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Abstract  
 

The rapid evolution of digital technologies has reshaped tourism marketing, with Artificial 

Intelligence (AI) emerging as a core driver of change. This paper presents a systematic review of AI-

enabled tourism marketing strategies and examines their behavioural impact on consumer decision-

making. Findings indicate that the adoption of AI tools such as personalization engines, machine-

learning-based advertising, automated engagement systems, and trust-enhancing mechanisms has 

transformed traditional marketing approaches by enabling more accurate segmentation, real-time 

content adaptation, and predictive consumer modelling. The study highlights that AI-driven 

strategies significantly influence travellers’ decision confidence, engagement levels, and booking 

intentions. The review also identifies major themes in the current digital marketing landscape and 

outlines expected future trends. The paper concludes by offering insights for practitioners and future 

researchers seeking to understand and leverage AI’s growing role in tourism marketing. 
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Introduction  
 

The tourism industry is experiencing a transformative shift as Artificial Intelligence becomes increasingly integrated into core 

marketing operations (Filieri et al., 2021). No longer limited to traditional promotional tactics, tourism businesses now depend 

on intelligent algorithms capable of monitoring consumer preferences, assessing behavioural patterns, and processing large 

volumes of real-time data (Zsarnoczky, 2017). These technologies enable the creation of adaptive and highly responsive 

communication strategies that adjust immediately to user interactions (Artificial, 2021). As digital environments continue to 

advance, travellers have developed new expectations regarding how tourism services should be presented (Li et al., 2021). 

Modern consumers now seek personalized, efficient, and interactive digital experiences that provide convenience, relevance, and 

emotional engagement throughout their decision-making journey (B et al., 2015). 
 

The movement toward AI-mediated marketing has fundamentally reshaped established practices within the tourism sector(Wang 

et al., 2020). Firms can now anticipate traveller needs with far greater accuracy by utilizing predictive analytics, machine-learning 

recommendation systems, and automated content delivery (Dwivedi et al., 2024). These tools support tailored messaging, 

dynamic promotional offerings, and intelligent customer assistance, thereby increasing both customer satisfaction and conversion 

potential (Ihsan et al., 2019). However, the rapid adoption of AI also challenges existing organizational structures and marketing 

frameworks (Paul, 2018). Tourism professionals must acquire new technological competencies, critically evaluate data-driven 

strategies, and continuously adapt to evolving digital environments (Samara et al., 2020). This shift requires not only technical 

adaptation but also a revaluation of ethical considerations, transparency, and consumer trust, all of which are central to sustaining 

long-term competitiveness (Mishra et al., 2024). 
 

In response to this evolving landscape, the present study seeks to consolidate and interpret the growing body of research on AI’s 

role in tourism marketing. The paper examines the principal digital tools currently employed within the sector and evaluates their 

influence on traveller behaviour, decision quality, engagement levels, and intention to purchase. Additionally, it highlights key 

conceptual and operational trends that are likely to shape future marketing practices as AI technologies become even more 

advanced. Through a systematic and structured analysis, this study offers a comprehensive overview of how AI-driven marketing 
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strategies are redefining consumer interactions, reshaping competitive dynamics, and ultimately transforming the digital tourism 

marketplace. 
 

Literature Background 
 

AI-Based Personalization and Decision Support 

AI personalization tools synthesize user activity, contextual triggers, and preference histories to generate highly relevant travel 

options (Prahadeeswaran, 2023). Personalized recommendations help tourists navigate complex digital environments by 

presenting tailored hotel choices, itineraries, and local experiences (lis et al., 2020). This reduces search effort, increases 

relevance, and strengthens decision confidence. 
 

However, personalization can potentially narrow consumer exposure if recommendation diversity is limited, creating 

“algorithmic bubbles.” Consequently, ethical personalization must maintain both relevance and variety to preserve traveller 

autonomy (Huang & Chao, 2021). 
 

Intelligent Digital Advertising in Tourism 

AI-driven advertising has become a critical component of digital tourism strategies. Through programmatic bidding, predictive 

lead scoring, and automated content generation, AI enables firms to target users at moments of high intent (Zlatanov & Popesku, 

2019). Advertisements can now be customized according to micro-segments defined by behaviour rather than demographics 

(Filieri et al., 2021). 
 

Despite its efficiency, AI advertising can occasionally appear intrusive if users feel monitored or manipulated. Tourism 

businesses must therefore balance precision with sensitivity to user perceptions, ensuring that marketing remains respectful and 

transparent (Dwivedi et al., 2024). 
 

Behavioural Engagement Metrics 

Engagement is a key predictor of tourist commitment during digital interactions. AI systems track behavioural signals such as 

session length, revisit frequency, chatbot interactions, and scrolling patterns (Ihsan et al., 2019). These indicators reveal how 

deeply users explore content and how connected they feel to a tourism platform. 
 

Deep engagement strengthens decision-making by increasing familiarity, reducing uncertainty, and reinforcing perceived value. 

This highlights the importance of designing interactive AI elements that encourage meaningful and sustained involvement 

(Prahadeeswaran & Arts, 2023). 
 

Building Trust Through AI 

Trust is essential in tourism because travellers frequently purchase intangible experiences. AI can enhance trust through accurate 

recommendations, reliable information processing, and secure transaction systems (Filieri et al., 2021). However, AI can also 

erode trust if tourists perceive data misuse or lack of transparency (Samara et al., 2020). 
 

Trust-building strategies must therefore integrate explainable AI, visible ethical safeguards, and communication practices that 

clearly articulate how data is used. Establishing trust strengthens willingness to rely on automated guidance and increases 

booking intentions (Zlatanov & Popesku, 2019). 
 

Gaps in Understanding AI’s Behavioural Influence 
 

Although AI is widely adopted in tourism marketing, important gaps remain: 
 

• The long-term effects of AI interactions on loyalty are underexplored. 

• Cross-sector comparisons of AI priorities are limited. 

• Emotional and cognitive responses to AI personalization require deeper study. 

• Many analyses overlook the ethical and psychological dimensions of automated decision-making. 
 

This paper contributes a new perspective by analyzing how AI strategies collectively shape consumer behaviour across different 

tourism segments. 
 

Methodology 
 

Research Design 

A structured quantitative research design was used to evaluate the influence of AI-driven marketing tools on consumer behaviour. 

A total of 184 valid responses were collected from professionals in hospitality, travel agencies, tour operations, and destination 

management organizations in Kerala. 
 

The survey assessed the four AI marketing dimensions and captured behavioural outcomes such as decision-making confidence, 

trust, satisfaction, and booking intention. 
 

Measurement Structure 

Table 1: Measurement Structure and Constructs 
 

Construct Measurement Items 

AI-Personalization 

• Accuracy of recommendations  

• Relevance of suggested content  

• Responsiveness to user preferences 



The Social Science Review A Multidisciplinary Journal. January-February, 2026. Vol. 4. Issue 1. 84-88 
 

Published by: Pather Dabi Educational Trust, (Regn No: IV-1402-00064/2023), Under Govt. of West Bengal, India  
 

Page | 86  
 

AI-Driven Advertising 

• Perceived effectiveness of targeted ads  

• Appropriateness of dynamic messaging  

• Visibility and relevance of promotional content 

Engagement Metrics 
• Session duration • Revisit frequency  

• Depth of content exploration 

AI-Trust Mechanisms 

• Perceived transparency  

• Data protection confidence  

• Fairness of algorithmic outputs 

Outcome Variables 

• Decision-making quality  

• Trust formation  

• Satisfaction  

• Booking intention 
 

SPSS was used for descriptive statistics, correlations, regression analysis, ANOVA, and factor extraction. 

Results 

Table 2: Descriptive Statistics 
 

Variable Mean SD Min Max 

Personalization Accuracy 4.31 0.47 3.2 5.0 

AI-Trust 4.19 0.50 3.1 5.0 

AI Advertising Effectiveness 4.08 0.56 2.9 5.0 

Engagement (Session Duration) 4.14 0.52 3.1 5.0 
 

The results clearly demonstrate that all four constructs exhibit strong levels of adoption across tourism organizations, indicating 

that AI-driven marketing tools are now deeply integrated into the digital tourism ecosystem. High mean values across each 

dimension suggest that businesses not only utilize these technologies but also perceive them as essential components of their 

strategic operations. Among these constructs, personalization and trust stand out as the most advanced and influential capabilities. 

The prominence of personalization highlights its crucial role in shaping traveller expectations, as consumers increasingly demand 

tailored recommendations that reduce information overload and align closely with their preferences. Similarly, the strong 

performance of trust-related mechanisms underscores the importance of credibility, transparency, and perceived security in 

automated environments. Together, these findings confirm that effective personalization and robust trust-building processes form 

the foundational pillars of AI-enhanced tourism marketing, significantly influencing how travellers interpret digital content, 

evaluate options, and make final decisions. 

Table 3: Correlation matrix 
 

 

 

 

 
 

The analysis shows that personalization and trust demonstrate the strongest correlations with booking intention, highlighting 

their decisive influence on traveller behaviour. This suggests that tourists are most inclined to proceed with a booking when they 

perceive AI-generated recommendations as highly accurate, relevant, and reflective of their personal preferences. At the same 

time, trust in the system rooted in perceptions of transparency, fairness, and data security acts as a psychological safety net, 

reducing doubts and reinforcing confidence in the decision-making process. When travellers believe that the AI functions reliably 

and in their best interest, they are more comfortable relying on automated suggestions. Engagement metrics, such as session 

duration and revisit frequency, further amplify this effect by deepening user familiarity with the platform. Repeated and extended 

interactions create a sense of comfort and assurance, helping travellers gradually internalize the information provided and 

strengthening their commitment to a final choice. Together, these dynamics illustrate that cognitive relevance (through 

personalization), emotional reassurance (through trust), and behavioural reinforcement (through engagement) work in 

combination to shape booking intentions in AI-mediated tourism environments. 
 

Table 4: Regression model 
 

Predictor β (Standardized) 

Personalization Accuracy 0.29 

AI-Trust 0.27 

Session Duration 0.22 

Repeat Visits 0.19 
 

Personalization and trust emerge as the strongest predictors of travellers’ decision-making outcomes, indicating that tourists 

place substantial value on recommendations that feel tailored to their preferences and on systems they perceive as transparent 

Variable r with Booking Intention 

Personalization Accuracy 0.72 

AI-Trust 0.70 

Session Duration 0.63 

Repeat Visits 0.59 
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and reliable. Accurate personalization helps consumers navigate complex choices more efficiently, while trust provides the 

reassurance needed to rely on automated suggestions during travel planning. Although engagement-related factors such as 

session duration and repeat visits also exert a meaningful influence, their role is more supportive in nature. These behavioural 

cues strengthen the initial effects of personalization and trust by fostering familiarity and sustained interaction, ultimately 

reinforcing travellers’ confidence in their final decisions. 
 

Table 5: ANNOVA across the tourism sector 
 

Sector Highest Rated Factor Mean F-value 

Hospitality Personalization & Trust 4.39 4.58 

Travel Agencies AI Advertising 4.13 3.87 

DMOs Engagement Metrics 4.07 4.03 
 

Each tourism sector places emphasis on AI strategies that best align with its operational goals and service structures. In the 

hospitality industry, personalization is prioritized because tailored recommendations and customized experiences are central to 

enhancing guest satisfaction and differentiating service offerings. Travel agencies, on the other hand, focus more heavily on AI-

powered promotional targeting, as their competitiveness depends on efficiently reaching potential clients with timely and relevant 

travel deals. Destination Management Organizations (DMOs) emphasize engagement-oriented AI tools, since their primary 

objective is to cultivate sustained interest in a destination rather than immediate sales. By fostering deeper interactions and long-

term digital engagement, DMOs can strengthen destination visibility and encourage repeat visitation. This sector-specific 

variation highlights how AI adoption is strategically shaped by the unique needs and performance metrics of each tourism 

segment. 

  Table 6: Factor analysis 
 

Factor Variance (%) Loading (Mean) 

Personalization 30% 0.70 

Trust & Ethics 27% 0.68 

Engagement 22% 0.64 

Advertising 21% 0.61 
 

The analysis demonstrates that the four pillars of AI-driven tourism marketing personalization, trust, engagement, and advertising 

emerge as clearly defined and meaningful dimensions, each exerting a distinct influence on digital consumer behaviour. 

Together, they capture the core mechanisms through which AI shapes travellers’ perceptions, interactions, and decision-making 

processes, highlighting the multifaceted nature of AI’s role in modern tourism marketing. 
 

Discussion 
 

The findings show that AI significantly reshapes tourism marketing by personalizing communication, enhancing engagement, 

improving relevance, and strengthening trust. Personalized recommendations reduce decision effort and increase perceived fit 

between offerings and traveller expectations. Trust-building mechanisms, especially transparency and data protection, stabilize 

consumer confidence in AI-generated suggestions. 
 

Engagement metrics play a bridging role: deeper interactions create familiarity, which in turn converts interest into intention. 

Sector differences confirm that AI adoption is shaped by contextual needs, with hospitality prioritizing personalization, travel 

agencies leveraging targeted promotions, and DMOs focusing on relationship-building analytics. 
 

These results emphasize that effective AI deployment must consider both technological performance and consumer psychology. 
 

Conclusion 
 

AI-driven tourism marketing plays a decisive role in shaping traveller decision-making by delivering more relevant, timely, and 

personalized interactions that simplify the planning process and enhance user confidence. The findings highlight that 

personalization and trust-related mechanisms stand at the forefront of influencing booking intentions, as travellers increasingly 

depend on accurate recommendations and transparent digital environments when evaluating travel options. Engagement 

indicators such as longer browsing time and repeated platform visits further reinforce these effects by deepening user familiarity 

and strengthening commitment to their choices. 
 

Given these dynamics, tourism organizations must prioritize ethical and transparent AI design, ensuring that automated systems 

respect user privacy, provide clear explanations, and align with travellers’ expectations for fairness and control. Incorpora ting 

user-cantered interface design will also be essential for maintaining positive digital experiences as AI technologies continue to 

advance. 
 

Overall, this study offers a fresh, balanced academic perspective on the behavioural impact of AI in tourism marketing and 

contributes a conceptual foundation for future research examining how evolving AI capabilities will continue to reshape tourist 

behaviour, digital engagement, and marketing strategies in the years ahead. 
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