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[bookmark: _Toc215054028]1. Introduction  
[bookmark: _gfvmfhpq9ttp][bookmark: _Toc215054029]1.1 Background 
The hospitality industry has evolved rapidly over the last couple of years, particularly with more customers looking, booking, and reviewing services online. Hotels, restaurants, and travel brands rely on digital touchpoints, and this transformation has compelled the industry to reconsider its approach to reaching and contacting customers (Bardukova, 2023). The old marketing is no longer sufficient, since customers want rapid delivery, personalised deals, and easy online experiences throughout their experience.
Artificial Intelligence (AI) is a significant tool for hospitality organisations in this environment. AI can assist companies in learning more about the behaviour of customers by processing big data, which is not easy to manage by humans (Zahidi, Kaluvilla and Mulla, 2024). It helps to personalise and predict the possible preferences of a guest, making appropriate offers, and communicating with the guest. Forecasting, e.g. booking trends or demand patterns, is also achieved by using AI, and this aids in better planning by managers. Meanwhile, the level of competition within hospitality on a global scale is high. Within a few seconds, customers can be able to contrast prices, services, and reviews across nations (Pavlуuk et al. 2023). This puts the pressure on the companies to be smarter, faster and more interactive through marketing. Consequently, predictive analytics, chatbots, sentiment analysis, and automated CRM solutions are becoming the focal point of hospitality marketing in the twenty-first century.
[bookmark: _6twq3nuao92q][bookmark: _Toc215054030]1.2 Aim
This research will be done to analyse the impact of AI-driven insights in marketing decision-making within the hospitality sector and to understand how such insights can be used to improve customer engagement and generate a competitive value in various countries and market settings.
[bookmark: _ateen4onhyeb][bookmark: _Toc215054031]1.3 Research question
1. How do AI-generated insights shape marketing decision-making in the hospitality industry, and with what effects on customer engagement?
2. How do AI-driven marketing practices vary across countries in the hospitality industry?
3. How are the marketing strategies in the hospitality industry different from other industries?
4. How the marketing in the hospitality industry play differently across countries?
[bookmark: _ujk9cid0x62i][bookmark: _Toc215054032]1.4 Research objectives 
· To investigate the role of AI-generated insights in marketing decision-making within the hospitality industry and the impact on customer engagement.
· To examine the variations in AI-driven marketing practices in countries in the hospitality sector.
· To make comparisons on hospitality marketing strategies with business strategies applied in other fields.
· To investigate the variation in marketing activities in the hospitality industry in different countries and markets.
[bookmark: _6ijj9m327fqj][bookmark: _Toc215054033]1.5 Significance
The reason why this study is relevant is the growing use of digital channels by hospitality organisations in the form of hotels, restaurants, resorts and tourism operators in the acquisition and retention of customers. The knowledge of AI insights aiding smarter marketing decisions can assist these businesses to enhance personalisation, customer retention, and service quality in general (Potwora et al. 2024). On the academic side, the study contributes to the current debates on the digital transformation and data-driven marketing analytics. In practice, it provides managers with more vivid directions on how AI can be used more efficiently. The research will also help in future work by demonstrating how AI can influence long-term marketing strategies within a dynamic global market.
[bookmark: _cxtbbvt5ky13][bookmark: _Toc215054034]2. Literature review  
[bookmark: _f3p20jneptqn][bookmark: _Toc215054035]2.1 AI-Driven Marketing Decisions and Customer Engagement in Hospitality 
According to recent research findings, AI is transforming the manner in which businesses in the hospitality industry make marketing decisions as well as interact with customers. According to Awasthi (2022), AI-based personalisation will enable hotels and other tourism operators to provide even more personalised experiences, which are primarily based on the behavioural patterns and preferences of the guests. This perspective brings forth the use of AI as a means of enhancing service quality and emotion. Nevertheless, Cunha et al. (2024) look at it in a much wider perspective, indicating that AI and machine learning are not solely enhancing personalisation but also revisiting the concept of consumer engagement in general. They also stress that AI assists companies in anticipating consumer demands, automating customer relationships, and developing more dynamic marketing reactions and reflecting a more profound strategic change, not just through personalisation.
Anubala (2023) also contributes to the discussion in question, paying special attention to predictive analytics, claiming that AI allows hotels to predict demand and comprehend future customer trends, as well as to make decisions in marketing more effectively. Whereas Awasthi emphasises the enhancement of experience, Cunha et al. address the strategies of engagement, and Anubala makes AI a decision-making support system that will lessen uncertainty in marketing planning. 
[bookmark: _kxz8pcesj5or][bookmark: _Toc215054036]2.2 Cross-Industry and Cross-Country Differences in Hospitality Marketing
Because cultures and technological preparedness are different in markets, Bayraktar (2024) demonstrates that the digital marketing practices adopted in tourism are characterised by big differences between the countries due to differences in customer behaviour and cultural expectations. His international comparison shows that there are countries that value personalised digital media more, and those that are being more responsive to promotional copy or experience-based narrative. 
Limna (2023) rather concentrates on the evolution of AI in the whole marketing in the hospitality industry, claiming that the industry is the one that is more open to customer interactions than most other sectors. According to her, hospitality is largely dependent on emotive experiences, facial service, and customer gratification, which is why AI technologies, including chatbots, predictive analytics, and automated replies, become increasingly necessary in comparison with such sectors as retail or finance. 
Combined, the studies indicate that marketing of hospitality is different at two levels: at the country level, given the factors of cultural and digital maturity, and at the industry level, given that hospitality is more reliant on service experiences. This is a direct indication of the aim of drawing cross-country and cross-industry differences in hospitality marketing.
[bookmark: _5tgod3ma86ym][bookmark: _Toc215054037]2.3 Literature Gap
Digital marketing in hospitality is different in various countries since customers may react differently based on their culture, expectations, and the level of digital preparedness. Certain markets prefer personalised content, and others are more responsive to promotions or story-based content that encourages experiences; thus, one universal strategy is not applicable. Simultaneously, hospitality is also not similar to other industries as it is a sector that greatly depends on the emotional experiences of service and close interaction with the customer. Consequently, AI tools will be put at the centre stage and influence different cross-country and cross-industry marketing practices.
[bookmark: _oi9mygf5uuqa][bookmark: _Toc215054038]3. Methodology
The proposed study will be based on the Systematic Literature Review (SLR) approach to investigate the strategic implementation of AI-driven insights in the field of marketing to drive motivation to customer engagement among employees in the hospitality sector. The reason is that the SLR method is suitable since it can be used to structure, make transparent, and repeatable the unification of the existing empirical and theoretical studies (Marzi et al. 2025). In the same way, this strategy helps to enhance the validity of the review and ensure that the conclusions were made on the basis of comparable and reliable academic evidence (Shaheen et al. 2023). The study will be purely secondary-based as the goal will be to research the latest advancements in the field of AI analytics, machine learning, customer-behaviour prediction, and digital marketing approaches that apply to the hotel, restaurant, resort, and tourism operators.
The search process will be initiated by the identification of relevant keywords and Boolean combinations that will represent the objective of the study. Search options will be based on the following terms: Artificial Intelligence AND Marketing Decision-Making AND Customer Engagement; AI insights OR predictive analytics AND marketing strategy; machine learning AND consumer behaviour AND Engagement; and data-driven marketing AND Customer experience enhancement. Those combinations will be useful in finding the studies that specifically investigate the role of AI in supporting marketing activities, customer personalisation, and engagement in the hospitality industry and other related fields.
Big academic databases of such sources as Scopus, Web of Science, IEEE Xplore, ScienceDirect, and Google Scholar will be investigated in the search for the literature (Kumpulainen and Seppänen, 2022). The review will be led by the main principles of PRISMA guidelines that will guarantee the structured, transparent and credible selection of the studies. The reason these platforms were chosen is due to their vast amount of research concerning business, marketing, tourism, and management of hospitality services and artificial intelligence. Once the initial records are obtained, the studies will be filtered according to pre-determined rules to make sure that they are relevant and qualitative.
	Inclusion
	Exclusion

	Articles published between 2020-2025
	Articles Published Before 2020

	Studies about AI-driven insights or analytics in marketing
	Manipulative literature speaks of AI in purely technical terms with no managerial or customer-focused implications

	A peer-reviewed journal article.
	The article is an abstract of the conference or dissertation, or is not a peer-reviewed journal article.

	Written in English
	Written in any Other Language

	Studies about customer engagement, customer decision-making, or strategic marketing execution
	Studies not including customer engagement, customer decision-making, or strategic marketing execution


After this screening, only selected studies will be used to analyse the final list of studies. SLR methodology makes sure that the results are the most up-to-date, relevant contributions and plays an important role in interpreting how AI changes marketing decisions and makes customers more involved in the hospitality industry.
[bookmark: _1z5oq4oeosi4][bookmark: _Toc215054039]4. Expected findings
The research is supposed to indicate that the strategic application of AI-inspired insights positively impacts the marketing decision-making and customer interaction in the hospitality business. Since hotels, resorts, restaurants, and tourism operators process a lot of information each day on guests, it is most probable that AI tools will make them better realise the needs of their customers in a more accurate and detailed manner (Huang et al. 2022). It is anticipated that the review will show the fact that AI enhances personalisation, which is one of the most powerful sources of guest satisfaction. In the case of hotels, an example of such could be the prediction by the AI of what type of room the guest is interested in, what services a guest will utilise more often, or which offers they will be interested in at the correct time. It is projected that this type of personal communication causes the level of customer engagement to be higher, as customers will feel that they are heard, respected, and seen as separate individuals and not as a generic customer.
The findings are likely to demonstrate that AI can also contribute to the improvement of the strategic planning related to marketing. Predictive analytics can assist the hospitality companies to predict demand, seasonal movements, booking behaviour and expenditure trends (Rekiek, Jebari and Reklaoui, 2024). This assists marketers in planning campaigns with greater confidence and in allocating resources even better. Consequently, AI will reduce uncertainty level, enhance the accuracy of decision making and evoke superior results in the short-term marketing processes and long-term brand positioning. The increasing application of robotised applications (chatbots and digital assistants) is another insight expected (Aslam, 2023). The tools will enable hotels to have continuous contact with the guests before, during rest and after the stay, which will enhance loyalty and give the hotels a better experience.
The review is also likely to point out that there exist a number of differences between countries. In digitally sophisticated markets, hospitality companies can apply AI in advanced activities, such as real-time dynamic pricing, review sentiment analysis, or consumer segmentation. Conversely, AI can primarily serve companies with less sophisticated purposes (such as basic chatbots or automation of customer services) in developing markets because of the lack of resources or reduced digital maturity (Graham et al. 2025). These variations will reveal that the implementation of AI in the hospitality sector is never homogenous and instead is heavily influenced by cultural beliefs, customer demands, and technological preparedness.
Another anticipated result of the study is that hospitality marketing is different in significant aspects compared to other industries. Hospitality relies much more on emotional experience, personal connection, and interaction of service than AI applications in other areas, such as retail, banking, or aviation at large (Buhalis and Moldavska, 2022). Because of this, AI in the hospitality industry will likely pay significant attention to the analysis of emotions, preferences, and patterns of behaviour of guests. The review can also indicate that hospitality organisations apply AI to sell, as well as to nurture relationships in a long-term perspective, which is unlike more transaction-oriented industries.
Notwithstanding these advantages, there are also some difficulties that are likely to be found in the foreseen findings. These can take the form of data privacy issues, costly implementation, lack of skills and the risk that total testing automation will strip the hospitality industry of the human touch that has characterised the industry. Nevertheless, the overwhelming majority of surveys will probably admit that AI will be the most effective when it assists employees instead of removing them, making the employee provide more personalised services and consequently efficient (Yakar et al. 2022).
Altogether, it is highly likely that the anticipated results will reveal that AI-based solutions have high potential to transform marketing practices, enhance customer relationships, and become more competitive in the hospitality industry, but they also reveal the necessity of cautious, culturally sensitive, and balanced application of any of those.
[bookmark: _bj2koubhd4wn][bookmark: _Toc215054040]5. Limitations 
In spite of the fact that this research endeavours to deliver an apparent insight into the ways AI-driven insights help in marketing decision-making processes and customer engagement within the hospitality industry, it is important to note that the research has a number of shortcomings. To begin with, the investigation relies wholly on secondary data by using a Systematic Literature Review. This implies that it will rely on what previous academic research has had to offer and the quality of this research. In case some areas, subsectors of hospitality, or AI applications are underexplored, one cannot consider the results as reflecting the whole situation in the world. As an illustration, certain developing nations have little literature on the adoption of AI in hospitality, and this might cut short the cross-country revelation (Lipcsey, 2024).
The timeframe of the study's selection is another weakness, as the articles published after 2020 will be considered only. Although this guarantees the topicality of the contemporary AI pseudomethods and tendencies, this might lock out previous foundational research that contributed to the current technologies and practices nowadays. Moreover, the emphasis on peer review puts at risk that reports of the industry, white papers, or unpublished research with important real-world information might not be included in the review. The limitation is also associated with the fast-growing AI technologies. The hospitality industry is undergoing a rapidly changing situation concerning predictive analytics, chatbots, automation, and customer-data platforms (Anubala, 2023). Consequently, not all findings can be relevant in the short run, particularly due to the appearance of new tools or algorithms, or a change in marketing methods. This complicates the possibility of coming up with findings that are long-lasting.
Another weakness is associated with interpretation. Though a large variety of studies will be examined in the review, each of the studies can apply varying definitions of AI, varying marketing models, or varying indicators of customer engagement. These differences may complicate the task of a direct comparison. Lastly, the review lacks original data and thus, will fail to provide first-hand information regarding the opinions of hospitality managers and customers, which can restrain the depth of practical information. 
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[bookmark: _hotor8w5uohc][bookmark: _Toc215054042]7. Conclusion
This proposal has defined the aim, applicability and methodology of the research on the role of AI-generated insights in marketing decisions and managing customers in the hospitality sector. The study seeks to generate a clear insight into the influence of AI on personalisation, strategic planning and competitive advantage by paying attention to recent scholarly research and applying a systematic review approach. Differences between countries and industries are also taken into consideration in the research, which gives a wider value to the theory and practice. In general, the research is likely to provide valuable advice to the hospitality managers and will become part of the further debate on the topic of digital transformation and data-driven marketing.
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