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Abstract 
This research takes a look at how AI is changing the way hotels operate with the research being a case study of the Leonardo hotel east midlands airport a four star hotel in Derbyshire. Using the single case study approach, combined with using sources online and the researchers own experience from their placement at the hotel this study explores how AI is changing and will change the hospitality industry in the future. It also looks over its benefits, challenges and what it can mean for the future of smaller businesses within the industry. 
The research begins by looking over studies from all over the world on the subject of AI within hospitality. These studies show that AI can help speed up a lot of mundane tasks, cut costs and even improve a guest’s experience. Yang and Chew (2021) describe how AI can take over repetitive tasks like scheduling and light aspects of front desk. Buhalis in his 2020 and 2021 work highlights the use of AI chatbots and virtual assistants, while Tomczyk (2022) explains that AI can make tailored personalised guest experiences that help in building loyalty. However, other sources like Huang (2018) and Hou (2024) warn about the impacts on employees, mainly due to the fear of losing their job. One last important note is that most of the research looks at huge luxurious brands when collecting data, and while Leonardo has luxury branding it is still a mid sized chain. 
Findings from the case study are showing that Leonardo has already started using AI in its operations. Such as the fact that it uses a chatbot from HiJiffy that handles about 93% of guest interactions, and some rooms have voice-controlled features, helping the hotel feel more high-tech and modern. But there are still areas that need improvement. Guests still rely on the front desk to place food orders, and there’s no mobile app or self-check-in system, something that would especially benefit tired travellers looking for a quick and easy stay. The reseach also mentions how night shifts impact a staff members mental and physical well being, with these concerns being raised by moon (2015) who suggests AI can help to take the strain of these night shift workers. 
The discussions segment mentions how AI is not a perfect solution and it cannot be fully relied on yet. Touching on Aloisi’s idea of an AI manager double, as a way of showing how AI isn’t yet ready to fully replace a human being in hospitality. Guest acceptance of AI, based on Gursoy’s (2020) AIDUA model, depends on how easy it is to use and what others say about it. But misinformation or lack of understanding can quickly create resistance. Morch (2024) advises against overhyping AI, urging hotels to adopt it only where it actually makes sense.
Lastly, based on all the information gathered, in the Literature review, Findings and discussions chapters, this research paper gives recommendations to the Leonardo hotel. Those being: trying a simple mobile app to test how guests respond, installing AI-powered kiosks to help with food ordering and upselling (suggested by Yaacob, 2021), and creating clear ethical guidelines for how the business is using AI for service (Kang, 2014). Any new AI technology introduced should follow SMART Targets to make sure it's actually effective and measurable, and serving a purpose (Oleksandra, 2019). Lastly,  the research shows that AI can offer big advantages for hotels like Leonardo, both in terms of quicker operations and better guest experiences. But only if it's implemented with purpose. 
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Chapter one Introduction
This research project aims to provide a comprehensive overview of AI within hospitality, encompassing the benefits, drawbacks, challenges, and opportunities, and the future of utilising AI in a hotel. The research paper will be centred around the Leonardo Hotel, and using its operations as examples of how AI will impact the industry on a hotel-to-hotel level. The reason behind this research project comes from my time at Leonardo hotel doing placement work, I realised that many of the tasks could be streamlined and made easier with the help of the technology that already exists, which begged the question, how much of the work within a hotel right now can be made easier with the help of AI? Would it even be a good idea to replace humans with machines? What about in 10 years? How will AI change the industry in the future? These questions will be answered in this research paper. Looking more at the hotel in question, Leonardo Hotel East Midlands Airport is a four-star hotel located in Derbyshire, near the East Midlands airport. Its branding is based around being a modern, easy solution for travellers. It doesn't expect its guests to stay for more than one night at a time due to its location, and it prides itself on its comfort and refreshments. It’s Juvante’s health and leisure clubs add to that idea, as guests have access to a fully equipped gym, a sauna, a heated indoor swimming pool, and a steam room. Meaning the hotel’s branding is entirely based on being a one-night, comfortable, refreshing stay before a flight at the nearby airport. This research paper will look at how AI can help maintain that branding and bring the hotel to new levels. However, it will also look at how AI might damage that reputation and the negatives of AI implementation. 
Chapter 2 Literature review
AI is being explored globally in the hospitality sector for its potential to change the world. More specifically, for its potential to streamline hotel operations, cut costs, and improve guest experiences and therefore guest satisfaction. Yang and Chew in 2021 explained that intelligent robotics and ‘’Internet of Things (IoT) Devices can help to automate mundane tasks in hotels, especially within housekeeping, room service and front desk, helping hotels cut costs and use their staff more efficiently (Yang, 2021). Another piece of literature that agrees with Yang’s work is Doborjeh’s decade-long review showing that AI uses ranging from customer service to data analysis have changed how hotels operate more and more, since hotels are now using AI to process data, their decisions are much more informed in modern days than before (Doborjeh, 2021). Papers written by Buhalis in 2020 and 2021, respectively, both emphasised the role of Chatbots and virtual assistants powered by AI in better guest satisfaction, due to. To the 24/7 availability of the bots, these services further reduce human-to-human interactions; however, they bring hotels better engagement and customer satisfaction, as well as cost-cutting through lower wages (Buhalis, 2020; Buhalis, 2021). Two other papers supporting this are the pieces written by Melian Gonzalez in 2021 and Yun and Park in 2022, supporting the claims by showing that smart assistants speed up guest wait times massively and help in perceived service quality (Melian-Gonzalez, 2021; Park, 2022). 
In 2022, Tomczyk looked at how AI helps in hyper-personalisation. He mentioned how AI algorithms can personalise rooms, recommendations, and marketing messages to match each individual’s profile, which, of course, creates brand loyalty and helps in guest retention. (Tomczyk, 2022). Other pieces of work, such as the one written by Millauer and Vellekoop, show that AI-backed revenue management systems, more specifically dynamic pricing models, can change room pricing based on Live demand changes (Millauer, 2019). Viverit in 2023 explored how AI-powered predictions can better manage a hotel’s supply compared to its demand, and ultimately increase a brand’s profitability (Viverit, 2023). Luo and Xu in 2021, as well as Zhao in 2019, wrote about how AI analysing customer reviews online can give the hotel instant insight into thousands of guests’ opinions compiled in a short report, allowing hotels to very quickly act on feedback (Luo, 2021; Zhao, 2019).
In terms of Guest experiences and satisfaction, AI is slowly becoming integral to comfort and ease. Lalicic and Weismayer’s paper in 2021 stated that the in-room Virtual assistants powered by AI give customers the power to change anything from room temperature to light brightness and even light colour, giving autonomy, convenience and immediacy to guests. Gone are the times when hotels guests need to call front desk to change anything about the room (Lalicic, 2021). 
When comparing AI integration across multiple hotels, the literature shows a pretty big divide between big hotel brands and Small to medium hotels. An example would be hotels like Zedwell and others under the Criterion Hospitality umbrella in London, who are successfully using AI-powered kiosks and chatbots to help with check-ins. This has reduced front desk staff by 60% and has cut the average check-in time from 10 minutes to just two and a half. Works written by Doborjeh in 2021 and Limna in 2023 have uncovered that small-time hotels simply cant afford technology like that, or even the training required or something similar, and they often need strategic support to find other solutions just to stay competitive, leading to this huge difference between hotels in AI adoption (Doborjeh, 2021) (Limna, 2023). 
However, although many bright individuals wrote the literature above with a complex understanding of hospitality, there is still very little research done on AI, since the technology is so new, it’s hard to state the long-term drawbacks. Which is one of the few criticisms available to make against the research so far (Kahr, 2025). It is clear that the work done on AI so far is mostly positive. Three bodies of work that stand out about the downsides of AI on the Hospitality industry. The first being Zvaigzne’s 2025 piece detailing how AI can improve efficiency and personalisation, yes, but it also replaces human labour and cuts back on personal interactions, raising concerns about service quality (Zvaigzne, 2025). While the second paper is a study on how hotel employees view AI as a threat, drawing on the stress theory, the study finds that the fear of AI replacing employees increases counterproductive decisions, less mental job investment and extra stress on job security, which cuts back on productivity. This research highlights the psychological toll AI adoption has on employees (Huang, 2018). An interesting fact to consider is that this paper was written in 2018, a few years before the huge publicity AI received from ChatGPT’s new model that became popular in 2023, meaning this paper was ahead of its time, and the downsides mentioned have surely only increased since. The last paper worth noting is Hou and Fan’s work in 2024, surveying staff in 5-star hotels across China. This paper speaks on similar problems that Huang’s paper did, how AI reduces work engagement and increases stress. However, they mentioned that strong organisational support can protect employees from these negative effects (Hou, 2024). Another problem, this literature review has also found that most bodies of work focus on luxury hotels and big brands. Even work that criticises AI, such as Hou’s work, is still studying Luxury brands, and this gap in research between luxury hotels and smaller brands leads to potential bias; it also means the information available may not have the full picture of AI within hospitality. This review also could not find any practical frameworks made specifically for small to mid-sized hotels, on how to implement AI with limited budgets (Durst, 2012). 
This Literature review has shown that AI holds the potential to change the hospitality industry as we know it, more than it has already. It can improve efficiency, personalisation and profitability, but it also comes with challenges, such as ethical use, impact on employee productivity and mental health. The following chapters of this paper will focus more on Leonardo Hotel East Midlands airport, using it as a case study to investigate how these theories and insights could be used in practice, and what an employee-friendly AI adoption strategy will look like for a hotel in the UK. Before that, the methods used for the research of this paper will be detailed (Patten, 2016). 
Chapter 3 Methods 
This study will adopt a single case study design, focusing on the Leonardo Hotel located next to East Midlands Airport. Looking into the practical use of AI in a mid-scale hotel environment. In 2009, Robert K. Yin argued that the case study approach is well suited to answering ’’ why’’ and’’ how’’ questions, where the researcher has little control over events and tries to understand complex real-world contexts (Yin, 2009). Similarly, Lincoln and Dezin’s handbook of qualitative research, published in 2000, emphasised that case studies allow for thick description (Lincoln, 2000); in this context, it allows people to find the nuances of Human-AI interactions in a natural setting. And by focusing on a single, in-depth instance, such as the organisational culture, employee attitudes and guest profiles that influence the use of AI, only then can the researcher piece together the bigger picture. Something that surveys or other methods simply cannot do (Buzzard, 2019). 
Although the cosy study does have its limitations, as Baxter and Jack (2008) mention, discoveries of a case study lack the ability to generalise, and researchers should be careful not to over-interpret findings of a case study and its features. To counter this, they mention the importance of using triangulation, meaning using multiple sources of evidence to make a point. Documenting the data collected and analysing it allows for transparency and therefore transferability to other cases of other hotels (Flick, 2018). This study will therefore look at online sources to check findings and make sure that the information gathered is credible. Kozinetz in 2010 backs this statement, as he defined netnotography as an adaptation of ethnographic research techniques to the study of online communities, providing rich, naturally occurring data (Kozinetz, 2010). This particular method is relevant since guest experiences and opinions about AI (in hospitality) are usually spoken about in online forums or review sites rather than a formal setting. Comments about interactions with AI through mobile check-ins, chatbots, etc, will be looked at to also gather the customer’s side of things when it comes to AI in hospitality. 
Its worth noting that online opinions and reviews should be taken with a grain of salt, and only used to asses the publics sentiment on AI. Since opinions given online are usually given without much knowledge of AI or even hospitality as a whole. However, customer sentiments are still important as hotels can improve on how AI interacts with guests, possibly making it a more friendly and digestible experience. Data interpretation is another factor to consider when looking over online opinions and comments, as the lack of face-to-face interactions will make it difficult for the researcher to fully understand what a user might mean, the tone of what they are saying, the facial expressions are all missing, making it easy to misinterpret the comment.
 Lastly, information for this case study will come from the placement experience of the researcher, who will mention what they think the hotel could implement AI for, and comment on its current systems that can be streamlined. This will be noted down in the following section, called 'Findings', and then later discussed and analysed in the subsequent chapter, called 'Discussion'. These research methods are thought to be enough to understand the Leonardo hotel and its relationship with AI. While this case study couldn’t find a body of work discussing work experience as a means for research in hospitality, an interesting study done by Crowe et al in 2011 strongly suggests the value of real life setttings and in depth research for the purpose of a case study, although written in a medical context, it can be broadly applied to other areas such as hospitality (Crowe, 2011). 
Chapter 4 findings and discussion
Findings 
[bookmark: OLE_LINK1]Firstly, it is important to start this chapter by detailing how the Leonardo hotel is currently using AI in its operations, then later detailing the important areas where it is currently not using AI. Using the internet, it’s known that the broader Leonardo hotel group uses HiJiffy’s conversational AI to automate guest communication. It has a high rate of automation (93%), which means most questions are resolved by the chatbot. It is also known that the guest experience is personalised by an AI, which analyses data to then offer recommendations to personalise a service; this is likely done by tracking cookies, like any other business. One use of AI that is confirmed at the East Midlands location by work experience research is the use of voice-controlled air conditioning and temperature controls, alongside voice commands for lights, powered by AI, which brings guests a sense of autonomy and even luxury when these settings are operated by the customer themselves. Goncalves (2024) backs this up by mentioning how immersive AI shapes a customer’s opinion on a service, and even small things like voice commands can be the difference between being seen as a luxury hotel, or as a cookie-cutter regular establishment (Goncalves, 2024). Leonardo Hotel east midlands airport is striving to be seen as a luxury hotel, or at least a step up from basic hotels. Due to its 4 star ratings and location (near an airport), it needs to incorporate more ways for customers to be amazed by the service, easy self-service is a way that can be done. 
Moving on to the areas Leonardo Hotel East Midlands is neglecting in terms of AI adoption, it is mostly in the front desk and customer interactions area where the hotel could very easily improve the customer experience and cut back on costs, in fact, it is the only area in this case study believes sorely needs some sort of upgrade. For instance, the hotel currently has a restaurant where customers can order food, which is standard for an airport hotel, as it is hugely beneficial to offer food to customers recently boarding or off-boarding a plane. However, the system that the hotel uses is outdated and very impractical. Research from placement experience finds that customers must contact the front desk to place an order. The front desk employee will then contact the chef of the kitchen to finalise the order. This process can be made infinitely faster with modern technology, through the use of an app, a kiosk, or even a phone within a guest’s room. There are plenty of problems with the current approach to ordering, such as if the chef wants to clarify or make sure of something, they must contact the front desk, the front desk will then need to contact the guest, and then contact the chef once again. Secondly, Leonardo Hotel East Midlands has no check-in kiosk, and check-ins cannot be done through the app; instead, the hotel chooses to have staff at the front desk 24/7 to cater to late flights and late check-ins. This is again impractical, but this time from the standpoint of the staff. 
Much research has been done on the impacts of working nightly hours; furthermore, check-ins are a simple and quick task that, in modern times, have been changed to become a self-service task for the guests. Again, through the use of a kiosk or app, with the assistance of a virtual assistant to handle any questions or potential problems, the hotel can cut back on the average check-in time and can cut costs for front desk staff. Gursoy (2020) emphasises the importance of smart technologies such as kiosks in reducing wait times and increasing convenience for customers. He mentions how technologies that cut down on wait times can improve the customer experience (Gursoy, 2020). With the added context that, predominantly, customers who are just coming off a flight will be checking in at the Leonardo hotel Gursoys point of convenience carrys more weight, as the incoming customers will be more tired, and more impatient that regular customers. Backing this point, Killgore’s work in 2010 on the effects of sleep deprivation on cognition states that a lack of sleep impairs emotional regulation, which links directly to patience (Killgore, 2010). 
 A study done by Moon et al. in 2015 explored the link between shift work and depression in hotel workers. It found that shift work is heavily related to depression in hotel workers; fixed night shift workers were found to be the most vulnerable to depression (Moon, 2015). The study then went on to point out the negative effects that night shifts place on hotel workers due to the disruption of regular sleeping patterns, the physical health problems that come as a result of that, the social isolation and strain it puts on the workers social life and the mental health issues that stems from all of the combined factors put together. This study is also backed by another research conducted by James et al. in 2017. From a medical standpoint, disrupting the circadian rhythm can very quickly take a toll on the human body (James, 2017).
AI is ushering in a shift in service culture, reshaping employee roles and moving them up from being traditional service providers into supervisors of digital counterparts, and although this shift hasn’t fully encompassed the entire industry, the move has already begun. According to Lu et al (2020), this shift demands new skills from hospitality staff, such as digital literacy and the ability to interpret AI results. Being up to date with computers and knowing how to use them is no longer an extra for the average employee; it is a must. Breakstone (2018) preaches that schools need to take another look at how they teach digital literacy, due to the fast-changing job market and requirements. Leonardo Hotel East Midlands Airport should soon revise its requirements when hiring new staff, and stress the importance of digital literacy (Riddle, 2015). 

A final point that needs to be made is about Leonardo’s hotel’s reliance on a singular person, and that is the general manager. An experimental idea that could be adopted by other hotels in the future, and one that is being adopted by smaller businesses in other sectors, is the idea of having a very well trained AI as a double to the general manager, an AI that is essential trained by the general manager to fill in while they are not there. A 2020 book by Aloisi called Your Boss Is an Algorithm’’, addresses the potential of the emerging phenomenon of using AI and algorithms to take on traditional managerial roles. The book talks about how AI can coordinate, evaluate and even discipline, basically acting as a boss. While this idea may still be sci-fi to some extent, it is an idea worth looking into, especially for the future (Ruel, 2021). 


Discussions 
One side of the story is that the hotel is a 24/7 open airport hotel, meaning some guests would be coming to check in at the earliest hours of the morning, and if, for any reason, the app or kiosks stop working or require maintenance, then the guest would be left with no option. Combining AI and front desk by having both present is an impractical solution as it would double the cost in preparation for an extreme solution, so the decision to keep someone on the front desk at all times can be justified. The pros of using kiosks are simple: the cost-cutting aspect and the faster check-in times are all great, backed by Slevitch’s work in 2018 that has found a strong link between ease of use, speed and customer satisfaction as a result of kiosks (Slevitch, 2018). However, Gupta (2021) describes that the cost-cutting aspect is only long-term, due to the upfront cost of an AI-powered kiosk that can offer personalised upsells (Gupta, 2021). Another point is that older or tech-adverse guests may feel alienated due to the lack of front desk staff feels cold, especially after a long flight. One last point on the side of mobile apps, is that so many businesses are using mobile apps to deliver their service which has caused app fatigue, many guests may simply skip on the app which would waste thousands of pounds for the hotel to build an app that won’t be used.  
However, one use of AI within the Leonardo Hotel that has many talking points is its in-room AI that helps to moderate aspects of the room. The pros of this feature are very obvious; it offers personalisation to guests and ease, as well as a feeling of luxury, as mentioned before (Wu, 2019). However, the Cons are not as obvious. Privacy risks, or the fear of privacy risks, can deter guests, with the constant concern of being monitored being a significant concern for those wary of their privacy, Seymour’s work in 2023 highlighted these concerns of AI voice assistants, and the ethical concerns that come with it (Seymour, 2023). Khezresmaeilzadeh also did some research into voice assistants in 2024, and uncovered how voice assistants profile users and constantly gather data for marketing purposes (Khezresmaeilzadeh, 2024). from the work experience information that this case study has, it is still undetermined if the Leonardo hotel does in fact profile its users or not from their voice assistants, however, it is very likely. Aside from privacy, voice command technology has its limits and mistakes, such as misrecognition due to accents or simple faults in the technology, that can frustrate guests trying to use the service. The hotel should have rooms that skip this feature, giving guests options when it comes to this feature (Cuadra, 2021). 
Exploring Aloisi’s idea of an AI as a double for the general manager, only one benefit comes to mind, and that is the reduced dependence on the GM (General Manager), ensuring there is management at all times. However, looking at the idea from a neutral point of view, many concerns come to mind. The first important question is, who is liable for AI mistakes? (Mahmood, 2022).Which, in its current state, is notorious for mistakes and false information, as well as bias. Another point is that AI has no empathy and is also blind to context, as well as the resistance that would be upheld by staff, who wouldn't be happy to take orders from a machine. A more grounded and viable approach would be to lightly use AI for small-scale tasks such as scheduling shifts, data analysis, etc, backing up the general manager, but never taking their place. Full human oversight should be maintained, and the purpose of using AI in this way should be communicated to staff transparently (Nam, 2021). Ivanov’s open-access study (2024) indicated caution about fully automated AI managers, as he looked into 130 hotel managers, and the study concluded by showing the managers strongly prefer humans being in the loop for emotionally complex decisions (Ivanov, 2024). 
It's essential to note that this case study has mentioned ‘’guest satisfaction’’ and ‘’convenience’ to back up its points; however, these are not quantifiable measures and should be taken lightly. Giese’s work in the year 2000 defines customer satisfaction as something that is subjective, and something that can quickly change over time, as well as something that is hard to consistently measure in real-world settings (Giese, 2000).  Park et al. have an interesting piece on positivity bias within customer satisfaction ratings from 2018, stating how ratings are skewed by positivity bias but also non-response bias, which ends up overestimating guest sentiment and satisfaction (Park, 2018). Which can be true, especially if you take into account the simple fact that a customer who had a bad experience will usually opt to ‘’suffer in silence’’ and quietly walk away never to come back, instead of making a fuss online or on a survey. 
Going back to the acceptance of AI, a study by Gursoy in 2020 used the AIDUA model in hotels to measure guest acceptance of AI. Briefly, the AIDUA model stands for Artificially Intelligent Device Use Acceptance (Bai, 2025). It measures how customers accept AI devices like kiosks, robots, chatbots or virtual assistants through a cognitive emotional process. Firstly, it weighs social influences, do peers approve?, hedonic motivation, is it fun or novel? And then anthropomorphism, does the AI at least seem humanity like?. These intital questions shape performance and effort expectancy, how useful and easy the device appears to be, which forms the secondary appraisal. Lastly, these assessments look into emotional reactions, is it exciting, or does it provoke anxiety? This directly determines adoption intentions. If the emotions are excitement, the model predicts acceptance; if the technology is met with fear, distrust or anxiety, rejection is expected (Gursoy, 2020). An important point to make is that even helpful AI like chatbots or kiosks may be met with resistance, external influences such as online fear mongers that spread anxiety of a Terminator-style AI takeover can also impact how guests perceive new technology, as online misinformation has become a norm and is very good at spreading fear and anxiety. Dong in 2024 wrote a piece about how misinformation and exaggerated narratives of AI creeping into roles such as doctors, judges and managers intensify public anxiety based on a survey of over 10,000 responses across 20 different countries (Dong, 2020).
Huang and Rust built on their 2018 work together in their 2021 piece, introducing a compelling multi-payered intelligence model, talking about three key roles for AI in service delivery. Mechanical, thinking, and feeling. It is already known that AI in its current form is good at repetitive tasks, and low-skilled efforts. Thinking AI can also digest large chunks of data, helping in personalisation in upselling, and predicting maintainance and demand forecasting, while feeling AI such as chatbots, can address emotional and relational nuances, although this is the least reliable (Petar, 2024). Their model stresses that the mechanical AI should fully automate routine tasks, Thinking AI should inform decisions of staff, supporting them rather than replacing them, and feeling AI should try to imitate human interaction but not substitute it (Huang & rust 2021). 
Building on this Bock, Wolter and Ferrell (2020) see things differently; they conceptualise service AI as a whole ecosystem that integrates all capabilities of AI across all service levels. They criticise traditional hospitality theories for failing to account for AI’s growing potential, calling for frameworks that explicitly mix AI and human roles in service encounters (Bock, Wolter, and Ferrell, 2020). In the case of the Leonardo hotel this case study has already mentioned how it can deploy AI in its services, and although it will expand on this in the later recommendations chapter, expanding on it here would be redundant. 
An online article written by Morch (2024) using the netnotography research method mentioned earlier, the author cautions against rushing to implement AI. This is an interesting take, taking a standpoint against many of the takes and references used so far in this case study. He argues that AI is often portrayed as a ‘’silver bullet’’ solution in the hospitality sector that can revolutionise every aspect of hotel operations. However, he continues that the enthusiasm is frequently exaggerated. Morch stresses that while ‘’yes’’ AI can improve operational efficency and help in certain tasks it cannot replace the essential human elements of hospitality and how it cannot provide empathy, personalised service and complex problem solving. He warns that without balance and thoughtful action hotels risk disappointing guests and their staff by relying too heavly on technology that isn’t fully fleshed out yet, and that certain brands are engaging in this ‘’arms race’’ of AI just for marketing purposes to force themselves ahead in the industry (Morch, 2024). 
Chapter 5: Conclusion and Recommendations 
This research project has looked into the potential AI has to transform the hospitality industry with a specific focus on the Leonardo hotel East Midlands Airport as a case study. By looking into the benefits, challenges, drawbacks and opportunities of AI adoption, this case study has given a comprehensive analysis of how exactly AI can help in hotel operations, guest satisfaction and employee dynamics. The findings may have even underestimated AI’s potential and capacity to help, or maybe it has overestimated its importance, however only time can tell just how important AI will be for the industry. 
One of the main findings is AI’s ability to speed up hotel operations and reduce costs. Chapter two highlighted how intelligent robots and IoT devices, as well as AI-powered systems, can automate mundane tasks such as housekeeping, room service, and front desk operations (Yang, 2021). At the Leonardo hotel, the use of HiJiffy’s AI, which achieves a 93% automation rate for guest communications, shows this efficiency clearly. Similarly, voice-controlled room commands contribute to the hotel’s luxury branding. This technology aligns with the brand’s identity as a quick, convenient one-night stay for travelling people. However, this research has also found missed opportunities for AI use, especially in the front desk department and the restaurant division. The hotel is currently using outdated food ordering systems, relying on front desk staff as a middle man and the lack of kiosks or a mobile app are other inefficiencies within the hotel, as Gursoy (2020) mentions, kiosks can reduce check in times and staff costs while improving convenience for visitors (Pittman, 2024). 
Another finding is that AI plays a role in enhancing guest experiences through hyper-personalisation. AI algorithms can change room settings such as temperature and offer upsells to each separate individual, which helps in guest retention (Tomczyk, 2022). Leonardo Hotel likely has an algorithm that is taking care of its data analytics and tracking cookies. While its in-room assistants could also be collecting data, although this is not confirmed. The drawbacks to using virtual room assistants are, of course, the privacy concerns that come with 24/7 available virtual assistants, Guests could face a paranoia of constantly being listened to, which can hurt the trust between brand and customer (Khezrmaeilzadeh, 2024). To cut down on these risks, the hotel should give its guests the option to either opt in or out of this service. 
There are other drawbacks, but also positives that have been found with using AI, mostly related to employee health and job security (Sadeghi, 2024). On one hand, AIs can help cut back on night hours for staff, which can boost health and morale, while on the other hand, the stress of an employee’s job security can put strain on mental health and productivity. Huang’s (2018) research, before AI’s boom of popularity, mentioned how the fear of being replaced by AI can put strain on staff. A later study in 2024 by Hou and Fan echoed the same sentiment from 5-star hotels in China. It’s easy to say that there needs to be balance within hotels on how much work AI actually does, but a clear strategy on keeping that balance is rarely discussed. 
Another important takeaway from this research is that in terms of AI adoption for the guest-staff relationship, one of the most important parts of hospitality. AI holds the power to dilute this relationship, and get in between an essential aspect of hospitality that guests still value highly. As highlighted by Ivanov (2024), emotionally complex decisions are still handled best by people, and most hotel managers are still careful to delegate tasks to AI. 
Within the subject of AI in hospitality, there are optimists who believe this is the next level of hospitality, and there are sceptics who downplay the usefulness of AI within hotels. It was mentioned earlier that Morch (2024) isn’t keen on AI at present and suggests that AI is overhyped; the real question is whether he’s right. Hotels have a clear incentive to exaggerate AI, and so do the companies that make this technology. A level-headed conclusion would be a mix between optimism and scepticism, keeping in mind both the potential of AI and its limitations. Aloisi’s concept of an AI manager as a backup is interesting; however, it overlooks AI’s constant mistakes and Biases as well as its lack of empathy, while a concept as much is still far out in the future its important to keep its potential in mind (Roselli, 2019) (D’Cruz, 2021). 
Recommendations 
Finally, after concluding the data in this research report, the final section will provide recommendations to the Leonardo Hotel for successful 	AI implementation using credible sources to back up the points made. 
The first recommendation is to build an app. Although this research has mentioned app fatigue as a real phenomenon, and as Agterhuis (2012) mentions, customers are developing feature fatigue within apps, it is in good measure to assume that building ‘’the best mobile app’’ is not in the hotel's interest, or its audience’s interest. Instead, the proposed app should be lightweight and built with a purpose, focusing more on usefulness rather than extra features or even as a way to upsell, since customers are becoming increasingly aware of marketing tactics, especially through apps. Quach (2022) describes how, through interviews with senior managers and customer informants, he highlights how customer sensitivity to privacy and mistrust is growing. 
The best option to launch the app for Leonardo Hotel right now is to avoid wasting funds by launching a pilot app with a limited guest group as a test. If the results are positive on this test run of a beta app, then the hotel should look into a full-scale app. Since the Leonardo hotel is a chain and a larger brand, a mobile app is a great idea and the first recommendation (Knott, 2015). 
The second recommendation is obvious, however, very necessary; the hotel needs to improve its food ordering system. Removing the front desk as a middleman and replacing it with ordering directly from the kitchen, or from the app or a kiosk (Mahmud, 2024). This research has found that AI can be helpful in personalisation and upselling, so for this recommendation, a kiosk or app is ideal due to that potential. A business that has mastered kiosks and uses AI for upselling is McDonald's. Yaacob (2021) investigated the attitudes of customers towards McDonald's kiosk ordering systems. He found that the kiosk is strategically designed to bump up the price of an order through personalised meal upgrades that an AI suggests based on the user’s history (when they sign in with their account). It was discovered that customers are more likely to accept these upsells when they are provided in a non-intrusive, personalised, and isolated manner through the kiosk. Zubchuks research in 2022 also backs up Yaacobs point, stating that natural language processing models can analyse a customer’s ordering pattern in real time, even if the user is not signed in, and the AI has no previous data for the customer, it can analyse how much time the user is spending to order and offer reccomendations based on small chucks of data that it gathers in real time. For example, if a customer has taken 5 minutes to order, and still hasn’t added anything to the basket, the AI will offer the safest, go-to option as a response (in McDonald's case, the Big Mac) (Zubchuk, 2022) . 
How is this relevant to the Leonardo hotel? Kiosks powered by AI can boost their restaurant sales, due to the phenomenon that AI kiosks create, and that is customers ordering too much food based on the recommendations, and bumping up their order total. A study in Malaysia found by Baba et al in 2023 found that kiosks increased purchasing behaviour , and would purchase add ons even if they weren’t planning on doing so, backing up the earlier point (Baba, 2023). 
A third recommendation, following Morch’s (2024) caution, would be to avoid technology for the sake of technology or marketing benefits. Every inclusion of AI should be tied to a real business need, possibly even using SMART targets to set goals for each inclusion of AI. Oleksandra (2019) speaks on how SMART targets are one of the most effective approaches to setting targets (Oleksandra, 2019). Although an article by Day and Tosey (2011) critiques the smart target approach and introduces a new framework called WFOs or well-formed outcomes, this alternative is based on neuro-linguistic programming, and it aims to address more dimensions than the SMART target approach (Day, 2011).
For the fourth recommendation, it is good for the Leonardo hotel to set clear ethical guidelines and be fully transparent with its staff and its guests about the use of AI. This can build very strong trust with all stakeholders of the company (Kang, 2014). For the ethical guidelines and their policies, they should cover how guest data is collected and analysed. It should also clearly cover the options to opt in or out of AI services (Campbell, 2019).
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