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Abstract
This conference research paper examines the way artificial intelligence (AI) and human collaborate in the hospitality environment. It focuses on direct guest interaction, especially communication, check-in support, and service recovery when communication breaks down. This focus is important because hotels need to manage guest satisfaction, improve service efficiency, make better use of staff, and still maintain meaningful human interaction. The paper argues that AI is useful for improving speed of operations and still support staff. But it should mainly be used for routine, where repetitive and time-sensitive tasks appear often, with human staff used only in situations that involve emotion and ambiguity, such as complaints or other complex judgement (Lee et al, 2020; Gagić et al, 2025).
The paper uses SWOT as an analysis framework and it uses academic and industry examples, but also some examples form hotels as sources. It shows that hybrid service design is the strongest choice for most hotels, because it finds a balance between operational efficiency with guest expectations, but preserves the human element of hospitality (Sharma & Srivastava, 2024).

Introduction
Hotels are currently under pressure. Runing costs are high and guests expect fast, qualitative services. Managers also face labour shortages, which leads to service inconsistency. This is why AI and automation are now discussed much more seriously in hospitality than before (Jabeen et al, 2021; Dogan et al, 2026). AI is not one single thing. It includes software tools and helps automating systems. In hotels, this can mean a range of approaches, from those that guests interact with directly (chatbots, kiosks for check-in and check-out), to those that help with the flow of the back-house (forecasting tools, service automation, and in some cases robotics, although robotics is still less common than software-based AI in everyday operations). (Abdullah et al, 2025).
But hotels are not factories, and hospitality services are based on human relations. Guests judge the experience. They don’t only judge speed, and this creates a tension in hospitality because efficiency matters, but so do empathy, trust, and the feeling that someone is genuinely helping when a problem appears (Umasuthan et al, 2017; Anita et al, 2025). This paper looks at that tension and focuses on collaboration. The main question is not whether AI should replace people, but where AI should support staff and where human interaction should remain central in hotel operations.
This paper uses SWOT analysis, and it examines practical examples. It also takes the following critical position: the possibility of technological adoption does not immediately become adoption in the entire hospitality industry. This is because adoption is shaped by service culture, revenue, the complexity of the operations, and guest expectations (Buhalis et al, 2024, Godolja, Tavanxhiu & Sevrani, 2025).

Literature review
There is a lot of optimistic writing at the moment, but some of it is also critical. The literature often shows that AI is a way to increase efficiency by reducing delays, especially in repetitive tasks that follow clear steps (Al-Hyari, Al-Smadi & Weshah, 2023; Chernyakov, Chernyakov & Kapustin, 2024). This is an important point. Hotels usually have many repetitive tasks. AI tools can support routine processes such as messaging guests, helping with booking and check-in/check-out procedures, and this can free staff for tasks that need more judgement or for direct guest interaction (Dolang & Setiawan, 2025).
A common theme in literature is acceptance of AI. Guests don’t react equally. Context matters a lot. After COVID-19 there was research done that shows that guests accept automation in situations where speed and benefits them, even with reduced contact, but reject it where emotional support is required, or there is a need for flexible problem-solving (Negm, 2025). Some studies use TAM models, which are useful because they explain the intention the hotels have to adopt technology. But hotel settings are messy, and actual guest behaviour can be different from predicted behaviour, because service quality is not only technical, but social, and hotel interactions often involve mood, stress, urgency, and expectation at the same time (Liu & Park, 2024; Pillai & Sivathanu, 2020).
The literature also discusses RAISA through examples that get attention due to their visibility. Older examples such as Hilton’s Connie, which later moved towards agentic AI (AI that goes beyond just chatting and acts by, for example, making reservations, or adjusting room temperature) (Sahota, 2024; StockLite, 2025), or YOTEL, which operates even today, at an integrated level, combining functionality with sustainability, which results in an extraordinary efficiency (YOTEL, 2019), still appear often in hospitality discussions. This happens not only because they are memorable and easy to cite, but also because in the decade since its adoption, not many other hotels followed their example. As a consequence, despite their reputation, they don't represent some extended adoption (across the sector), but remain isolated cases (Budijono et al, 2024; Ivanov & Webster, 2019).
The analysis cites famous examples, but they can mislead. Visibility does not necessarily support scale. Some hotels test robots or kiosk-heavy models, but many hotels adopt AI first in less visible ways, such as revenue management, forecasting, and back-end decision support. Industry reports that describe implementation support this pattern. They focus on results. They also often emphasise that AI works best when it supports staff performance rather than replacing staff identity, because poor implementation can damage service quality even when the technology itself works correctly (Putri, Situmorang & Mehrotra, 2023).
Another repeated issue present in the literature is risk. Data use is central to AI, and because security is highly important, risk is very high. System failure matters too. Hotels that depend too heavily on automated systems can struggle when guest needs don’t have clear escalation routes, necessary when the needs fall outside the system, or when a technical problem appears during a high-pressure service moment (Bernardelli & Giudici, 2025).
The literature shows one conclusion that often appears: AI is useful in repetitive processes. Humans are stronger in exceptional situations. The strongest service outcomes are usually linked to hybrid designs, where AI routinely handles repetitive tasks and staff handle complexity, emotion, and service recovery (Yao et al, 2025). There are still limits in the evidence. Many studies are pilots. Many are short-term. And there are also those that partially contradict these findings (Fürst et al, 2025). Long-term evidence is weaker, especially on guest loyalty, workforce adaptation, and the effect of AI after the novelty phase has passed (Rana ET AL, 2024).


Method employed for analysis
This paper uses a qualitative approach based on secondary sources. The analysis is based on academic literature and industry reports. Selected hotel examples are relevant to the use of AI in hospitality operations. This method fits the topic. 
Hotel industry is changing fast. A secondary review allows comparison across studies, reports, and examples, which is useful for identification of recurring themes. The paper uses a SWOT analysis. This gives structure and allows comparison. It is suitable here because the topic includes internal factors, such as staffing and possibilities of AI adoption, and external factors, such as guest expectations, pressures form competition, and brand.
The process was done in stages. First were identified key themes, then examples were grouped. After that, the findings were mapped into strengths, weaknesses, opportunities, and threats. The focus is on how AI changes direct guest interaction and the back-of-the-house operations.
Using secondary data has its limitations. Depends on published material, some reports may present successful cases more than failed cases, and some industry sources may emphasise positive outcomes more strongly than academic studies do. Even so, the method is useful because it’s clear and practical. It supports a conference-style paper that aims to review a current issue. By comparing evidence, it produces realistic recommendations for hotel operations.

Impact analysis using SWOT
This section applies SWOT by focusing on operations and keeping guest experience in view. The aim is not to say AI is simply good or bad, but to evaluate where AI-human collaboration is preferred by the guests and where it may create new problems in the operational sector or an ethical level.
Strengths
One strength of adopting AI is consistency, because it can repeat tasks accurately and it doesn’t tire. In routine service functions, this can improve speed especially when requests are frequent and follow predictable patterns (Wang et al, 2025).
Another strength is time use. Staff can do less repetitive work and can focus on guests more. In hotels, this is important, because many service breakdowns happen when staff are overloaded or pulled into too many routine tasks at the same time (Acharya & Mahapatra, 2024; Al-Hyari, Al-Smadi & Weshah, 2023).
AI can also support decisions. It can process data quickly, helping with forecasting. In practice, this may improve schedules and allocation and planning of resources, which can help managers to respond better to demands and to reduce some avoidable inefficiencies. There can be cost benefits too. These are not automatic, though. They depend on implementation. Where systems are chosen carefully and staff are trained well, hotels may reduce repetitive errors and improve workflow efficiency over time, although the size of that gain can vary by hotel type and scale (Ebiendele, Ebiendele & Ebiendele, 2025).
Weaknesses
The biggest weakness is service quality risk. AI systems may work, but guests may still feel frustrated. This happens when automation replaces a human step too early or too widely, or when the process is efficient for the hotel but confusing for the person using it. Hospitality is sensitive to this. Guests don’t only buy a room. They buy an experience. If a guest has a problem, they may want a person who can listen, and be able to adapt to make a decision, especially in stressful or emotional situations where scripted responses feel inadequate (Gagić et al, 2025).
Cost is another weakness. Setup costs can be high. And then there are the maintenance costs. Hotels also need training for integration. There are costs for updates and support, and these ongoing demands can reduce the value of AI adoption. This can happen if the implementation plan is weak or too ambitious for the hotel’s actual capacity. 
There is also a dependence issue. Staff can lose confidence and systems can centralise hotel’s activity. If teams rely too much on AI tools without strong manual backup procedures, service breakdown can have bad consequences. They could worsen during technical failure because staff may not be ready to take over quickly (Zhao, Ma & Chen, 2025).


Opportunities
The strongest opportunity is service design. This is best if it’s hybrid. One model will not fit all guests. Reports such as Amadeus (Amadeus Insights, 2025), and others, show that guests prefer different things according to their profile and travel purpose, so hotels can design service pathways that combine speed, convenience, and human support more intelligently. Some guests want quick transactions, while others want more guidance. Yet others want a human employee available for them. This is especially important at points where service becomes complex or unclear, which means the opportunity is not simply more automation, but better coordination between AI channels and human staff (Marković, Raspor Janković & Zubović, 2020).
There is also a staff opportunity. Roles can shift, skills can deepen, and staff could move toward roles that involve escalation, problem-solving, and guest relationship, while AI can be isolated to supporting routine volume. This may create better role value if hotels invest in retraining instead of treating AI mainly as a replacement tool (Mandić, Panić & Šain, 2023; Dr. Verma, 2023). 
Another opportunity is operational planning. AI can support forecasting and it can time resource decisions, and this may be a more realistic path for many hotels than highly visible robotic systems. AI used in the back-house often gives value with less disruption within a culture of direct interaction. Hotels can also improve personalisation. This must be done carefully, because data use must be transparent. If handled responsibly, AI-supported systems can help hotels with communication and services in ways that improve relevance without removing the human option from important contact points (Mandić, Panić & Šain, 2023).
Threats
One threat is loss of trust. Even when a system works technically, the implementation can fail, because trained staff may feel replaced. Socially, if the hotel presents AI mainly as labour reduction rather than as support for better service and better staff performance. This way, even guests may feel displaced. Also, data and privacy risks are serious. AI uses data. And because hotels hold sensitive information, if data practices are unclear, if security is weak, or if automated decisions appear unfair or non-transparent, hotels may face reputational damage, and even legal pressure (Golbin et al, 2020; Gautam & Singh, 2025).
There is also a brand risk. Not all brands can expose to automation in the same way. Some guests expect warmth, others efficiency. A hotel that copies another brand’s AI model without considering its own service identity may create a mismatch that weakens the guest experience instead of improving it. This threat couples with the threat of over-adoption. Tech can look impressive. Managers can overcommit. If a hotel introduces too many systems too quickly, staff burden can increase and processes can become fragmented. This way, the hotel may end up with more complexity rather than less (Jung, Yoon & Cho, 2025).

Case discussion and interpretation
Hilton’s Connie is still discussed, and even though it is an older example, it still matters. The key value of this case is not that it represents the current practice, but that it shows an early public model of AI positioned as staff support rather than staff replacement. That positioning is important. It manages expectations and it reduces resistance. Hotels often succeed more when AI is introduced as a support layer. Because guests and staff are less likely to interpret the technology as a direct removal of human service from the experience, the adoption is welcome (Prentice, Lopes & Wang, 2020).
Other tech-forward hotel models show a different path. They use more automation and redesign flow more heavily. These cases can improve speed and consistency in transactional stages. But they also make the limits more visible when guests need flexibility, or reassurance through human intervention. This does not mean those models fail. It means they are context-bound. A model that works for one brand, one location, or one guest profile may not work in another setting where expectations, travel purpose, or service culture are different.
This is why old examples still appear. They are easy to remember because they were highly visible. But a stronger analysis should not stop there, because the current reality in many hotels is less about humanoid robots and more about hybrid systems that operate quietly in messaging, planning, forecasting, and service coordination (Choi et al, 2019).

Critical reflection
The main issue is not technology alone. AI can be useful in hotels, but the perceived value depends on where it is placed, how it is introduced, and whether staff and guests can work with it comfortably. Repetitive and rule-based tasks are suitable. But complaint handling, unusual requests, and emotionally loaded interactions are less suitable for full automation. But AI can still support staff in the background with information or suggested options (Rawat et al, 2024).
Communication also matters. Both guests and staff need clarity. If people don’t understand what the AI system does, where its limits are, and how to escalate to a human, frustration rises and the perceived quality of the service often drops. Staff development is a central condition. 
So, the strongest conclusion is practical: AI should not be rejected, nor should it be idealised. Adoption of AI in hotels needs to be selective and have clear boundaries. Active human oversight is crucial because hospitality value is created through operations and interaction, not by efficiency alone (Shin & Jeong, 2022).
Limitations and future research
This paper has limits. It uses secondary data. The findings are therefore interpretive, and they depend on the quality and scope of the sources used in the review. The evidence base also has limits, many studies being short-term or pilot-based. Stronger long-term research of AI implementation outcomes is needed. It should compare hotel types. It should also include staff experience and examine recovery processes, because service breakdown and recovery may reveal more about AI-human collaboration than successful routine transactions alone.
Conclusion
AI can help hotel operations. It can improve speed and consistency and can also support planning and routine service processes. This is true especially where tasks are repetitive, time-sensitive, and suitable for standardisation (Yao et al, 2025).
But hospitality means interaction, which has the potential to create – or destroy – trust. Human staff remain essential in situations that involve emotion, ambiguity, complaint resolution, and complex judgement, where flexible response and empathy are part of service quality (Umasuthan et al, 2017; Anita et al, 2025).
The strongest model is hybrid. AI handles routine work and staff can handle complexity. Although this balance is not fixed and hotels need to adjust it by department, it is better than adopting technology only because it is available (Anita et al, 2025).
So, the question is not whether AI belongs. It already does. The real question is how it is used and where. Can hotels protect the human value of hospitality while still improving efficiency through AI-supported systems (Buhalis et al, 2024)?

Recommendations
The first recommendation is mapping tasks before adoption. Hotels should decide clearly which tasks are suitable for AI and which tasks should remain human-led.
The second recommendation is staff training and role redesign. Hotels should train staff early and prepare them for hybrid service, including escalation routes and service recovery, because AI adoption is more likely to succeed when staff are supported to work with the technology, not simply reduced because of it.
The third recommendation is to protect guest choice and human escalation. Hotels should make automated options available, but they should also make human support easy to access, especially during complaints, accessibility needs, or high-stress travel moments where guests may need flexible help. 
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