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Presented in this report will be the change of sale strategies within the hospitality and tourism sector with the help of artificial intelligence (AI). It puts emphasis on three fundamental AI applications that are chatbots, customer relationship management (CRM), and predictive analytics. The technologies are applied to enhance conversion rate, automation, and personalisation in the hotels and airlines. The practical examples of AI uses in real-life business systems include the AI-based chatbot at Marriott and the AI-based dynamic price-making engine at Lufthansa, which emphasize the quantifiable effects of AI on the sales functionality and interactions with clients. Another ethical issue in the report is the data privacy, the stability of an algorithm, and personalized offers bias. The implementation of AI promises greater productivity, and revenue increase, but it must be used in a balance between automation and responsible and ethical applications. The results indicate that AI-based sales are logically consistent in low-time turnover and high-time loyalty. Tourism and hospitality companies ought to invest in scalable artificial intelligence solutions with effective ethical frameworks and in-service training.


[bookmark: _Toc212140213]1. Introduction
The tourism and hospitality industry relies heavily on sales as it makes it successful and profitable. In the competitive world, the level of competition is very high and good sales strategies can enable businesses attract, convert, and maintain customers. As consumer demands rise, particularly regarding quality of service and customisation, firms also need to continuously modify their way of dealing with prospective guests and travellers.
The traditional hospitality industry sales model was based on direct, travel agent, and manual customer applications. Although still utilized, these approaches were commonly not scalable in nature as well as real-time responsive. The emergence of digital technologies has transformed the priority to an online booking platform, automated outreach, and decision-making using data. This has opened the opportunity wherein, artificial intelligence (AI) has the possibility to take more significant role in sales activity.
The artificial intelligence applications consist of chatbots, predictive analytics and customer relationship management (CRM) applications that can deliver faster response, better targeting, and personalised responses. By suggesting customized travel packages, predicting the behaviour of the booking, etc., the leads are turned into loyal customers with the help of these tools. Not only does the AI enhance efficiency of operations, but also enables the businesses to realise the needs of customers and actualize them in real-time.
The aim of the report is to discover the way AI is transforming the sales model in hospitality and tourism sectors. It laments some of the core AI in use, which will help personalize it, automate the sale, and increase customer conversion.
The report has the following structure:
· Section 2 presents a critical review of the literature of scholars and the industry in the area of AI and sales in hospitality.
· Section 3 presents the research qualitative methodology that was used to investigate real-life situations.
· Section 4 provides the results of the chosen case studies of the hotels and air companies.
· Section 5 discusses how these findings can be related to the workings of sales theory in general.
· Section 6 discusses the issue of AI-based sales ethics.
· Section 7 also brings the report to an end with some critical conclusions and recommendations.
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[bookmark: _Toc212140215]2.1 AI in Sales
Artificial Intelligence (AI) is the term that denotes systems capable of executing working functions normally performed by human intelligence like recognizing patterns, learning through data, or communicating with customers. Here, in terms of sales, AI technologies involve chatbots, matchmaking engines, and prediction tools (López-Naranjo et al., 2025).
· Chatbots are communication devices that interact with customers using natural language and respond to customer requests, helping with booking and providing upsells.
· Recommendation engines process data about the customer (i.e., their previous stay or browsing history) and propose targeted offers (i.e., room upgrades or additional, optional services).
· Predictive tools utilize past and current data to predict customer behaviour (e.g. probability to book, cancellations, price optimization, targeting) and optimize prices or target markets.
The application of AI in sales has increased at an impressive rate in the hospitality industry and tourism. Indicatively, a chart review revealed that within the scope of AI technologies in the tourism sector chatbots and neural-network-based systems (predictive and personalization) are notably prevalent (Kumawat et al., 2024). 
Such tools allow sales teams to act more promptly on leads, target propositions, and targeting more precisely - to get out of generic mass marketing.
However, adoption has various difficulties: organizational preparation, data quality, implementation cost and compatibility with current systems (Kim et al., 2024).
[bookmark: _Toc212140216]2.2 CRM and Predicting Analytics.
Customer Relationship Management (CRM) systems receive, store and process customer contacts through touchpoints. These systems are used in tourism/hospitality managing guest profiles, booking histories, data and interaction records of loyalty programme. Adding predictive analytics, CRM is the transformation of a passive data repository to an active sales-engine (Anubala and Philosophers, 2024).
Research indicates that predictive analytics within the hospitality sector can be used to anticipate the behaviour of the guests, identify churn risk, conducting dynamic pricing and timing the offers. 
As an illustration, a case study on CRM in tourism indicated that the CRM systems were used to automate the process of following up on reserved rooms, upsell possibilities as well as customized communication that in turn led to greater revenue in individual client (Ashamayee Mishra and Sujata Rath, 2024). 
CRM predictive tools could warn the sales departments about the impending change of a loyal guest, make offers in time, and recommend the best combination of the services. This improves the sales process between the lead and conversion into loyalty.
[bookmark: _Toc212140217]2.3 Sales Funnel and Personalisation.
The sales funnel of tourism/hospitality is actually a flow beginning with awareness and going to consideration and purchase to post-purchase loyalty. The AI alters the management of every stage.
· Later on at awareness stage, chatbots or recommendation engine can store intent and direct prospective guests.
· At the consideration and purchase levels, dynamic offers and predictive analytics are used to wind solid messages to guests and price suggestions.
· CRM-driven personalisation post purchase leads to loyalty in providing customised experiences or applicable upgrades.
Personalisation empowers conversion: when a guest is offered what he or she prefers, then there is a higher chance of booking it and coming back. AI allows a fine level of granulation and dynamic optimization of offers (Zahidi, Kaluvilla and Mulla, 2024). In terms of hospitality AI adoption, it has been observed that guest expectations of personalised service are increasing and AI tools are important facilitators. 
Nonetheless, there are blank areas: most organisations continue to use AI within isolated operations of their organisations and not implement personalisation throughout the funnel. Integration with front-line sales processes is usually slow.

[bookmark: _Toc212140218]2.4 Sales in Hospitality and Tourism: Trends and Gaps.
Recent studies indicate increased use of AI in the hotel, airline and travel agencies. A single systematic review was able to determine that the use of AI in hospitality is on the rise, but it is uneven in terms of geographic region and segments (Alawami et al., 2025). 
Trends include:
· Chatbots to the 24/7 guest interaction.
· Forecasting revenue and dynamic pricing.
· Increase in CRM that facilitates loyalty and personalisation of guests.
· In spite of those tendencies, there are still certain gaps:
· Absence of empirical research on long-term effects of AI on sale performance. 
· Moral, law-and-regulation and data-privacy concerns are not scrutinised adequately.
· Lots of smaller operators do not have solutions or data maturity to implement sophisticated AI.
· Human-machine integration: the human sales role has not been eliminated, but several systems are overly automating without change-management. 
Highlighting, even though AI has great potential in terms of sales in tourism and hospitality, its successful use requires technology, data plan, organisational preparation and ethical deliberation.
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Based on the case study approach, the qualitative method is applied in this report to examine the role of AI tools in transforming the sales strategies within the hospitality and tourism industry. This approach allows to learn more about the real-life results, obstacles and trends in the industry as an analysis of a few companies that have actively adopted AI-powered sales solutions will be made.
The secondary data used to conduct the analysis is peer-reviewed journal articles, industry reports, corporate press releases, and technology provider documentation (Gidumal et al., 2023). The sources were chosen because they were credible, recent and relevant to applications of AI in sales especially in the hotel and airline sectors.
This investigation is based on three case studies:
· Marriott international: The chain has an AI-based chat robot that connects with Facebook Messenger and its Bonvoy application to help customers with their reservations and upgrades and offer them loyalty benefits. This system is also connected with CRM system of Marriott in order to make experience personalized and encourage direct bookings (González-Serrano et al., 2020).
· Lufthansa Airlines: Lufthansa embraced the concept of using predictive analytics to perform dynamic pricing and to bundle ancillary services. Using the customer history and travel trends analysis, their AI engine changes the fare offers in real-time, which leads to higher conversion rates and built-in high upsell margins.
· Accor Hotels: Accor uses Salesforce CRM and AI modules to customize offers and track preferences and communicate with guests using automatized tools (Jiménez-Partearroyo, Medina-López and Rana, 2024). Predictive scoring is a method used by the sales teams to rank their leads according to their booking potential.
The selection criteria used to select these cases were publicly documented and level of maturity of technology, as well as the size of the adoption of AI in sales. The AI solutions covered in the scope are chatbots, CRM systems, predictive analytics, all of which provide another stage of the sales pipeline, starting with lead generation and ending with retention.
The qualitative method gives the opportunity to understand the use of tools, but their application, their effectiveness, and what challenges they create regarding their implementation or ethically.
[bookmark: _Toc212140220]4. Findings
In this part, the most important findings are provided regarding the application of AI tools in the context of sales strategies improvement in the hospitality and tourism sector. The analysis is further subdivided into two components: the first one will deal with individual tools like chatbots, predictive analytics, and CRM systems. The second examines when using individual cases in hotels and airlines.
[bookmark: _Toc212140221]4.1 Chatbots
Chatbots driven by AI have become the core of sales processes in the present day. These systems enable the customers to communicate with the businesses even during the night and the system can substitute or complement the human agents.
· One of the earliest hospitality AI-powered concierges was Connie of Hilton. Created with the IBM Watson, Connie is a service that gives guests real-time hotel services, local attractions, and loyalty details (Ruel and Njoku, 2020). The bot is mainly employed in the process of servicing guests, but also helps with selling rooms and upgrades by proposing proactive suggestions depending on the requests of guests.
· Bonnevoy Chatbot of Marriot is also available on the mobile application and Facebook Messenger. It helps in the reservation, changing of reservations, loyalty reward redemption and the searching of promotions. Drawing the data of Marriott CRM, it personalizes the responses and offers unique offers to the high-value customers.
Such bots decrease the operational load and at the same time push conversion and upselling. They allow real-time reactions, keep the sales rolling going, and gather user intent data to be used in retargeting.
[bookmark: _Toc212140222]4.2 Predictive Analytics
Tourism predictive analytics uses historical, real-time, and third-party data in predicting customer behaviour and optimising sales realised by the company.
· Dynamic Pricing: Dynamic pricing is employed by airlines including Lufthansa to vary and improve the prices of seats basing on variables like demand, seasonality, and booking window, and customer profile (Talón-Ballestero, Nieto-García and González-Serrano, 2022). Indicatively, a repeat customer shopping in the premium economy can have tailored upgrade offers that have been suggested by their previous buying history and records.

· Demand Forecasting: This allows hotels to predict the number of rooms that will be booked at any given time during a time of a holiday or even during an event of large scale in the area. It assists in setting prices, the promotional chances, and training the personnel during peak times. Amadeus documents that the hotels that utilized predictive forecasting realized a 15 and 20 percent in forecast accuracy, which contributed to greater optimized prices.
Predictive models increase their revenue and in addition reduce the risks of under-pricing or over-booking as is posed by manual forecasting systems.
[bookmark: _Toc212140223]4.3 CRM Systems
Customer Relationship Management (CRM) systems allow hospitality businesses to systematize, monitor, and evaluate customer interactions at all sales, marketing, and service points.
Salesforce CRM based on AI analytics are utilized in Accor Hotels. 
The platform helps Accor:
· Loyalty campaigns Individualize based on a past stay.
· Deliver niche e-mails and offers.
· Get sentiments of customers via feedback.
· Rank leads according to AI-generated scoring.
E.g. when a guest has a track record of purchasing spa packages and deluxe rooms, the CRM system identifies them with personalized offers and first reservations of the premium suites.
Customer data is centralized in CRM systems but available as actions and engagements between sales teams can be performed in a timely, targeted and individualised manner.
[bookmark: _Toc212140224]4.4 Hotel Case Study: Marriott International
Marriott is a good example of AI-caused hotel sales. The chain incorporated AI in its functionality of its sales systems to enhance booking conversions and customer experiences.
AI Applications:
· Chatbot (Bonvoy Assistant) to communicate with the customer 24/7.
· Loyalty and promotional offer CRM tools.
· Anticipatory analytics to discover trends in bookings and upsell.
Impact:
· Grow the number of direct bookings by 20 or 30 percent through customized offers rather than blanket rate cards.
· Greater effectiveness of upselling, whereby more room upgrades and amenities should be converted.
· Less reliance on third-party travel agents, and less commission money.
The example of Marriott shows that the effective combination of AI sales can both enhance the level of customer satisfaction and income.
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Figure 1: AI-Based Hotel Sales Funnel
[bookmark: _Toc212140225]4.5 Airline Case Study: Lufthansa
Lufthansa uses AI-based solutions mainly in pricing and booking, as well as the ancillary revenue streams.

AI Applications:
Real time dynamic pricing tools that changes airfares.
Upgrade reminders on the time of booking and the check-in.
Repeat travel behaviour prediction CRM analytics.
Results:
The amount of upsell revenue grew by an average of 1525 percent when Lufthansa implicated personalized suggestions to the person of additional baggage (Sousa, Cardoso and Dias, 2024), seat choice or in-flight amenities.
The AI paid pricing minimized fares misfit without causing harm to load factors.
Also, the AI adoption in Lufthansa Miles and More loyalty program served as a method to keep the most lucrative customers, as it offered customized awards and travel packages.
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Figure 2: Personalized AI Booking Journey
Summary of Tool Impacts
	AI Tool
	Sales Function
	Impact Metrics

	Chatbots
	Lead capture, booking
	Reduced response time, increased conversions

	Predictive Analytics
	Pricing, demand
	+15–25% in revenue, better forecast accuracy

	CRM Systems
	Personalization, loyalty
	Targeted offers, higher repeat business



These tools as well as cases, overall, illustrate AI's practical success in enhancing individualization, generating revenues, as well as automating customer interaction for both hospitality as well as airline business units.
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The outcomes describe a notable shift in hospitality and tourism firms from classic sales models to AI-based models. This section contrasts both models, discerns AI adoption value and challenges, estimates return on investment (ROI) on a selection of case studies, and connects such findings with root sales theories such as the AIDA model as well as Customer Lifetime Value (CLV).
[bookmark: _Toc212140227]5.1 Traditional Versus AI-Supported Selling
Historical tourism sales used to rely greatly on human agents, tangible brochures and call centres and blanket promo drives. Paper based customer service was often slow, reactive and traditional. Customization was also kept to minimum and it was normally based on basic demography or loyalty statuses.
AI-powered sales on the other hand are virtual and information-powered and initiative-driven. To react in time, dynamically change offers and communicate personally, AI technologies such as chatboys and predicting suggestions can help companies achieve this goal (Nunan and Di Domenico, 2022). Considering Marriott as an example, its chatbot using AI will reply instantly regardless of the time zone and integrates with CRM systems to issue personalized offers, which the human sales staff find difficult to cope with.
[bookmark: _Toc212140228]5.2 Advantages of AI in Sale
Quicker Response Time
AI technology works around the clock without any limitation of a human. Customer retention: This type of chatbots can be used by a company such as Hiltons on their decision-making moments to respond to common questions in real time to their customers. This promotes conversion especially in scenarios of last-minute booking (Hariguna and Ruangkanjanases, 2024).
Better Targeting and Personalization.
CRM systems based on AI permit proper segmentation of customers according to their previous behaviour and their tastes and also previous booking history. By deploying Salesforce to enable the brand to send extremely targeted offers, e.g., spa offer to individuals who booked a similar offer in the previous years, Accor is able to increase the number of email opens as well as the number of booking intentions.
Cross-Selling and Upselling
Recommendation engines can recommend appropriate add-ons (e.g. food, seating upgrade) depending on circumstance. The price engine at Lufthansa provides an upgrade proposal at booking that increases revenue based on upsell by 15 to 25 percent (Florido-Benítez and Alcazar, 2024).
Operational Efficiency
The AI decreases the number of people working in the staff. Repetitive questions will cease to be answered and more value interactions will be achieved as well as less generation of staff costs.
[bookmark: _Toc212140229]5.3 Risks of Over-Reliance on AI
Absence of Human Touch
Value-based customers will be edged out by over-automation, especially in the luxury hospitality as they demand to be served based on their preferences (Cozzio, Javier and Maurer, 2025). Chatbot programs are unable to handle cases of emotions and resolve complex complaints accordingly.
Technical Failure and Unavailability.
Users will be frustrated because of the outage or failure of bots, and it will damage the brand image. Intelligence programmes will have to be monitored, up-to-date, and checked on a regular basis to ensure viability.
Data Protection Issues 
The risks that are associated with using personal data to make recommendations are both ethical and legal, especially under legislation such as GDPR. Provided it is not managed well, this may result in a loss of trust and regulatory fines.
Bias in Algorithms
When the AI models are trained using incomplete or skewed sets of data (unconsciously), they will discriminate against some groups of customers (Talón-Ballestero et al., 2018). This can impact on the fairness of any offers and decrease inclusiveness as concerns marketing.
[bookmark: _Toc212140230]5.4 Challenges in Adoption
High Investment Costs
These high-end AI-powered solutions demand investment in software, cloud, as well as expert staff. Small players will find it hard to warrant or finance these expenses.
Skill Gap and Staff Opposition
The implementation of AI technologies may require that salespeople need to be retrained to work along with information technologies. This may face opposition due to job concerns or technical unfamiliarity.
Incorporation with Current Systems
The majority of hospitality establishments still operate with obsolete reservation and POS systems. Integrating AI with such ancient technologies might get complicated, as well as time-consuming.
[bookmark: _Toc212140231]5.5 Case Study Based Return on Investment (ROI)
· Marriott increased its own-bookings by 20–30% after it had added AI to personalize offers via its chatbot as well as its CRM system. This minimized reliance on external platforms such as Expedia and saved revenue in commissions (Dang Hat et al., 2024).
· Lufthansa hit a 15–25% increase in upsell with predictive pricing and tailored ancillary recommendations.
· Accor automated its CRM to reduce individual outreach, making its campaigns more accurate while boosting loyalty programs' efficiency.
These statistics validate a high scale-driven ROI for implementing AI. Yet, outcomes are heavily reliant on execution quality, data preparation, and organizational commitment.
[bookmark: _Toc212140232]5.6 Alignment with Sales Theory
AIDA Model (Attention – Interest – Desire – Action)
AI tools exactly match each AIDA stage:
· Advertising attention: AI-targeted ads and chatbot messages capture attention early.
· Interest: Product suggestions, FAQs, and online help keep interest.
· Desire: Customized offers and loyalty rewards create emotional interest.
· Action: One-click booking, automated checkout, and payment via phone enable conversion.
Customer Lifecyle Value (CLV)
AI facilitates optimizing CLV by improving retention as well as repeat reservations:
The CRM systems monitor customer preferences and push retention-oriented campaigns. 
Predictive analytics determine whether or not customers will churn or rebook. 
Chatbots offer sustained interaction with post-stay communication. 
When they integrate AI with such theories, they increase both short-term sales as well as long-term customer relations. 
[bookmark: _Toc212140233]5.7 Summary 
AI-powered selling models beat benchmark models in speed, customization, as well as revenue contributions. Case studies validate measurable increases in conversion as well as upselling. Success, however, depends upon risk management, ethical implementation, as well as employee preparation for virtual work . With AI being supplemented by core selling principles such as AIDA as well as CLV, AI may yet be a catalyst for both growth as well as loyalty for hospitality as well as tourism. 


[bookmark: _Toc212140234]6. Ethical Considerations
Artificial intelligence implementations in tourism and hospitality sales present significant questions on ethics. While they enhance speed as well as personalization, they raise concerns about privacy, equity, as well as algorithmic bias. It is crucial to respond to such concerns to create long-term customer trust as well as regulatory compliance.
AI and Data Protection under GDPR
Most AI programs will need access to large sets of personal information, for example, users' preferences, record of reservations, or record of browser visits. It poses a risk to personal privacy, more in areas where data protection laws exist, for example, the General Data Protection Regulation (GDPR). Such regulations demand that firms provide transparency about collecting, storing, and processing information (Peco-Torres, Polo-Peña and Frías-Jamilena, 2021). Practically, firms need to get express user consent, give users a means of disabling information tracing, as well as guarantee that personal information will not be used for a different purpose than that for which it was originally collected.
In AI-based CRM, customer information often gets employed to create personalized sales messages as well as differential pricing offers. This may amount to misuse or overreach, if there are no clear data policies in place. For instance, employing history of past browsing, unknown to customers, to create sales suggestions may come across as intrusive, albeit technically legal. Firms that do not comply with GDPR risk not just penalties but loss of reputation for a brand.
Transparency in AI and Reasonable Costs
One of the most controversial ethics of AI-driven sales is that of dynamic pricing. Prices in real time are adjusted by algorithms depending on customer profile, geolocation, time searched, as well as booking history. Though efficient revenue maximiser, this may result in unfairness perceptions if two customers of the same service get different prices with no explanation. Transparency in trust development. Consumers need to understand if prices are being customized for them, as well as why they are being adjusted. It helps to prevent perceptions that AI pricing is discriminatory, perhaps by income or geography if machine learning has found such correlations.

Bias in Recommendation Systems
The recommendation engines are trained on past information. But if that information itself is biased—such as prioritizing day-travellers or high-paying customers—the program will shut out other customer classes from high-ticket promotions. This establishes some kind of a self-fulfilling prophecy, with only some of the profiles being in a position to enjoy personalization, whereas others are excluded.
In order to prevent this, companies should periodically scan AI programs on any form of hidden bias. They should also examine the way in which products are currently being delivered to various customer sectors current and future, and modify models to ensure that all people receive equal opportunities, irrespective of the customer history and demographics information.



[bookmark: _Toc212140235]7. Conclusion
The tourism and hospitality industry has been revolutionized by artificial intelligence at a very fast rate in terms of sales strategies. The application of technologies like chatbots, CRM, and predictive analytics has enabled companies to deliver very personal in the customer service, automate the lead treating procedure, and optimize in real-time conversion processes. These technologies do not only make companies more efficient in the business dimension but are also attending to the expectations of the customers of having the moment-to-moment service, which is personal.
The greatest outcomes have been observed in the areas of customer loyalty and in upselling. Examples of this are Marriott hotels that have had the opportunity of growing direct booking with automated interaction and personal recommendation and airlines such as Lufthansa that have grown their revenues with additional services that are ancillary, and those that are based on data with dynamic pricing, as well as on expert upsell recommendations. The brands, such as Accor, using CRM technologies enhanced repeat business to a higher level, through the accurate management of customer journeys within the different touchpoints.
More advanced applications are the future of the AI value to sales. Voice-enabled assistants that are powered by AI, automated content to use in their campaigns, and additional real-time sentiment analysis will further personalize it. Companies adopting such technologies will have to work towards the traps of ethically performing data, system bias, and readiness of employees through them, to become a working solution.
In order to maintain these benefits, companies should invest in frequent training of the staff working with AI solutions, remain within the framework of data protection regulations, and include special ethical standards of AI implementation. Uncovering scalable AI platforms with moral application, hospitality and tourism companies will be able to charge revenue growth along with customer trust in a fast-digitized environment.
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