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[bookmark: _Toc211973628]Abstract 
The paper talks about how Artificial Intelligence (AI) is changing the way sales are managed in the hospitality and tourist industries. As machine learning, prediction analytics, and chatbots powered by AI continue to change quickly, businesses are changing how they serve customers, how they predict their needs, and how they interact with each other. The paper will talk about how AI can be used to make customer relationship management (CRM) systems better, how data can be used to make hotels, resorts, and planes more personal, and how customer conversion rates can be raised. Through a qualitative literature review and real-life case studies of Marriott International, Hilton Hotels, and Emirates Airlines, this paper looks at the new trends, strategic uses, and ethical problems that come up with AI-based sales strategies. The results show that AI technologies can help improve business efficiency, communication with customers, and profits by gathering data on how customers behave and making changes to services in real time. However, the study also points out problems like worries about data protection, algorithmic bias, and the lack of openness in how automated decisions are made. The paper comes to the conclusion that in order for AI to be used effectively in sales management, not only will the technology need to be ready, but there also needs to be a good ethical framework and policy on data control. To make AI use more sustainable and responsible in the global hospitality and tourism ecosystem, it is suggested that AI systems be easy to understand, workers be taught how to use digital tools, and people from different industries work together.
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AI has become one of the most important tools that is changing the way businesses work around the world in the last few years. AI-based systems are changing how businesses work, how they interact with customers, and how they provide value in every field (Ivanov and Webster, 2020). That's because the hotel and tourism industry is all about quality of service, personalization, and the customer experience. AI has had a huge effect on these fields. Companies that used cutting-edge technologies like AI chatbots, machine learning, and prediction analytics were able to automate tasks that needed to be done over and over again, improve interactions with guests, and speed up sales. As the shift to digital moves faster, AI isn't just a technology chance; it's also a strategic tool that can help businesses gain a competitive edge and improve their operations (Buhalis and Leung, 2018). 
In the tourism and hospitality industries, sales management is a key part of making sure businesses make money and building long-term ties with customers. AI-driven data insights are now being added to the old sales models, which were based on human instincts and manual forecasting, to help make demand predictions more accurate and increase sales. Hotels and airlines are using AI to look at trends in how people behave, divide the market into groups, and make offers that are tailored to each group's needs (Wamba et al., 2021). The last technological change has changed the customer journey so that it is no longer a straight line of transactions but a fluid, data-driven journey where personalization is key to building value. 
Because more digital and AI-based tools are being used, there is also more competition in the hotel business. The companies like Marriott International, Hilton Hotels, or Emirates Airlines have incorporated AI into their sales and marketing, offering hyper-personalized customer services and increasing customer retention (Deloitte, 2023). As an example, AI chatbots already handle calls to book ahead of time, and predictive models are used to figure out the best way to set prices during busy and slow times. Not only do the new ideas streamline the sales process, but they also make customers happy because they get answers and information right away. Anyway, AI makes things much more efficient and smart, but it also raises ethical and practical concerns about things like data privacy, computer biases, and openness (Tussyadiah, 2020).
The main goal of the report is to assess the effectiveness of AI-supported sales models in terms of effectiveness and personalization, as well as ethical standards in the hospitality and tourism sector. In particular, the study aims at:
· Discuss the ways in which AI applications like chatbots, predictive analytics, and customer relationship management (CRM) systems change sales management.
· Evaluate the ethical and operational issues arising as a result of the introduction of AI technologies.
· List practical implications and lessons of successful implementations of hotels and airlines.
The report is structured to deal with these objectives. It starts with the review of the literature that talks about current theoretical constructs and studies of AI in sales management. The methodology section provides the description of qualitative method and case study selection, then a discussion of the results that indicate the potential of AI to transform. These findings are discussed within the framework of the current theories and the report finalizes with some recommendations based on responsible and sustainable adoption of AI in hospitality and tourism.
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2.1 Theoretical Framework
The theoretical basis of the approach to AI-driven sales strategies in hospitality and tourism is based mostly on the theories of Relationship Marketing and Customer Relationship Management (CRM). The approach of relationship marketing is based on the long term, mutually beneficial relationships with the customers instead of the short-term transactions (Grönroos, 1994). This strategy has changed in the hospitality sector, where AI has been incorporated to achieve more personalization and anticipatory interest. Intelligent CRM systems enable companies to track the activity of the guests, predict the needs, and provide personalized services, which build emotional relationships that contribute to loyalty (Wirtz et al., 2019).
The theory of CRM also underscores the role of data collection and analysis in value creation due to better knowledge on the preferences of customers. The AI value propositions include automation of CRM functions, unstructured information analysis involving various inputs, and real-time consumer intentions (Chatterjee et al., 2020). This fact-based intelligence enhances relationships with the customers and maximizes sale performance, which is in tandem with the relationship marketing paradigm of continuity of engagement and service quality.
Technology Acceptance Model (TAM) (Davis, 1989) is another model that can be relevant when examining the implementation of AI in tourism. It assumes that acceptance of new technologies by the users is based on the perceived usefulness and perceived ease of use. The readiness of the employees and managers to use AI applications, including chatbots and predictive analytics, in the hospitality industry is the direct determinant of the success of their implementation (Morosan and DeFranco, 2016). Equally, the Innovation Diffusion Theory (Rogers, 2003) is used to explain how technological innovations are diffused through an organization or a market. This model suggests that adoption is done in stages, which are; knowledge, persuasion, decision, implementation and confirmation, and that adoption is relative, compatible, complex, and observable. These principles are reflected in the rapid dissemination of AI-enabled CRM and pricing systems among the global hotel chains that strive to be innovative as a way of keeping up with the competition.







2.2 AI in Sales and Marketing
Artificial Intelligence has turned out to be a revolutionary element of sales and marketing, which enables tourism and hospitality businesses to be smarter and more efficient in their activities. Customer segmentation and dynamic pricing is one of the major applications of AI. AI systems interfere with large volumes of data to group customers according to spending habits, tastes, and indicators of behavior. This will allow companies to sell products in customizable packages, anticipate changes in demand, and streamline pricing policies (Li et al., 2022). As an example, dynamic pricing models, which are AI-driven, are used by hotels to dynamically change the price of a room according to the trends in terms of booking, prices offered by competitors, and local events to ensure both the largest possible revenue and the competitiveness of the hotel in the market (Ivanov and Webster, 2020).
Necessary demand forecasting and upselling are another important role of AI. Predictive algorithms enable the sales teams to predict the demand during the seasons, potential high-value-customers, and suggest them additional services like the spa package or seat upgrades. Predictive tools have improved the conversion rate in the tourism sector to a considerable extent as it assists business to allocate resources effectively and create tailored marketing campaigns (Gretzel et al., 2020). Such predictive analytics integration is a transition to proactive, as opposed to reactive, sales management, and AI is thus an essential productive force of business intelligence.

2.3 Chatbots with Artificial Intelligence and Customer Relationship Management.
Chatbots, which are based on AI, are among the most tangible technological advancements in the tourism and hospitality sector. These applications integrate natural language processing (NLP) and machine learning to replicate the interaction of humans and provide 24/7 customer service and increased interactivity (Wirtz et al., 2018). One such example is the ChatGPT concierge used by Marriott International that assists guests in booking accommodation, ordering services, and gaining personal suggestions, among others, instantaneously. Equally, the Hilton Hotels robot assistant, named Connie, which is the product of IBM Watson, is a very intelligent assistant who meets and greets guests at the front desk giving them tips on local attractions or anywhere they wish to go in the town, as well as improving the entire experience of the guest.
The chatbots implemented into the CRM systems will provide a guarantee that every interaction with customers is documented, processed, and converted into the actionable information. The AI chatbots will be able to handle pre-reservation questions, handle post-stay feedback gathering, and help with the management of a loyalty program. This automation will improve customer satisfaction and decrease the workload of human beings (Tussyadiah & Park, 2018). Moreover, AI-based CRM systems can be used to update the profiles of guests dynamically, which will allow the sales teams to monitor the needs of the customers in future communication. The merging of chatbots and CRM is therefore a good example of AI enhancing the efficiency and relationship depth in hospitality sales processes.

2.4 Data-driven Conversion and Personalization.
The concept of personalization is the foundation of contemporary hotel sales. Artificial intelligence technologies can provide highly customized experiences and optimized experiences based on the analysis of big data during online booking, social media activity, and past interactions with customers. Recommender systems based on AI detect the preferences of the consumers and generate personalized offers that appeal to the emotional or experience stimuli (Buhalis and Leung, 2018). Indicatively, airlines such as Emirates use AI to monitor the traveling history of passengers and propose to upgrade or tailor packages based on the options previously taken.Moreover, data-driven conversion is enhanced with AI-based cross-selling mechanisms being built into hotel and airline websites. By predictively analyzing the customer data, the system automatically suggests ancillary services when the customer book rooms or flights including airport transfers, dining deals, or insurance. This personalization and conversion combination not only enhances the user experience but also optimizes the revenue streams (Wamba et al., 2021). Additionally, AI aids the customer lifetime value (CLV) models whereby the sales teams can focus on long-term relationships as opposed to occasional sales.
2.5.3 The Ethical Problems of AI Sales Models.
Although it has positive aspects, AI application has important ethical issues that should be mitigated to ensure sustainable use. One of the primary issues is data privacy because AI is extremely dependent on gathering and processing of personal data. The theft or abuse of customer information may harm the brand image and loss of trust (Buhalis and Sinarta, 2019). Besides, the impact of algorithmic bias can be unfair treatment or exclusion of some categories of customers, especially in cases where AI models are trained on non-representative datasets (Crawford and Calo, 2016).
Other key ethical aspects include transparency and explainability. Consumers are usually not clear about how the AI systems are making decisions and this poses the issue of accountability when the consequences are not positive or may be discriminative. Implementation of responsible AI thus becomes necessary with ethical frameworks based on fairness, accountability, and transparency (FAT) (Jobin et al., 2019). Within the hospitality and tourism industry, its application in these tenets would make AI a source of empowerment and not a form of exploitation.

[bookmark: _Toc211973631]Methodology 
3.1 Research Design
The study of the effect of AI-based sales strategies within the hospitality and tourism sector is based on a qualitative, descriptive, and case study research design. The qualitative approach can be used to examine a more complex interaction of technology, sales performance, and consumer experience in a deeper way (Creswell and Poth, 2018). Since the descriptive part deals with the identification of the existing practices and their consequences instead of quantifying the numerical variables, it is appropriate to the conceptual and strategic research.
3.2 Data Sources
The study is solely based on a secondary data that is obtained through academic journals, white papers, industry reports and company publications that have been peer reviewed. Statista, Deloitte insights, McKinsey and Company, and Emerald publishing are the key sources of data. These sources contain the empirical research materials and the expert evaluation and analysis of the issues of adoption and efficiency of AI technologies in the sales management in the hospitality and tourism settings.
3.3 Sampling and Case Selection
A purposive sampling technique is used to focus on three international based organizations such as Marriott International, Hilton hotels and Emirates airlines as the representative case studies. The selection of these companies is justified by their high level of adoption of AI in the strategies of sales and interaction with customers. Marriott illustrates how chatbots powered by AI can improve the efficiency of customer services, Hilton presents the example of robotic automation in guest communication, and Emirates can show us predictive analytics in the prices of tickets and loyalty programs. Collectively, the examples give a holistic insight into the strategic application of AI in various subsectors in tourism.
3.4 Data Analysis
Thematic analysis was used to analyze the data based on the identification of patterns, themes, and trends in the chosen literature and case studies. The thematic coding and synthesis of the data were done in three steps, namely data organization. The major analytical themes were (a) AI-powered CRM integration, (b) personalization and conversion optimization, (c) operational efficiency, and (d) ethical issues. The thematic analysis offered a systematic way of analyzing qualitative data and made them contextually relevant (Braun and Clarke, 2019).



3.5 Limitations
Although this study provides useful information, it suffers because of the use of secondary data, which might not reflect the current trends or organization-specific peculiarities. The lack of primary data (interviews or surveys) limits the insight into first hand views of the sales managers or the customers. Additionally, the sample of the case studies is mainly large global brands, which may not be applicable to the case of small or independent hospitality establishments. In subsequent research, mixed-method techniques may be used to create qualitative and quantitative information to have improved applicability.
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The influence of AI Chatbots and Predictive Systems can be presented in the following way:
The use of AI chatbots and predictive systems has been of great benefit in the sales management processes of the hospitality and tourism industry. Two of the brightest cases, such as Marriott International and Hilton Hotels, can illustrate how such technologies can improve customer interaction and sell
Marriott launched its AI-enabled chatbot, Smart Concierge, which is part of the Bonvoy mobile app, to offer its customers some assistance in booking requests, room service orders, and local suggestions. This system combines Natural Language Processing (NLP) and predictive analytics to answer customer requests in real time in an intelligent way (Marriott International, 2023). The Smart Concierge based on internal performance reports helped to grow the upsell revenue by 30 percent, mostly by offering customized room upgrade recommendations and promotions. The capability of the chatbot to identify the customer intent and deliver solutions on time and at the right moment lessens human dependence and ensures that the services can be delivered 24/7
Equally, Hilton Hotels have implemented the services of a robotic assistant named Connie, which was created in cooperation with IBM Watson. Connie engages the guests in the lobby through voice recognition and cognitive computing to respond to questions regarding the facility, area attractions, and hotel services. The results of early adoption revealed that the presence of Connie had a strong positive influence on the scores of guest satisfaction and intentions to book again (Wirtz et al., 2018). Hilton noted that the ratings of post-stay reviews were more favorable in the premises with Connie, and the customers stressed convenience and novelty as the main sources of satisfaction.
The results highlight the dual purpose nature of AI chatbots as it relates to operational efficiency and the improved experience of guests. As a sales tool, chatbots optimize the customer service process, as well as, serve as a proactive sales force, which sells upgrades, loyalty plans, and special deals. These bots have predictive systems that analyze customer data in real time, and identify the buying patterns and respond to them accordingly. Consequently, hospitality organizations use AI as a facilitator of services and an accelerator of sales as an intermediary between the customer support and the commercial conversion.






4.2 CRM based on AI and dynamic pricing.
The Customer Relationship Management (CRM) systems are applications driven by AI and have become a crucial tool in the sales optimization strategy nowadays. The major hospitality brands in the world are becoming more and more integrated into AI-based CRM platforms like Salesforce Einstein, Oracle Hospitality OPERA, and HubSpot AI. These are tools that process structured and unstructured data, including customer purchase histories and social media communication, to improve sales performance and predict the future trends (Wamba et al., 2021).
To use the Salesforce Einstein as an example, which Marriott uses, machine learning is integrated with predictive analytics to automatically prioritize leads, offer upsells, and guests who may leave. With the incorporation of CRM knowledge into the marketing automation instruments, the sales team at Marriott can be able to offer high-valued customers with personalized incentives to their loyalty, thus enhancing their conversion rates. In the same manner, the Oracle Hospitality system offered by Hilton works with the help of AI to align front-office and sales data, which allows responding to fluctuations in booking dynamically. The systems enable salespeople to make data-driven decisions on a case-by-case basis to guarantee year-round optimization of revenues.
Another interesting case of AI as an influencer of dynamic pricing is the industry of airlines. Emirates Airlines is also an example of carriers that apply AI algorithms to the market to track demand, competitor prices, and seat availability, and respond in real-time to changes in fares. Predictive analytics, when integrated with the ancillary products offerings (seat upgrade, in-flight Wi-Fi, or premium lounge access), allow boosting the revenue streams with the help of individualized pricing of the tickets and bundling strategies (Gretzel et al., 2020).
CRM tools based on AI and dynamic pricing engines therefore establish a feedback between the likes of customers and the pricing framework. The stream of customer data also enhances the accuracy of predictive models, whereby the prices and offers have to be applicable to every market segment. By so doing, these systems turn the old traditional lifeless pricing into behavioral sales management that is adaptive hence profitable as well as customer satisfaction.






4.3 Results of Data Analytics and Personalization.
Personalized customer experiences are the foundation of the hospitality and tourism business, and data analytics has been utilized as the key of providing customers with customized experience. With the help of machine learning and big data analytics, predictive modeling has allowed companies to optimize the customer segmentation process, forecast lifetime value, and create micro-targeted marketing campaigns (Buhalis and Leung, 2018).
The results indicate that predictive analytics has a direct positive influence on customer retention as it detects loyalty and churn behavior indicators. To illustrate, Marriott employs predictive retention models, which process customer sentiment based on the social media and survey data and are used to identify at-risk customers prior to them disengaging. Follow-up campaigns and loyalty rewards are then automated in order to regain engagement. These initiatives have resulted in recorded growth in repeat bookings and lifetime customer value
Segmentation based on machine learning also leads to better conversion rates. The AI algorithms can be used to group travelers using data on millions of booking records to segment travelers based on their motivation (e.g. leisure vs. business), spending behavior, and booking timing. This understanding makes it possible to target the digital ads and email campaigns precisely. As an example, Emirates Airlines implements a hybrid recommendation system based on collaborative filtering and neural networks to provide personal travel recommendations, including destination packages or partner hotel deals.
In addition, data-driven personalization is not limited to marketing communication and is applied to service delivery. Hotels use AI to customize the amenities, room choice, and in-room entertainment services, depending on what has been experienced before. These forecasting experiences do not just increase levels of guest satisfaction, but also opportunities of cross-selling and upselling. The results show that the conversion rate among companies that adopt AI-based personalization increases by 15-25 percent in comparison to conventional marketing strategies (Deloitte, 2023).
In general, the findings reveal a steady trend: those organizations, which use AI analytics to personalize the experience of guests, find it easier to engage them, motivate loyalty, and convert them into purchasers. This supports the fact that personalization, which has been enabled by data intelligence, has become a determining factor of competitive difference in the hospitality and tourism environment.




4.4 Ethical and Operational Problems.
Although the use of AI has immense commercial advantages, it comes with a host of ethical and practical issues that affect customer confidence and the organizational image. Misuse of data and profiling of consumers is one of the most burning issues. AI systems usually work with big data sets of personal and behavioral data. The absence of effective data governance models may result in the unauthorized access or exposure of customer data, which may result in privacy violations and legal fines (Crawford & Calo, 2016).
The other problem is that of algorithmic bias where AI models end up discriminating against some demographic or socio-economic groups when provided with biased training data. With dynamic pricing, the biased algorithms may lead to unfair prices among customers depending on their geographic region or choice of devices (Jobin et al., 2019). To solve these issues, it is necessary to be transparent in the design of algorithms and conduct bias audits on a regular basis.
Operationally, AI-driven systems require substantial investment in infrastructure and employee training and cybersecurity. Small and medium-sized hospitality businesses are unable to match bigger companies as the cost of adoption is high and complex (Tussyadiah, 2020). Also, excessive use of automation may diminish the human touch that has been commonly associated with hospitality and that may affect the satisfaction of the guests who may prefer to interact individually.
The results reveal that even though AI can provide a more effective and customized sales environment, it also increases the necessity of ethical management and supervision by people. To ensure that AI will not be abused and consumers will remain confident in it, it is crucial to establish responsible AI rules based on transparency, consent, and accountability. Most major companies, such as Marriott and Hilton, have started creating internal AI ethics charters based on the global standards, such as the OECD Principles on Artificial Intelligence and the UNESCO Recommendation on the Ethics of AI. These efforts are encouraging moves to the prospect of making sure that technological innovation is in line with the larger objectives of equity, security and sustainability in the tourism industry.







[bookmark: _Toc211973633]Discussion
5.1 Comparison between Traditional and AI-Driven Sales Models.
Hospitality and tourism companies have been accustomed to using human intuition, interpersonal relationships, and historical data to conduct the sales. Primary touchpoints were the sales representatives, travel agents, and customer service staff that were used to acquire and retain guests. Although this model provided interpersonal interaction, it was time-constrained, and could not analyze large masses of data on customers (Buhalis and Sinarta, 2019). Conversely, predictive intelligence, real-time personalization, and automation have brought a new paradigm shift in the sales models driven by AI. The use of AI chatbots, dynamic price determiners, and CRM integrations has substituted manual processes with precision and a nimble approach to operations based on the data (Wamba et al., 2021).
Contrary to conventional sales methods where the salesperson targeted general market tendencies, AI makes it possible to segment the market microscopically, i.e. recognizing specific behavior, preferences and feelings. This will allow the provision of customized service services and pricing opportunities according to the willingness to pay by each customer. As an example, the AI-based booking system at Marriott modifies promotional rates to suit the customer loyalty status and browsing history automatically, and Hilton, in turn, has a robot, called Connie, which customizes recommendations when communicating with the guest. Therefore, AI helps not only to increase efficiency but also to transform the sales role into an intelligent process.

5.2 Theoretical interpretation Relationship Marketing and TAM.
The tendency towards sales management based on AI corresponds well with the Relationship Marketing Theory that focuses on the long-term interaction and customer relationships that are based on trust. With constant data tracking and forecast analytics, AI will enable companies to cultivate these associations ahead of time. Emotional loyalty can be enhanced by understanding past interactions and predicting what is needed, making appropriate experiences, and sustaining coherence in their post-purchase touchpoints, as AI systems anticipate the future (Groenroos, 1994).
Technology Acceptance Model (TAM) describes another way in which the integration of AI influences customer and employee behavior. Customers consider AI systems helpful when they increase the speed, accuracy, and personalization of the service. Employees would embrace AI tool provided it is convenient and facilitates decision-making (Davis, 1989). Nevertheless, a major problem is that the perceived trust decreases when the technological complexity or the absence of transparency mitigates the perceived trust. As such, effective AI application will require equity training of the users, user-friendly features, and the integration of humans and AI to make sure that technology supply does not supersede the judgment of people.

5.3 Personalization Implication on Consumer Satisfaction and Trust.
Personalization has always been a key element of the hospitality experience, yet it is data-based, which brings up new questions of trust. It has been shown that personalized AI interactions enhance satisfaction in a case when it is seen as relevant, transparent, and respectful to privacy (Chatterjee et al., 2020). Visitors like customizable deals like preferred room types or travel plans are well-received, but they also need the ability to manage their data.
The principle of AI-led personalization consists of gathering behavioral data on a continuous basis across any platform, such as websites, mobile applications, loyalty programs, etc. Although this enhances more accurate targeting, this may evoke discomfort when it is perceived to be intrusive. Hospitality companies should ensure that data policies are articulated and there is an option of consent and sharing data to maintain trust. To illustrate, Emirates Airlines is transparent, as it provides its customers with the ability to manage privacy settings on its loyalty application. We should continue this balancing of personalization and privacy to ensure good integrity of customer relations in AI mediation contexts.

5.4 Ethical Implications: Transparency, Consent and Accountability.
The adoption of AI requires the consideration of ethical issues. Transparency needs organizations to reveal how algorithms take decisions, such as in dynamic pricing or customer segmentation. The consumers might perceive bias or discrimination without the ability to see AI logic. The transparency of the algorithms will not only safeguard the rights of the consumers but will also increase the corporate credibility (Jobin et al., 2019).
The other principle is consent. AI systems rely on constant streams of data, however, consumers need to know what type of information is being gathered, where it is kept and what uses do it have. In Europe, explicit agreement on data processing is required by the General Data Protection Regulation (GDPR), and therefore, this issue is crucial to the worldwide hospitality operators (Crawford and Calo, 2016).
Finally, accountability is used to make the responsibility of the AI decisions human-centric. Despite the growth of automation, ultimate responsibility should be breathed by human managers in order to control equity, address controversies, and intervene in cases where AI outputs lead to unintentional injuries. Ethical control bodies, internal auditing and explainable AI (XAI) systems can prevent its misuse and strengthen the confidence of the customers and regulators.


5.5 Long-term effects of using AI on the competitiveness of the global tourism industry.
The adoption of AI also improves the competitiveness of global tourism because it allows companies to become more efficient and flexible. Live data analytics helps in demand predictions, capacity management, and an organized supply company. Such responsiveness allows companies to foresee trends in the market, reduce the waste of operations, and ensure consistency in the quality of services in multiple markets (Gretzel et al., 2020).
In addition, AI can help achieve sustainable tourism through maximization of resources. Smart booking systems decrease over-tourism by sharing the number of visitors and predictive maintenance lowers the energy consumption in hotels. These innovations have the ability to align performance of businesses with environmental responsibility which is becoming a key competitive differentiator of the post-pandemic era
Individual countries and businesses, which invest in the innovation of AI, will benefit not only on the economic front but also in terms of reputation, because tourism spots that are technologically advanced will appeal to digitally smart tourists. Nevertheless, developing economies have obstacles in their way, including inadequate infrastructure and digital literacy, which highlights the importance of international collaboration and knowledge of the need to achieve a fair degree of adoption.

5.6 Aligns with the Sustainable Development Goals (SDG 9 and 12) on strategy.
The application of AI in the hospitality sector is directly correlated with the United Nations Sustainable Development Goals, in particular, SDG 9 (Industry, Innovation and Infrastructure) and SDG 12 (Responsible Consumption and Production). In SDG 9, AI promotes innovation in the form of intelligent infrastructures and data-driven service systems that help to make these systems more productive. The ability to use smart technologies to improve operations, including automated check-ins, IoT-enabled rooms, and AI-assisted maintenance, implemented by hotels proves that innovation can be used to enable resilient operations.
Regarding SDG 12, AI leads to efficiency in resources and conscious consumption. Predictive analytics can be used to manage waste, predict the demand of perishable products, and machine learning helps to optimize energy and water consumption use. As an example, the sustainability program of Hilton, which is called Travel with Purpose, deploys AI to track consumption in its properties, which proves the effectiveness of ethical application of technology in the stewardship of the environment
Thus, AI, besides improving the economic performance, promotes the global sustainability goals, which strengthens the long-term sustainability of the industry and its role in community responsibility.

[bookmark: _Toc211973634]Conclusion 
The results of the present study prove that Artificial Intelligence is now one of the inevitable engines of change in the hospitality and tourism sector. Incorporating predictive analytics, CRM tools and chatbots, organizations have transformed the way they conduct their sales, interact with customers and provide customers with a personalized experience. The shift in the conventional selling practices to those based on AI has led to the increased efficiency of the operations, increased rates of conversion, and greater accuracy of the decisions.
The opportunities of AI in terms of personalization and maximizing revenues are based on its capacity to provide insights on high amounts of data within seconds. By such insights, airlines and hotels can successfully predict the needs of customers and suggest appropriate products to them, as well as create loyalty, which is not transactional. The applications of AI-driven systems in the case studies of Marriott, Hilton, and Emirates have led to enhanced customer satisfaction and also competitive brand in the international markets as illustrated in the case studies.
Nevertheless, the article also highlights the role of ethical governance as one of the factors predetermining sustainable adoption of AI. The efforts should be implemented with data privacy, transparency, and accountability in mind. Unlimited automation has a chance of destroying consumer confidence and facing regulatory challenges. The definition of explainable AI models and human control can address these issues and retain the advantages of automation.
In order to have the long-term growth, the recommendations are as follows:
· Integrate explainable AI systems where the employees and the consumers get to know how decisions are made.
· Educate workers in sales and marketing functions to work in harmony with AI-driven CRM tools that the human touch supplements the accuracy of algorithms.
· Enhance data protection and control controls by complying with international regulations like GDPR and ISO/IEC 27001.
· Create responsible innovation by integrating ethical assessment at every point of AI development, implementation, and supervision.
To sum up, the introduction of AI into sales management in hospitality and tourism is an opportunity and a liability. A balance between technological innovation and ethical integrity among organizations will not only enable an organization to gain a competitive edge but also help the global tourism ecosystem to have an improved, more transparent, and customer-centric future.
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