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Objectives | Accelerated globalization and advancements in mobility have implied an increased 

contact between different linguistic tourism markets. Despite the centrality of language in the 

tourism phenomenon, this relationship has scarcely been analyzed in tourism literature. However, 

communication across different languages is essential for successful intercultural communication, 

negotiation, and persuasion in the context of international tourism. However, despite the 

importance of language skills, the increasing globalization of the tourism industry makes it unlikely 

that an individual acquires sufficient knowledge in all the languages that they might encounter 

either as a host or as a guest. In addition, human translators are not at hand in all situations, and 

they imply costs. Hence, machine translation (MT), i.e., automatic translation, may be a viable 

alternative in many situations. In the past few years, advancements in artificial intelligence (AI) 

have led to a rampant evolution in the field of human translation – e.g., the Google Translate app 

alone had been downloaded one billion times by March 2021. However, despite the impact of this 

technology on society, businesses and individuals, the implications of these developments for how 

individuals communicate across languages have been scarcely analyzed by previous literature, and 

the use of MT in the tourism sector remains as a huge research gap to be filled. 

The present study aims to analyze the use of MT tools in the hospitality industry. It answers the 

following research question: What are the implications of MT use in the hospitality industry? The 

specific research objectives of this study are: i) to investigate perceptions and satisfaction with MT 

use among hotel employees and managers; ii) to analyze how MT technology is used by hotel 

employees (i.e., name of MT tools used, types of circumstances, purposes, frequency of use, used 

languages, use of text vs. speech translation etc.); iii) to ascertain potential risks and limitations of 

MT use; iv) to determine the relevance of improving MT literacy among hotel employees and 

managers, and strategies for improving such literacy; and v) to find out technological 

improvements desired by different types of hospitality businesses. 
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Methodology | This study adopted a qualitative approach. Firstly, we carried out semi-structured 

in-depth interviews with experts in several fields, including both academic and business experts 

(e.g., translation, computational linguistics, machine translation, artificial intelligence, and tourism). 

Secondly, we carried out interviews 30 with hotel employees and hotel directors in Barcelona and 

Lisbon. Content analysis was carried out with the assistance of the software MaxQDA.  

 

Main Results and Contributions | The main contributions of this study are: i) a better 

understanding of how MT technologies can benefit the hospitality industry, considering both 

businesses and tourists; ii) promoting MT literacy and an appropriate use of MT tools, considering 

its risks, limitations and drawbacks; iii) and providing directions for how MT technology could 

further develop to satisfy businesses and employees’ desires and needs. Theoretically, we 

contribute to the scarce literature on technology-mediated communication in the tourism context. 

 

Limitations | This study had a qualitative nature. Therefore, results cannot be generalized to 

other contexts. 

 

Conclusions | The increasing reliance on machine translation (MT) in the globalized tourism 

sector necessitates an understanding of its implications in the hospitality industry. This research 

underscores the potential of MT as a valuable tool, facilitating communication across diverse 

linguistic barriers. While MT promises increased efficiency and reduced costs, it is essential for 

hospitality professionals to be literate in its use, and cognizant of its limitations. Despite the 

importance that the interviewees assigned to MT, the majority did not consider that it presently 

replaces the need for employees to acquire language skills. As language technology (e.g., 

ChatGPT) continues to advance, ongoing research is essential to track the evolving implications 

addressed in this study.  
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