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The tourism industry is often defined by the idea of exploring new territories, leaving the traveler
changed by the experience. Today, that pioneering spirit faces a new frontier: a digital landscape rapidly
evolving due to the rise of artificial intelligence (Al). In Artificial Intelligence (Al) in Tourism, Hospitality
and Events: Revolutionising Experiences, editors Roya Rahimi, Nikolaos Stylos, Eva M. Navarro-Lopez,
and Prashant Pillai seek to provide a map for academics and industry professionals wishing to increase
their knowledge on how Al will reshape tourism as a whole.

By combining academic and industry perspectives on how Al influences all aspects of the visitor
experience, this book’s 10 chapters critically address Al's technological, ethical, social, and
organizational aspects. By showing both the benefits and drawbacks to Al's use in the tourism industry,
this book helps readers understand that while this new technology can help streamline certain data-
driven applications such as digital marketing analytics, there is no substitute for authentic human
interaction.

According to the authors (p. vii), three central themes are evident in this work: personalization and
experience design, operational intelligence and efficiency, and ethics, sustainability, and human-AI
balance. Chapter 1, “The role of Al powered digital marketing analytics in the tourism industry” by Imran
Magbool Khan, Mohsin Abdur Rehman, and Bruna Menegon lanicelli provides readers with a practical
guide on how to use artificial intelligence by demystifying the process and presenting it as practical and
tangible. By highlighting why tourism stakeholders should apply artificial intelligence to their digital
marketing strategies, the authors argue that content will become more relevant to potential tourists,
which will enhance customer satisfaction as well as help companies make well-informed decisions on
their campaigns, resources, and tailored customer targeting initiatives (p. 24). Thus, Al is presented as
a digital assistant, able to help streamline procedures so organizations can devote more time to creating
experiences.

Continuing the theme of customer satisfaction, Chapter 2, “The Use of Generative Al in Enhancing
Customer Experience” by Kaan Koc, Sercan Hatipoglu, Erdogan Koc, and Ahu Yazici Ayyildiz focuses
on how artificial intelligence can help deliver better results in the pre-consumption, consumption, and
post-consumption phases of travel. Of particular note for tourism marketers and scholars of
intercultural communication was the authors’ conclusion, which stated that ChatGPT “cannot yet tailor
its responses according to the cultural characteristics of the guest or tourist, i.e. whether the guest or
tourist is from a high- or low-uncertainty culture or from a high- or low-power distance culture” (p. 44).
The authors continue to say that due to the fast pace of Al development, generative Al tools may be
able to vary their responses in the future to take into account cultural differences. As the tourism
industry regularly deals with people from different cultures, this note on Hofstede’s cultural dimensions
and how they relate to artificial intelligence is important as it underscores once again that Al cannot
substitute genuine human interaction, as a professional working with guests would understand cultural
differences of which a machine has no concept.

If Al struggles with cultural nuance, it faces even greater hurdles in sectors defined by emotional labor,
such as wellness tourism, as seen in Chapter 7, “The Importance of Human Presence in Wellness and
Spa Tourism” by Jennie Underwood, Demos Parapanos, and Tim Heap. This chapter critically addresses
the benefits of Al in the wellness industry, such as through the use of booking apps, providing
personalized treatment recommendations, and the development of robotic-assisted services such as
eyelash extensions, manicures, and makeup services (p. 170). However, the authors caution that “the
use of technology will impact upon the employee to customer relationship” (p. 171). The authors add
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that in order to properly understand the best way to integrate Al into the wellness consumer journey,
visitors’ expectations need to be kept at the forefront, as they may have objections and concerns.

The idea of better understanding Al’s applications is also evident in Chapter 4, “Al in Hospitality and
Event Management Enhancing Guest and Attendee Experiences” by Ayse Celik Yetim and Necibe Sen.
By focusing on the event industry, the authors stress that the more understanding of the particularities
of Al an organization has, the better it will be able to serve its customer base, therefore improving
customer satisfaction. The authors also add that trust, delegation, and the impression of the quality of
interaction are not just part of the Al user experience, they are also part of intelligent event management
and need to be monitored by event organizers who wish to exploit the full potential of Al customer
service enhancement (p. 89).

Sustainability and responsible integration of Al are also key themes of this book. In Chapter 5, “The
Future of Sustainable Tourism in the Age of Artificial Intelligence” by Jafar Bapiri and Salar Kuhzady,
the authors discuss the environmental, social, and ethical concerns of generative Al and how they relate
to the tourism industry. This chapter provides both implications for policy and practice as well as
possible avenues for future research into this timely topic, while highlighting how responsible
integration of Al is necessary as we continue to explore this digital frontier. The authors also argue that
if the tourism industry leverages technology more responsibly, it can create a more sustainable and
equitable future for all stakeholders (p. 119).

The future frontier of Al is evident in Chapter 8, “Artificial Intelligence and Holo-Tourism: An Example
of Digital Transformation in the Experience Economy” by Biisra Kaya, Sinan Baran Bayar, and Cihan
Cobanoglu. As holo-tourism integrates Al with holography to create immersive and interactive travel
experiences (p. 179), the authors discuss how organizations can harness this new technology to enhance
their offerings by allowing tourists to virtually explore their destinations. The authors provide a
conceptual model for holo-tourism that also highlights some of its challenges, such as ethical and
privacy concerns and over-reliance on Al-powered guides. The authors urge industry stakeholders to
adopt a balanced approach when considering technological innovation by integrating human-centric
values that will then help contribute to a more inclusive, sustainable, and immersive future for global

travel (p. 194).

Finally, this book ends with a chapter on Al leadership. In Chapter 10, “Integrating Al into your Tourism
Operations Leadership Strategies,” Wagas Mehmood and Muhammad Khalil Ur Rehman focus on how
organizations can get stakeholders to buy into their efforts on Al integration. The authors discuss how
leadership in the era of Al necessitates an adaptable workforce and why it is important to align a
company’s vision and objectives with its Al usage. By advocating for a culture of innovation, the authors
employ an internal communication perspective that places the onus firmly on management to get
employees to understand why the adoption of artificial intelligence is critical to the organization’s
success, as when management is welcoming and accepting of new ideas, employees are likely to follow
and, consequently, consumers will as well. This chapter helps conclude the book’s roadmap-like feel
with a challenge to members of the tourism industry to become leaders and not followers when it comes
to Al integration.

Beyond its theoretical contributions, this book is also useful in the classroom. For educators in corporate
communication and hospitality programs, this work offers a structured entry point into a chaotic topic.
By eliminating technical jargon that can make non-specialist readers feel alienated, the editors have
curated an accessible volume that can be used by academics, practitioners, and students alike. However,
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any text addressing Al does face issues with timeliness due to how quickly the field is developing. This
means that some of the specific tools or apps used in this book may be obsolete by the time a reader
picks it up, despite its recent publication. This is why the book’s focus on leadership and human-centric
values is particularly noteworthy as it helps the book remain relevant despite the advancement of
technology. This book has, therefore, accomplished the feat of being both timely and timeless in the
continuing and rapidly developing conversation surrounding Al. In terms of tourism knowledge, this
book helps demystify a topic that can have some practitioners stumped, again due to the field’s rapid
expansion. By serving as a handbook and roadmap, this book is particularly useful for showing tourism
stakeholders how Al integration can be done. It is also a helpful reference in terms of idea generation,
as the editors clearly chose each chapter to help spark additional ideas on how Al can be used in the
tourism industry. As this book has shown, the tourism industry’s continued exploration of the Al
landscape is helping it evolve and grow with time, continuing to change it by experience.



