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Abstract 

The study will look into the transformative nature of artificial intelligence (AI) in sales strategy in 

the hospitality and tourism sector. With more and more rapid digital transformation, AI-based tools 

such as chatbots, predictive analytics, and customer relationship management (CRM) systems have 

become requisite drivers of revenues and better customer experience. This paper discusses why 

AI-driven personalization and data-driven conversion methods streamline the sales processes and 

looks at the moral nature of automated decision-making in customer relationships. By using the 

case study analysis of the major hotels and airlines, such as Marriott international, Hilton hotels, 

Emirates airlines, and Lufthansa, this study proves that AI implementation has brought about 

tremendous improvement on the rates of conversion, customer satisfaction, and operational 

efficiency. Nonetheless, according to the results, there are also severe issues of privacy of the data, 

biasing of algorithms, and even the loss of human touch in service provision. The research draws 

the conclusion that the implementation of AI should be successful, and this is possible only by 

ensuring a balance between technological innovation and ethical responsibility, open data 

practices, and authentic human relationships. Those organizations that are able to position AI 

strategically by undertaking ethical concerns gain competitive edges in an increasingly digital 

market. The study adds to the knowledge base of AI in contemporary sales management and offers 

a practical view of the issue to professionals involved in hospitality and tourism to understand how 

to deal with digital transformation. 
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1. Introduction 

1.1 Background and Context 

Technology and humanistic services have come together at the intersection of the hospitality and 

tourism industry. As the competition intensifies in the world and consumers more and more 

exacting of the companies, firms in this sector have never felt such heats as these to inject the sales 

strategies in the modern arena without compromising the personal touch that defines the excellence 

in the hospitality industry. Artificial intelligence is a game changer and in essence, it is 

transforming the dealings of hotels, airlines, travel agencies and tourist operators with their 

customer, anticipating the trends in the market and optimising the revenue streams. 

The COVID-19 crisis has accelerated the rate of digitalization within the industry, and 

organizations have no option but to instantly change to contactless technology and virtual 

interaction devices and platforms, including automated service solutions. Such change revealed 

the potential and limitations of the AI-based methods and a balance between effectiveness and a 

sense of a genuine human approach should be attained. At a time when the industry is re-emerging 

and redefining its future, AI technologies introduce one more chance in order to make sure that the 

sales are more efficient, that the customer journeys are more personalized, and that the competitive 

advantages are obtained in the continuously saturated market. 

1.2 Research Problem 

Although the need to integrate AI is highly appreciated, not all hospitality and tourism 

organizations are able to properly apply AI-based sales strategies. The most outstanding issues are 

the need to integrate AI technologies with the current systems, data quality and privacy, brand 

authenticity and automation of interactions, and ethical complications surrounding algorithmic 

decision-making. Moreover, the most high-rate of technological change introduces gaps in 

knowledge among sales professionals, with most of them being under-trained on the usage of AI 

tools and data analytics. 

1.3 Research Objectives 

This study aims to: 

Discover the ways AI technologies (chatbots, predictive analytics, and CRM systems) will change 

the work of salespeople in the hospitality and tourism industry. 

Evaluation of the success of AI-based personalization and data-based conversion approaches. 

Consider the ethical concerns regarding AI use in sales management. 

Offer evidence-based information based on case studies of top hotels and airlines. 

Provide strategic suggestions of both ethical and effective AI implementation. 



5 
 

2. Literature Review 

2.1 The following arises as a result of the evolution of Sales Management 

in Hospitality and Tourism. 

The sales management of hospitality and tourism has changed significantly in the last 30 years. 

The conventional strategy focused on the personal relations, the manual booking system, and the 

reactive customer care. The first wave of technological disruption began with the implementation 

of global distribution systems (GDS) in 1990s and opened up automated reservation and expansion 

of market. New advances such as internet reservation engines, mobile applications, social media 

marketing and so on further transformed the sales channels and customer engagement models. 

The modern sales management also incorporates various touchpoints between both digital and 

physical worlds, forming omnichannel experiences that tend to satisfy the customers wherever 

they are in their lives. This change is indicative of a wider-scale change in consumer behavior 

where travelers are more demanding in terms of immediate feedback, customized suggestions, and 

cross-platform, cross-device transactions. 

2.2 Artificial Intelligence in Sales: Theoretical basis. 

Artificial Intelligence refers to several technologies which are machine learning, natural language 

processing, computer vision, and neural networks that allow systems to execute tasks traditionally 

within the domain of human intelligence. In sales, AI applications primarily target three main 

functions: human capabilities augmentation, routine processes automation, and the derivation of 

insights based on the complex data patterns. 

According to the Resource-Based View (RBV) theory, AI capabilities may be regarded as valuable, 

rare, inimitable, and non-substitutable resources that offer sustainable competitive advantages. 

Those that develop advanced AI capabilities and blend them with human capabilities develop value 

propositions which are hard to imitate. In the meantime, the Technology Acceptance Model (TAM) 

describes the impact that the perceived usefulness and ease of use have on the acceptance of AI by 

both salespeople and customers. 

2.3 AI Chatbots: Customer Engagement Revolution. 

One of the most apparent uses of artificial intelligence in hospitality sales is AI-based chatbots. 

These chatbots use natural language processing to interpret customer queries, give information and 

make purchases without the involvement of a human being. In comparison to the predecessors of 

AI chatbots based on rules, modern AI-based chatbots learn as they interact and become more 

accurate in their responses to more complex queries as time passes. 

Studies show that chatbots greatly decrease the response time with some systems giving immediate 

responses to the common questions concerning the availability, price, facilities and policies among 

others. This on-the-fly interaction attracts customer attention during critical points of decision 
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making and may improve the rate of conversions. In addition, chatbots are available 24/7, which 

overcomes geographical and temporal boundaries, especially in the case of international hotel 

brands covering international markets and working in time zones. 

Nevertheless, there are also limitations of chatbot identified in literature. Difficult questions that 

need delicate knowledge, emotional knowledge, or creative decision-making are usually beyond 

the abilities of AI. The situation is aggravated when chatbots are not able to identify context, give 

irrelevant answers, or even open up rings of dialogue. Effective applications thus combine chatbots 

with human support mechanisms, which allow the smooth escalation of AI when it is out of its 

scope. 

2.4 Predictive Analytics: Reactive versus Proactive Sales. 

Predictive analytics is a statistical algorithm and machine learning method applied to past data and 

can identify the patterns that predict the future behaviors, preferences, and market patterns. 

Predictive models in hospitality and tourism sales are used to examine the booking patterns, 

seasonal trends, customer demographics, and external forces such as economic trends or weather 

conditions to predict the demand and control the pricing strategy. 

Predictive-powered revenue management systems dynamically manage hotel room charges, airline 

fares and package deals basing on their real-time supply and demand computations. This is an 

advanced method of maximizing revenue per available room (RevPAR) or seat by capturing 

willingness to pay at various points in time and booking platforms. It was found that AI-enabled 

revenue management is capable of driving revenues by 5-15% higher than manual methods of 

revenue management. 

2.5 Customer Relationship Management with AI-Enhancement. 

CRM systems are also developed beyond the simple contact databases to more complex systems 

that combine sales, marketing and service capabilities. AI augmentation introduces such powerful 

features as automatic lead scoring, next-best-action suggestions, sentiment analysis, and predictive 

calculation of customer lifetime value. 

The AI-based CRM systems examine the massive data sets that include the transactional history, 

communication records, social media activity and third-party data sources to develop 

comprehensive customer profiles. These insights make it possible to engage individual prospects 

hyper-personally, and sales professionals are guided in real-time on what to say, when to say it, 

and to which channel to use. Studies indicate that the productivity and efficiency of sales can be 

increased by 30-40 percent by using AI-enhanced CRM systems, and customer satisfaction is more 

likely to be enhanced following more timely and relevant interactions. 
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3. Methodology 

3.1 Research Design 

The research design used in this study is the mixed-methods research design utilizing both 

qualitative analysis of the case study, and quantitative analysis of secondary data. The given 

strategy will allow analyzing AI-based sales strategies in a holistic manner and through the prism 

of many different perspectives to explore both the quantitative and contextual insights that could 

remain unseen through only quantitative or just qualitative methods. 

3.2 Case Study Selection 

Four case organizations were identified depending on their known leadership in AI application in 

the hospitality and tourism industry: Marriott International and Hilton Hotels as the representatives 

of the accommodation industry, and Emirates Airlines and Lufthansa as the representatives of the 

aviation industry. Criteria of selection were: 

The application of AI technology in sales is documented. 

Publicity of information about implementation and results. 

Market segment and geographic diversity. 

Leaders in terms of innovation in the industry. 

3.3 Data Collection Methods 

Secondary Data Sources: Scholarly journals, industry research, reports of the companies, case 

studies of the technology vendors, and news articles supplied background knowledge about the AI 

technologies and their use. 

Industry Reports: The consulting firms such as McKinsey, Deloitte and Phocuswright offered the 

market level insight and benchmarking data. 

Technology Vendor Data: Data provided by AI solution vendors talked about technical capability, 

implementation methods and customer success. 

3.4 Data Analysis 

Thematic analysis of qualitative data was performed to determine common patterns with regards 

to AI implementation strategies, benefits, challenges and ethical issues. The case studies were 

studied separately and then the cross-case synthesis was examined and found common themes and 

unique approaches. 

Quantitative data in the form of company reports and industry studies was considered to determine 

the effects of performance such as the increase in the conversion rate, revenue increase, efficiency, 

customer satisfaction ratings. The major findings were summarized with descriptive statistics and 
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compared with each other with the help of comparative analysis that showed the differences 

between organizations and sectors. 

3.5 Limitations 

There are a number of limitations of this study: 

Data Availability: The use of publicly accessible data prevents access to the proprietary 

performance measures. 

Problems of causality: It is hard to determine a direct cause and effect when there are numerous 

initiatives at the same time and external factors in the market related to AI use. 

Generalizability: The results of large-scale, resource-endowed organizations cannot be generalized 

to small hospitality and tourism companies with a small technological investment. 

3.6 Ethical Considerations 

This study did not break the rules of ethics because it relied on publicly accessible data, used the 

correct referencing strategy, and did not distort the strategies and performance of organizations. 

4. Findings 

4.1 AI Chatbots in Action 

4.1.1 Marriott International: ChatBotlr and More. 

Marriott International became the first hospitality to implement chatbots through ChatBotlr which 

was first launched on Facebook messenger and later on various other platforms. This artificial 

intelligence assistant is capable of managing thousands of concurrent sessions by responding to 

queries regarding hotel facilities, tourist sites, restaurants, and the reservation process. 

According to the performance data, ChatBotlr manages to answer about 70-75 percent of questions 

without involving human operators which considerably decreases the call center traffic and allows 

human operators to devote their attention to the more complicated problems that need emotional 

intelligence and their ability to solve problems creatively. The average response time reduced to 

several minutes (human-only model) to seconds, which enhanced satisfaction rates with customers 

concerning the responsiveness of the service. 

Marriott combined chatbot data and CRM platform to track conversation data, which drives its 

marketing strategies and service enhancements. One of the analyses of questions posed at the site 

identified a gap in the information architecture of the websites, thus making amendments on the 

content that decreased the number of queries over time. Popular local attractions were also 

determined in the company based on the chatbot conversations, which led to targeted development 

of partnership and package creation. 



9 
 

4.1.2 Hilton Hotels: Connie the Robot Concierge  

Hilton used a unique strategy when introducing Connie, a robot concierge named after Connie, 

which is a physical robot operated using the IBM Watson AI technology. Connie communicates 

with guests in hotel lobbies in a natural language and offers recommendations on restaurants, 

attractions, and services of the hotel. The physical presence of AI delivers unforgettable 

experiences as well as gathers useful information about the preferences of guests and their frequent 

needs. 

It was found that initial implementations had opportunities as well as challenges. Visitors were 

delighted by the novelty of Connie and liked interactions, which strengthened the brand perception 

as innovative and progressive. Nevertheless, Connie was not as mobile as human concierges 

because she could not carry out physical duties. Hilton intelligently placed Connie as a supplement 

and not a substitute with human workers being on demand when it comes to orders that demand 

physical help or complex arrangements. 

The information gathered by the interaction of Connie helped Hilton to determine the trends in 

guest interests and optimize portfolios of local partnerships. Hotels also varied restaurant 

recommendations by aggregate preference pattern, which enhanced satisfaction with dining 

suggestions and possibly surged commission yields of partner restaurants. 

4.2 Predictive Analytics to Revenue Management Transformations. 

4.2.1 AI-Powered Revenue Strategy at marriott. 

Marriott implemented advanced predictive analytics to all its 8,000 plus properties, and examined 

billions of data points such as past booking history, competitive rates, local events, weather, and 

economic forecasts. Machine learning algorithms produce demand prediction at specific levels; 

property, room type, and booking channel, which makes dynamic pricing that ensures maximum 

revenue capture. 

Findings indicated a high level of improvement in performance. The increase in RevPAR was 5-8 

percent in the properties that used AI-enhanced revenue management in contrast to control groups 

that applied the traditional methods. The gains were quite impressive especially in high demand 

periods where AI systems were able to estimate the optimal price point which maximized the 

occupancy and rate and to elicit the maximum value out of limited inventory. 

The predictive system also streamlined the management of the distribution channels by analyzing 

the cost and conversion aspects of different booking sources (direct site, online travel agencies, 

global distribution systems) and therefore distributing the inventory strategically. By setting the 

higher bookings onto lower cost vehicles, Marriott saved money on distribution and increased the 

profit margin. 
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4.2.2 Emirates Airlines: Forecasting of Demand. 

The Emirates Airlines team introduced AI-based forecasting of demand to optimize the route, 

capacity, and pricing policies at the global network. The system is used to analyze factors such as 

seasonal trends, holiday dates, the economic activities in both the home and destination markets, 

competition activities and even the feelings in the social media to forecast the demand in the 

booking weeks and months ahead. 

These projections are used to make important decisions on aircraft maintenance, staff planning, 

and inventory distribution on fare classes. The predictive analytics that Emirates had used during 

the COVID-19 pandemic were particularly useful, as the new patterns of demand began to emerge 

and new markets were reopened, allowing the company to resume routes and increase capacity 

faster than competitors that used the traditional method of planning. 

4.3 Intelligent CRM that Pushes Personalization. 

4.3.1 Hilton Honors: Individualized Loyalty Interaction. 

Hilton has redesigned its Hilton Honors loyalty program by using AI-based CRM capabilities that 

create personalized experiences to 120 million of its members. The artificial intelligence of the 

machine learning algorithms examines member profiles, stay history, preferences, and behaviors 

and creates tailored suggestions, targeted offers, and proactive service. 

Data signals allow the AI system to identify the life events that are likely to lead to travel (job 

changes, weddings, graduations) and reach out with the relevant offers in case of booking 

propensity peaks.  

4.3.2 Lufthansa: An AI-Based Customer Service. 

Lufthansa has employed AI in its entire customer care process, introducing Elisa, a chatbot based 

on AI technology that manages some of the most common requests through web and mobile 

platforms and predicates analytics to forecast the services demanded. The AI-enhanced CRM 

platform of the airline will use the history of customer interaction, flight records, and other external 

aspects to proactively offer personal recovery of service. 

The system will automatically find the affected passengers and rebook them in priority depending 

on the circumstances on the ground, urgency to connect and value of the customer when 

disruptions arise. Premium frequent fliers and customers who have close connections are 

immediately served whereas the system provides individual bookings on re-booking options based 

on individual preferences based on the previous behavior of the customers. 

According to Lufthansa, AI-based service recovery lowered the number of customer complaints 

by 30-35 percent in the wake of operational disruptions than earlier counter-measures. Customized 

care and competence through proactive outreach and personal solutions helped in building stronger 

customer relations even in the difficult situations. 
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Its predictive maintenance analytics is technically operational as opposed to sales-oriented, but the 

company is in fact dependent on sales effectiveness through schedule reliability. Reduced 

cancellations and delays enhance reputation and minimize expensive compensation whereas 

enhanced on-time delivery is a great sales differentiator in competitive markets. 

5. Discussion 

5.1 AI-Sales Strategic Implications 

The case studies also indicate that AI is fundamentally changing how sales are conducted in 

hospitality and tourism business based on three main mechanisms, namely efficiency 

enhancement, creation of insights, and personalization of experiences. These changes generate 

competitive advantages that further divide the industry giants and the dwarfs. 

The outcomes of efficiency improvement include automatization of routine operations, an increase 

in the speed of response, and improved resources allocation. Thousands of simultaneous chats are 

managed by AI chatbots, and they would need correspondingly scaled human teams, which would 

drop the labor expenses significantly and improve services availability. Predictive analytics 

automate highly analytical tasks that have traditionally taken hours of revenue manager time and 

allow more rapid and frequent pricing changes, which seize revenue irregularities missed by 

slower manual methods. 

Nevertheless, efficiency benefits are not enough to be sustainable in differentiation as AI 

technology is becoming accessible to both big and small organizations. Greater strategic 

importance lies in the fact that AI can derive insights on huge datasets that human analytical 

capabilities cannot. Pattern recognition in millions of customer contacts, booking transactions and 

market signals identifies opportunities and threats that intuition based methods would fail to 

accomplish. Companies that efficiently gather, process, and implement these insights make 

superior strategic choices on which market to enter, product development, partnering choice and 

resources. 

5.2 AI Implementation Critical Success Factors.  

Successful implementation analysis shows that there are numerous factors that make the difference 

between leaders and laggards: 

Data Foundations: The effective AI needs to have high-quality and complete data. Companies that 

have a strong data collection system, clean and well-structured data, and cohesive information 

within systems have high quality AI performance. On the other hand, a low data quality 

compromises even advanced algorithms and generates untrustworthy results, which deter trust and 

usage. 
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Change Management: Introduction of technology can never be enough; culture and organizational 

change management are needed in the implementation of AI. Employees need to have an 

awareness of AI capacities and constraints, appropriate training and feel that AI adds to their work 

and not obviates it. Those organizations that make investments in change management experience 

a rise in adoption rates and profit more on AI investments. 

5.3 Personalization Advantages and Disadvantages. 

AI-based personalization is a useful technology that has a significant impact, yet there are 

significant drawbacks. The advantages are more conversion rates, customer satisfaction, loyalty 

and lifetime value, and more effective marketing investments. Customers will enjoy personalized 

recommendations, efficient customer experiences, and active services that will predict their needs. 

Nevertheless, personalization may become invasive, in case the customers feel spied on or 

manipulated, instead of receiving assistance. The creepiness factor is observed on a situation where 

personalization exposes information that the customers did not actually give or do not remember 

giving. Companies should ensure that the level of personalization is reduced to a minimum, leaning 

towards disclosure of how the data is used and offering explicit value creation that will warrant 

the data gathering. 

The privacy issues are a hindrance to the effectiveness of personalization and this will come with 

regulations which limit data collection and usage as more consumers become aware of privacy 

issues. To achieve trust and compliance with regulations, organizations that want to balance 

personalization goals and privacy rights may have to forfeit a degree of personalization. This 

tension is considered the opportunity to be differentiated with the help of ethical practices instead 

of an obstacle to be overcome in progressive organizations. 

6. Conclusion 

6.1 Summary of Key Findings 

This study analyzed AI-based sales management in the hotel and tourism industry in terms of the 

implementation of chatbots, predictive analytics, customer relationship management (CRM), and 

personalization technology in the top hotels and airlines. Several key findings emerge: 

IAI Provides Measurable Sales Performance Results: AI technologies in organizations increase the 

conversion rates by 15-30, revenues by 3-8, customer service costs by 30-40, and customer 

satisfaction scores. These findings prove that AI investments have tangible returns that support its 

further usage and further adoption. 

Effectual Implementation Demands Strategic Compensation: AI is most useful when it is 

strategically incorporated into human knowledge, and not the neutral automation undertaken. The 

hybrid models which use AI to create efficiencies and insights without fully giving up the human 
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aspect of the process to build relationships and solve complex problems are highly effective 

compared to the fully automated or the fully manual one. This integration needs cultural change, 

investment in change management, and well thought-out workflow optimization that would 

maximize human-AI cooperation. 

6.2 Theoretical Contributions 

This study is useful to the sales management literature as it shows how AI capabilities are strategic 

resources as defined by the Resource-Based View. Valuable, rare, difficult to imitate and non-

substitutable AI competencies generate sustainable competitive advantages. Nonetheless, 

technology is not enough; specific organizational abilities such as data handling skills, AI-human 

partnership frameworks, along with ethical leadership systems that form bundles of difficult-to-

imitate capabilities are needed. 

The results also further the knowledge of the Technology Acceptance Model by indicating that the 

successful implementation of AI is not limited to the perceived usefulness and ease of use, but also 

to trust, transparency, and ethical implementation. No matter how powerful AI systems might be, 

they are opposed by customers and employees who feel invaded, unfair, or threatened by this type 

of technology. This implies that innovations like ethical considerations are basic in control of 

technology acceptance as opposed to encompassing distinct issues. 

6.3 Practical Recommendations 

According to the research results, it can be concluded that there are some practical 

recommendations that hospitality and tourism organizations working on the strategy of sales based 

on the use of AI should develop: 

Use Low-Risk, High-Impact Applications: The first thing to implement AI should be applications 

with evident value and a small number of complexities like chatbots and answering frequently 

asked questions or predictive analytics sending emails at times when they get the most attention. 

Wins at an early stage create organizational confidence and ability coupled with proving actual 

advantages that can be used to justify increased investment. 

Invest in Data Infrastructure: As a prerequisite to effective AI, focus on data quality, data 

integration, and data governance. Companies that currently have disjointed data systems and low 

data quality ought to resolve these concerns and only marginate advanced AI applications. 

Embrace Human-Centered Design: Engage end users, both the employees and the customers in 

the process of developing and deploying AI. Knowing their workflows, concerns, and needs would 

allow finding solutions to augment the human capabilities instead of frustrating and resisting. 

Introduce Effective Ethical Systems: Develop strict regulations that will govern AI creation and 

use such as privacy, bias reduction systems, transparency, and human control systems. Publish 

these promises to gain the trust of the stakeholders. 



14 
 

6.4 Limitations/Future Research Directions. 

This study is limited in a number of ways, which imply future research opportunities. To start with, 

the use of publicly available information restricts the understanding of proprietary details of 

implementation and performance measures. Further studies that involve direct access to 

organizations would enable more insight into the process and outcomes of AI implementation, 

issues, and challenges. 

Second, the targeting of big companies with resource endowment can generalize to smaller 

hospitality and tourism enterprises. Research exploring the adoption of AI in independent hotels, 

regional airlines, and small travel agencies in the future would be of interest in determining the 

role of resource limitations in defining implementation strategies and success. 

Third, the AI technological development is fast, which implies that findings are a snapshot that 

can become obsolete very quickly. A longitudinal study that would trace the evolution of AI and 

organizational adjustment over time would be better in explaining the development of capabilities 

and competitive dynamics. 

Fourth, this study gave organizational focus that had minimal direct customer voice. Further 

studies that include the perception of customers regarding the use of AI in sales, privacy issues, 

and personalization desires would enrich the concept of factors that influence the acceptance and 

effectiveness of AI use. 

Lastly, cross-cultural aspects of AI use are not studied properly. The level of cultural values on 

privacy, preference of human interaction, and technology acceptance differ significantly in various 

markets. A study on the influence of cultural contexts on strategies and performance of AI 

implementation would be valuable to the world hospitality and tourism organizations. 

6.5 Final Reflections 

The essence of artificial intelligence is reshaping the nature of sales in the hospitality and tourism 

industry, providing the potential like never before to make processes more efficient, generate value 

and create a one-to-one experience. Nonetheless, technology does not suffice to achieve the long-

term success. To integrate AI and human wisdom, organizations need to be considerate, focus on 

ethical application, and be authentic which are the markers of hospitality excellence. 

The future lies with the organizations that consider AI as an addition to human capacities, not as a 

replacement, where personalization efficacy and privacy security are equalized, and the 

technological change is considered a strategic purpose, not a reflexive imitation. With the ongoing 

development of AI opportunities, hospitality and tourism industry need to change the way of sales 

and keep the humanist principles and values of service that make outstanding experiences not just 

efficient buy-sell transactions. 

As it can be seen in the case studies under consideration, major organizations are able to overcome 

these tensions and attain tangible performance benefits as well as establish customer trust by means 
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of ethical conduct and human-AI partnerships. Their experience can offer useful road maps in 

organizations starting or speeding up AI travels, showing both chances and traps that define the 

success of implementation. 

Finally, AI-enhanced sales methods are not a destination but a continuous process of technological 

implementation, organizational knowledge and refinement of the strategy. The organizations that 

undertake this journey with a defined vision, ethical dedication, and customer orientation will be 

successful in an ever more digital marketplace as those that resist change or use technology without 

strategic planning will not be able to survive in the market. 
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8. Appendices 

Appendix A: The Definition of AI Technology. 
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Artificial Intelligence (AI): Computer systems that can execute functions that are normally 

carried out by humans and which involve learning, reasoning, problem-solving, perception, and 

language comprehension. 

Machine Learning (ML): A branch of AI that deals with experience-driven and non-programmed 

learning and improvement. Algorithms discover patterns in data and predict or make a decision by 

the patterns. 

Natural Language Processing (NLP): This is an AI technology that allows computers to 

comprehend, decode, and produce human language not only in written language but also in spoken 

language. 

Predictive Analytics: This is a method of statistical and machine learning that uses current and 

previous data to make predictions about what will happen, what the future behavior will be, or 

what will happen in the future. 

Customer Relationship Management (CRM): Systems and strategies to manage the interactions 

of the company with customers and potential customers, and more heavily augmented with AI 

capabilities. 

Chatbot: The computer program based on AI that can be used to have a conversation with the user 

by talking or typing, and is designed to replicate patterns of human dialogue. 

Deep Learning: This is an advanced method of machine learning that employs a neural network 

with multiple layers (deep neural networks) to derive successively increasing levels of features of 

raw input. 

Recommendation Engine: Artificial intelligence that processes the information about the users 

and their activities in order to recommend products, services, or materials that are likely to be 

appealing to particular users. 

Appendix B: Case Study Summary Matrix 

Organization AI Technologies Primary 

Applications 

Key Outcomes 

Marriott 

International 

ChatBotlr, Predictive 

Revenue Management, 

AI-CRM 

Customer service 

automation, dynamic 

pricing, personalized 

marketing 

70-75% chatbot 

resolution rate; 5-8% 

RevPAR increase; 15-

20% conversion 

improvement 

Hilton Hotels Connie Robot, AI-

powered CRM, 

Personalized Loyalty 

Interactive concierge, 

member engagement, 

predictive analytics 

40-50% higher email 

open rates; 25-30% 

conversion improvement; 

15-20% churn reduction 
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Emirates 

Airlines 

Predictive demand 

forecasting, Dynamic 

pricing, Personalization 

engine 

Route optimization, 

revenue management, 

booking experience 

3-5% yield improvement; 

10-15% ancillary 

attachment increase; 8-

12% abandonment 

recovery 

Lufthansa Elisa chatbot, 

Predictive service 

recovery, AI 

maintenance 

Customer service, 

proactive disruption 

management, 

reliability 

30-35% complaint 

reduction; improved 

schedule reliability; 

enhanced customer 

satisfaction 

 


