use of AI in the workplace continued to rise’, Gallup Workplace, 25 January. Available at: https://www.gallup.com/workplace/701195/frequent-workplace-continued-rise.aspx (Accessed: 4 February 2026).
Giousmpasoglou, C. (2024) ‘Working conditions in the hospitality industry: the case for a fair and decent work agenda’, Sustainability, 16(19), p. 8428. Available at: https://doi.org/10.3390/su16198428  (Accessed: 4 February 2026).
Godolja, M. (2026) ‘Guest acceptance of smart and AI-enabled hotel services in an emerging market: evidence from Albania’, Tourism and Hospitality, 7(1), pp. 1–14. Available at: https://www.mdpi.com/2673-5768/7/1/14 (Accessed: 6 February 2026).
Guestara (2025) Self check in hotel: Benefits, technology & implementation guide. Available at: https://www.guestara.com/post/self-check-in-hotel-benefits-technology-implementation-guide (Accessed: 4 February 2026).
Gupta, K. and Sharma, S. (2021) ‘Kiosks as self-service technology in hotels: opportunities and challenges’, Worldwide Hospitality and Tourism Themes, 13(2), pp. 236–251. Available at: https://www.emerald.com/whatt/article-abstract/13/2/236/383534/Kiosks-as-self-service-technology-in-hotels?redirectedFrom=fulltext (Accessed: 4 February 2026).
Hou, Y. and Fan, L. (2024) ‘Working with AI: the effect of job stress on hotel employees’ work engagement’, Behavioral Sciences, 14(11), p. 1076. Available at: https://www.mdpi.com/2076-328X/14/11/1076 (Accessed: 4 February 2026).
Hou, Y., Zhang, K. and Li, G. (2021) ‘Service robots or human staff: How social crowding shapes tourist preferences’, Tourism Management, 83, p. 104242. Available at: https://linkinghub.elsevier.com/retrieve/pii/S0261517720301680 (Accessed: 4 February 2026).
Intellectsoft (2025) Enhancing Guest Experiences with AI-Driven Personalization. Available at: https://www.intellectsoft.net/blog/enhancing-guest-experiences-with-ai-driven-personalization/ (Accessed: 4 February 2026).
Irshaidat, R. (2022) ‘Interpretivism vs. Positivism in political marketing research’, Journal of Political Marketing, 21(2), pp. 126–160. Available at: https://www.tandfonline.com/doi/full/10.1080/15377857.2019.1624286 (Accessed: 4 February 2026).
Islam, T. and Zhou, E. (2024) ‘Unpacking the reasons shaping employee acceptance and attitudes towards ai assistant services in the hotel industry: a behavioral reasoning perspective’, Advances in Management and Applied Economics, pp. 109–141. Available at: https://doi.org/10.47260/amae/1457.
Jang, H.-W., Moon, C., Jung, H.S., Cho, M. and Bonn, M.A. (2024) ‘Normative and informational social influence affecting digital technology acceptance of senior restaurant diners: A technology learning perspective’, International Journal of Hospitality Management, 116, p. 103626. Available at: https://linkinghub.elsevier.com/retrieve/pii/S0278431923002001 (Accessed: 4 February 2026).
Jayawardena, C., Ahmad, A., Valeri, M. and Jaharadak, A.A. (2023) ‘Technology acceptance antecedents in digital transformation in hospitality industry’, International Journal of Hospitality Management, 108, p. 103350. Available at: https://linkinghub.elsevier.com/retrieve/pii/S027843192200216X (Accessed: 4 February 2026).
Jembere, S.T. (2025) ‘Personality-Driven AI Service Robot Acceptance in Hospitality: An Extended AIDUA Model Approach’, Tourism and Hospitality, 6(4), p. 214. Available at: https://www.mdpi.com/2673-5768/6/4/214 (Accessed: 4 February 2026).
Karimikia, H., Singh, H. and Joseph, D. (2020) ‘Negative outcomes of ICT use at work: meta-analytic evidence and the role of job autonomy’, Internet Research, 31(1), pp. 159–190. Available at: https://www.emerald.com/intr/article-abstract/31/1/159/445518/Negative-outcomes-of-ICT-use-at-work-meta-analytic?redirectedFrom=fulltext (Accessed: 4 February 2026).
Kim, H. and So, K.K.F. (2023) ‘The evolution of service failure and recovery research in hospitality and tourism: an integrative review and future research directions’, International Journal of Hospitality Management, 104, pp. 1–15. Available at: https://www.researchgate.net/publication/368898167_The_evolution_of_service_failure_and_recovery_research_in_hospitality_and_tourism_An_integrative_review_and_future_research_directions (Accessed: 6 February 2026).
Kim, H., So, K.K.F., Shin, S. and Li, J. (2025) ‘Artificial intelligence in hospitality and tourism: insights from industry practices, research literature, and expert opinions’, Journal of Hospitality & Tourism Research, 49(2), pp. 366–385. Available at: https://journals.sagepub.com/doi/10.1177/10963480241229235 (Accessed: 4 February 2026).
Kong, H., Wang, K., Qiu, X., Cheung, C. and Bu, N. (2023) ‘30 years of artificial intelligence (Ai) research relating to the hospitality and tourism industry’, International Journal of Contemporary Hospitality Management, 35(6), pp. 2157–2177. Available at: https://www.emerald.com/ijchm/article-abstract/35/6/2157/116994/30-years-of-artificial-intelligence-AI-research?redirectedFrom=fulltext (Accessed: 4 February 2026).
Ksolves (2025) ‘Optimizing housekeeping efficiency with Odoo hotel management’, Ksolves Case Study, pp. 1–1. Available at: https://www.ksolves.com/case-studies/odoo/odoo-hotel-management-for-housekeeping-efficiency (Accessed: 4 February 2026).
Lajante, M. and Remisch, D. (2023) ‘Frontline employees’ empathy in service recovery: a systematic literature review’, Customer Needs and Solutions, 10(1), p. 3. Available at: https://doi.org/10.1007/s40547-023-00137-8 (Accessed: 4 February 2026).
Lambillotte, L., Bart, Y. and Poncin, I. (2022) ‘When does information transparency reduce downside of personalization? Role of need for cognition and perceived control’, Journal of Interactive Marketing, 57(3), pp. 393–420. Available at: https://journals.sagepub.com/doi/10.1177/10949968221095557 (Accessed: 4 February 2026).
Le, H.T.P.M., Park, J. and Lee, S. (2023) ‘Emotion and trust in virtual service assistant design for effective service recovery’, Journal of Retailing and Consumer Services, 74, p. 103368. Available at: https://doi.org/10.1016/j.jretconser.2023.103368. 
Lee, D.H. (2024) ‘The ADEPT service quality model and distinct perceived value for strategic marketing management: the moderating effect of knowledge-learning experience’, Asia Pacific Journal of Marketing and Logistics, 36(4), pp. 917–935. Available at: https://doi.org/10.1108/APJML-04-2023-0317. 
Lei, S.S.I., Wu, D., Liu, G.G. and Law, R. (2025) ‘Customising customer journey in hotels: A focus on human touch’, International Journal of Hospitality Management, 124, p. 103956. Available at: https://doi.org/10.1016/j.ijhm.2024.103956. 
Li, M., Xu, W., Liu, W. and Cao, H. (2024) ‘Networking for innovation dynamics: a design-driven approach in the hospitality industry’, International Journal of Contemporary Hospitality Management, 36(2), pp. 632–660. Available at: https://doi.org/10.1108/IJCHM-10-2022-1259. 
Li, M., Yin, D., Qiu, H. and Bai, B. (2021) ‘A systematic review of AI technology-based service encounters: Implications for hospitality and tourism operations’, International Journal of Hospitality Management, 95, p. 102930. Available at: https://doi.org/10.1016/j.ijhm.2021.102930. 
Li, Y., Marneros, S., Efstathiades, A. and Papageorgiou, G. (2025) ‘A framework of core competencies for effective hotel management in an era of turbulent economic fluctuations and digital transformation: the case of shanghai, china’, Tourism and Hospitality, 6(3), p. 130. Available at: https://doi.org/10.3390/tourhosp6030130. 
López-Naranjo, A.L., Molina-Moreno, V. and Leyva-de la Hiz, D.I. (2025) ‘Artificial intelligence in tourism businesses’, Frontiers in Artificial Intelligence. Available at: https://www.frontiersin.org/articles/10.3389/frai.2025.1599391/full (Accessed: 4 February 2026).
Makivić, R., Škare, M. and Kolar, T. (2024) ‘AI impact on hotel guest satisfaction via tailor-made personalised services: the role of trust and data privacy’, Information, 15(11), pp. 1–22. Available at: https://www.mdpi.com/2078-2489/15/11/700 (Accessed: 6 February 2026).
MarketsandMarkets (2025) Home Automation System Market Size, Share & Growth. Available at: https://www.marketsandmarkets.com/Market-Reports/home-automation-control-systems-market-469.html
Mews Systems, Inc. (2025) 70 % of travelers would skip the front desk: rise of self-check-in hotels, Hotel Tech Report, 11 June. Available at: https://hoteltechreport.com/news/70-of-travelers-would-skip-the-front-desk-mews-survey-reveals-the-rise-of-self-check-in-hotels
Murire, O.T. (2024) ‘Artificial intelligence and its role in shaping organisational work practices and culture’, Administrative Sciences, 14(12), p. 316. Available at: https://doi.org/10.3390/admsci14120316. 
Murray, S. (2021) ‘The evolution and transformation of bankside, london, 1947-2019’, Journal of Urban History, 47(1), pp. 68–84. Available at: https://doi.org/10.1177/0096144219864677. 
Murthy, Y.S., Bhatnagar, P. and Hussain, Z. (2025) ‘Navigating emotions mapping emotional touchpoints to enhance customer experience in the digital era’, in Demystifying Emotion AI, Robotics AI, and Sentiment Analysis in Customer Relationship Management. IGI Global Scientific Publishing, pp. 129–160. Available at: https://doi.org/10.4018/979-8-3373-1867-7.ch007. 
Musenze, I.A. and Mayende, T.S. (2021) ‘Coordination and quality service delivery in service organisations: qualitative investigation’, Journal of African Business, 22(2), pp. 190–208. Available at: https://doi.org/10.1080/15228916.2019.1699758. 
Naeem, M., Ozuem, W., Howell, K. and Ranfagni, S. (2023) ‘A step-by-step process of thematic analysis to develop a conceptual model in qualitative research’, International Journal of Qualitative Methods, 22, p. 16094069231205789. Available at: https://doi.org/10.1177/16094069231205789. 
Nam, S. and Heo, J. (2025) ‘Rethinking smartness in hospitality and tourism: a critical reflection’, International Journal of Contemporary Hospitality Management, 37(9), pp. 3121–3135. Available at: https://doi.org/10.1108/IJCHM-04-2025-0546 (Accessed: 4 February 2026).
Nanu, L. (2025) ‘Redefining the servicescape in hospitality through technology and artificial intelligence: a conceptual framework’, International Journal of Contemporary Hospitality Management, 37(9), pp. 3042–3060. Available at: https://doi.org/10.1108/IJCHM-02-2025-0216. 
Ngcobo, N.F., Chiwawa, N. and Wissink, H. (2022) ‘Emotional labour: The effects of genuine acting on employee performance in the service industry’, SA Journal of Human Resource Management, 20(0), p. 8. Available at: https://sajhrm.co.za/index.php/sajhrm/article/view/1583 (Accessed: 3 February 2026).
Nithya, M., S, Sakthi., S, Lingadurai. and B, Mohamedarsath. (2024) ‘Revolutionising customer experience with ai-powered chat bots and virtual assistants’, in 2024 International Conference on Innovative Computing, Intelligent Communication and Smart Electrical Systems (ICSES), pp. 1–7. Available at: https://doi.org/10.1109/ICSES63760.2024.10910297. 
OECD (2025) Preparing the Tourism Workforce for the Digital Future. OECD Publishing. Available at: https://www.oecd.org/content/dam/oecd/en/publications/reports/2021/06/preparing-the-tourism-workforce-for-the-digital-future_06211c0f/9258d999-en.pdf (Accessed: 4 February 2026).
Oğuz, H.U. (2022) ‘The future of post-pandemic tourism and hospitality industry: a comprehensive assessment’, in A. Hassan, A. Sharma, J. Kennell, and P. Mohanty (eds) Tourism and Hospitality in Asia: Crisis, Resilience and Recovery. Singapore: Springer Nature, pp. 299–308. Available at: https://doi.org/10.1007/978-981-19-5763-5_19. 
Park, M. (2025) ‘What Drives Hospitality Employees’ Trust in Service Robots?, Tourism and Hospitality, 6(5), 231. Available at: https://www.mdpi.com/2673-5768/6/5/231 (Accessed: 4 February 2026).
Prentice, C., Dominique-Ferreira, S., Ferreira, A. and Wang, X. (Alex) (2022) ‘The role of memorable experience and emotional intelligence in senior customer loyalty to geriatric hotels’, Journal of Retailing and Consumer Services, 64, p. 102788. Available at: https://doi.org/10.1016/j.jretconser.2021.102788. 
Radović, N., Vujko, A., Stanišić, N., Ljubisavljević, T. and Lunić, D. (2025) ‘Digital Hospitality as a Socio-Technical System: Aligning Technology and HR to Drive Guest Perceptions and Workforce Dynamics’, World, 6(4), p. 134. Available at: https://www.mdpi.com/2673-4060/6/4/134  (Accessed: 4 February 2026). 
Ren, G., Zhang, L. and Xu, F. (2025) ‘Investigating Service Robot Acceptance Factors: The Role of Emotional Design, Communication Style, and Gender Groups’, Information, 16(6), 463. Available at: https://www.mdpi.com/2078-2489/16/6/463 (Accessed: 4 February 2026).
Ruel, H. and Njoku, E. (2021) ‘AI redefining the hospitality industry’, Journal of Tourism Futures, 7(1), pp. 53–66. Available at: https://doi.org/10.1108/JTF-03-2020-0032. 
Schmidt, A.L. (2023) ‘Changing the rules of the hotel business: the case of citizenm’s digital business model disruption’, in J. Marques and R.P. Marques (eds) Digital Transformation of the Hotel Industry: Theories, Practices, and Global Challenges. Cham: Springer International Publishing, pp. 233–246. Available at: https://doi.org/10.1007/978-3-031-31682-1_12. 
Somera, F.A.R. (2024) ‘A Change Management View on Technology Adoption in Hotel Organizations: A Review and a Conceptual Framework’, Journal of Open Innovation, 4(4), 43. Available at: https://www.mdpi.com/2673-7116/4/4/43 (Accessed: 4 February 2026).
Sousa, A.E. (2024) ‘The Use of Artificial Intelligence Systems in Tourism and Hospitality: The Tourists’ Perspective’, Administrative Sciences, 14(8), 165. Available at: https://www.mdpi.com/2076-3387/14/8/165 (Accessed: 4 February 2026).
Strebinger, A. and Treiblmaier, H. (2022) ‘Cultural roadblocks? Acceptance of blockchain-based hotel booking among individualistic and collectivistic travelers’, Journal of Hospitality and Tourism Technology, 13(5), pp. 891–906. Available at: https://doi.org/10.1108/JHTT-10-2021-0293.
Tankus, E. (2024) ‘Service recovery in tourism: a bibliometric review and practical insights’, INDECS Conference Proceedings, 2024(1), pp. 713–731. Available at: https://www.indecs.eu/2024/indecs2024-pp713-731.pdf   (Accessed: 6 February 2026).
Tuomi, A. and Ascenção, M.P. (2023) ‘Intelligent automation in hospitality: exploring the relative automatability of frontline food service tasks’, Journal of Hospitality and Tourism Insights, 6(1), pp. 151–173. Available at: https://doi.org/10.1108/JHTI-07-2021-0175. 
UN Tourism and Saxion University of Applied Sciences (2024) Artificial Intelligence Adoption in Tourism: Key Considerations for Sector Stakeholders. UN Tourism. Available at: https://pre-webunwto.s3.eu-west-1.amazonaws.com/s3fs-public/2024-12/artificial-intelligence-adoption-in-tourism.pdf (Accessed: 4 February 2026).
World Economic Forum (2024) ‘Travel and tourism development index 2024’, World Economic Forum Report. Available at: https://www3.weforum.org/docs/WEF_Travel_and_Tourism_Development_Index_2024.pdf (Accessed: 4 February 2026).
World Economic Forum (2025) Travel & Tourism at a Turning Point: Principles for Transformative Growth. World Economic Forum. Available at: https://reports.weforum.org/docs/WEF_Travel_and_Tourism_at_a_Turning_Point_2025.pdf (Accessed: 4 February 2026).
World Travel and Tourism Council (2024) ‘Artificial intelligence (AI) in action’, WTTC Industry Report. Available at: https://ilag.nordnorge.com/content/uploads/sites/5/2024/04/20240214_AI-in-Action.pdf (Accessed: 4 February 2026).
Wynn, M. (2023) ‘Digitalisation and IT strategy in the hospitality industry’, Systems, 11(10), p. 501. Available at: https://www.mdpi.com/2079-8954/11/10/501 (Accessed: 4 February 2026).
Yadav, N. and Raju, S.S. (2025) ‘Smart hotel technologies redefining guest convenience and operational efficiency’, in Marketing Technology-Infused Hospitality: Upskilling Frontline Employees for Competitiveness. IGI Global Scientific Publishing, pp. 25–56. Available at: https://doi.org/10.4018/979-8-3693-7127-5.ch002. 
Yallop, A.C., Gică, O.A., Moisescu, O.I., Coroș, M.M. and Séraphin, H. (2023) ‘The digital traveller: implications for data ethics and data governance in tourism and hospitality’, Journal of Consumer Marketing, 40(2), pp. 155–170. Available at: https://doi.org/10.1108/JCM-12-2020-4278.
Živković, D. (2025) ‘Enhancing guest experiences through digital technology in hospitality’, Turističko poslovanje, 35, pp. 1–15. Available at: https://aseestant.ceon.rs/index.php/turpos/article/download/56669/28245/ (Accessed: 6 February 2026).

image3.png
by,
How many people use Al ai at work? i
AIPRM

100

80

Percentange of surveyed workers who
gave thisresponse

Using Alinthe Probably not Startedusing Al Started using Al at
workplace using Alinthe at work withinthe work more than
workplace last six months sixmonths ago

Source: Microsoft Using Al in the workplace




image4.png
Artificial Intelligence
(Al) in Hospitality

Global Market Report 2025

$0.24B

$0 .15B

2024 2025 2026

$1.46B

%o[o
sl
o
| I I

2027 2028 2029

(uolig asn ul) azis 134eN




image1.png
Pritysgol Cymru
3% Y Drindod Dewi Sant

5 University of Wales
Trinity Saint David

a3




image2.png
CAGR of 2024-2029

Qo
4.8%
66.45
5042 5205
2023 2024 2029

=North America  mEurope = Asia Pacific = Rest of Europe




