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[bookmark: _Toc184416883]Abstract

This dissertation investigates the perspectives held by HR and hospitality professionals on the use of AI-driven recruitment in the UK hospitality industry. Through the analysis of both empirical research and existing available data, it has been possible to understand further the benefits, challenges, and potential future directions. This research was determined to be necessary due to the increasingly widespread use of AI in recruitment. The need for understanding of its usage in the UK due to the absence of specific legislation as of 2024 makes it a timely and relevant dissertation topic. It has been determined that AI as a concept is only going to continue to evolve, and so it is important to appreciate fair use to mitigate risk. The available data for the UK hospitality industry is limited, and so it was identified that obtaining perspectives from those directly impacted by its use would enhance clarity and enable accurate organisational decision-making during strategic planning.
This dissertation was structured with a positivist approach in order to gain organic perspectives that were not influenced by any personal thoughts or opinions of the researcher. The primary research consisted of a 20 question, multiple choice questionnaire that was sent to UK wide HR and hospitality professionals, and Swansea based hospitality academics. The researcher utilised an existing contact list that consisted of trusted professionals that they currently work alongside. The compiled questionnaire was created using Microsoft Forms and was entirely anonymous. For these reasons, it can be concluded that the research was both valid and reliable in nature. In-built statistical analysis tools, supported by further analysis in Microsoft Excel allowed for the researcher to test hypotheses and understand objectives. These online platforms also enabled the researcher to successfully meet time and financial constraints associated with data collection. The findings have been presented in the form of graphs, charts and cross-tabulation tables, along with written analysis and synthesis.
It was of great importance to analyse current available literature in order to understand how the gathered perspectives from the primary research could complement and contribute to the existing data. The researcher placed value on understanding the concept and history of AI in general, the current usage of AI in hospitality, AI-driven recruitment in general, and more specifically in the hospitality sector. The literature review discovered that the current data is rather limited and is particularly brief in regard to AI in recruitment in UK hospitality specifically. This further cemented the need for perspectives from those directly impacted by its use, and thus highlighted the value that the primary research would bring to both academia and industry.
Prior to the release of the survey the researcher identified specific hypotheses that would be tested. The first prediction was that candidates would show more resistance than HR professionals due to fears of fair use. The second prediction was that age would influence perspectives, with it expected that the older age brackets would show heightened resistance due to the likelihood that they have experienced less sophisticated technology overall compared to the younger population. The final prediction was that the country of origin of respondents would influence answers with patterns of similar responses expected from the data collected. The primary research determined that the first two hypotheses were unproven, whilst the third remained underdetermined, and in need of further research.
The survey was sent to potential participants UK wide currently working in a range of hospitality positions. These included HR representatives, management hospitality employees, non-management hospitality employees and hospitality academics. This was a deliberate choice to enable clear perspectives from a range of HR professionals and candidates. The potential respondents were encouraged to share the survey link with any contacts they felt would be relevant to increase the overall sample size. This decision was taken to encourage a larger response rate due to the lack of existing data currently available. The aim was for 80-100 participants in total, with the result of 80 questionnaire responses gained overall. A larger number of responses would have been preferrable; however, trends and conclusions have been identified, and a concrete basis for future research and industry recommendations has been made.
The findings of this dissertation outlined an overriding demand for transparency of use, and clear concerns regarding ethics and potential bias of automated algorithms. There was also a clear trend of respondents suggesting that the loss of human interaction is in direct conflict with the core values of the hospitality industry. However, the expectation that the older population would be more resistant to the concept was unfounded, as was the assumption that candidates would be more resistant to AI in recruitment due to fears of misuse. Instead, the primary research showed that it is HR professionals that exercise the most caution. It has been noted that this could be due to preoccupations regarding job security.
The primary research has reinforced the findings of the literature review and identified recommendations for future study and industry. It has been acknowledged that when the responses were separated into subcategories the number of responses therein were rather small, which presented difficulty when attempting to determine hypotheses outcomes. For example, only 14 respondents selected rest of the world as their country of origin, which presented challenges when attempting to identify patterns of answering based on where respondents were born. The researcher has therefore made recommendations that include a larger number of respondents, and a mixed methods approach that was not possible for this dissertation due to time constraints. The reason for this is that the optional open questions within the quantitative questionnaire provided insightful information that deepen perspective. A focus group or interviews would enhance this further. For industry, the primary research and literature review synthesis has enabled the recommendation to communicate use of AI to potential candidates. This will assist with mitigating fears which was an overriding concern that was evident throughout the primary research responses.
Overall, this dissertation has discovered that there is an increased trust in AI-driven recruitment, and far less resistance than had been anticipated. This is reassuring as it is a concept that will only continue to become more widespread as the evolution continues. The need for clear communication, regular testing for accuracy, and a clear understanding of potential ethical pitfalls is crucial for successful implementation. 
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Chapter 1 Introduction
1.1 [bookmark: _Toc184380186][bookmark: _Toc184416885]Introduction

The use of artificial intelligence (AI) as a recruitment tool in the UK hospitality sector is gaining popularity. However, the research into its effectiveness, and the potential ethical implications is limited. The possibility of a gap in literature was identified by the researcher during their MBA studies, and following further research, it was discovered that a lack of data is currently held regarding AI-driven recruitment in the UK hospitality sector. Furthermore, very little data is available discussing the perspectives of those directly impacted by its use.
Therefore, this dissertation will explore the use of AI in UK hospitality recruitment and how it impacts both Human Resource (HR) professionals, hospitality candidates at both management and non-management level, and academics that are working to prepare future hospitality workers for industry. There will be a focus on the key factors that affect the implementation of AI, the concerns of its use, the ethical considerations, what impact AI may have on candidate diversity, and the potential long-term impacts of its use.
1.2 [bookmark: _Toc181904536][bookmark: _Toc184380187][bookmark: _Toc184416886]Background

One in six UK organisations are utilising AI as a tool for business operations (Hooson, 2024). This use has extended into recruitment due to the need to satisfy demands for recruiting new staff members. 
Low pay and reduced job satisfaction are only two reasons why the hospitality industry sees high staff turnover. This was further increased with the Covid-19 pandemic and Brexit which resulted in many skilled and loyal employees leaving the UK hospitality industry. This prompted organisations to turn to AI for assistance with increased vacancies, and to heighten the chances of finding the right candidate that would remain with the company long-term (Ore and Sposato, 2021).
AI in recruitment began as a tool to complete the initial stages of hiring candidates, including screening resumes to reduce response time and fill positions at a faster rate (Kelly, 2023). The increasing sophistication of AI has seen it progress further, with Hilton Hotels using AI to conduct video interviews for example. This technology uses a predetermined algorithm to detect facial expressions and analyse responses. The results contribute to whether a candidate is successful, or highlighted for an alternative position (Thibodeau, 2019). This technology resulted in Hilton Hotels reducing their hire time from 45 days to 5 days (Kurter, 2019). It was introduced following the success of their chatbot AllyO which screened resumes and saw a 23% reduction in the need for human agents (Thibodeau, 2019). 
Many benefits have been outlined, including lower costs, faster turnaround and the release of HR professionals from certain admin tasks to enable better placed focus (Kelly, 2023). However, there are concerns, including that AI is an algorithm and must be programmed. If biased information is inputted, then biased results could occur. Amazon discovered this in 2017 when their AI tool was found to be rejecting resumes that suggested the candidate was female. The approach was abandoned after huge controversy (Dastin, 2018). Whilst AI technology has continued to grow, the concern of bias remains relevant. However, this concern has been acknowledged, with established AI providers such as Retorio speaking out to explain that they actively debias their systems through Big 5 psychometric testing (Drage and Mackareth, 2022). This system is an established framework that identifies five key areas of personality traits. These five are: openness, conscientiousness, extraversion, agreeableness and neuroticism (Prosper, 2024). It is claimed that using this framework allows for neutral assessments of candidate suitability as it focuses on personality traits rather than elements such as gender, race or age. Furthermore, it has also been claimed that AI software is deliberately programmed to highlight wording that may be biased and suggest neutral alternatives for organisations to utilise (Drage and Mackareth, 2022). 
Other concerns include data protection. Laws regarding General Data Protection Regulation (GDPR) were brought into action in 2018 to provide protection and guidance. It has since been questioned whether the access of AI to this information is ethical and in line with regulations (Mujtaba and Mahapatra, 2024). With the European Commission establishing the first legal instructions on AI in 2021, it is clear that these concerns are being acknowledged, but the question remains if enough has been implemented, and whether these instructions are being followed effectively by the one in four recruiters that are using AI in some form as of 2024 (Mujtaba and Mahapatra, 2024).
Finally, the concern of the loss of human touch within the recruitment process is particularly relevant for the hospitality industry as it requires making a human connection. The Chartered Institute of Personnel and Development (CIPD) acknowledged in a recent webinar (2023) that there is no escaping or stopping AI and so it is crucial for organisations to understand how to accurately and ethically utilise the technology in recruitment. The CIPD have advised that organisations must be responsible, ensuring ongoing and extensive training, and regular accuracy testing. They also believe that it is important for a human to make the final decision, with AI involvement ending at the shortlisting stage (CIPD, n.d).
There is limited data available to understand how widespread AI-driven recruitment in UK hospitality is. However, as mentioned above Hilton Hotels is utilising the tool. It is unclear whether this has been incorporated in the UK yet, however with 203 UK hotels as of 2024 (Hilton, 2024), a clear presence of AI in UK hospitality recruitment is expected and likely to increase. In addition, Marriott International, with 128 UK properties have also commenced the use of AI in recruitment. It is to a lesser extent than Hilton Hotels, as their current use is a chatbot to answer candidate questions and provide information, however this is likely to evolve (Gibson Kanner, 2024).
1.3 [bookmark: _Toc181904537][bookmark: _Toc184380188][bookmark: _Toc184416887]Research Rationale

The researcher has made the decision to investigate the differing perspectives on the growing use of AI in UK hospitality recruitment due to their current and previous working experience. The researcher is a Lecturer on an undergraduate hospitality degree programme, where they contribute to the overall preparation of future hospitality workers. Prior to this, the researcher worked in hospitality in various management and non-management roles for eighteen years.
This experience has led the researcher to recognise that the ever-evolving use of AI to recruit requires careful consideration to avoid pitfalls for the industry overall. Furthermore, with direct industry experience during the Covid-19 pandemic and Brexit, the researcher is aware of recruitment and retention challenges that call for an evolution of recruitment practices.
The researcher understands the need for contributions to existing literature, and therefore the research questions are:
· How has artificial intelligence affected recruitment processes in the UK hospitality industry, and what are the expected long-term effects?
· What are the potential impacts to fairness and candidate diversity when artificial intelligence is used in UK hospitality recruitment?
· What are the key concerns of HR professionals and candidates in relation to the use of artificial intelligence in UK hospitality recruitment?
Individual research objectives have been set to achieve the aim of providing further insight into the current use of AI-driven recruitment in UK hospitality. These objectives enable a deeper insight into the perspectives of those directly involved. The researcher established that the required insight would be from HR professionals, management and non-management hospitality candidates, and hospitality academics.
The research objectives are:
1. To analyse the perspectives of HR professionals and candidates on the effectiveness and fairness of AI driven recruitment tools in the UK hospitality sector.
2. To identify the key factors that influence the organisational decision-making process when implementing AI recruitment tools in the UK hospitality sector.
3. To evaluate the concerns that HR professionals and candidates have in relation to ethics and accuracy of AI recruitment tools in the UK hospitality industry.
4. To assess the impact of AI driven recruitment on candidate diversity in the UK hospitality industry.
5. To assess the long-term impact of incorporating AI into recruitment processes in the UK hospitality sector.
1.4 [bookmark: _Toc181904538][bookmark: _Toc184380189][bookmark: _Toc184416888]Research methods

The adopted research method will be quantitative, which will allow for a large data collection to understand the impacts of AI-driven recruitment in UK hospitality. As explained by Almeida et al. (2017) quantitative research is preferred when the requirement is to obtain “accurate and reliable measurements that allow a statistical analysis” (p.369). The researcher is seeking to test hypotheses and identify trends and so this research method is more appropriate than a qualitative approach that would focus on meanings, and is concerned with research that “cannot be quantified” (Almeida et al, 2017, p.370). This approach conflicts with the researcher’s aims and has therefore been rejected.
An online questionnaire will be created using Microsoft Forms and sent to hospitality professionals, focusing on UK wide HR contacts that the researcher currently works with, alongside a wider candidate pool of UK hospitality representatives. In addition, the researcher will send questionnaires to colleagues within UWTSD, the majority of whom have worked in hospitality, to allow for academic perspectives. The total number of responses aimed for is 80-100. The researcher understands this to be realistic given the time constraints, and a large enough number to enable testing of the hypotheses.
The questionnaire aims to gain perspectives on the advantages, disadvantages, and concerns regarding ethical practices and potential bias associated with AI use. The researcher also aims to gain understanding of potential future directions, based on current opinions.
The compiled data will then be examined through the statistical analysis functions within Microsoft Forms and Microsoft Excel to identify patterns and interpret results. This analysis will then be considered alongside existing research that will be obtained from the UWTSD library services to enable trends to be discovered and hypotheses to be proven or disproven. This will include relevant journals, academic literature, and approved publications that have conducted research in this field already.
1.5 [bookmark: _Toc181904539][bookmark: _Toc184380190][bookmark: _Toc184416889]Research value

This topic will benefit academia and business by contributing to existing literature and providing current perspectives from hospitality professionals and academics. This will enable a comprehensive understanding of AI in recruitment, and provide suggestions for effective utilisation as the implementation and capabilities continue to grow. This research can also identify gaps in knowledge and potential for future studies. It can be used in a multidisciplinary manner for teaching within academia, and can present valuable insights to enable organisations to use AI in recruitment in a fairer and more efficient manner. Widespread use of AI in hospitality recruitment is still in its infancy, as the subsequent literature review will highlight, and so the quantitative research results will be both timely and relevant. With concerns including ethics and fairness, it is of particular importance to understand current processes and necessary improvements.
With recent events including Brexit and the Covid-19 pandemic resulting in ongoing difficulties with staff retention in UK hospitality (Russell, 2024), it is particularly topical to produce this dissertation. The empirical research will contribute to the identification of an improved and more streamlined recruitment process, which will allow for this dissertation to stand alone as a relevant document. It will also provide an introduction into further research opportunities, which cements its relevance and value.
1.6 [bookmark: _Toc184380191][bookmark: _Toc184416890]Conclusion

This chapter has outlined the relevance of the subject, and the aims, objectives and research questions that will enable the researcher to compile data that can contribute to existing research. In the following chapter, the researcher will present the findings of the literature review to outline the data that is currently in existence.

[bookmark: _Toc181652616][bookmark: _Toc184380192]

[bookmark: _Toc184416891]Chapter 2 Literature Review
[bookmark: _Toc184380193][bookmark: _Toc184416892]2.1 Introduction

The AI market is worth over £16.8 billion in the UK as of 2024, with the total estimated to reach £801.6 billion by the year 2035 (Hooson, 2024). These statistics highlight that not only is this market firmly established already, but rapid growth is expected. With one third of organisations already using AI in some capacity, its widespread use is evident (Kirchherr et al., 2024). However, only three percent of these organisations currently utilise an AI function in their human resource (HR) practices (Kirchherr et al., 2024). This suggests that implementation for recruitment is still in its infancy. It is important therefore, to understand the concept of AI in HR and recruitment, which this literature review will outline and analyse. This understanding will allow for the requirements of this organisational area to be met with enhanced efficiency and accuracy.
[bookmark: _Toc181652617][bookmark: _Toc184380194][bookmark: _Toc184416893]2.2 What is AI?

McKinsey & Company (2024) explain that AI is “a machine’s ability to perform some cognitive functions we usually associate with human minds”. This provokes both excitement and fear. The concept of a machine relieving the human of certain tasks sounds enticing, but the concern of whether this will lead to machines taking over entirely remains apparent. A study reported on by The HR Magazine outlined that 61% of HR Managers are concerned they could lose their jobs to automation (Machell, 2023). However, the same study found that AI will likely not replace the human altogether, but will instead work alongside them, with a focus on the need for employees to reskill and adapt to a changing working environment (Machell, 2023).
[bookmark: _Toc181652618][bookmark: _Toc184380195][bookmark: _Toc184416894]2.3 The history of AI and the concept of Artificial General Intelligence (AGI)

It was Alan Turing who first presented the idea of AI in 1950 when he introduced the concept of a machine having the capability to perform intelligent functions. This is now termed the ‘Turing Test’ (McKinsey & Company, 2024). It has been suggested that the paper outlining the test was designed to argue against critics that believed machines could not operate intelligently (Gonçalves, 2022). This idea was developed, and led to the introduction of the term artificial intelligence in 1956 by John McCarthy; an American computer scientist who suggested patterns and symbols within machines could result in the solving of problems (McKinsey & Company, 2024). Despite a longer history than perhaps would be expected, it is still suggested that the concept of artificial intelligence is far from evolved, with notable individuals such as roboticist Rodney Brooks (2017) stating that we are “a long way from AI systems being better at writing AI systems than humans are”. Brooks believes that not only will AI require human intervention for many years, but the concept of AI performing without human assistance, could be as far away as 2300 (Berruti et al., 2020).
There has been clear progression in the field of AI, with its earliest adoption in the form of machine learning where algorithms were programmed to enable machines to identify patterns and make predictions on outcomes (McKinsey & Company, 2024). This has developed into a more advanced form termed deep learning, and more recently into the field of generative AI where well-known algorithms such as ChatGPT are able to produce content that is “indistinguishable from human-generated content” (McKinsey & Company, 2024).
These forms of artificial intelligence are becoming increasingly common, meaning that fears are beginning to decrease. However, the newest concept, the idea of artificial general intelligence (AGI) continues to provoke unrest. As mentioned above, AGI is likely to be hundreds of years away, with Rodney Brooks quoted as saying that much of the published information to suggest otherwise is inaccurate (Berruti et al., 2020). However, Richard Sutton, a professor of computer science has disagreed and instead suggested that the concept of AGI could happen by 2030 (Berruti et al., 2020).
Whether imminent or not, it is agreed that AGI will eventually be utilised, and see AI systems capable of sensory abilities similar to humans. This will allow it to operate in a way not currently available (Berruti et al., 2020). The suggestion that there will be an AI system that can operate autonomously is sparking fears ranging from a replacement of the workforce through to complete human extinction (McLean et al., 2021). It is important therefore, to understand how AI is currently used in industry, and more specifically in the hospitality industry, in order to mitigate the risks of misuse wherever possible.
[bookmark: _Toc181652619][bookmark: _Toc184380196][bookmark: _Toc184416895]2.4 AI in UK hospitality

As AI has become increasingly widespread in UK organisations, it has infiltrated into the hospitality industry. However, this sector currently has one of the lowest adoption rates at 11.9%, which equates to 52,500 firms currently adopting AI in the hospitality and leisure sector (Evans and Heimann, 2022). However, this does mean that there are “380,000 non users” (Evans and Heimann, 2022), ranking the UK hospitality industry as highest out of the sectors included for not utilising AI currently. Despite holding the lowest adoption rate, the hospitality and leisure organisations that have implemented AI invest in it heavily. It ranks 4th out of 13 sectors in regard to spending, with a total spend in 2020 of £6.2 billion (Evans and Heimann, 2022). This emphasises growth potential, but also shows that for the organisations that have incorporated AI, it has been deemed worthy of increased financial investment.
The most popular use of AI in the UK hospitality industry is to provide a personalised customer journey (Jiwnani, 2024), with the opinion that it should always heighten the guest experience, rather than be implemented as a replacement for the human representative. Perhaps the most well-known use is Hilton’s Connie the robot. Whilst Connie is not currently used in any UK properties, it is an indication of where UK hospitality is moving towards. Connie is a robot concierge, equipped to assist hotel guests with queries ranging from in-property facilities to dining options in the local area (Sahota, 2024). Similarly, Marriott International is reported to be using AI assistants to enable guests to control in-room elements such as lighting and temperature (Sahota, 2024). Arguably, this enables the guest to enjoy a more personalised service, with options catered to their specific needs. However, it does raise the concern of what the impact could be on overall customer satisfaction with this reduced human interaction.
The Henn na Hotel in Japan has embraced both of the above concepts in their hotel offering, and suggests future developments. This property is the first robot hotel of its kind, even earning a Guiness World Record when it opened in 2015 (Shead, 2019). It has a Japanese speaking humanoid and English-speaking dinosaur robot at the front desk, robots that deliver luggage and store belongings, and in-room robots that perform functions such as adjusting room temperatures by analysing guest body temperature (Rajesh, 2015). However, the feedback has been mixed overall. Whilst positives include the quirky experience, and efficiency of the large mechanical arm that can handle luggage, concerns raised include the unpredictability of the robots. Human support staff reported the increased workload of repairing robot faults, and customers reported in-room robots responding to noises such as snoring, causing disturbed sleep (Shead, 2019). This has resulted in more than half of the robot workforce being culled since the property opened. The concept was introduced to fill vacancies, but instead there has been an increase in required human power to maintain the machines (Shead, 2019). 
Neil Sahota (2024) argues that hotels “embracing AI stand at the forefront of delivering exceptional service”, suggesting that AI can bring innovative benefits to the customer journey. However, it is important to consider the workforce also. Staff members are a crucial part of any organisation, and should be scrutinised equally when considering the impact of implementing AI.
[bookmark: _Toc181652620][bookmark: _Toc184380197][bookmark: _Toc184416896]2.5 AI in recruitment

The use of AI in recruitment is becoming increasingly popular. As outlined by Ruel and Njoku (2020) it allows for heightened efficient outputs where menial administrative tasks are completed by AI rather than human representatives. This results in more effective and strategic working by the human HR professionals, with a focus on talent management to produce an agile working environment. This is reinforced by Jack Kelly (2023) who states that the main concern for recruiters is to ensure the right candidate is selected in as short a time frame as possible. The key to this is to incorporate the speed that AI provides to filter through applications and highlight the most appropriate candidate. As Kircherr et al. (2024) state “the calls for more strategic HR can now be answered, thanks to generative AI, by freeing up HR capacity”. The increasing removal of administrative tasks involved in creating advertisements and shortlisting candidates has produced positive results. The HR department has the time and resources to focus on talent retention, development and more accurate and efficient onboarding techniques. This suggests that the role of the HR professional is evolving to hold a more strategic position within the organisational structure. However, it is important to note that whilst AI is becoming more prominent in recruitment, it still requires a heavy human influence to ensure success. As outlined by Lee and Cha (2022) it is crucial to ensure a dual approach so that AI and humans can “complement each other’s limitations”.
A well-documented example of potential failures can be found in Amazon, where their system was discovered to be favouring male candidates (Dastin, 2018). The data that had been fed into the AI algorithm favoured terminology more often found on the resume of a male, and was therefore biased against females (Dastin, 2018). This highlights a prominent concern. The output of an AI algorithm is a direct result of the data that is fed into it, which presents a risk of biased recruiting and inaccuracies in hiring.
Well-known AI hiring tool providers such as HireVue have argued that their product removes bias through careful and constant system monitoring coupled with their own recruitment where they promote wide diversity (HireVue, 2024). However, it has been argued that AI systems can actually sustain biased practices as there is a risk of flawed data inputs which will inevitably result in biased outcomes (Machell, 2023). Without a carefully created algorithm that understands all aspects of diversity, it would be challenging to entirely remove unconscious biases from the algorithm.
It is undeniable that AI is becoming widespread in recruitment, and its use will continue to grow. As Mujtaba and Mahapatra (2024) highlight “AI is extensively utilized by organizations for diverse functions, including job advertisement creation, applicant tracking systems, conducting video and phone interviews, and implementing gamified assessments”. Therefore, it can be concluded that some form of AI use in recruitment will likely be used by the majority of organisations in the future. Perhaps this is why the UK Government published a white paper in 2023 to highlight the risks and rewards of AI use, and move closer towards official regulations (UK Government, 2023). As stated in the report, the aim is to ensure that operations are enhanced by AI rather than threatened by it, with the hope that this can be achieved through a partnership with innovators. This can bridge the gap and produce a system regulated by fairness, transparency and effective measures (UK Government, 2023).
[bookmark: _Toc181652621][bookmark: _Toc184380198][bookmark: _Toc184416897]2.6 AI in hospitality recruitment

Intercontinental Hotels Group (IHG) is one example of a high-profile hospitality brand implementing AI into its recruitment practices. They partnered with Cognisess, an analytics company, to pilot AI in their European recruitment processes (Harrington, 2017). The aim was to recreate current success stories within their management teams. The method behind this was to test their managers and create an algorithm from the results, with this being used in the form of gamification testing to make future hiring decisions (Harrington, 2017). IHG believes that this will enable them to find the right candidate and align talent with the correct brand within their varying portfolio (Harrington, 2017). It was such a success as a pilot scheme that it has since expanded to include decision making for professional development within current employee pools also (Harrington, 2017). Data compiled in the second year of the scheme outlined a rate of over 95% accuracy, and a 50% reduction in assessment time and cost (Cognisess Admin, 2019). There has been no further data released that is specific to this scheme, however, it has since been reported that the Cognisess and IHG partnership has expanded into a collaboration for IHG Academy. The IHG Academy provides AI powered learning opportunities designed to develop potential new recruits (Neaves, 2021). This continued partnership highlights the ongoing importance that IHG places on using AI assistance to recruit staff. Furthermore, in IHG’s end of year report for 2023, they shared that their employee engagement score was 87% highlighting that the majority of employees are happy with the organisation, and further suggesting the success that AI assistance can offer (IHG, 2024).
Another market leader using AI in recruitment is Hilton Hotels. It has been reported that the implementation of AI in their processes worldwide saw average hire time reduce from 43 days to 5 (Kurter, 2019). It is suggested that millennials and Gen Z candidates allow only seconds for an advertisement to grab their attention, meaning an immediate impact is crucial (Kurter, 2019). Hilton Hotels has recognised this by incorporating AI on a global scale to create job advertisements and conduct interviews. It is well-documented that they use the AllyO chatbot in preliminary stages, and HireVue to complete video interviews that analyse facial expressions and responses to assist with shortlisting (Thibodeau, 2019). These time saving measures have since evolved and seen Hilton utilise AI in a similar way to IHG to identify promotion opportunities for existing employees and track development accordingly. They have achieved this by introducing LeapIn AI which enables them to make hiring decisions based on the likelihood of future progression potential. The result has been a reported 50% reduction in staff turnover (LeapIn AI, 2024). However, this has been disputed, with MTestHub (2024) reporting that the actual reduction in staff turnover is 25%. The outcome, however, is that retention is increasing as a result of AI implementation.
Whilst AI is arguably accessible and beneficial for large and international hotel brands, what does this mean for boutique and independent hospitality outlets? This is where the concern of return on investment becomes apparent. Implementing AI algorithms is costly and ongoing, as the systems require regular maintenance (Norman, 2022). This delayed return on investment could be enough to see smaller independent establishments priced out of the AI world. However, it is important to note that recruitment often takes on a different style within these smaller establishments, and it could be that these properties would not see any value in using AI. However as noted by Tounta (2015) smaller hotels still have the same requirements of larger properties, and so an effective HR system is crucial. In fact, a “small hotel’s survival may depend on its ability to recruit efficient, qualified people, while providing them with incentives so that they work at full capacity” (Tounta, 2015). It can therefore be argued that the concept of AI in recruitment should be as relevant for a smaller hotel as for a larger chain. Ultimately, whilst AI in recruitment can be costly to implement, and can bring risks of bias and prejudice, it is seen as innovative. As Norman (2022) outlines, “AI is no longer an optional extra for the UK’s hospitality industry; it’s an essential part of the blueprint for a resilient, innovative, and customer-centric future”.
As the post-pandemic recovery continues, and the challenges for attracting and retaining staff in the hospitality industry remain, the time saving measures of AI, and the capabilities of identifying correct candidates see it viewed as a necessary tool for strategic human resource management. Careful approaches and constant monitoring are required for successful implementation, with the preoccupation remaining that AI practices enhance human interaction rather than replace it (Green, 2024).
[bookmark: _Toc181652622][bookmark: _Toc184380199][bookmark: _Toc184416898]2.7 Organisational perspectives

It has been reported that 80% of organisations that are implementing AI practices will continue to employ the human staff member, with a focus on retraining and adapted job requirements. As Frith (2017) reported; 82% of UK organisations that were questioned confirmed they would not replace the human worker.
AI is widely championed by organisations with the belief that time saving measures and increased accuracy results in reward outweighing risk. Indeed, 64% of respondents from the aforementioned report believe that AI is required to enable their organisation to make the best strategic plans and remain agile (Frith, 2017). As outlined by Yoong (2019) “talent acquisition remains one of the key challenges of the hospitality sector, plagued by the common misperceptions of working in the service industry”. This highlights the difficulties that organisations face in selecting the right candidate. It is possible therefore, to appreciate why AI as a concept is so alluring. It presents the possibility of improved and faster selection processes, and allows for human HR professionals to focus on strategic development of team members and company practices (Yoong, 2019). 
The hospitality market leaders are continuing to expand their use of AI in recruitment, with examples including the Marriott careers chatbot taking care of preliminary candidate enquiries (Gibson Kanner, 2024), Hilton using HireVue technology to screen and interview (Kurter, 2019) and IHG implementing gamification to shortlist (Harrington, 2017). This highlights the importance that organisations place on the use of AI in recruitment and further cements the belief that it is beneficial from both time and cost saving perspectives. With the associated costs of recruitment and onboarding reaching thousands per employee, it is important to ensure that this investment is in the correct candidate, and that the HR professional manages the talent correctly to raise the likelihood of retention. This retention enables a return on investment, and the avoidance of repeat costs should the candidate leave the position (Tapp, 2024). With this considered it is clear to understand why organisations see AI implementation as positive when planning strategies.
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Whilst 43% of HR Managers surveyed by The HR Magazine admitted that they fear AI will replace them entirely (Machell, 2023), the opposing viewpoint is that this is a fear that will remain unrealised as there are human attributes and capabilities that cannot be replicated by machines. For example, a machine cannot show the empathy that is required for issues with pay, or mental wellbeing (Machell, 2023). So, whilst it is likely that AI implementation will result in a switched focus for HR professionals, and perhaps an adapted set of skills and job requirements, it will not result in their replacement entirely (Machell, 2023).
Another study conducted by People Management produced differing perspectives, suggesting that only 5% of leaders in HR fear the loss of their jobs to AI. In fact, their study resulted in an almost even split of those excited to use AI in their roles against those that were not, with 39% speaking positively, and 33% presenting caution (Jackson, 2024).
These differing perspectives highlight that there is conflict regarding resistance which demonstrates the need for further investigation. The main concern is attributed to the pitfalls associated with trustworthiness of AI algorithms, with 47% of respondents in the People Management study sharing fears on the accuracy of results (Jackson, 2024). This provides understanding for why there is a growing demand for relevant legislation to underpin the use of AI in HR (Sloan, 2023).
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The perspectives of candidates vary according to existing literature. People Management reports that over half of employees are resistant to its use, with 39% of UK respondents to their survey stating that they distrust its use in HR practices (Jackson, 2024). The overriding belief is that there is a lack of transparency and a heightened risk of biased decision making (Jackson, 2024).
[bookmark: _Toc181652625][bookmark: _Toc184380202][bookmark: _Toc184416901]Conversely, a study conducted by Horodyski (2023) suggests a more favourable range of opinions. This study discovered that candidates were mostly positive about AI use, highlighting that the process is easy to follow, and resulted in a quicker response time regarding applications. Further discoveries from this study suggest that candidates believe it reduces some of the anxieties associated with the application process as it affords them extra time and resources to prepare without human interaction that can instil additional pressures (Horodyski, 2023). It has been documented that the perspectives of candidates is an underdeveloped research area that requires further insight to draw clearer conclusions. However, it can be surmised that candidates are identifying strengths associated with the use of AI that have not perhaps been appreciated previously.
2.10 HR frameworks

Existing HR theoretical frameworks provide valuable insight relating to AI in recruitment, and the positives and negatives associated with its use. They allow for structured suggestions to assist organisations with strategic decision-making.
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Figure 1: Max Weber Bureaucracy Theory (Nickerson, 2024)
The Bureaucratic Theory by Max Weber concerns itself with standardised rules and procedures relating to six principles. It lends itself well to promoting AI in recruitment as it suggests candidates should be hired based on qualifications and proven performance, with emotional decision-making a barrier to effective selection (Peek, 2023). According to Weber’s theory, this would increase efficiency through the discouragement of personal relationships influencing strategic decision making.
Elton Mayo disagrees, instead emphasising human relationships through the Human Relations Theory by suggesting that productivity increases when people feel part of a team (Fraraccio, 2024). This theory centres around ensuring employees feel valued and respected, with an emphasis on building bonds to enable development. The removal of human elements through AI recruitment suggests that this theory is in conflict with the use of AI, as it would remove personalisation and potentially result in lowered business efficiency and incorrect hiring decisions (Fraraccio, 2024).
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Figure 2: HR role model by Dave Ulrich (Haak, 2017)
More recent frameworks suggest a compromise. Dave Ulrich’s HR Model advises a shift from functional to strategic approaches, outlining the importance of increased collaboration between HR and other departments (Polc, 2021). This aligns with the positive aspects of AI in recruitment, whereby the human HR representative is released from time consuming tasks such as screening resumes, and more readily available to work alongside the senior team to ensure operations are progressing in line with strategic goals.
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Figure 3: The People Value Chain (Ferron et al., 2020)
In 2020 The People Value Chain Model (Ferron et al., 2020) was released as a tool to guide HR professionals. It outlines three key aspects crucial for a successful organisation. These aspects are a digital people team to implement automation of certain admin and operational tasks, a people services team to discover innovative solutions for talent management to ensure businesses perform at optimum levels, and a virtual global business team to liaise with other departments such as IT and Finance to increase strategic performance (Vasey, 2021). This model works in support of AI in recruitment as it encourages the use of automated systems to support human workers. It can be argued that this model will be extremely beneficial as AI becomes more widespread. It ensures the interests and protection of human workers through realignment of job expectations, thus preventing the risk of complete replacement by machines.
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People Management reported in 2022 that The Equality and Human Rights Commission (EHRC) had outlined guidance on the importance of adhering to relevant laws and regulations. They also reinforced the existing argument that the UK Government needs to introduce specific laws due to the risk of discrimination (Cave, 2022). The UK Government did produce its own guidance in 2024 to outline associated risks and highlight key considerations, however there are still no UK laws specific to AI use in recruitment (Gov.UK, 2024). The guidance acknowledges risks related to discrimination including against the older population, those that are less proficient with technology or those that are disabled (Gov.UK, 2024). Whilst there is protection in place with existing laws including The Equality Act 2010, there are increasing calls for a specific law to be introduced to provide more widespread protection.
The European Artificial Intelligence Act was introduced in 2024, and this has further increased suggestion that the UK should replicate this law (Jackson, 2024). The aforementioned act is the first of its kind in the world, but it highlights the necessity for clear instruction. Furthermore, The European Artificial Intelligence Act has four risk categories: minimal, limited, high and unacceptable, with the use of AI in recruitment ranked as high (Jackson, 2024). This rating suggests that specific legal regulations are needed.
When discussing legal implications, it must be noted that there is a possibility of abuse in relation to data protection when machines handle sensitive data. The Data Protection Act 2018 outlines that there is legal binding against unlawful processing of personal data, with further protection in place for characteristics including, but not limited to: race, biometrics and health (Gov.UK, 2018). Drage and Mackereth (2022) report that many third-party AI providers claim that their systems actually remove these biases and promote diversity. However, concerns remain as to how much investigation has actually been undertaken by these organisations to ensure accuracy. There continues to be debate around the reality that an AI algorithm is a result of inputted data, and so the risk of unconscious biases from the human inputter remains apparent. This could result in outputs that do not align with legal requirements. The advice from The Information Commissioner’s Office (2023) is that organisations must appreciate the extent of resources required to navigate relevant laws and regulations. It further advises a data protection impact statement to be conducted by senior staff members to assess and ensure compliance.
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2.12 Ethical implications

Fritz and Cabrera (2021) reported that there is a risk of dehumanisation when implementing AI into recruitment. They discovered that a lack of ethical values in machine algorithms could result in a breakdown of the candidate and employer relationship. This is due to the loss of empathetic judgement. This ethical concern rated highest in a survey of HR professionals (Fritz and Cabrera, 2021). The inability for a machine to make moral choices could have detrimental consequences for all involved. 
The Chartered Institute of Personnel Development (CIPD) echo these concerns; however, they acknowledge that there is opportunity. The advice given for HR departments is to ensure that they retain control over processes (CIPD, 2023). The operational elements of AI in recruitment must remain with those that have held responsibility previously. To extend decision making to wider departments that may approach the concept with separate concerns is a risk. For example, the finance department may look only at the cost saving potentials, it is for the HR team to ensure the human connection remains a priority in order to mitigate risks (CIPD, 2023).
Loveday (2024) acknowledges these ethical concerns, but explains that there are available solutions through a proactive approach. The advice given is that “HR leaders must actively participate in shaping AI-related regulations that achieve a delicate equilibrium between fostering innovation and upholding ethical principles.” (Loveday, 2024).
A study conducted by Deloitte (2024) acknowledges that whilst there are existing risks regarding ethical decision making by humans, these risks are increased when AI is utilised through the lack of human acceptance to question choices. Instead, the decisions of machines are instantaneous. Further concerns include speed and reach that digital systems have compared to humans, with negative outcomes possible on a vaster scale (Deloitte, 2024). It is also reported that the humans commonly involved in AI algorithm creation have a technical background, meaning that they would likely not have the same emotional concerns in mind when designing systems. This further raises the risk of non-adherence to ethical requirements (Deloitte, 2024). This point reinforces that not only should humans be involved throughout, but the right humans need to be part of the process. As Loveday (2024) advises, HR professionals must be heavily involved to guarantee that this innovative practice is approached with “integrity, ensuring that AI serves as a catalyst for positive change in organisations, and society at large”.
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This literature review has discovered the need for further research. The use of AI generally in organisations, and more specifically in recruitment is continuing to increase (CIPD, 2023). With far reaching consequences in relation to ethics and bias, and the current lack of specific UK legislation, there are heightened risks of misuse.
However, there are clear advantages including realignment of HR professionals to responsibilities more heavily involved with talent management, faster response times for candidates during application, and overall strategic advantages for organisations. When considering these aspects in line with relevant HR theoretical frameworks, there is guidance available to assist. However, it has been discovered that the existing research is brief, and requires further investigation. A lack of perspectives of those directly involved: HR professionals and candidates in particular is apparent, presenting concerns when attempting to identify patterns and future directions (Horodyski, 2023).
From the perspectives that are available there is conflict currently. A higher level of resistance is apparent as reported by Evans and Heimann (2022), which further emphasises the need for continuing research. This would enable a deeper understanding of the role that AI could play, and would help to ensure legal compliance and the protection of the personalised approach synonymous with hospitality.
[bookmark: _Toc184380206]As this literature review has discovered, there is a lack of data within the UK hospitality industry, identifying the need for further study. With the UK hospitality industry employing 3.2 million people as of 2023 (Sealy et al., 2023) this concern affects a large demographic, meaning understanding is crucial. Enhanced and specific research will enable accurate future directions to be identified. The following chapter will outline the methodology that has been identified as appropriate in order to conduct primary research that complements and builds upon the findings of the literature review.

[bookmark: _Toc184416905]Chapter 3  Methodology
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This chapter will present the methodology that will be used to conduct the primary research. This will be undertaken in order to realise the aims and objectives as outlined previously, and prove or disprove the predicted hypotheses.
During this chapter, the researcher will discuss the method that has been selected, and why this was chosen. This will be discussed through highlighting the positive and negative aspects of the chosen research method, and reasoning for why it was selected. This decision-making process included research into existing methodology, and these theoretical findings will be presented below. 
This methodology will also present the sample size and survey design, and will include reasoning for these choices. This coupled with the presentation of existing literature will enable the identification of any limitations in relation to this study, and these will be analysed also.
[bookmark: _Toc181652719][bookmark: _Toc184380208][bookmark: _Toc184416907]3.2 Aims

The primary aims are to gain insight into the suspected differing perspectives of hospitality professionals. Through the format of a survey, multiple choice questions will be shared to understand how HR professionals, hospitality employees (both management and non-management), and hospitality academics feel about the concept of AI-driven recruitment in the UK hospitality sector. These questions will enable the researcher to understand the benefits, challenges and future directions of its use. A further aim is for the findings of this research to contribute to existing data and enable future predictions to be made.
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3.3 Objectives

The objectives of the primary research are as follows:
· To analyse the perspectives of HR professionals and candidates on the effectiveness and fairness of AI driven recruitment tools in the UK hospitality sector.
· To identify the key factors that influence the organisational decision-making process when implementing AI recruitment tools in the UK hospitality sector.
· To evaluate the concerns that HR professionals and candidates have in relation to ethics and accuracy of AI recruitment tools in the UK hospitality industry.
· To assess the impact of AI driven recruitment on candidate diversity in the UK hospitality industry.
· To assess the long-term impact of incorporating AI into recruitment processes in the UK hospitality sector.
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To realise the aforementioned objectives the researcher will test hypotheses to prove or disprove anticipated results. The hypotheses are as follows:
· That there will be differences in average response depending on whether the respondent is a HR representative or a candidate, with the assumption that candidates will show more resistance to the use of AI and demonstrate an increased fear in relation to fairness of recruitment.
· That the age of the respondent will influence their answers, with the prediction that those within younger brackets will show less resistance as it is expected they fear the concept of technology less than older brackets would.
· That country of origin will influence responses, with patterns of similar answers generated by respondents that were born in the same geographical location.
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As Saunders et al. (2016) explain; if research is “not undertaken in a systematic way, on its own and, in particular, without a clear purpose, it will not be seen as research” (p.5). This highlights the importance of careful planning, and identification of the relevant research design.
The researcher has identified that the most appropriate research format is quantitative with a positivist paradigm. As outlined by Zyoud et al. (2024) a quantitative format is preferred when research requires large amounts of data to be collected for analysis. It is methodical and objective and allows for the researcher to test hypotheses. A further benefit is that it enables patterns and trends to be identified that would not be possible when taking a qualitative approach (Zyoud et al., 2024). This dissertation has identified specific hypotheses and questions based off of assumptions made through the research of existing literature, and so a quantitative approach with a positivist paradigm would complement this. Furthermore, this style of research allows for predictions to be made regarding future participant responses (Alharahsheh and Pius, 2020). The researcher has identified this as relevant due to the limited existing data as outlined in the literature review. A positivist paradigm further allows for objective results to be gained which the researcher deems appropriate. The aim is to achieve responses that outline real perspectives rather than interpretative responses that have relied too heavily on the why aspects of decision-making processes. As outlined by Biggam (2015) a positivist researcher believes that “reality is objective and independent of the observer and so can be measured and predicted” (p.168). The researcher determines this to be appropriate and accurate in relation to this dissertation topic, and has concluded that this approach will generate the required responses and enable future research opportunities.
It has been considered that one of the drawbacks of a quantitative approach is that it can result in the omission of more personalised or subjective responses that highlight reasoning and context of decision-making. A qualitative approach allows for these aspects to be scrutinised (Biggam, 2015). However, the researcher hopes to overcome this through the addition of optional open questions to encourage personalised responses that would otherwise be missing. 
The researcher aims to collect and analyse data without personal influence to identify factual results, and therefore a positivist paradigm with deductive reasoning is most appropriate (Dudovskiy, 2024). To use the alternative of interpretivism would mean that the focus would be heavily on meaning rather than facts, and this would be in conflict with the aims of this research (Dudovskiy, 2024). Interpretivism would also suggest that the researcher is unable to remove their thoughts and opinions, instead interpreting results rather than analysing the data independent of their own potential biases (Dudovskiy, 2019).
To achieve the aim of non-personal data analysis, the researcher has ensured that the method for data collection is presented in a passive tone with multiple choice questions that are worded carefully to ensure respondents answer honestly and are not influenced in any way. In addition, the survey is deliberately anonymous to encourage a true reflection when answering questions.
The researcher conducted a brief pilot study, where they shared their questionnaire with their dissertation supervisor, and trusted contacts consisting of one HR representative, one hospitality academic, and one management level hospitality employee. This pilot study allowed for the researcher to obtain opinions on question type and language of presentation. This enabled the production of a final survey that honoured the requirement to obtain large amounts of organic quantitative data (Biggam, 2015).
The researcher acknowledges benefits of alternatives such as qualitative data collection, including that answers are “usually more expansive than those obtained through other means” (Biggam, 2015, p.154), however time constraints and lack of available resources are a concern, and so this approach was ultimately rejected. Qualitative research can encourage self-expression as discovered by Opsal et al. (2015), but can also raise concerns regarding confidentiality. This risk was another concern that led the researcher to reject this method as they sought to protect their ongoing working relationships with targeted respondents.
[bookmark: _Toc181652723][bookmark: _Toc184380212][bookmark: _Toc184416911]The researcher also ultimately rejected a mixed methods approach. Whilst this can be beneficial as it allows for added depth through the balance of quantitative and qualitative data collection (Emerald Publishing, 2021), it is not without its drawbacks. The predominant concern that led the researcher to reject this method was the time constraints, and the overall lack of available resources that would be required. Furthermore, with concerns regarding the validity of findings that can occur when conducting both quantitative and qualitative data collection in one study, the researcher decided this was not a suitable approach (Adu et al., 2022).
3.6 Sample

The researcher aims to obtain 100 responses to their questionnaire which was deemed appropriate due to the literature review discovering that there is limited data currently within UK hospitality. The questionnaire was deliberately created through Microsoft Forms to aid navigation for respondents, and for the in-built statistical analysis tools.
An online platform was a deliberate choice as it encourages a larger response rate. The respondents have the freedom to submit the questionnaire via their phone, tablet or computer, and also at any time that is preferrable. Furthermore, as the questionnaire requires UK wide responses, it is important to be able to reach as many contacts as possible, leaving the only available route via email request with a survey link included. 
As reported by Sue and Ritter (2007) there are benefits and limitations associated with online surveys, and it was important for the researcher to consider these when determining the correct method for data collection. The benefits include lower costs and the ability to reach a wider audience at a faster rate. These benefits were identified as specifically relevant as the subject matter concerns the whole of the UK rather than one specific location thereof, and so a wider reach was crucial. Furthermore, speed was a particular concern as the limited time available to collect and subsequently analyse data resulted in the need for a questionnaire that could be released quickly. Lastly, an online survey allowed for no associated costs in relation to the data collection.
The disadvantages of an online survey are the heightened risk of a low response rate and ethical concerns such as the risk of coercion (Roberts and Allen, 2015). The researcher identified these disadvantages as particular risks, as a large sample is aimed for to test the predicted hypotheses, and because responses are requested from an existing contacts list. This includes HR and hotel representatives that the researcher works with on an ongoing basis to support undergraduate placement students, and peers within their role in academia. Due to this ongoing working relationship, the researcher was keen to avoid responses that resulted from a representative feeling obliged to answer.
In order to overcome these disadvantages, the researcher followed all relevant ethics procedures, and was transparent when making requests for participation. The email that was drafted for the questionnaire was carefully constructed to ensure that it was clear that participation was voluntary, and that all responses would be confidential and anonymous. Within the survey itself, it was important to include another statement reiterating anonymity, the reasons for the research being conducted, and to remind respondents that withdrawal at any time was possible.
In regard to the survey itself, the researcher created sections relating to particular insights with a total of 20 questions altogether. To begin there were 6 demographics questions, deliberately included to enable the identification of trends according to particular characteristics of the respondent. These questions were included with the preoccupation of assisting to prove or disprove hypotheses. The next section consisted of 3 multiple choice questions designed to gain general perspectives on the use of AI in recruitment. This was to understand overriding opinions on its use, before more specific questions were posed. The third section consisted of 5 multiple choice questions regarding risks associated with the use of AI in recruitment in order to understand more deeply any hesitation or concerns that respondents may have. It was deliberate to include two optional open questions inviting elaboration for further insight. The final section was concerned with perspectives on the long-term impacts that AI in recruitment may have. This set of 3 multiple choice questions was included to enable the discovery of data relating to future directions of AI-driven recruitment. The researcher deliberately included a final optional question inviting additional comments, in the hope of gaining further insight.
As discussed by Reio (2024) and Bosshardt et al. (2024) a key concern when conducting quantitative research through surveys is to limit as far as possible the likelihood of invalid responses. The researcher was conscious of this when compiling the questions, and prioritised clear language that would be widely understood to encourage full participation and accurate answering. The survey itself was drafted and edited multiple times to achieve this.
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As stated by Zypher and Pierides (2017) any quantitative research is subject to ethical concerns, and so accurate consideration is required irrespective of the content or the respondents. They further elaborate to suggest that there is an increased likelihood of invalid responses in quantitative research, particularly when conducted online. Also relevant is the concept of biased purpose from the researcher when compiling questions. The conclusion drawn is that a combination of practicality and ethically driven practices are required.
In a direct response to this journal article, Edwards (2019) addresses these concerns and outlines that whilst these are ethical considerations that must be taken into account, the likelihood and severity of their occurrence is far less than suggested by Zypher and Pierides. Instead, Edwards proposes practical solutions that can ensure ethical compliance, including the acknowledgement of conflicts of interest during planning, and the establishment of a clear purpose that acts outside of the researchers personal opinions (Edwards, 2019).
Edwards’ approach has been undertaken for this dissertation to ensure ethical consideration and compliance. As mentioned previously, the researcher identified relevant survey respondents from existing contacts. This identification immediately required that conflicts of interest were taken into account to mitigate risks. The researcher concluded that the subject matter was low risk as it did not relate exactly to the details of the current working relationship, and therefore shouldn’t affect that ongoing partnership. Furthermore, it was clearly communicated on more than one occasion that all submissions would be anonymous to ensure that participants were not identified and subsequently treated in a different manner depending on participation or specific answers given.
The researcher also identified the heightened risk of invalidity of results, and made attempts to mitigate this through the inclusion of open questions to prompt personalised responses. Also, multiple communications of the right to refuse participation and withdraw at any time were made. This was important as it could help to mitigate the risk of respondents submitting surveys because they felt obligated, without a real consideration for the questions within. It was also important to ensure that the questions were multiple choice to encourage accurate opinions and perspectives from those answering. This format enables respondents to appreciate that there is no specific right or wrong answer, but instead a range of potential responses. The researcher also ensured that the UWTSD Ethics Form was completed and approved prior to the release of the survey to ensure that the relevant ethical acknowledgements and considerations had been appreciated.
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The survey was released on Monday 14th October 2024, with a deadline date of Monday 28th October 2024. A two-week deadline was deemed appropriate to enable enough time for respondents to participate, and for the researcher to send a reminder and obtain further responses if required. Furthermore, the researcher was aware of time constraints in relation to the analysis of collected data and this further contributed to the timeline outlined.
Microsoft Forms has in-built statistical analysis tools, and the researcher selected this platform to enable the use of these tools during analysis. In addition, Microsoft Forms enables the data to be synced to Microsoft Excel with further statistical analysis tools available for additional insight (Cicero, 2024).
The subsequent analysis will be presented using tables and graphs as this allows for an easier interpretation of results and identification of patterns and trends. This will be invaluable for testing the previously outlined hypotheses. Similar questions were deliberately grouped together in subsections to prepare for this analysis. It will enable the researcher to cross reference more easily, and with a visual aid in support. This will further enable effective comparisons to the findings of the literature review (Biggam, 2015). Tables enable concise but professional presentations of findings (Biggam, 2015) and will assist to present the viewpoints of the chosen demographics with ease and clarity.
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It has been identified that the study must be valid and reliable. As explained by Biggam (2015) valid research is “research that is acceptable to the research community” (p.173). It must use techniques to collect data that are sound and have been previously tested, and it must be of a type that is relevant to the subject (Biggam, 2015).
The researcher understands their questionnaire to be appropriate for this subject as there is a lack of current data with a larger volume of responses required. When a large amount of data is sought a quantitative approach is most appropriate (Emerald Publishing, 2021) as qualitative and mixed methods approaches are more time consuming. They will also likely generate less responses overall. With a lack of data currently, the researcher understands the most appropriate choice for analysis to be to test hypotheses and statistically analyse responses to identify trends. This will enable the findings of this dissertation to contribute to existing literature and provide foundations for future research.
In order to produce reliable responses, the researcher identified existing trusted contacts to provide insight. This dissertation requires the responses of HR professionals, hospitality candidates at both management and non-management levels, and hospitality academics. The researcher has existing contacts and felt it most appropriate to utilise these to ensure the relevant responses were achieved and the results were reliable.
It has been argued that random sampling reduces biased responses (Biggam, 2015), however, this subject is specific, and the researcher required insight from representatives currently employed in a particular sector. It was therefore concluded that specific respondents were required. If random sampling had been conducted, there was a risk that the answers provided would not be a true indication of perspectives on the use of AI in UK hospitality recruitment. Instead, answers could be based off of differing exposure to the concept of AI and the biases that this may have provoked.
The anonymity of individual responses allows for true perspectives to be given without fear of discovery (Biggam, 2015). This was important and as a result Microsoft Forms was chosen as the platform due to its anonymity functions. The researcher can make their contacts list and response data available to their dissertation supervisor to confirm validity and reliability. Careful planning was undertaken prior to data collection, and this research plan can also be made available to further confirm validity and reliability.
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It has been acknowledged that a concern in relation to the empirical research is the likelihood of a varied response rate (Biggam, 2015). As outlined, the dissertation is concerned with the perspectives of both HR professionals and candidates. The majority of contacts that the researcher has are HR professionals, and so it is expected that the rate of responses from this demographic will be higher. The researcher is also requiring collaboration, in the form of a request for their survey link to be shared with relevant colleagues. This could not only raise the risk of invalid responses, but could also impact on the overall range of responses as well (Reio, 2024). The main concern is that there will be a lack of responses from non-management hospitality employees as there is a heightened chance that the HR professionals and management employees may not identify this demographic as suitable to share the survey with. The reasoning behind this assumption is that there is far less email communication with entry level staff members, and so they are unlikely to form contact lists that higher level representatives would have access to when selecting individuals to forward the survey to. The researcher has planned for this by including the two-week deadline. This will enable additional time to target any particular demographics that have fewer responses. 
This chapter has outlined the preparation for data collection, in order to create a questionnaire that will provide the insight required for analysis and synthesis. In the following chapter, the researcher will present the findings of the primary research.
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This chapter will present the results of the quantitative survey undertaken as primary research to discover the perspectives of HR professionals and candidates in regard to the use of AI-driven recruitment in UK hospitality. The researcher aimed to discover the benefits, challenges and future directions, and thus compiled a 20-question survey to gain insight from those directly impacted by its use.
[bookmark: _Toc184380219][bookmark: _Toc184416918]4.2 Survey purpose

The research objectives were:
1. To analyse the perspectives of HR professionals and candidates on the effectiveness and fairness of AI-driven recruitment tools in the UK hospitality sector.
2. To identify the key factors that influence the organisational decision-making process when implementing AI recruitment tools in the UK hospitality sector.
3. To evaluate the concerns that HR professionals and candidates have in relation to ethics and accuracy of AI recruitment tools in the UK hospitality industry.
4. To assess the impact of AI-driven recruitment on candidate diversity in the UK hospitality industry.
5. To assess the long-term impact of incorporating AI into recruitment processes in the UK hospitality sector.
The questionnaire was determined to be beneficial to testing the hypotheses, and to contribute to the existing limited research that was analysed in the literature review. The hypotheses were:
1. That there will be differences in average response depending on whether the respondent is a HR representative or a candidate, with the assumption that candidates will show more resistance to the use of AI and demonstrate an increased fear in relation to fairness of recruitment.
2. That the age of the respondent will influence their answers, with the prediction that those within younger brackets will show less resistance as it is expected they fear the concept of technology less than older brackets would.
3. That country of origin will influence responses, with patterns of similar answers generated by respondents that were born in the same geographical location.
A positivist approach was deemed appropriate as objective results were required without influence from the researcher. This would ensure organic results to benefit both academia and industry.
Due to the lack of existing data, the researcher determined a large number of questionnaire responses was preferrable, with an aim of 80-100. This was decided based on time constraints, available contacts that the researcher had, and the need for an acceptable number of responses from all respondent categories.
[bookmark: _Toc184380220][bookmark: _Toc184416919]4.3 Analysis

Microsoft Forms was utilised as the questionnaire platform due to the ease of use, sharing capabilities, in-built statistical analysis tools and easy exportation to Microsoft Excel for further statistical analysis. This enabled a clear identification of patterns and trends required to understand responses. The capacity to create graphs, charts and images has been utilised to display findings and provide a visual aid.
In addition to visual representation and written analysis, there are appendices included with detailed responses to provide additional data for future studies. The researcher was pleased with the 80 responses collected, but does acknowledge it is at the lowest end of their aim.
[bookmark: _Toc184380221][bookmark: _Toc184416920]4.4 Demographics

Identifying respondent demographics was important to establish if this influenced perspectives. This was essential as the survey was anonymous. Out of 80 respondents, 41 were female, 36 were male, 3 did not disclose and 0 were non-binary. 19 respondents were 18-29, 19 were 44-59, 9 were 60+, and the highest number was 33 respondents in the 30-43 age bracket. 61% are currently based in England, 24% in Wales, and 15% in Scotland. 43% were born in the UK, 39% in Europe, 18% in the rest of the world, and 1% declined to answer.
The final generalised question was the most recent hospitality role of the respondent. This was of importance as this dissertation is concerned with differing perspectives of varying hospitality professionals. 40% were hospitality managers, 24% were non-management hospitality employees, 21% were HR professionals and 15% were hospitality academics. The researcher had hoped for a higher HR response rate as it is understood this department is most exposed to AI in recruitment, however, it is acknowledged that managers are also heavily involved with recruitment and should therefore hold a similar level of exposure.
[bookmark: _Toc184380222][bookmark: _Toc184416921]4.5 General perspectives
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Figure 1 – General perspectives

The results show that the use of AI is viewed quite favourably as 52.5% agreed it should be used compared to 18.8% that disagreed. As figure 1 outlines, the perspectives of the majority align with the concept that there is now increased trust in AI capabilities. The majority of respondents however (87.5%), did agree that rigorous testing is required to ensure accuracy and avoid bias. Only 3.8% disagreed. Interestingly, when asked if they would trust AI to select them for a job role, the results were in conflict with the suggestion that AI is viewed favourably, as 45.1% disagreed, compared to 28.8% who would trust an automated algorithm. 73.4% agree that AI requires further development, compared to 15.2% who disagreed.
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Figure 2 – AI efficiency

Figure 2 provides further insight into why there may be reluctance. 68.8% believe the human touch cannot be replicated by AI and 51.3% answered that it is the risk of AI mishandling sensitive data that makes them distrust it. Despite this, it has been acknowledged by 67.5% that the immediate response of AI will encourage job applications. An overwhelming 89.8% agreed that the candidate should be aware of its use which highlights the need for transparency.
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Figure 3 – Where AI should be used
As figure 3 outlines; 38% would be happy to see AI screening resumes and 36% would be comfortable with chatbots answering queries. As the responsibilities gain intricacy, the trust lowers. 16% support AI taking over preliminary interviewing stages, whilst only 7% support full use at every stage. 3% believe AI should not be in recruitment in any form.

[bookmark: _Toc184380223][bookmark: _Toc184416922]4.6 Associated risks
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Figure 4 – Whether unintentional bias and lack of transparency are the main concerns when considering ethics and accuracy
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Figure 5 – Percentage distribution of results

Figures 4 and 5 show that 58% agreed that unintentional bias and lack of transparency are the main concerns when considering ethics and accuracy of AI use, compared to 18% who disagreed.
Ethics and bias are huge topics for debate in regard to AI use in general, but particularly in recruitment, and so an optional open question followed to further understand perspectives. 31 out of 80 gave additional insight with full details in appendix 1.
For those that agreed, responses included that “AI works based on the information it is given. Therefore, the bias of the person giving the information may come across” and that to use AI is to enter “unchartered territories”. One respondent stated that they have “personally experienced how quickly AI-generated content can misrepresent certain groups or information” and that AI is “not immune to bias, inaccuracies or hallucinations”. A fellow respondent echoed this when they stated, “recruitment is more about culture and reliability than skill or having the correct words for a narrow algorithm”.
For those that disagreed, the responses included that “AI wouldn’t meet the employee in person therefore it wouldn’t be biased” and that “A person has more bias than a computer programme would – in regard to race and religion and upbringing”. Interestingly, one respondent acknowledged the concerns raised by both sides when they answered that “If a process controlled by AI is deemed to be bias, then we need to question the programmation & setup of AI done by human being rather than the tool”.


Figure 6 – AI and core values of hospitality

Figure 6 outlines a near even divide with 58% answering yes and 42% answering no. This was another important question in relation to the objectives and hypotheses and so an optional open question was included to understand why participants had selected a particular answer. 41 gave additional insight with full details in appendix 2.
For those that answered yes, responses included that “personality of the applicant is an important factor” as “hospitality is about the connections”. Similar responses included that “as a potential employee I would be discouraged if the company did not take time to meet me, and as a recruiter I would like to meet the candidate to ask questions that AI would not generate on the spur of the moment”.
For those that answered no, responses included that it would be fine only “within initial stages and chatbot functions and not interview and ultimate decision making” and that if hospitality organisations do not utilise this ever-growing change then “performance and profitability will be impacted”. All but one response that answered no cautioned that it would only avoid dehumanisation if it was used in conjunction with a human.
Respondents were then asked if they believe that AI could increase candidate diversity. 50% agreed, 12% disagreed and 38% answered neutral with the results presented in figure 7.


Figure 7 – Diversity results chart
[bookmark: _Toc184380224][bookmark: _Toc184416923]4.7 Further insight into general perspectives
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Figure 8 – The wider impact

As figure 8 depicts, 47.5% agreed that the long-term effects will be positive compared to 21.3% that disagreed. When asked if they believe that AI will bring growth to their organisation, the results were similar as 42.5% agreed that it would and 18% disagreed. Similar answers were given for the following two statements, as 48.8% agreed that AI will benefit UK hospitality talent management and employee retention compared to 25% that disagreed.
When asked if AI use would dramatically change the role of HR the majority (53.8%) agreed, compared to 17.5% who disagreed. It was also agreed by the majority (52.5%) that organisations need to incorporate AI to remain agile, compared to 26.3% that disagreed.
With a wide range of perspectives gained, it was important for the researcher to understand if respondents had experienced AI directly and were therefore answering based off of previous experience. Over half (60%) have not experienced AI in recruitment, which could provide reasoning for the high scoring neutral answers throughout.18% have experienced it as a recruiter and 22% as a candidate. The results are shown in Figure 9.


Figure 9 – Experience of AI in recruitment

The researcher also placed importance on understanding if the experience had been positive or negative, with the results depicted in Figure 10. 17% of candidates had a positive experience, whilst 4% didn’t. 14% of recruiters found the experience positive compared to 5% that didn’t.
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Figure 10 – Perspectives on personal experience

[bookmark: _Toc184380225]The researcher included a final optional open question to obtain additional thoughts, with full data presented in appendix 3. 17 respondents provided answers, with these including that there is excitement for the prospect of AI-driven recruitment. One respondent shared that they “look forward to seeing what our company implements” and another proactively stated that “AI is the future whether we like it or not. There is no point fighting against this wave of technological advancement/change”. Others used this final question to reiterate previous thoughts, including that humans can still “judge better” and “Ai represents speed, not quality”. A final notable comment came in the form of a question, with one respondent simply asking, “can AI work with dyslexic people?”

[bookmark: _Toc184416924]4.8 Cross-tabulation to test hypotheses
[bookmark: _Toc184380226][bookmark: _Toc184416925]4.8.1 Hypothesis 1

In the first hypothesis the researcher predicted that candidates would present more resistance to the use of AI than HR professionals due to a fear of fair use. 
	The use of AI in hospitality recruitment would be effective and fair
	Agree
	Disagree
	Neutral
	Strongly agree
	Strongly disagree
	Grand Total

	Hospitality Academic
	4
	1
	5
	 
	2
	12

	Hospitality Employee (Management)
	15
	6
	6
	4
	1
	32

	Hospitality Employee (Non-Management)
	4
	3
	5
	5
	2
	19

	HR Professional
	5
	3
	5
	2
	2
	17

	Grand Total
	28
	13
	21
	11
	7
	80



Figure 11 – Fair and effective use
The results show that all candidate categories presented higher numbers of responses that agreed AI use would be effective and fair. The results do not suggest that there is a heightened sense of resistance from candidates. HR professionals also mostly agreed, however, the difference in responses was not as apparent, as 7 agreed compared to 5 that disagreed. This suggests that there could actually be a bigger resistance from HR professionals than candidates.

	I would trust AI to determine if I am suitable for a job role
	Agree
	Disagree
	Neutral
	Strongly agree
	Strongly disagree
	Grand Total

	Hospitality Academic
	1
	2
	6
	 
	3
	12

	Hospitality Employee (Management)
	8
	9
	6
	2
	7
	32

	Hospitality Employee (Non-Management)
	4
	2
	5
	5
	3
	19

	HR Professional
	3
	6
	4
	 
	4
	17

	Grand Total
	16
	19
	21
	7
	17
	80



Figure 12 – Determining job role suitability
Interestingly, more non-management hospitality employees (candidates) agreed that they would trust AI to determine their job suitability than those that disagreed. However, all other categories saw more respondents disagree.
	Hospitality recruitment requires a human connection that cannot be replicated by AI
	Agree
	Disagree
	Neutral
	Strongly agree
	Strongly disagree
	Grand Total

	Hospitality Academic
	5
	1
	2
	4
	 
	12

	Hospitality Employee (Management)
	9
	1
	5
	16
	1
	32

	Hospitality Employee (Non-Management)
	3
	8
	3
	3
	2
	19

	HR Professional
	3
	1
	1
	12
	 
	17

	Grand Total
	20
	11
	11
	35
	3
	80



Figure 13 – The need for human connection
Figure 13 suggests that entry level candidates are comfortable with AI in recruitment as more respondents disagreed with the statement that a human connection is required. However, all other groups agreed. The strongest feelings were shown by those that it is expected would have most exposure to AI (HR professionals and hospitality management employees).
Figure 14 outlines where the particular categories would support the use of AI. The results show that no HR professionals would support its use in all stages of recruitment, whereas 11 candidate respondents said they would. HR professionals only show support for the use of AI in the initial stages, whereas candidates show more support throughout the process.



	In what scenarios would you support the use of AI in hospitality recruitment?
	Hospitality Academic
	Hospitality Employee (Management)
	Hospitality Employee (Non-Management)
	HR Professional
	Grand Total

	All stages of recruitment including final decision making
	 1
	3
	7
	 
	11

	Chatbots to answer application queries
	 
	1
	2
	4
	7

	Chatbots to answer application queries; Preliminary interviewing stages
	2
	2
	 
	1
	5

	Chatbots to answer application queries Preliminary interviewing stages; Screening resumes
	3
	 4
	 3
	 
	10

	Chatbots to answer application queries; Screening resumes
	4
	13
	 4
	6
	27

	None of the above
	 1
	2
	2
	 
	5

	Preliminary interviewing stages
	 
	1
	 
	 
	1

	Screening resumes
	 
	5
	1
	5
	11

	Screening resumes; Preliminary interviewing stages
	1
	1
	 
	1
	3

	Grand Total
	12
	32
	19
	17
	80



Figure 14 – Where should AI be used
It has been determined based on the results gained, that the hypothesis is unproven, as the data outlines there is actually more resistance to AI from HR professionals than candidates. However, the overall number of responses for each category presents challenges in determining a definitive answer. The researcher acknowledges the need for additional perspectives from further numbers of respondents, and in particular from HR professionals.
[bookmark: _Toc184380227][bookmark: _Toc184416926]4.8.2 Hypothesis 2

In the second hypothesis the researcher predicted that younger respondents would be less resistant to AI due to an expected increased understanding of technology. The data showed that there was not an obvious divide between ages. In fact, the 44-59 age bracket which generated the same number of responses as the 18-29 age bracket produced almost identical results. 10 out of 19 respondents aged 18-29 agreed that AI should be used and 3 disagreed, compared to 11 aged 44-59 that agreed and 4 that disagreed. 2 out of 9 aged 60+ agreed, whilst 3 disagreed. This data suggests that there is no identifiable pattern in relation to age, as within one age group (60+) there is an almost even split of opinions. The results are depicted in Figure 15.

	AI should be used in hospitality recruitment
	18 – 29
	30 – 43
	44-59
	60+
	Grand Total

	Agree
	2
	14
	8
	2
	26

	Disagree
	1
	3
	3
	1
	8

	Neutral
	6
	9
	4
	4
	23

	Strongly agree
	8
	5
	3
	 
	16

	Strongly disagree
	2
	2
	1
	2
	7

	Grand Total
	19
	33
	19
	9
	80



Figure 15 – AI use

	The use of AI in hospitality recruitment would be effective and fair
	Agree
	Disagree
	Neutral
	Strongly agree
	Strongly disagree
	Grand Total

	18 – 29
	6
	2
	2
	7
	2
	19

	30 – 43
	12
	8
	10
	1
	2
	33

	44-59
	9
	2
	3
	3
	2
	19

	60+
	1
	1
	6
	 
	1
	9

	Grand Total
	28
	13
	21
	11
	7
	80



Figure 16 – Effectiveness and fairness
Figure 16 shows again that there is not heightened resistance in the higher age brackets, as 12 of those aged 44-59 agreed that AI use would be effective, and fair compared to 13 aged 18-29. With the same number of respondents overall, this shows almost identical results.
[bookmark: _Toc184380228]It has been determined that this hypothesis is unproven as there were no discernible patterns of answers based on age. Furthermore, there was not an increased level of positivity towards the concept from the younger age brackets as predicted, with the research showing that those in the older brackets (44-59 and 60+) were also displaying positivity and excitement for AI-driven recruitment in UK hospitality. However, it is again concluded by the researcher that the data sample must be increased to provide an entirely definitive answer.
[bookmark: _Toc184416927]4.8.3 Hypothesis 3

In the third hypothesis the researcher predicted that patterns of similar response would be given based on where the respondent was born.
	AI should be used in hospitality recruitment
	Agree
	Disagree
	Neutral
	Strongly agree
	Strongly disagree
	Grand Total

	Europe
	13
	2
	7
	8
	1
	31

	Prefer not to say
	
	1
	
	
	
	1

	Rest of the world
	2
	1
	4
	5
	2
	14

	UK
	11
	4
	12
	3
	4
	34

	Grand Total
	26
	8
	23
	16
	7
	80



Figure 17 –  Birth location of respondent
Figure 17 shows that there is limited data that would suggest patterns in response based on country of origin. Responses from those born in Europe or the UK saw higher numbers providing the same answer, but there was a more even split amongst those born in the rest of the world.
Results from Europe saw 21 out of 31 respondents agree that AI should be used, compared to 3 that disagreed and 7 that answered neutral. Similarly,14 out of 34 UK respondents agreed, compared to 8 that disagreed and 12 that answered neutral. The answers for the UK were less separated than Europe, but still saw the majority selecting the same answers. The pattern was not evident in the rest of the world as 7 agreed, 3 disagreed and 4 remained neutral.

	The long term impact of AI driven recruitment in UK hospitality will be positive
	Agree
	Disagree
	Neutral
	Strongly agree
	Strongly disagree
	Grand Total

	Europe
	13
	3
	7
	7
	1
	31

	Prefer not to say
	 
	1
	 
	 
	 
	1

	Rest of the world
	 
	2
	7
	3
	2
	14

	UK
	13
	5
	11
	2
	3
	34

	Grand Total
	26
	11
	25
	12
	6
	80



Figure 18 – Long-term impacts
Figure 18 provides similar results as 20 out of 31 respondents born in Europe agreed that AI-driven recruitment will be positive in the long-term compared to 4 that disagreed and 7 that remained neutral. 15 out of 34 born in the UK agreed, 8 disagreed and 11 answered neutral. As before, Europe is more closely aligned but the pattern is still evident for both locations. The rest of the world remained split, as 3 strongly agreed, 4 disagreed and 7 answered neutral.
Hypothesis 3 presented similar challenges in testing due to the need for an increased sample size. Overall, there were some patterns in answering based on the birth location of the respondent, with Europe and the UK indicating sustained similarities. However, this was not apparent for those born in the rest of the world. It has been noted by the researcher that in order to accurately test this hypothesis it would be beneficial to include more detailed location options. It can be argued that the rest of the world is too broad, meaning that a lack of patterns is not surprising with a small sample size of 14 respondents covering such vast geographical locations. As a result, the hypothesis remains undetermined, with a need for further, more specific data to be obtained.
This chapter has presented the results of the primary quantitative research. The next chapter will discuss and synthesise these findings in relation to the information gathered in the literature review.
[bookmark: _Toc184380229][bookmark: _Toc184416928]

Chapter 5 Conclusion
[bookmark: _Toc184380230][bookmark: _Toc184416929]5.1 Introduction

This chapter will discuss the results of the primary research, through analysis of the data collected and the findings of the literature review. It will also discuss the outcomes of the research objectives. The researcher will then discuss the limitations of the primary research before making recommendations for future studies.
[bookmark: _Toc184380231][bookmark: _Toc184416930]5.2 The aim of this dissertation

The main aim was to understand the perspectives of hospitality professionals on the use of AI-driven recruitment. This aim presented the following research questions:
1. How has artificial intelligence affected recruitment processes in the UK hospitality industry, and what are the expected long-term effects?
2. What are the potential impacts to fairness and candidate diversity when artificial intelligence is used in UK hospitality recruitment?
3. What are the key concerns of HR professionals and candidates in relation to the use of artificial intelligence in UK hospitality recruitment?
These questions will be discussed and synthesised in accordance with the findings of the primary research and the literature review, and will be structured according to each objective.
[bookmark: _Toc184380232][bookmark: _Toc184416931]5.3 Objective One - To analyse the perspectives of HR professionals and candidates on the effectiveness and fairness of AI-driven recruitment tools in the UK hospitality sector

It was important to understand why the literature review discovered that the hospitality sector currently has the highest non-adoption rate of AI technology (Evans and Heimann, 2022). Jack Kelly (2023) argues that using algorithms would enable HR to be more effective and strategic, and it would therefore be beneficial. However, would it be at the cost of effectiveness and fairness during recruitment? The primary research discovered that 48.8% of respondents agreed that AI use would be effective, and fair compared to 25.1% that disagreed.
More specifically, 41.18% of HR professionals agreed, compared to 29.4% that disagreed. As stated by Jackson (2024) in a study by People Management there are differing perspectives held by HR professionals, so this result is not surprising. The People Management study outlined that 39% of HR professionals that they surveyed speak positively about AI in recruitment, with 33% speaking negatively. The absence of a clear majority in both data collections suggests ongoing conflict of opinions within HR. In both studies, there were HR respondents that answered neutrally. As Jackson (2024) explained, the main concern is accuracy, and this is reinforced by the results of the primary research.
In regard to the candidate pool (hospitality academics, non-management hospitality employees and management hospitality employees) the results of the primary research determined that 50.79% of candidates agreed, compared to 23.81% that disagreed. When exploring the candidate pool more specifically, there was a stark contrast in responses from management level hospitality employees with 59.38% agreeing compared to 21.88% disagreeing. The same contrast did not apply with other categories.
It is understood that management employees would be heavily involved in recruitment, and would likely have a similar understanding as those in a HR role. This would arguably be more advanced than entry level staff members and hospitality academics. It can therefore be argued that the use of AI would be effective and fair, as those expected to have a higher level of knowledge have answered in accordance with this. It can also be suggested that the conflict in answers from HR professionals is perhaps due to a preoccupation that their jobs may be changed or eradicated due to AI utilisation. As reported by Millicent Machell for The HR Magazine (2023) 43% of HR professionals that they surveyed admitted that they fear AI will replace them. Ultimately, the primary research has confirmed the findings of the literature review; that there is ongoing uncertainty and a need for transparency.
[bookmark: _Toc184380233][bookmark: _Toc184416932]5.4 Objective Two - To identify the key factors that influence the organisational decision-making process when implementing AI recruitment tools in the UK hospitality sector

AI is encouraged from an organisational perspective due to the time saving measures and the belief that AI algorithms are accurate enough to ensure reward outweighs risk. As Yoong (2019) shared, the concept of faster and potentially improved recruitment is attractive, and is believed to be the main factor in the organisational decision-making process. The primary research further confirmed this as it was determined that 55% of respondents agree that if AI can recruit quickly then it is worthwhile.
The researcher placed emphasis on the perspectives of HR professionals and management hospitality employees, as it is understood that they are more closely involved with strategic management. 41.18% of HR professionals and 53.13% of management hospitality employees agreed that speed makes the concept worthwhile, compared to 23.53% and 25% respectively that disagreed.
The literature review also outlined the importance of cost as a motivator. As Tapp (2024) states, the avoidance of additional costs when the right candidate is selected is highly attractive. It is expensive to onboard candidates, meaning the release of HR to support talent management and increase retention is seen as a cost cutting measure. The primary research confirmed these findings as 42.5% agree that AI will bring financial benefit and result in organisational growth, and 52.3% agree that UK hospitality organisations will not remain agile without AI.
[bookmark: _Toc184380234][bookmark: _Toc184416933]5.5 Objective Three - To evaluate the concerns that HR professionals and candidates have in relation to ethics and accuracy of AI recruitment tools in the UK hospitality industry

Fritz and Cabrera (2021) discovered that the main ethical concern for HR professionals is dehumanisation resulting in a loss of empathetic judgement. The Chartered Institute of Personnel Development (CIPD) agreed; however they did determine that if HR retains overall responsibility, rather than outsourcing the management of AI recruitment to wider departments, then there is opportunity to operate ethically (CIPD, 2023). 65% of HR professionals and 55% of candidates agreed that AI dehumanises the recruitment process. The only subcategory with a higher number of respondents that disagreed was non-management hospitality employees.
These statistics support the findings of the literature review. As analysed in chapter 4; additional comments discovered that both HR professionals and candidates were influenced due to their perspectives on the importance of human involvement. It was outlined that hospitality roles can be trained, but personality and initiative cannot. With these skills not always translated on paper, accuracy and ethics could diminish with the use of AI. These thoughts are reinforced by Sloan (2023) who reiterates the importance of human involvement to preserve emotional intelligence.
The primary research determined that 47% of HR professionals and 60.3% of candidates agreed that unintentional bias and lack of transparency are a major concern in regard to ethics and accuracy. The insight gained provided conflicting views. Whilst some argued that bias is increased without AI due to cultural influences, others believe AI will be biased against inexperienced candidates. Whilst the primary research has demonstrated some emerging perspectives, the opposing viewpoints do command further research. Ethics and accuracy are major concerns in all aspects of organisational performance, but particularly so in recruitment and talent management (Deloitte, 2024).
[bookmark: _Toc184380235][bookmark: _Toc184416934]5.6 Objective Four - To assess the impact of AI driven recruitment on candidate diversity in the UK hospitality industry

When considering candidate diversity, it is important to understand the legal implications of AI use. As reported by People Management in 2022, The Equality and Human Rights Commission (EHRC) provided legal guidance, and this resulted in the increasing demand for the UK Government to introduce legal requirements for AI use (Cave, 2022). There are no UK specific laws as of 2024, but the introduction of The European Artificial Intelligence Act 2024 has suggested that the UK may implement similar legislation (Jackson, 2024).
With acknowledgment of potential discrimination against older people, those with basic technology skills and those that are disabled (Gov.UK, 2024), the researcher placed importance on understanding the perspectives of their respondents. The results show that the level of concern is not actually as high as expected. 50% of respondents agree that as AI can be programmed to be objective it will improve candidate diversity, compared to 13% that disagreed. The remaining respondents were neutral. Overall, the primary research suggests that the perspectives of those directly impacted by the use of AI in UK hospitality recruitment believe that it will have a positive impact on candidate diversity.
56.25% of respondents agreed that those with an increased knowledge of technology have an advantage compared to 13.75% that disagreed and 30% who remained neutral. This shows that the concerns held by the EHRC are echoed by those that will be affected by the use of AI. The primary research has therefore discovered that whilst there is potential for positive impacts on candidate diversity, there is still a risk of discrimination, and so the call for relevant regulations is reinforced.
The researcher acknowledges a potential shortcoming raised by the primary research being anonymous, as it has not been possible to determine the diversity of respondents. Whilst the survey request was sent to a diverse group of contacts, the researcher is unaware of who actually completed the survey as they encouraged wider sharing. Of course, a non-diverse group can hold diverse opinions, however this likelihood is reduced and must be appreciated. 
As stated by Cleave (2021), the benefits of anonymous surveys include higher response rates and honesty. However, drawbacks include the risk of non-diverse participants as mentioned above. Nevertheless, the researcher did ensure demographic questions were included, which enables easier identification of skewed results (Stantcheva, 2023).
[bookmark: _Toc184380236][bookmark: _Toc184416935]5.7 Objective Five - To assess the long-term impact of incorporating AI into recruitment processes in the UK hospitality sector

It is vital when incorporating AI to ensure that it enhances the work of the human representative instead of replacing it (Lee and Cha, 2022). Kircherr et al. (2024) explain that there is a demand for more strategic HR outputs, and AI incorporation will see this transpire. Ruel and Njoku (2020) further reinforce this by suggesting that human HR professionals will see increased efficiency through offloading menial tasks. With this considered, it is clear that AI use in recruitment is going to increase, meaning that focus is shifting from whether it should be used, to how it can be used effectively (CIPD, 2023). 
The current research is limited in regard to AI-driven recruitment in the UK hospitality industry, and so the researcher placed emphasis on understanding what their respondents thought the long-term impact would be. The data compiled shows that 47.5% agree that the long-term impact will be positive.
42.5% agreed that AI will bring organisational growth, 48.75% agreed that AI will benefit talent management and employee retention, and 52.5% agreed that AI will ensure long-term agility. These positive attitudes suggest that those impacted are appreciating the documented value in terms of saving costs and time, and reassigning HR to focus on talent management (Mujtaba and Mahapatra, 2024).
Interestingly, when asked if their biggest concern is that AI will replace humans, there was an almost even divide of 35% agreeing, 36.25% disagreeing, and 28.75% remaining neutral. As Machell (2023) explained, it is unlikely that humans will be replaced by machines, however the primary research demonstrates that concern remains, and reinforces that transparency is required to mitigate potentially unrealistic fears from escalating. As Berruti et al. (2020) outlined, the idea of AI operating without human influence provides conflicting opinions, with roboticist Rodney Brooks suggesting it could be as far away as 2300, whilst professor of computer science Richard Sutton argues 2030 is a more likely estimation.
[bookmark: _Toc184380237][bookmark: _Toc184416936]5.8 Hypotheses testing

Singh (2023) explains that a hypothesis is “based on the existing body of knowledge” and is outlined prior to quantitative data collection. As outlined previously, the researcher tested three hypotheses, with the preoccupation of ensuring “specificity, clarity and testability” (Jansen, 2020).
As explained in chapter 4, it has been determined that it is unproven that candidates resist AI more than HR professionals, and unproven that younger age brackets show less resistance to AI. However, a larger sample size would provide enhanced exactitude. It remained undetermined whether country of origin influences perspectives as the data sample was not large enough for a concrete determination. The hypotheses testing was valuable as it provided results to complement the literature review, and a basis for future research.
[bookmark: _Toc184380238][bookmark: _Toc184416937]5.9 Limitations

The sample size was not large enough to enable concrete determinations in relation to the hypotheses. The researcher was limited due to time constraints that prevented a larger number of questionnaire responses being obtained. For example, 43% of HR professionals surveyed by The HR Magazine stated that they believe AI will eradicate their positions (Machell, 2023), however only 5% of those surveyed by People Management agreed (Jackson, 2024). It has not been possible to identify a clear trend with only 17 HR professional responses to analyse.
The researcher explored the use of a more sophisticated analysis tool such as Statistical Package for Social Sciences (SPSS), but due to having no prior exposure, and a lack of time to learn, it was determined inappropriate to attempt. Whilst the analysis and synthesis has shown that the tools used were competent, the data would benefit from more advanced statistical analysis to “uncover missing data patterns” (Awati, 2018) and enable more complex trend identification to test hypotheses.
[bookmark: _Toc184380239][bookmark: _Toc184416938]5.10 Recommendations

A mixed methods approach in future research would enable a higher qualitative data response. The optional open questions that were included provided valuable information that requires further exploration. As suggested by Gelo et al. (2008), a combination of quantitative and qualitative data can ensure a deeper understanding and so it is recommended for future researchers to conduct focus groups and interviews.
The primary research discovered the need for clarity of AI use, and so it is recommended that hospitality organisations communicate AI use to applicants during the recruitment process. This transparency would enable organisations to ensure that candidates understand they are utilising “a tool for attracting and engaging more of the right people” (Mackensie, 2024) rather than absolving responsibility for ease and reduction of time.
Insight has been gained that emphasises the importance of human connection. The risk of the incorrect skill set being deemed appropriate by AI could result in detrimental effects on recruitment and talent management. It is therefore recommended that hospitality organisations increase their research of the concept before taking steps to implement further. This will enable informed decision making to mitigate bias, meaning organisations can utilise AI strategically and ethically (Kircherr et al., 2024). It is clear that AI is not going away, and so education is key to ensure consistency and accuracy (Green, 2024).
[bookmark: _Toc184380240][bookmark: _Toc184416939]5.11 Conclusion

The limitations and recommendations reiterate the importance of gaining wider understanding of AI-driven recruitment in UK hospitality. The primary research complements and adds credibility to existing research. However, as the subject matter is an evolving concept, continued attention is required to ensure transparency and fair use. This dissertation can immediately contribute to future studies and industry practices, which reinforces its importance for academia and business. Future research would be beneficial, however, the insight gained provides clear direction on how to mitigate risks and ensure the use of AI in UK hospitality recruitment is fair.
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	To what extent do you agree that unintentional bias and lack of transparency are the main concerns when considering ethics and accuracy of AI driven recruitment?
	What reasons led you to the answer you gave in Question 10? (Optional)

	Agree
	Lack of training with individuals and also their own cultural bias can strongly effect the recruitment process. Preconceived ideas need to be removed for equity.

	Agree
	I don't think AI can fully understand people's personality, which can be an important factor when employing someone.

	Agree
	AI will not see a person and all screening is based on what is on the paper? I'm not sure I understand enough yet to fully say it will work. 

	Agree
	Most of the times employers don't mention use of Ai in the employment process, so candidates don't know they are actually surveyed by AI while doing their interview and I am not sure to what extent AI can become biased during interviews and favour the wrong candidates. At the end of the day it's technology and it can fail.

	Agree
	AI works based on the information it is given. Therefore the bias of the person giving the information may come across. 

	Disagree
	AI wouldn't meet the employee in person therefore it wouldn't be biased.

	Disagree
	A person has more bias than a computer programme would - in regards to race and religion and upbringing.

	Disagree
	There are more bias when the recruitment is fully managed by a person

	Disagree
	AI is programmed by a human being... If a process controlled by AI is deemed to be bias, then we need to question the programmation & setup of AI done by human being rather then the tool. As with all tools, no matter how complicated or advanced, its parameters of operations are set and therefore human being can draw a frame work in which it can operate.

	Disagree
	Hospitality is the only sector that embraces any type of culture, age, nationality, and religion. My hotel has more than 33 nationalities. 

	Disagree
	I don't think that's the problem.

	Disagree
	I believe there is more propensity for bias by humans than by AI. If the logarithms are correctly set up then it should provide the ultimate in criteria based selection. The challenge will be at lower levels CVs etc. can be quite poor quality, so the AI interaction should be question based - not CV based.

	Disagree
	AI (Computer) Doesn't have a bias unless it's setup in a way to have one.

	Neutral
	Not enough data either way

	Neutral
	Sometimes you need to be able to understand who will fit in to your team that AI will not understand based on experience and different cultures

	Neutral
	Ultimately AI is still human driven, and is based on human biases and frailities

	Neutral
	to varied question

	Neutral
	AI is created by human and it will follow the command given to it so not really supportive of the statement

	Neutral
	Don' have opinion on this one. 

	Neutral
	The lack of experiance with the AI in hospitality recruitment.

	Neutral
	Not sure, what the question intend perhaps a bit un clear. 

	Strongly agree
	AI is based on the data that has been given by the said company and not regarding a said individual, as such some element cannot be measured 

	Strongly agree
	AI in certain phases of recruitment will definately benefit speed of application, however hospitality is a person based role, and the connection at interview stage is cruticial to recruit the right talent for the right job role - we must see what works in our teams and recruit based on this to not overlook potentially strong candidates that might lack experience if AI were to remove candidates based on this for example. 

	Strongly agree
	I have been using Generative Artificial Intelligence as part of my practice and I have personally experienced how quickly AI-generated content can misrepresent certain groups or information. While AI models may be incredibly powerful in generating text/images or for other forms of use, they are not immune to bias, inaccuracies or hallucinations. Without careful (human) oversight and critical evaluation, AI can easily produce outputs that misinterpret data, potentially leading to misunderstandings or flawed decision-making that may rule unfavourable for some job applicants.

	Strongly agree
	Hospitality is all about people who cannot be recruited just on a tick box exercise and whilst AI can choose between two extremes, black white, right wrong etc, the industry is not like this at all

	Strongly agree
	it is a poor recruitment process that considers previous skills only or what people choose to put forward in their Cv or application to put forward for a position, this would exclude those wishing to alter profession and or develop skill sets, recruitment is more about culture and reliability than skill or having the correct words for a narrow algorithm  

	Strongly agree
	Uncharted territories 

	Strongly agree
	Recruitment is about communication and personality not training and expereience.

	Strongly agree
	AI can never be compared with humans when it comes to determine if a person is suitable or not for a role/position based on work experience or feedbacks

	Strongly disagree
	You pick a suitable candidate

	Strongly disagree
	AI should let us (humans) all have more time for ourselves, we all spend far too much of our lives working, and AI sounds a great opportunity to escape this humans-too-much-worked-carousel. AI is a tool, so lets get used of it the most.
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	Does the use of AI in hospitality recruitment dehumanise the process, and is it therefore in conflict with the core values of hospitality?
	What reasons led you to the answer you gave in Question 14? (Optional)

	No
	If using AI only to review quicker all CV received and highlight the more suitable candidate

	No
	As long as it is used within initial stages and chatbot functions and not interview and ultimate decision making.

	No
	It can be looked that way, but in general, I don't believe that it dehumanises the process as the candidate is reviewed based on their skills and experience.

	No
	If AI is used to 'filter' large volumes of applicants in relation to data analysis this helps the recruiter to have the personal focus on the relevant applicants and not spend time on data mining to get to the right people.

	No
	It depends on how it is used and in which stage of recruitment it is used. If only used at the screening stage, it does not dehumanise the process as this will be then controlled by a person on following stages

	No
	AI should be used as a tool during the requirement process, not to replace the human interaction

	No
	The industry is changing and unless it adapts to meet modern ways of working, it will disappear or its performance and profitability will be impacted such companies like "BlockBuster" who did not make the move to digital platform and now a name of the past...

	No
	It depends on which phase of the recruitment and type of positions. 

	No
	There needs to be a blend.
AI to do the initial screening with an opt out for those that do not have access or knowledge of how to use a device. Can also do the "Yelephone Prescreen" This will shortlist the preferred candidates. The last stage needs to be by human, to measure "Guest Connection" and "Personality" to ensure the strongest candidate is selected.

	No
	I believe it should only be used for screening/preliminary stages of the recruitment process. Further stages do require a human touch, I'm talking about "picking the right fit" for the team, and having a general idea of what the person in like when you have the recruitment conversations. For now AI can't replace that. 

	No
	Using AI to answer queries or first instance sifting is both productive and effective, AI along with human interaction as a combination will streamline and enhance the process

	No
	If it is used only for CV screening and the final interview + decision is left to human beings I cannot see a conflict. It is a way to make to process more efficient.

	No
	It is only step one to check the curriculum vitae, and I beleive it is more fast and choose the profesional and the exact resume that the job is recuire.

	No
	I believe the AI tool is to support and enhance the recruitment process as in most recruitment scenarios. Applicants do not receive a response from the employer. 

	No
	AI is not to replace but support. AI can help with processes/tasks/admin so that the HR can truly focus on the human part of recruitment

	No
	AI copies what best sees in humans, so should be only perfect.

	Yes
	Personality of the applicant is an important factor when finding the right candidate for a certain role. Face to face (person to person) interaction during the recruitment process can help the interviewer decide if the person will fit the role - body language, way of communication etc.

	Yes
	I think the human input cannot be underestimated at interview stage. The core values that we recruit for in hospitality are personality and approach to work- I think the human input is valuable here face to face at interview. But screening and responding to candidates in a timely manner is something AI would be useful for- to speed up application process for both candidates and employers. 

	Yes
	Hospitality is about the connections employees can create with guests. AI is not capable to determining whether someone is capable of achieving this.

	Yes
	Sometimes you can rate the candidate based purely on a meet and greet and not their ability to answer a set of questions and AI does not take this factor into consideration.

	Yes
	People skills and personality is what I am looking for when interviewing and I am not 100 percent sure AI can detect that .. 

	Yes
	Hospitality requires real, genuine people who love being of service and providing high quality service to others and all they do, AI cannot determined someone's human skills.

	Yes
	You're effectively speaking to a robot therefore there is no human interaction, HR is not about that.

	Yes
	I think it is about balance. Companies can use it to their advantage but there still should be an element of human interaction. As a potential employee I would be discouraged if the company did not take time to meet me, and as a recruiter I would like to meet the candidate to ask questions that AI would not generate on the spur of the moment. 

	Yes
	Hospitality is about people, feelings, the connections we make with the staff during our stay or meal. I would never go to a hotel where there is no human contact, or restaurant where I am served by a robot. It defies the term hospitality 

	Yes
	Hospitality is a personal business. The face to face interactions and the approach of the person are far more important that their ability to answer the right questions. 

	Yes
	human interactions cannot be substituted with AI

	Yes
	I think that is the main reason why AI shouldn't be used.

	Yes
	Most jobs can be trained- It is mainly judged on personality and that AI cannot assess 

	Yes
	AI can never replicate human empathy. And that is the heart of hospitality.

	Yes
	We recruit on attitude and I don't believe that can be picked up in AI hospitality recruitment

	Yes
	It will work on algorythmn no on human instinct. 

	Yes
	I believe human interaction is very important in the hospitality business and AI can not replace that. 

	Yes
	Hospitality is a human interaction based industry, although we need to work with AI some part cannot be replaced 

	Yes
	As previously noted, AI is certain phases can be used to support, but must not be the main focus of recruitment. We need to see candidates face to face as they will be the ones in front of our guests and working in our teams - we need to understand how a candidates interacts, builds rapport and can handle guest facing scenarios

	Yes
	Hospitality as an industry thrives on human interaction, emotional intelligence and the ability to build relationships, which are inherently human qualities.

	Yes
	It is a people, staff and customers industry, personal interaction is vital and just because someone may appear to be right for the job on paper, may not necessarily right for teh role. You can train people to do a job, you cannot train them to use their initiative or give them a personality etc

	Yes
	typically hospitality as well as other manually driven professions are about culture, skills can be learnt and developed and in hospitality in particular is often the first or early career position for many.

	Yes
	We need personality not qualifications.

	Yes
	Does the computer know your voice? Or you height? Or how strong or weak you are? Doaes AI knows if you have any menthal issues? Doaes AI knows if you do drugs? So, I belive AI can not be used as a tool for recruitment.

	Yes
	Personal judgement is required while recruiting



Appendix Three – Results from optional additional comments question

	Any additional comments (Optional).

	Using IA as recruiter can save lot of time when reviewing CV, specially when you received more than 1000 CV per adverb

	AI is used in my organization to score candidates before my CV screening based on certain answers they give to a digital screening questionnaire. I did not find it useful, as it does not score candidates based on the skills and experience needed for the roles that I am recruiting for, but only on the generic answers that they were giving 

	AI helps to match the job description to the candidate's prior experience or skill set listed - especially in specific role

	HR no longer exist as we once knew it... Most mid-scale hotels for instance no longer have HR on property and use a third party companies for advices and AI will only advance this process.
AI is already commonly used across the industry, admittedly more so by the largest companies worldwide

	AI is the future whether we like it or not. There is no point fighting against this wave of technological advancement/change, we as hospitality professionals should instead embrace it and look for ways of using it to the fullest extent for the betterment of the company & staff/guest experience.

	I have never touched HR unless looked for a job. However, I tested it and see it working in other areas. It needs a few very capable people to work with it, and the result would much greater than any imagination, they can be 1,000 times better than humans in any single areas at a time. I trust the idea of use AI as much as possible.

	I look forward to seeing what our company implements, and how it approaches AI driven hiring practices in this field going forwards. 

	AI suggested candidates in my experience are rarely the right person for the job. It purely looked at previous work experience, no matter how far in the past that experience was and did not take into account gaps in work history or other factors and notes left by the candidate to determine whether they are suited for the role.

	The lack of human interaction was is not good for employee engagement 

	AI can have benefits in shortening the recruitment process, screening resumes, creating data base of possible candidates,but for the real selection I think still people cand judge better who would be the best for for their company.

	Can AI work with dyslexic  perople?

	Chatboxes and potentially screening applications based on set criteria programmed by the organisation could support HR in recruitment, but I do not believe AI will replace the human element that is still needed in hospitality

	Ai represents speed, not quality, the biggest issues in recruitment is quality, and as previously stated a for cv scanning sure AI is fine, if you discount those wishing to reskill or new to the job market that is, but you don't need AI for key word search's any simple sifting programme will do, when it comes to analysing people to see if they fit the organisational culture which arguably is the very sole purpose of an interview AI is not currently capable (neither is a human really) which there lies the inherent flaw, if a human cant do it perfectly neither can an AI trained by human experiences or knowledge...   

	Stop AI for recruitments. It won't be usefull because you can not compare it with humans.







Does the use of AI in hospitality recruitment dehumanise the process, and is it therefore in conflict with the core values of hospitality?

Yes	No	Total	46	34	80	

Have you directly experienced the use of AI in recruitment?


Yes, as a recruiter	Yes, as a candidate	No	15	18	49	
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