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[bookmark: _Toc223039133]Abstract

Artificial Intelligence (AI) and automation are increasingly, key contributors towards the hospitality industry’s aims at reshaping operations, workforce culture, and guest interactions. This structured study provides an in-depth analysis into the impact of AI-driven tools and technologies within the hospitality industry through a case study of ibis Hotels, the child company of the Accor Hotels group. By the end of the study, the report aims to evaluate the genuine and factual impact of artificial intelligence and automated systems in regards to operational efficiency, workforce reactions, ethical considerations, and guest experiences and interactions.
The methodology of this report relied heavily on secondary data sources with a large focus into ibis Hotel’s operations and internal changes resulting from AI-driven technologies and automation tools, covering different industry reports, articles, and academic literature. The findings in this report reveal that artificial intelligence (AI) has been a core influence over operational efficiency through the application of RMS, chatbots, and other online platforms with the purpose of engaging and enhancing guest satisfaction. 
The study also identifies the important and complicated challenges that hotels go through in attempts to integrate these systems into their hotels. For example, the increasing reliance on automation in combination with AI tools created significant workforce displacement fears, major skill gaps, and ethical concerns. These ethical concerns consisted of severe risks of data being leaked to cyberattacks, a lack of regulatory compliance, and further complexities expanding to emotional intelligence and proper interaction with guests needing a human touch.
The research report concludes that AI and automation functions are key parts of hotel operations and guest interactions but they should remain limited strictly to support roles and not to be utilised to transform whole operations or the industry as that can cause significant concerns and issues from both employees and guests. The study also contributes to existing literature by integrating operational and ethical perspectives to a wide research topic that is a key area of debate throughout the industry, highlighting important aspects of the use of AI and the importance of proper integration.
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Artificial intelligence (AI) and its rapid development amongst automated technologies has transformed the hospitality industry in a massively positive way. From customer assistant chatbots to data-driven personalisation tools, hotels in the hospitality sector are beginning to integrate smarter devices and technology to help improve efficiency in hotel operations and significantly boost guest experiences. However, as digital technologies keep advancing, hotels are required to adapt to possible implications of AI integration within hotel operations, hence understanding these implications is a critical area of academic and hospitality managerial interest.
This research report aims to assess the impact AI and automated technologies has on how efficient a hotel can become and how interactions with guests can improve. The study will also primarily switch its focus towards how AI-driven systems have a direct influence on changes in hotel operational efficiency, quality of service, and customer satisfaction within more modern and present hotel environments.
The project objectives are:
1. To identify key artificial intelligence and automated technologies implemented in ibis hotels, using secondary research sources published between 2015 and 2025.
2. To determine the impact of AI and automated technologies on operational efficiency and guest experience in ibis hotels by analysing performance data, industry reports, and literature. 
3. To recommend practical and effective strategies for improving the use of AI and automated technologies in ibis hotels and the hospitality industry, based on best practices in the industry and challenges identified.
The case study for this research report is chosen as the ibis Hotel, an international-renowned hotel brand, operating under the parent company Accor. Ibis Hotels operates on a global-scale, integrating international markets to offer affordable and digitally driven accommodation. For this report, the location chosen is ibis Hotels in Nottingham, a major business and tourist hub where the potential for technological advancements in the hospitality industry is significant and as such competition in this area is lacking in comparison with other more renowned cities or countries. By focusing on ibis Hotels as a case study, this research report will contribute to a comprehensive understanding of how innovation in technology can restructure hotel management practices and guest experiences, proven by close research conducted from within the hotel.
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Artificial intelligence is the key factor contributing towards digital transformation in the hospitality industry. Over the recent years, artificial intelligence has been adopted by a vast majority of hotel brands on a global scale, utilising it for different purposes, ranging from automated chatbots to artificial intelligence check-ins, removing the use of actual hotel staff for certain hotel operational procedures and guest interactions (Talukder, 2024).
 In a recent hospitality reported by Veronika Mercier, artificial intelligence is identified as the advancement of technology, allowing hotels to process complex data like guest preferences, behaviour patterns, and create a better understanding of guest expectations (Mercier, 2024). As part of the report, artificial intelligence is also mentioned to no longer be a questionable component of hospitality but instead a crucial one. The key idea is that artificial intelligence is most important in handling transactional aspects of hospitality services, allowing human staff to prioritise moments requiring more empathy and creativity, which normal robots and even AI would not be able to adapt to as easily due to their programming and lack of development (Mercier, 2024). 
Artificial intelligence and robotics dives deeper than just general assistance to day-to-day operations and instead are meant to be core providers of automated services and more enhanced experiences for guests, in relation to the perspectives of customers (Koo, et al., 2021). However, from a more in-depth assessment and a company’s perspective, automated services can support hotel staff in customer engagement, delivering rich and personalised services, and increasing employee productivity and efficiency (Koo, et al., 2021). 
Digital analytics and AI tools manage and monitor performance statistics of human talent in real time, providing key areas needing growth and areas of productivity in the company’s human resources (Limna, 2023). A Customer Relationship Management (CRM) system is a perfect example of automation at work, providing the hospitality sector and companies like ibis Hotels opportunities to prioritise close relations with customers and utilise analytical tools to gain a better understanding of customer needs and expectations (Kumar, 2018).
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The evolution of artificial intelligence and automation in hotel operations has created a major impact on worldwide hospitality strategies. Presently, AI and automation has taken over many roles of a normal hotel staff member, resulting in significant boosts in reservations, more efficient revenue management, and more accurate forecasting (Jabeen, et al., 2022). In early stages of artificial intelligence and automation, the ideology was limited to simple tools such as chatbots and recommendation engines for guests to utilise for easier access to information (Karagiannis, 2024).
 As seen in ibis Hotel’s operations, primary tools like chatbots and technology for guest engagement and service recommendations are known to be useful in providing guests with extensive information on their stay and to resolve any minor enquiries with accuracy and complete efficiency (Dash, 2019). Automation in hospitality evolved significantly from simple tools, going onto more comprehensive systems focused on supporting hotel operations and optimising productivity, including systems like the Customer Relationship Management (CRM) system (Jabeen, et al., 2022; Kumar, 2018). 
In a competitive environment, like the one ibis Hotel finds itself, an effective CRM system can directly influence guest engagement and satisfaction in a positive way (Kumar, 2018; Mirakhor, 2021). With hotels applying artificial intelligence tools to automate this system, there can be significant improvements in performance in regards to guest interactions, relating to the time it takes to check in a guest, the time to resolve any issues with a guest, and performance statistics from the satisfaction of a percentage of guests coming in and out of the hotel (Mirakhor, 2021). 
Aside from guest interactions, automation directly impacts hotel operations in a significant way, by replacing human touch with standardised and efficient technology such as self-check-in systems, housekeeping management platforms, and revenue tracking (Tuomi, 2023). Accor itself, the parent company of ibis Hotels has collaborated with Deloitte to implement a global cloud telephony platform with the usage of artificial intelligence. This AI enables a robot to give automated answers to guest requests, primarily focused on the simpler answers to be given, while retaining the human touch for more complex requests as the human touch is still required to assess what a guest is in need of (Deloitte, 2026).
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Artificial intelligence and automation in the hospitality industry can be both beneficial factors towards employees and productivity, or can be the complete opposite and become too complex for employee understanding. At the beginning, AI and automation technologies were deemed too obstructive and not yet fully understood by employees in the hospitality industry, creating a delay in hotel operations adapting to these new tools (Ersoy, 2023). 
As a result, hotels were not fully optimising their operations and services. Just when these technologies and AI-driven measures were being implemented, there were social perception concerns as to the safety and usefulness of AI. By relying on single tools to control a major part of your data, hotels put their data and their customers’ data at risk, resulting in the major recent data breaches that impact both employee’s safety and customers’ privacy (Zhao, et al., 2026; Gwebu, 2020). 
With recent examples of this happening, employees and hotels become more wary of these tools and the method of removing the human touch in transactional procedures as online scamming and hacks have become more and more common, with many scams replicating actual websites in order to steal banking and private individual data, leading to major guest losses and a lack of loyalty (Leong, et al., 2024; Gwebu, 2024). 
One of the biggest concerns with the use of artificial intelligence and automation is the fact that these tools will eventually replace roles that could be potential jobs for people in the present or future. In the United Kingdom itself, an estimate of 23% jobs have been lost over the past 12 months as a result of integrating artificial intelligence and automation (Independent, 2026). 
As a direct result of this, employees within the hospitality industry raise concerns towards these integrations in hotel operations, as the majority of jobs within the industry could potentially be replaced by artificial intelligence if they are programmed sufficiently (Miller, 2019). For example, artificial intelligence in the future could be programmed to understand feelings of others and their body language to take over the “human touch” in guest interactions, and therefore optimising service by over 200%, making it fast and helpful to any guest (Miller, 2019).

Challenges and Ethical Considerations Resulting from Artificial Intelligence and Automation in the Hospitality Industry

As mentioned prior, there are significant ethical considerations resulting from artificial intelligence and automation, most of which link to the data stored by hotels and the security of the transactions between customers and AI. The majority of the time, with artificial intelligence at play, customers would be performing transactions with the AI itself, when checking in or handling reservations. While this is especially good in optimising service, it creates areas of concern as customers do not know how the data is stored or where it is stored (Miller, 2019).
 However, using robust AI and automated systems could bypass these concerns, because after all AI has no reason to steal or use someone’s data unless it was hacked, in comparison with human staff which could use data for fraudulent activities (Katunga, 2025). Also, while personalisation of services improves and enhances experience, excessive collection of data may significantly reduce guest trust. Ethically, this is a major concern on a global scale as every individual prioritises their safety and privacy, and if their data is shared or accessed unknowingly, it can make them fear AI and automation, and would rather not visit any hotel that implements these systems (Kim, et al., 2025).
Through heavy usage of AI and automation technologies, the hospitality industry must consider the formal procedures and policies they need to adhere to in order to remain on the good side of the law, as to avoid any penalties or potential restrictions. The most important consideration of data collection is the General Data Protection Regulation (GDPR) Act which controls how securely data is stored, the measures taken by the hospitality industry to safely secure data, and produces penalties to businesses not taking the necessary measures to protect their customers’ data (Thomaidis, 2022). 
Therefore, a major challenge hotels face in the constant-changing digital-forward environment is to keep up with and adapt to policies enforced by the governments of nations the hotels operate in to keep data collection methods up-to-date with high-level security and encrypted storage systems (Yallop, et al., 2023).
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The methodology for this report will be a sole focus on the case study ‘ibis Hotels’. This will expand into ibis Hotel’s operations and guest experiences and interactions, prioritising the use of digital technology and how this impacts its operations on a wider scale. This methodology fits the purpose of the research report perfectly as it classifies as a prominent hotel brand that has the potential to implement and transform digitalisation within its operations. 
Furthermore, there are significant advantages to the use of a case study method. One advantage is that a single case to focus on allows the report to prioritise detail and accuracy over a wide comparison of the implementation of AI, which in the hospitality industry is quite a broad topic to research in present times. This gives an opportunity to prioritise individual hotel growth and development as a result of artificial intelligence and automation, providing accurate data and better forecasting into how similar hotel brands may be impacted by these changes. 
A second advantage is that by using a case study method, the report’s findings will prove the impact on surrounding hotels and be able to accurately measure competitiveness by accounting for the use of artificial intelligence and automation and how this benefits hotel operations and guest experiences and interactions in similar and close hotel brands. Robert K. Yin, author of the ‘Case Study Research and Applications’ book, argues that case study research is useful and relevant to this research project’s objectives which investigates changes in digitalisation through real-life contexts (Yin, 2018). 
Certain limitations, however, apply even to this case study approach. One such limitation would be the dependence on access to data. By prioritising one single case study as the foundations of the research report, the collection of data and majority of the findings will rely on ibis Hotel’s reports and public releases, along with any individual findings from the internal factors of the hotel’s operations. This may heavily limit data collection and leave out important data that other hotels may possess. This method may also be limited by potential subjective interpretation. 
Focusing on a single case-study can be mentioned as “tunnel vision” and may be seen as biased and not taking in the whole picture. Hence, there may be a percentage of views on this report to be subjective and not taking into consideration the reasonable person’s views on certain matters, such as artificial intelligence and if it actually supports guest experiences or if it just makes it less engaging.
This report will use the case study method to collect data through secondary data only. This means that the report will focus heavily on company reports, industry publications that can be linked to ibis Hotels, any relevant academic literature, and online guest reviews. These data collection strategies will help balance out the data and triangulate findings, categorising the data and using it to support further findings and theories. This will also help support analysis into how secondary sources like academic literature is used in the case study to integrate artificial intelligence and automation technologies, further supported by relevant academic models and frameworks.
To understand the effectiveness of this methodology, it is good to take into consideration other types of methods such as surveys and performance data analysis. However, due to this being focused more on quantitative data, it will be focused more on individual opinions and may not be as accurate or as unbiased as possible in comparison with qualitative data which focuses on actual fact and performance statistics.
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The aim of this research report is to identify and analyse the impact that artificial intelligence and automation technologies has on the hospitality industry, and how these tools impact hotel operations and guest experiences. Findings for this report are categorised under four key themes: operational efficiency, guest experience, employee impact, and implementation challenges. These categories help organise the findings into concise and key areas of interest that is highly relevant to the research topic. The findings will also be sourced via secondary data, focused primarily on public reports and business statistics in links to ibis Hotel’s operations and success resulting from the implementation of AI and automation.
Operations in the hospitality industry, especially hotels, are easily influenced by effective management and systems put in place to optimise services and improve overall performance of the hotel. For ibis Hotel, effective revenue management is a crucial part of maintaining its operations at a competitive level. Hence, Accor, ibis Hotel’s parent company turned to AI-driven revenue management to help evaluate and develop its pricing strategies and approaches. In 2023, Accor announced its global partnership with the renowned technology-focused company, IDeaS, well-known for its scientific-validated tools and revenue management systems used by hospitality brands worldwide. 
Its brand new IDeaS G3 revenue management system has been implemented across thousands of Accor’s hotels and the majority of ibis Hotels both in the UK and on an international scale (Accor, 2024). Through the usage of G3 RMS, ibis Hotel can see a significant increase in client retention rate, as proven by the system’s statistics showing an unrivalled 98% retention rate (Nelson, 2014). To further support ibis Hotel’s decision to implement this idea, other prominent hotel brands can be looked into as proof of G3 RMS’ success in optimising hotel operations, including Hilton, Shangri-La, Grand America, and also Radisson (IDeaS, 2026). 
Overall, the G3 RMS optimises automation to continually learn and adapt to pricing’s impact on booking patterns and demand to improve outputs. This takes a significant workload off from the shoulders of the human staff responsible for the hotel’s finances, and helps with specific pricing approaches, covering analytics on length of stays, technology investments and maintenance, and changing guest needs to switch investments around to focus more on the priority changes over the less necessary ones (Nelson, 2014).
Ibis Hotels also utilise AI-driven tools to promote and increase “efficiency, strategy and emotion” in its operations. Accor’s integration of Figma’s AI tools is guided by its intent to provide higher quality and more personalised services to guests, reducing the burden of administrative work on hotel employees, and removing human touch where mistakes can create a significant impact on the hotel’s success, allowing ibis Hotel to focus on and prioritise their core business (Figma, 2026). 
Utilising Figma AI enables ibis Hotels to bring back data into decision-making, removing the prior challenges of slow decision-making processes. Hence, Accor’s VP of Product Design, Thomas Vidal developed Accor’s “Welcome” plugin to integrate directly into Figma’s workflow. This would allow AI to provide designers with user feedback and generate recommendations and suggestions for improvement based on the type of design (Figma, 2026). 
The use of this in ibis Hotel helps expand an economy hotel brand to a more complicated and flashy public image at a low cost of human resources. The use of AI systems removes the human touch, reducing the potential of human mistake and gives ibis Hotel an advantage in comparison with its nearby competitors, especially those with their own competitive advantages like affordability, sustainability, and more (Ruel, 2021).
Guest interactions are also paramount to a hotel’s success and a significant contributing factor towards its operations running smoothly and efficiently. For ibis Hotel, artificial intelligence has become a core factor in attracting guests and expanding its image across a global scale. As of January 2026, ‘ALL Accor’, the booking platform and “world-class” loyalty program of Accor has announced the launch of its platform in ‘ChatGPT’, aiming to expand its constantly growing customer base (Accor, 2026). 
Through this use of AI, ibis hotel can target travellers using natural language to search for their hotels via specific destinations, dates, access public and ALL loyalty-member rates, and even access room types and amenities available via the ChatGPT platform. To enhance security, all users would be redirected to ALL Accor booking platform for finalising their reservation and making payments if necessary (Accor, 2026). 
This major development in technology and automation is a key stepping stone to helping hotel staff with a reduction in workload and remove the trend of guests asking hotel staff general questions which they can access online by themselves, making hospitality service faster and of higher quality (Jogarao, 2024). By expanding into online platforms, ibis Hotel will have a higher advantage against its competitors and in general attract a wider customer base by appealing to a larger variety of customer groups which are more digital-forward. This will also evidently help with directions, assisting guests in identifying the location and accessibility of the hotel, directly improving and developing the growth of guest intake rates at the hotel (Arapou, 2023).
Ibis hotel also utilises artificial intelligence and automation in a smart way on its website. For any interested guests, ibis Hotels has prepared various menu options on its website for guests to search for information on their services and easily book both a flight and a hotel reservation. Making flight bookings and hotel reservation automated is a significant change and can easily influence positive guest experiences for different groups needing fast access and bookings like business travellers and potentially even students, which is more and more common now (Mandić, et al., 2023). To further impact guest experience, ibis hotels effectively presents its public image as a “stylish” and “budget” hotel choice, shown through its many options available for guests in automated loyalty programs, updated regularly to give guests points, offers, and discounts for choosing ibis Hotels on a regular basis (ibis, 2026). 
The implementation of artificial intelligence and automation in the hospitality industry can be a double-edged sword. In one way, AI and automation is the leading contributor towards optimal performance in the hotel and success, while on the other hand AI proves to be a job security concern and a data risk for many. At ibis hotel, a majority of the roles part of the hotel’s operations consist of responsibilities to be taken on by humans and not robots or AI. In this sense, the job security is not the largest concern, however certain administrative positions such as the web developers and anyone working in the background to provide optimal customer service are at risk since AI’s proficiency shines in such areas.
 As example, since AI-driven chatbots have been implemented in the hospitality industry, there has been forecasts that conversational AI will generate an estimated £57 billion in revenue globally over a period of three years from 2025 and that there would be decreases in customer service calls and complaints (Rossmann, et al., 2020; Juniper Research, 2025).
 Therefore, hotel brands may be looking to replace humans with AI as a way to save money and redirect investments in further development of artificial intelligence and automation tools that will provide a much better return on investment than human staff would. However, the likelihood of this happening is small as there is significant planning and procedures to consider before actually putting this into action, especially considering ethical considerations and workforce concerns.
Implementation of artificial intelligence and automation also causes significant training challenges to management personnel when it comes to the complexity of different systems and the potential impacts and uncertain feedback from staff in regards to their ability to adapt to them (Morozov, 2020). AI systems often require digital literacy and data interpretation skills and familiarity with software platforms like ChatGPT and other unique applications. 
Due to artificial intelligence systems requiring specific skills, there is an increased risk of system misuse and underutilisation, making integration of artificial intelligence useless in certain cases (Morozov, 2020; Birdir, 2024). These issues expand further towards the ability of certain employees to adapt to artificial intelligence and automation. It is a known fact that some employees of an older age may not be as proficient in using complex technology, which means it requires more extensive training and guidance, to help put these systems into practice effectively and efficiently (Shandilya, 2022).
The primary implications and challenges of artificial intelligence and automation are solely sourced from the processes of integrating these systems into day-to-day operations. Firstly, the biggest concern of implementing systems like this into a simple hotel like ibis Hotel is primarily based on the data privacy issues that come with these integrations. It is a known fact that any online system that is not heavily monitored and secured with backups and encryptions can be vulnerable to online hackers, hence the concern for the privacy of both guests and staff (Martin, 2024). 
Additionally, these changes can take a long time and be very expensive, which is important to consider when implementing them for an economy hotel like ibis Hotels. Therefore, for some hotels, it would be difficult to account for such a large long-term investment so careful planning and strategizing is necessary to make it work and for all factors of training, implementation, and policies to be accounted for (Ojika, et al., 2022). 
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The main objective of this research is to analyse the impact of artificial intelligence and automated technologies on hotel operations and guest interactions, using ibis Hotels as the primary focus of data collection and research. The findings relating to this research project are interpreted as results from existing literature and previous studies ranging from 2015 to 2025/26. This was primarily focused around the chosen placement hotel, ibis Hotels and its operations in Nottingham as result of its own internal decision-making and its parent company’s digital-forward changes and approaches to operational efficiency and guest experiences.
In this report, the findings have proven that current literature and studies align with the claims that artificial intelligence in the hospitality industry improves efficiency. However, there is more to it than just improving efficiency, because when implementing AI, there are dozens of factors to consider such as the implications to integrating AI and automation into a hospitality environment, including costs, duration of the integration process, having to handle individual staff training to new systems, and making sure guests are comfortable with AI and automation taking over certain parts of transactions between themselves and the hotel. 
In comparison with previous research, cost savings matched completely in terms of how effective artificial intelligence and automation technology is towards reducing costs while maintaining operational efficiency. This means that even affordability-focused hotels like ibis Hotels can implement costly devices and technologies for automation and still receive guaranteed profitability in the long run, proving there would likely be a significant return on investment.
 However, there were some unexpected results such as the risk factors regarding data collection methods and employee perspectives. This meant guests were apprehensive about implementation of AI and automation technologies if it meant sharing data and details with an online bot, especially after recent hacker attacks on the hospitality industry breaching hotels’ databases and selling off customer information on illegal markets. Additionally, in many studies and even in the case of ibis Hotels, employees are likely to be apprehensive towards the introduction of artificial intelligence due to the job security concerns validated by prior job losses resulting from AI taking over certain roles.
In regards to guest satisfaction, there has been a gradual increase in reaction to implementation of artificial intelligence in guest experiences, especially in links with conversational AI (chatbots) and data collection used to personalise experiences for majority of guests utilising the hotel’s services. However, the findings support previous research suggesting that an increase of artificial intelligence usage to replace the human touch in guest interactions has removed a significant amount of emotional engagement, becoming an area of concern to long term guest satisfaction when the human touch is needed, especially in difficult situations where guests may need emotional support or someone to hear them out. 
Hence, it is clear that a balance between usage of conversational AI and retaining a human touch in guest interactions is crucial to maintaining guest satisfaction in the long term. This linked to ibis Hotels is clear as the negative reviews it is facing in regards to customer service and the amount of complaints received in-person requires trained and experienced human staff to deal with, and not emotionless robots to unnecessarily escalate already-difficult conflicts.
Therefore, in a sense AI does not necessarily redefine hospitality as some may assume, instead it is far from that. Programming emotional intelligence into AI and actually adapting it to real-life scenarios is an impossible task without consistent development with decades of research and work. Hence why stating that at this time a complete loss of human touch is overstated and the industry would require all operations within the hotel, like ibis Hotels to switch to artificial intelligence.
 However, departments like the housekeeping department, human resources, and the food and beverage departments cannot be easily replaced by artificial intelligence in comparison with front office operations. This is because these departments require extensive emotional intelligence, practical work with a keen eye for detail and flexibility, and even a steady hand in preparing alcoholic drinks for guests, while aligning with work ethics and understanding their environment on a human level.
Implementing AI and automation into a hotel requires a heavy focus into the potential impacts and necessary implications in its workforce, covering ethical implications and employee reactions to new systems and interfaces to utilise in order to complete their duties. By implementing AI and automation systems employees may feel like they are being replaced or gain a fear of redundancy, hence the need to implement it with ease and allowing employees to steadily adapt to these changes at their own pace and with clear guidance. Doing so permits employees to comfortably ask questions in regards to AI, gain necessary training and opportunities to develop their skills in regards to digital-forward approaches, and redesign job roles to encourage adaptation to a new hospitality environment where technology is the primary source of support in both operational capacities and guest interactions. 
Furthermore, as previously discussed, artificial intelligence and automation in the hospitality industry, if misused or wrongly integrated into the hotel, can become a significant privacy and trust concern. Following data protection laws like GDPR, hotels like ibis Hotels have a hard time to implement new technologies and systems if data collection is involved as they are then required to comply with strict laws that restrict sharing of data, misuse of data, and also penalise against improper storage of confidential information. Hence, not many hotels are keen to implement systems that “make their jobs easier” but at the same time require procedures for data collection and storage.
Focusing further on the ibis hotel itself, artificial intelligence can create some implications for economy hotel brands. By focusing on providing affordable services, these types of hotel brands have to sacrifice luxury and high-quality products to offer a higher quality service and a more comfortable experience to all guests. Therefore, artificial intelligence within a lower-level hotel brand does not necessarily align with the cost efficiency the hotel aims for. Also, by implementing automation even further into ibis hotel, there is a significant risk of standardisation, leading to robotic responses, lack of emotional knowledge, and a lack of focus on the guests’ personal needs. 
Hence, ibis hotels benefit less in comparison with luxury brands like Shangri-La when it comes to artificial intelligence and automation adoption into its hotel operations. However, it is technically possible to implement these new systems and go for a more automated service in the hotel’s operations but due to the current public image of ibis Hotels, there is a high risk of losing its competitive position and brand consistency across international markets, leaving the brand exposed and vulnerable to losses both in booking rates and partnerships.
Looking at actual procedures and requirements to implement artificial intelligence and automation into the hospitality industry, there are certain considerations to take into account such as financial investment pressures and long-term return on investment (ROI) concerns. For economy-focused hotel brands like ibis Hotels, in the early stages of integration, it will be difficult to supply the necessary funding to implement these changes on a global scale without an external factor. In this case, Accor, the parent company could potentially provide the funding for these changes but the risk is significant, potentially leaving the companies exposed to losses instead of profits. Additionally, in the long-term, ROIs are not guaranteed, as the hospitality industry is a constantly changing environment with hotels relying on guests’ needs and behaviours. Hence, creating these changes and expecting long-term profitability without in-depth analysis and effective use of forecasting frameworks is likely to fail and therefore requires proper planning beforehand.
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The main aim of this report was to identify the impacts that artificial intelligence and automation technologies has on the hospitality industry, covering different aspects of a hotel’s day-to-day operations and its guest experiences. The research and primary source of data focused heavily on the case study; ibis Hotels, located in Nottingham, UK. The methodology for this report was decided to be secondary data, as this was more useful in this case as it provided a more subjective understanding of the impacts in comparison to how primary data would, where bias could be included. 
Throughout the report, most of the information was split into four key themes of the impacts on the hospitality industry, researching operational efficiency, guest interactions and satisfaction, workforce reactions and readiness, and finally ethical challenges and implications to the integration of artificial intelligence and automation  as a whole.
Artificial intelligence has proven to significantly improve operational efficiency in all aspects of a hotel’s day-to-day operations. Through the implementation of artificial intelligence, hotels can prioritise higher quality service while allowing AI to manage data-based tasks. This was proven through the use of revenue management systems like the IDeaS’s G3 RMS which was first implemented by Accor Hotels, the parent company of ibis Hotels. With a 98% unrivalled client retention rate, systems like this prove their strong image and success rates in the hospitality industry. In addition, artificial intelligence implemented into chatbots, with the purpose of becoming conversational AIs have proven to be significantly beneficial towards a hotel’s operations and profitability, with an estimated £57 billion in revenue forecasted for the next three to four years starting from 2025. 
Artificial intelligence has also proven to enhance convenience and accessibility for guests, by being on the frontlines of integrating into digital information and online guest interactions. This was done through creating chatbots on websites and as a proven example of a successful implementation, through software platforms like ALL Accor’s integration into ChatGPT. This integration helped Accor and its child companies like ibis Hotel to gain access to a wider customer base and receive an increase in guest retention rates as it would be easier to find them and book stays with their hotels.
From the findings, it has been proven in this research report that artificial intelligence improves speed and accuracy of data, while also helping to personalise services through customer’s personal information or their general habits relating to hospitality services. This proves to speed up guest interactions and reduce delays in any sort of interactions relating to guests’ needs and requests in the hotel. However, this comes with a few setbacks as human touch remains essential for conflict resolution, brand loyalty, and empathy. In this regard, ibis Hotel and other hotels would fail to maintain this factor as artificial intelligence and automation seeks to remove it completely, providing responses and assistance based on actual facts and statistics in comparison with what the guest may need on an emotional level. Therefore, complete automation, regardless if the intent is completely positive and towards the growth of the hospitality environment, is not a realistic goal for the industry and not desirable either in present times. After all, artificial intelligence and automation technologies are there to complement hospitality services, operations, and the productivity of employees but does not mean it is necessary to redefine or replace core values of the industry. Therefore, applying artificial intelligence and automation technologies on a more supportive level rather than transformative can significantly help operations and growth of a hotel’s operations without directly changing anything or influencing negative impacts on both employees or guests.
The major implications to integrating artificial intelligence and automation into the hospitality industry rely on potential job displacement fears and digital skills development, alongside organisational culture in some cases. 
Through the implementation of artificial intelligence into hotel operations and guest interactions, there has been an increase in employee fears of redundancy and loss of jobs, fearing AI may replace their job, especially if it links to administrative duties which AI can perform with much ease. As a result of this impact on employees, productivity in the hotel can decrease significantly, as demotivated and unsure hotel staff will not focus on the job and prioritise their own source of income and future, especially if it is at risk due to new changes and systems.
 Resulting from integration of AI and automation, staff training is a must, if hotels want to effectively run AI and automation systems for the benefit of hotel operations and guest interactions and experiences. Hence, funding and time investments need to be allocated accordingly, resulting in lengthy durations for proper integration of AI and automation systems.
Overall, the impacts artificial intelligence and automation technologies have on the hospitality industry is severe to say the least. Artificial intelligence itself has largely, a transformative potential, able to directly influence hotel operations and significant changes in the hotel through facts and accurate forecasting analytics, but its main purpose and role is to be supportive towards hotel staff and management systems, hence why its main usage in the industry relies on operational efficiency over guest interactions. Furthermore, although its implementation is complicated, it must be effectively balanced out to avoid any implications and challenges ranging from ethical problems to actual workforce concerns and negative guest reactions.
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Firstly, taking into consideration the challenges and implications of artificial intelligence and automation technology, it would be the best for the industry and individual hotels like ibis Hotels to implement further AI-driven tools and systems through a phased implementation process. This means that each implementation process would be categorised into a whole phase, allowing the hotel’s management personnel to accurately track the performance and success of each implementation process and forecast the potential impacts each of them may have. 
This will allow hotels to easily revert any mistaken decisions and provide an in-depth pilot testing before a full rollout that will most likely lead to significant changes in the hotel’s operations which the hotel may not be prepared for finance or resource-wise. This recommendation will also expand to control forecasting analytics in the potential return on investments (ROIs) from the integrations and predict any future impacts on the hotel and its operations, including potential backlash from guests after their experiences with the systems. As a result, ibis Hotel and other hotels in the industry could see a significant increase in its operational success and efficiency, with more positive feedback from guests, resulting in a positive public image.
Secondly, a hybrid service approach is a genuinely effective recommendation for the hospitality industry in its current state, and especially for ibis Hotels. By balancing the use of AI into transactional tasks, and leaving room for human touch in regards to emotional tasks, there would be a significant increase in operational efficiency and guest satisfaction, which is what every hotel is hoping for.
 To effectively implement this recommendation, front desks and all departments would remain staffed with humans as normal, covering complex issues requiring emotional intelligence and conflict deescalation. For the role of AI, it will be strictly kept at a support level, focused on solving analytical issues and to answer simple queries that can be asked without any human interaction or the need of actually being at the hotel in-person. That is where chatbots and online AI response tools are most effective and useful. 
This recommendation also covers the hotel against any implications regarding employees fearing the loss of their jobs as it promotes human interaction and the need of humans in their original roles, and maintaining AI and automation technologies as simply supportive devices and tools for the staff to use to optimise their efficiency and the speed at which they resolve problems for guests.
Thirdly, financial and human resource management while implementing artificial intelligence and automation technologies is crucial to maintaining operation efficiency. Hence, applying digital training programmes to on-site and remote hotel staff is crucial to maintaining positive and constant communications in regards to the systems’ effectiveness, while also upskilling individuals in digital proficiency based skills, allowing hotel staff to be key contributors to the hotel’s operational efficiency and towards improved and more knowledgeable guest interactions and experiences. 
This would also provide employees with information and clear communication that they are key members of the company and not replaceable, regardless of the effectiveness of AI. As a result, employees would have less fears about job removals and instead focus and prioritise the potential in them becoming more knowledgeable on AI and automation and using that to improve their quality of service towards guests and also the quality of their work in the hotel.
Finally, to protect the hospitality industry, and specifically ibis Hotel against any implications in regards to ethics and data protection, the hotel should prioritise clear and detailed analyses of the impact that AI has on data collection and storage methods. To encourage guests to revisit, it would be smart to utilise transparency in regards to data usage policies and intentions of the hotel, to reaffirm the hotel’s positive intentions of using the data collected for the benefit of the guests and their personalised services and products. In further support of this, regular cybersecurity audits are highly recommended to avoid any potential concerns as to hacking risks or potential failures to adhere to GDPR regulations.
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