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Abstract

Purpose — The purpose of this study is to explore the transformative potential of Generative Al (GenAl)
in the Hospitality and Tourism (HT) industry, focusing on its dual and interconnected impact on
customer experience and workforce dynamics. This study argues that these two domains cannot be
understood in isolation, as their interactions shape how value is created or destroyed in service
contexts.

Design/methodology/approach — Through a systematic review of 89 peer-reviewed studies published
since 2023, the authors map key theoretical approaches, methodological trends, contextual feature and
main findings to capture how GenAl adoption is reshaping the sector.

Findings — The results of this study show that existing research remains fragmented, predominantly
customer-centric and methodologically biased toward survey-based acceptance models. The analysis
presented in this paper identifies recurring contradictions and demonstrates that guest expectations and
workforce responses are mutually constitutive. Building on these insights, the authors propose the Tourist
Experience-Workforce Dynamics, which conceptualizes GenAl’s impact through three emergent modes
of interaction and value cocreation (alignment, divergence and negotiation).

Originality/value — This study advances the field by bridging isolated perspectives and proposing an
integrated lens for understanding GenAl’s systemic effects. This paper links micro-level dynamics (e.g.
trust and deskilling) with broader outcomes (e.g. service quality, loyalty and staff motivation) and offers
practical guidance for managers, policymakers and researchers seeking responsible and sustainable Al
adoption.
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Inteligencia artificial generativa en la hospitalidad y el turismo: Una perspectiva dual sobre las
dinamicas de la experiencia del turista y de la fuerza laboral

Resumen

Objetivo: Este estudio examina el potencial transformador de la Inteligencia Artificial Generativa (GenAl)
en el sector de la hospitalidad y el turismo (HT), centrandose en su impacto dual e interrelacionado sobre
las dindmicas de la experiencia del cliente y la fuerza laboral. Se plantea que estos dos ambitos no
pueden analizarse de forma aislada, ya que sus interacciones determinan como se crea o se destruye
valor en los contextos de servicio.

Disefio/metodologia/enfoque: A traves de una revision sistematica de 89 estudios revisados por pares
publicados desde 2023, se identifican y analizan los principales enfoques tecricos, tendencias
metodologicas, caracteristicas contextuales y hallazgos clave, para comprender como la adopcion de
GenAl estd reconfigurando el sector.

Resultados: Los resultados muestran que la investigacion existente sigue fragmentada, predominantemente
centrada en el cliente y metodologicamente sesgada hacia modelos de aceptacion basados en encuestas. El
analisis identifica contradicciones recurrentes y demuestra que las expectativas de los huespedes y las
respuestas de la fuerza laboral son mutuamente constitutivas. A partir de estos hallazgos, se propone el marco
de las dindmicas entre la experiencia turistica y la fuerza laboral, que conceptualiza el impacto de la GenAl a
traves de tres modos emergentes de interaccion y cocreacion de valor (alineacion, divergencia y negociacion).
Originalidad: Este estudio contribuye al avance del campo al conectar perspectivas aisladas y
proponer una lente integrada para comprender los efectos sistemicos de GenAl. Vincula dindmicas de
nivel micro (por ejemplo, confianza, descalificacion) con resultados mas amplios (por ejemplo, calidad
del servicio, lealtad, motivacion del personal) y ofrece orientaciones prdcticas para directivos,
responsables de politicas y academicos interesados en una adopcion responsable y sostenible de la IA.
Palabras clave /Inteligencia artificial generativa, GenAl, GAl, Turismo, Hospitalidad,

Revision sistematica de la literatura

Tipo de papel Revision de literatura

1. Introduction

Artificial intelligence (Al) has evolved from a niche field of computer science in the mid-20th
century into one of the most transformative forces shaping the global economy. Often cited
as a key driver of the Fourth Industrial Revolution (Krafft et al., 2020), Al's applications now
extend far beyond automation to include advanced decision-making, creativity and human-
like reasoning (Hermann and Puntoni, 2024). Among its most disruptive advances is
Generative Al (GenAl), exemplified by tools such as OpenAl's ChatGPT, which are
redefining how content, insights and experiences are produced at scale.

The extent of this transformation is remarkable. The global Al market is projected to exceed
$4.8tn by 2033, growing at an annual rate of 37.9% (United Nations, 2025). Adoption is
accelerating across industries, with more than 78% of large enterprises expected to
integrate Al by 2025, driving measurable improvements in productivity, decision-making
and customer engagement (McKinsey & Company, 2025).

Within this broader technological revolution, the hospitality and tourism (HT) sector, which
contributes nearly 10% of global gross domestic product and employs one in ten people
worldwide (WTTC, 2025), is also taking part in this technological shift. As new technologies
are integrated, many foundational processes are being redefined, with Al gradually
deployed to personalize services, streamline operations and enhance guest experiences
(Dogru et al., 2025).

Yet, Al's impact in HT is uneven, with effects on performance, productivity and service
quality varying by context and application (Mohapatra and Mishra, 2024). Despite heavy
investments, many organizations still struggle to realize Al's full value because of
fragmented data, integration issues, ethical and regulatory concerns and workforce
resistance (Fouad et al., 2024; Husain, 2025).

Crucially, Al's influence often manifests asymmetrically across stakeholders, enhancing guests’
experiences while inadvertently eroding employee autonomy or improving operational efficiency
while diminishing the authenticity of human interactions (Prentice and Nguyen, 2020). These
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tensions are particularly pronounced in HT, where Al is not hidden in the background but
directly embedded in the service encounter itself. This centrality makes the sector uniquely
sensitive to the dual impacts of GenAl and highlights the need for approaches that consider
both customer and workforce perspectives as interdependent rather than isolated dimensions
of technological change.

Existing studies on GenAl in HT frequently adopt narrow perspectives, focusing either on
customer-facing applications or workforce impacts in isolation. For example, Khan and
Khan (2024) examine marketing-related opportunities and risks without linking them to
customer outcomes, while Dogru et al. (2025) adopt a stakeholder lens without exploring
interactions between stakeholder domains.

Because the field is still quite recent, many studies remain largely descriptive in nature,
seeking to map the phenomenon rather than developing integrative theoretical frameworks
that link concepts (Fouad et al.,, 2024). As a result, a critical blind spot persists: there is
currently no integrative framework explaining how customer experience and workforce
outcomes interact and co-evolve in the context of GenAl adoption. This gap limits our
understanding of the mechanisms through which Al-driven transformation shapes service
quality, employee well-being and consequently organizational performance. Without such a
framework, organizations risk implementing technologies that optimize one domain while
inadvertently harming the other, ultimately constraining value creation and long-term
competitiveness. Therefore, we propose the following research question:

RQ1. How does GenAl adoption in hospitality and tourism simultaneously shape
customer experience and workforce outcomes?

This study addresses this gap through a systematic literature review of GenAl’s evolving
role in HT, with a distinctive focus on its dual impact on customers and employees. The
significance of this review lies in its ability to synthesize fragmented research and provide a
unified analytical lens for understanding these dynamics. Our contribution is twofold. First,
we offer a structured synthesis of where, how and why GenAl is being implemented across
the sector and how it is being researched. Second, we introduce the concept of GenAl-
shaped Tourist Experience-Workforce Dynamics, which explains how customer and
workforce outcomes align, diverge or interact to shape value co-creation or co-destruction.
By framing these dynamics as an ideally constitutive system, this study advances
theoretical understanding of GenAl's dual impact and informs the development of more
balanced, human-centered strategies for Al adoption.

2. Methodology

Recognizing the multidisciplinary and context-sensitive nature of the HT industry, this study
adopts an exploratory and integrative approach to capture the blooming discussion on
GenAl and its applications within this industry’s context. To achieve this, we conducted a
systematic literature review, which offers the necessary transparency and rigor to
synthesize research evidence in fields that are both emerging and fragmented across
disciplines (Tranfield et al., 2003).

The review process followed the Preferred Reported Items for Systematic Reviews and
Meta-Analysis (PRISMA) protocol, which is structured around four steps: identification,
screening, eligibility and inclusion (Figure 1) (Moher et al., 2009). To ensure academic rigor
and credibility, we restricted our search to peer-reviewed journal articles indexed in Scopus
and Web of Science (WoS), two databases widely recognized for their broad coverage of
high-quality research, particularly in the social sciences fields (Mongeon and Paul-Hus,
2016). Building on this foundation, a targeted search string was designed based on a
preliminary review of GenAl-HT literature. This string included terms related to the
technology of interest (GenAl) and the sectoral context. To maximize relevance and
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Figure 1 Literature search and selection process (PRISMA protocol,
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specificity the search was limited to the “Article Title, Abstract, Keywords” setting, ensuring
that only studies directly connected to GenAl in HT were retrieved. The initial search yielded
553 articles across the two databases (Table 1).

After the identification step, the research team then applied clearly defined inclusion and
exclusion criteria, refined through discussion, to ensure that only the most relevant and
methodologically robust studies were retained (Table 2). Any studies that did not meet
these criteria were excluded, leaving us with 279 of papers eligible to be downloaded and
reviewed.

Table 1 Research configuration

Scope of research Scopus/WoS databases

Date of search The literature search was conducted up to September 27th, 2025

Keywords Generative Al; GenAl; GAI; tourism; hospitality

Queries (TITLE-ABS- KEY) TITLE-ABS-KEY ((“generative Al” or “GenAl” OR “GAI” OR “ChatGPT”) AND (“tourism” OR “hospitality”))
Results The first search achieved 553 results before inclusion/exclusion criteria were applied
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Table 2 Exclusion criteria

Criterion Inclusion Exclusion

Document type Article Non-article

Subject area Business, management and accounting Non-business, management and accounting
Publication stage Final Article in press

Source type Journal Non-journal article

Language English Non-English

Study type Empirical studies Non-empirical studies

After removing duplicates, 165 unique articles remained (WoS = 19; Scopus = 146). Titles,
abstracts and keywords were then reviewed to select only empirical studies that directly
address GenAl and related tools in the HT industry. At this stage, we intentionally excluded
theoretical or conceptual works, as well as studies discussing broader Al applications or
offering conceptual reviews. This process resulted in a final pool of 89 articles eligible for
analysis.

Throughout the screening process, inclusion decisions were double-checked for consistency,
and any ambiguous cases were revisited and discussed to ensure alignment with the study’s
objectives. To enhance the transparency of the screening process, two researchers
independently reviewed the titles, abstracts and keywords of all retrieved records.
Disagreements were resolved through discussion until consensus was reached. Once the final
set of articles was established, the analysis proceeded in several stages to capture both the
breadth and depth of GenAl research in HT. First, we conducted a descriptive overview to map
publication trends and disciplinary distributions. This was followed by a qualitative content
analysis of all 89 articles, with each paper read in full and manually coded using an inductive
approach to identify recurring patterns, themes and conceptual linkages (Krippendorff, 2013).
Coding categories were developed and refined iteratively, focusing on the types and contexts
of GenAl applications, their value for both customers and employees and the main
opportunities and challenges highlighted in the literature. To ensure the effectiveness and
reliability of the coding scheme, two researchers first jointly coded a subset of ten articles to
develop an initial category framework. This framework was then iteratively refined through
multiple rounds of testing and discussion.

The results of this review are, therefore, presented in three main sections: a descriptive
analysis of the field, an identification of key gaps and limitations revealed by this analysis
and the introduction of the Tourist Experience and Workforce Dynamics Framework, which
addresses these gaps by synthesizing opportunities and challenges across customer and
workforce domains.

3. Descriptive analysis of the reviewed articles

This section provides a descriptive analysis of the findings presented individually in
Appendix. The table includes information on the author, year of publication, journal,
theoretical approach, method, sample, context, GenAl tool and whether the paper focused
on employees or customer and identified mostly advantages or challenges in the
application of GenAl in HT.

Literature on GenAl in HT is still nascent but rapidly expanding. The earliest studies
appeared in 2023 (5.61%), grew modestly in 2024 (23.59%) and peaked in 2025 with 59
publications (66.29%). With four early-access papers from 2026, GenAl research shows
strong momentum and is set to remain a pulsing topic. Regarding publication sources,
research is widely dispersed across journals (42 in total), though International Journal of
Hospitality Management (11 papers) and Current Issues in Tourism (10 papers) stand out
as leading sources.
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The context analysis hints a significant imbalance in the literature: GenAl research is
overwhelmingly tourist-focused, with 69.66% of studies examining customer perspectives.
Employee-focused research remains limited (19.10%), while only 4.49% address both groups.
Six studies focus solely on GenAl tools without considering human stakeholders. This uneven
distribution shapes the field’s insights. Tourist-oriented studies often emphasize convenience,
personalization and enjoyment (Arora et al., 2024; Pham et al., 2024), whereas those involving
employees highlight risks such as deskilling, ethical challenges and cultural misalignment (Demir
and Demir, 2023; Dogru et al., 2025). Collectively, these patterns underscore a fragmented
evidence base. Opportunities and challenges vary across stakeholders, yet direct comparisons
remain rare, obscuring the interdependencies that shape GenAl’s adoption and impact.

The landscape of tools studied adds another layer of complexity. In all, 17 GenAl platforms
are mentioned, with ChatGPT dominating more than half the sample (51.68%). Yet 38.20%
of studies fail to specify the tool used, creating transparency and replicability concerns and
making cross-study comparison difficult.

The field is relatively well anchored theoretically (62.92% apply at least one theory), but
conceptual diversity reveals deeper tensions. The Technology Acceptance Model (TAM) is
dominant (approached by five studies), reflecting a rationalist view of GenAl adoption based on
perceived usefulness and ease of use. However, this perspective is increasingly challenged by
alternative lenses. Innovation Resistance Theory and perceived risk frameworks foreground
privacy, accuracy and ethical concemns as barriers to adoption, suggesting that rational
cost-benefit evaluations are insufficient on their own. Emotional and experiential models, such
as PAD theory (Xu et al., 2025) and parasocial interaction theory (Duong et al., 2025), further
complicate the picture by demonstrating that affective responses like enjoyment, trust and
companionship can override utilitarian considerations. These competing explanations reveal a
field grappling with foundational doubts: is GenAl adoption primarily a calculated decision, a
risk-avoidance behavior or an emotionally driven process? Few studies attempt theoretical
integration, and even fewer explore how these mechanisms might interact or conflict across
stakeholder groups and contexts.

In line with the tourist-focus approach, research remains dominated by quantitative methods
(64.05%), particularly survey-based studies (38%), which privileges generalizability but often
oversimplifies a rather complex topic. This has resulted in a strong bias toward measuring
acceptance rather than exploring its antecedents, dynamics or consequences in depth. By
contrast, qualitative research (22.47%), although less frequent, successfully provides richer
insights into employee anxieties, ethical dilemmas and cultural frictions (Wang, 2025; Limna
and Kraiwanit, 2023). The relative scarcity of longitudinal, comparative and mixed-methods
designs limits our understanding of how attitudes evolve over time or diverge across cultural
and organisational contexts. Moreover, a small number of studies rely on simulated data (e.g.
ChatGPT-generated responses), raising questions about validity and the robustness of
empirical claims.

Overall, the descriptive results reveal a fragmented field: most studies isolate tourists from
employees, emphasize either opportunities or challenges and privilege single-theory or single-
method approaches. This siloed perspective reflects the early stage of research in this field
and underscores the need for more integrative models. Without them, current studies fail to
capture how these dynamics interact to co-create or co-destroy value. These limitations point
to the necessity of a holistic framework, which the following section introduces.

4. Opportunities, challenges and conditioning factors of GenAl application in
hospitality and tourism

4.1 Current applications and opportunities of GenAl in hospitality and tourism

Among the most cited opportunities, personalization stands out (Table 3). GenAl systems
can generate highly tailored travel recommendations, itineraries and accommodation
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Table 3 Opportunities of GenAl in hospitality and tourism

Frequency (number

Opportunities/Benefits of mentions) Topic addressed Sample focus

Personalization and tailored service 68 Personalized recommendations, tailored itineraries, Customer
individualized service, etc.

Operational efficiency and 28 Automation, resource allocation, streamlined Employee

automation processes, labor savings, etc.

Enhanced customer experience 21 Improved user/guest/traveler experience, Customer
engagement, satisfaction, emotional benefit

24/7 Availability/Support 12 24 |7 support, real-time assistance, always available Customer

Improved Decision-Making/data 11 Data-driven insights, better business decisions, trend Employee

insights analysis, data analysis

Marketing advantage/competitive 12 Strategic/competitive advantage, unique Employee

edge experiences, improved marketing campaigns

Content creation and quality 9 High-quality text, efficient content creation, improved Both
readability

Cost savings/revenue growth 8 Reduced costs, increased bookings/revenue, cost- Both
effectiveness

Employee support/well-being 6 Reduces workload, boosts employee confidence, Employee
allows focus on creative tasks

Scalability 6 Scalability, ability to handle large volumes, Both
generalizability

Risk mitigation and error reduction 5 Reducing human error, ensuring compliance, Both
standardizing information, minimizing reputational risk

Inspiration/Creativity 5 Boosts creativity, customer inspiration, innovative Both
content

Accessibility and inclusivity ® Multilingual support, increased accessibility, support Customer
for diverse travelers

Sustainability/ethical benefits 3 Promotes sustainable practices, improves ESG Both
outcomes

suggestions based on behavioral patterns, preferences and contextual data (Shin and
Kang, 2023; Gao and Wang, 2024; Han et al., 2024; Casalo et al., 2025). This capacity for
real-time customization allows travelers to co-design their journeys interactively, turning
GenAl into an indispensable planning companion (Arora et al., 2024; Ghorbanzadeh et al.,
2025; Xu et al., 2024a, 2024b). Beyond convenience, personalization reflects a shift toward
algorithmic co-creation, where value emerges from iterative human-Al collaboration rather
than one-way service delivery.

Importantly, personalization also extends to inclusivity. GenAl enhances accessibility for
travelers with disabilities, provides real-time translation and supports cross-cultural
communication, thereby broadening participation and reducing barriers (Dogru et al., 2025;
Suanpang and Pothipassa, 2024). These features position GenAl as a democratizing force
in tourism, capable of promoting equity and engagement across diverse traveler groups.

Yet this empowerment contains inherent tensions. Personalized recommendations may
reduce serendipity and constrain cultural immersion, reinforcing algorithmic path-
dependency and experiential homogeneity (Zhang et al., 2026; Tosyali et al., 2025; Pham
et al., 2024). Moreover, employees increasingly serve as mediators between algorithmic
suggestions and guest expectations, stepping in when personalization falters or becomes
overly prescriptive. From a labor perspective, personalization shifts cognitive and emotional
demands rather than eliminating them, illustrating a symbiosis—strain paradox, whereby
technology augments guest value while intensifying employee interpretive labor.

On the operational side, efficiency and automation represent another major advantage.
GenAl automates routine functions such as bookings, inquiries and feedback management,
through intelligent chatbots and virtual assistants available 24/7 (Wayne Litvin and Pei-Sze
Tan, 2024; Ng et al., 2024; Wan, 2024). These systems continuously learn, improving
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contextual awareness and freeing staff for creative or high-touch tasks (Dogru et al., 2025;
Koc et al., 2023). Consequently, GenAl not only reduces response time but also enhances
service consistency and scalability.

However, efficiency gains also reshape labor dynamics. As routine tasks diminish, remaining
work often becomes more complex, emotionally intense and cognitively demanding. This
shift is consistent with skill-bifurcation effects observed in digital transformation research.
Thus, automation may alleviate workload yet simultaneously create new pressures around
monitoring, exception-handling and emotional authenticity.

GenAl is also transforming marketing, creativity and strategic decision-making. By
analyzing vast data sets, it enables hyper-personalized campaigns and rapid content
generation (Dogru et al., 2025), supports immersive digital experiences such as virtual tours
and AR guides (Chakraborty, 2024) and fuels innovation in experience design (Luo et al.,
2025; Huang et al., 2025a, 2025b). Strategically, these capabilities support experience
orchestration, allowing firms to prototype and scale novel service concepts more rapidly
than before.

Financially, GenAl contributes to cost optimization and agile resource deployment (Saleh,
2025; Zhang and Prebensen, 2024). Yet such efficiencies raise normative questions about
equitable value capture: while firms benefit from scalability, employees may experience role
compression and identity disruption, reinforcing the need for governance frameworks that
ensure technology complements, rather than substitutes, human capability.

Taken together, GenAl’'s opportunities are multilayered and interdependent. Personalization
can deepen engagement yet reshape labor meaning; automation enhances efficiency while
transforming skill structures; creative augmentation fuels innovation while challenging
traditional roles. These dynamics emphasize that GenAl does not simply add value but
reconfigures value creation systems. To harness its potential requires managing
paradoxical tensions between efficiency and empathy, automation and authenticity and co-
creation and control, ultimately advancing a human-centered, relational approach to digital
hospitality.

4.2 Challenges of GenAl'’s application in hospitality and tourism

Despite the transformational promise of GenAl in HT, its integration also brings complex
challenges affecting both customers and employees (Table 4).

One of the most widely recognized risks concerns accuracy and misinformation. GenAl-
generated outputs often include factual errors or “hallucinations,” leading to misleading
travel advice or incorrect information about destinations and services (Xu et al., 2024a;
Zhang and Prebensen, 2024; Ayyildiz et al., 2025). Such inaccuracies can erode consumer
trust and brand credibility, particularly where algorithmic output is treated as authoritative.
Critically, these failures do not remain confined to digital channels. Employees must
frequently resolve inconsistencies and guest frustrations, effectively absorbing the “last-mile
burden” of Al errors. This dynamic reinforces the human fallback paradox: technology
promises labor reduction but often redistributes complexity to frontline staff through
emotional and cognitive labor demands.

This challenge links to a deeper tension around authenticity and trust, foundational to
hospitality experiences. As Al-generated language and emotional expressions increasingly
mimic human interaction (Arora et al., 2024; Wan, 2024; Thakur et al., 2025), guests may
experience ambiguity in relational cues and interpersonal meaning. The replacement or
dilution of human warmth risks an erosion of affective value, consistent with debates on
algorithmic authenticity in service-dominant logic. For employees, the perceived
commodification of emotional labor and service warmth raises concerns about identity,
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Table 4 Challenges of GenAl in hospitality and tourism

Frequency (number

Challenges/Barriers of mentions) Topics addressed Sample focus

Misinformation and accuracy issues 27 Inaccurate or misleading info, hallucinations, poor Customer
info quality, trust/credibility issues

Ethical and bias concerns 21 Algorithmic bias, fairness, ethical use, Both
discrimination, bias in training data

Privacy and data security concerns 21 Data misuse, privacy risk, security, data leaks, Both
compliance, user trust

Loss of human touch / decline in service 16 Loss of human interaction, dehumanization, lack of Customer

quality empathy, cold/impersonal experience

Job displacement and workforce 15 Employee resistance, job insecurity, job loss, Employee

implications negative morale

Trust and acceptance issues 15 Trust barriers, skepticism, transparency, user Customer
resistance

Implementation/integration complexity 13 High cost, staff training, system integration, Both
infrastructure, technical challenges

Usability and value barriers 12 Difficult to use, not user-friendly, high cognitive Customer
effort, low perceived value

Transparency and accountability 10 Black-box decisions, lack of clarity, accountability Both
gaps

Lack of creativity/authenticity 9 Generic content, lack of originality, poor cultural Customer
nuance, homogenization

Over-reliance on Al/technology 8 Overdependence, decline in human skills, loss of Both
creativity

Cost trade-offs/financial barriers 7 High implementation or operating costs, esp. for Employee
SMEs

Limited complexity/realism of Al 7 Cannot handle complex tasks, lacks emotional Customer

outputs depth, limited realism

Bias in representation / cultural 7 Cultural nuances missed, local culture not Customer

insensitivity captured, marginalization

Need for skill development/training 6 Staff upskilling, need for new skills, training Employee
required

User accessibility and digital divide 5 Tech literacy, limited access, generational Customer
resistance

Legal, regulatory and policy challenges 4 Regulatory needs, compliance, legal issues Employee

Negative brand/perception impacts 4 Lower brand authenticity/image, automation Customer
aversion, psychological distance

SME-specific limitations 2 Small business resource constraints, ESG Employee
compliance

Environmental and social risks 1 Sustainability, increased inequality, job instability Employee

dignity and the shifting meaning of “care” in technologically mediated encounters (Koc et al.,
2023; Mladenovi¢ et al., 2024).

Cultural and ethical concerns further complicate Al integration. GenAl models trained on
broad, often Western-centric corpora may fail to reflect local nuance, emotional norms or
hospitality traditions (Christensen et al., 2025; Zhao et al., 2024). This may homogenize tourism
experiences and weaken “sense-of-place,” a critical dimension of value creation in experiential
services (Koc et al., 2023). Paradoxically, while GenAl promotes personalization, it can drive
cultural standardization and emotional flattening, illustrating a personalization—-homogenization
paradox. For many travelers, this undermines the very experiential richness and cultural
distinctiveness they seek.

Privacy and ethical governance concerns are also growing as GenAl relies on large-scale
data capture and behavioral inference, which raises anxieties among both guests and
employees (Limna and Kraiwanit, 2023; Altinay et al., 2025; Chakraborty, 2024). Ambiguous
regulation and uneven global standards compound fears around surveillance and data
misuse (Dwivedi et al., 2024). These dynamics introduce a “trust gap,” where even high-
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performance Al systems may be rejected because of perceived ethical opacity, reaffirming
that legitimacy, not only functionality, shapes technology acceptance (Yasar and Yayla,
2025).

Operationally, GenAl integration remains resource-intensive and uneven. Successful
implementation demands capital, infrastructure, technical literacy and continuous training
(Zhu et al., 2024). Smaller firms, which is a large share of tourism operators, face
disproportionate barriers, risking a widening digital divide. Meanwhile, employees confront
job insecurity, role redefinition and intensified monitoring (Dogru et al., 2025; Limna and
Kraiwanit, 2023; Wang et al., 2024).

Finally, the dynamic nature of GenAl introduces strategic and psychological uncertainty.
Rapid innovation cycles and shifting ethical norms challenge organizational planning and
employee confidence (Zhang et al., 2025). Guests, too, struggle to form stable expectations
about service quality and data handling. This volatility illustrates a moving-target risk in
digital transformation: technology evolves faster than organizational capacity, governance
structures and social norms.

In summary, the challenges of GenAl in HT are not isolated constraints but systemic
tensions: between automation and authenticity, personalization and privacy, efficiency and
empathy and global scalability and cultural specificity. Addressing them requires not only
technical solutions but also sociotechnical alignment, ethical stewardship and workforce-
centered change management. In this sense, sustainable GenAl adoption depends on
safeguarding the very relational and cultural foundations that distinguish hospitality from
transactional service delivery.

4.3 Toward an integrative understanding: GenAl-shaped tourist
experience-workforce dynamics

While the preceding sections delineated the advantages and challenges of GenAl adoption
in HT, the listing of these elements revealed that these dynamics are not discrete but
interwoven. The same mechanisms that enable personalization, efficiency and creativity are
frequently pointed to causing tensions around authenticity, emotional labor and trust. This
suggests that GenAl’s effects cannot be meaningfully understood when customer and
employee outcomes are examined in isolation. Yet, as our review shows, existing studies
overwhelmingly adopt siloed perspectives, focusing either on guests or on employees. In
contrast, we argue that GenAl introduces a system of interdependent dynamics in which
technological shifts in one domain reverberate through the other. We term this configuration
GenAl-shaped Tourist Experience-Workforce Dynamics, which captures the reciprocal
evolution of guest experiences and employee practices under Al augmentation.

Across studies, we were able to identify three relational modes characterize how GenAl
reconfigures this system: alignment, divergence and negotiation (Figure 2).

Alignment occurs when GenAl’'s affordances simultaneously enhance customer experience
and employee performance. Automation of routine inquiries, for instance, frees staff to
engage in more meaningful, creative or emotionally resonant tasks, while guests benefit
from faster and more consistent service delivery (Ng et al., 2024; Dogru et al., 2025).
Similarly, data-driven personalization enables employees to anticipate needs and deliver
contextualized experiences that deepen perceived authenticity and satisfaction. In such
cases, GenAl operates as a collaborative complement, supporting human capabilities
rather than substituting them. This alignment illustrates a technologically mediated form of
co-creation in which value emerges from distributed human-machine collaboration across
the service ecosystem.

However, divergence arises when GenAl optimizes one domain at the expense of the other.
Personalized recommendations may improve guest convenience while generating cognitive
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Figure2 The Tourist Experience-Workforce Dynamics Framework

Experience Relational Workforce
Dynamics Interaction Dynamics

Negotiation

Source: Authors’ own work

strain for staff tasked with correcting algorithmic errors or managing unrealistic
expectations, a manifestation of the human fallback paradox. Similarly, standardization for
operational efficiency can erode local distinctiveness and relational authenticity,
undermining both employees’ sense of identity and guests’ search for meaningful
connection (Koc et al., 2023; Zhang and Prebensen, 2024). This misalignment reflects a
redistribution rather than elimination of complexity, as the pursuit of technological
optimization introduces new emotional and ethical burdens across the service encounter.

Finally, negotiation captures the ongoing recalibration through which both tourists and
employees adapt to Al-augmented realities. Tourists increasingly interpret Al outputs
through a lens of human mediation, valuing hybrid service forms that blend technological
precision with human warmth. Employees, in turn, reframe their professional roles, from
information providers to curators of authenticity and interpreters of algorithmic intelligence.
This dynamic process of mutual adjustment underscores that GenAl integration is not a
linear adoption but an evolving relationship that continually reshapes expectations,
competencies and affective boundaries.

Taken together, these dynamics reveal that the effects of GenAl in HT are systemic rather
than additive. Opportunities and challenges co-exist within a relational matrix where each
advantage contains its shadow tension: personalization can breed homogenization;
automation can deepen emotional labor; data-driven insight can erode privacy or trust.

As we conceptualize these relationships as GenAl-shaped Tourist Experience-Workforce
Dynamics, we aim to call attention to these relations that allow for a more nuanced
understanding of how value is simultaneously co-created and co-destroyed across
interconnected human and technological systems.

To better illustrate these dynamics, we present a visual representation in Figure 2.
Conceptually depicted as a Venn diagram, there are two interlocking shapes: experience
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dynamics and workforce dynamics. At their intersection, the relational core where the two
domains converge and mutually shape one another, reinforcing the theoretical message of
“one cannot be understood without the other.” Surrounding the dynamics are the emergent
modes of the system, which stand in for the possible states that arise from the interplay
between customer and workforce outcomes.

5. Practical implications, theoretical contributions and future research
recommendations

Regarding the practical implications, the results call for the attention of managers, who must
recognize GenAl as a relational intervention rather than a purely technical one. Because
customer experiences and employee workflows shape each other, decisions about
automation, personalization or Al-based support should be evaluated for their dual impact.
For instance, deploying Al without adjusting job design may improve efficiency but erode
service authenticity and employee motivation. Second, organizations should strategically
pair technological implementation with human capability development. For example,
integrating Al itinerary tools alongside staff training enables employees to contextualize,
personalize and enrich Al suggestions, transforming automation into a co-creative process
rather than a transactional one. Third, firms should develop clear communication strategies
around human-Al collaboration and demonstrate how technology supports rather than
replaces human service. Doing so can foster trust, reduce employee resistance and
increase guest acceptance. Fourth, policymakers should incorporate this relational
understanding into regulatory design, creating guidelines that safeguard both workforce
well-being and consumer interests. Policies addressing transparency, accountability and
skill transitions can mitigate negative externalities and encourage ethical Al use.

Theoretical contributions lie primarily in bridging fragmented perspectives. While prior
studies typically examine guest-facing applications or employee outcomes in isolation, our
framework conceptualizes them as mutually constitutive and co-evolving. This shift offers a
more accurate explanation of how technological change unfolds in service contexts: guest
expectations and satisfaction are shaped by workforce responses, while employee
practices evolve in response to changing service demands. In doing so, this study reframes
GenAl's impact not as a linear input-output process but as a relational system of co-
evolving interactions. Moreover, the proposed framework demonstrates that value creation
and destruction emerge from interaction effects rather than isolated drivers. By highlighting
how different combinations of personalization, automation, emotional engagement and skill
dynamics shape service outcomes, it enriches service-dominant logic and offers a nuanced
understanding of GenAl’'s non-linear impacts. It also provides a basis for linking micro-level
processes (e.g. trust and deskilling) to macro-level consequences (e.g. loyalty and
performance). Finally, the study advances digital transformation theory by framing GenAl as
a socio-technical phenomenon. Beyond technical capabilities, its effectiveness depends
immensely on relational, cultural and emotional factors within service encounters. The
framework identifies conditions under which GenAl enhances authenticity, well-being and
trust.

Moving to future research directions, we highly invite new studies for the need of empirical
work to adopt a comparative stakeholder lens. Current studies examine guests and
employees in isolation. Future studies should adopt a comparative stakeholder lens to
investigate how their responses interact and shape one another over time.

The framework shows that outcomes emerge from interaction effects, not single variables.
Future research should, therefore, investigate how specific combinations, such as
personalization plus employee training or automation plus cultural sensitivity, influence
value co-creation or co-destruction. Under what circumstances do these synergies
enhance authenticity and satisfaction, and when do they lead to disengagement or
mistrust? Experimental or quasi-experimental designs could test these causal relationships.
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Future work should interrogate the tensions and trade-offs inherent in GenAl adoption. For
example, when personalization boosts satisfaction but compromises privacy, how do
managers and policymakers prioritize these competing outcomes? Should regulatory
frameworks privilege transparency over convenience? These questions could be tackled
using comparative case studies or policy experiments to shed light on how different actors
navigate these dilemmas and what governance mechanisms best support balanced
outcomes.

Another limitation of current literature stands against the fact the grand majority of studies
over rely on the study of ChatGPT. Future research should test whether similar patterns
emerge with alternative systems, for instance, domain-specific chatbots, image-based
generative tools or multimodal assistants.

As GenAl is an everchanging tool, it means that its impacts are dynamic rather than static.
Future research should examine how trust, service authenticity, workforce skills and guest
expectations evolve over time as technologies mature. For instance, do employees initially
resist but later embrace Al as they acquire new skills? Does guest enthusiasm wane as
novelty fades or deepen as Al becomes more personalized? These questions could be
approached using longitudinal panel studies to capture these adaptive processes.

6. Conclusion

In the age of algorithmic imagination, hospitality is no longer merely about service; it is
about cohabiting with intelligence. GenAl systems do not simply automate tasks; they
converse, recommend and imagine alongside humans, quietly rewriting what it means to
host and to be hosted. From itinerary planning to emotional support, Al is becoming an
invisible co-designer of the tourist journey and the workplace alike.

This study has traced that transformation through a systematic review of 89 publications on
GenAl in HT. We found a literature rich in optimism yet divided by disciplinary silos: one
celebrating personalized, frictionless experiences, the other warning of dehumanization and
algorithmic opacity. To bridge this divide, we introduced the Tourist Experience-Workforce
Dynamics framework, which positions GenAl not as a technological artifact but as a
constitutive system where guest and employee experiences co-evolve through mutual
adaptation, negotiation and resistance.

Our synthesis reveals three defining characteristics of this new era: Augmentation
represents GenAl's dual capacity to amplify human potential while intensifying cognitive
and emotional demands. Negotiation reflects the continuous recalibration of roles, authority
and authenticity as employees and guests learn to coexist with algorithmic decision-
making. Divergence is defined by how GenAl simultaneously unifies and fragments
experiences, streamlining operations yet diversifying expectations, empowering users while
deepening digital divides. These dynamics suggest that value in Al-mediated hospitality is
co-created through an ongoing balancing act between efficiency and empathy, automation
and autonomy.

For practitioners, these insights demand a rethinking of leadership, training and design:
organizations must define a human-Al choreography rather than manage discrete
technologies. For researchers, the agenda ahead lies in decoding this choreography and
examining how GenAl reshapes emotional labor, cultural authenticity and power
asymmetries across the service ecosystem.

Ultimately, understanding GenAl's role in hospitality is not about forecasting technological
futures but about reimagining the human condition within them. As hospitality moves from
service to symbiosis, the challenge and opportunity is to ensure that intelligence, whether human
or artificial, continues to serve what is most distinctly human: connection, meaning and care.

TOURISM REVIEW

Downl oaded from http://ftp. nowpublishers.comtr/article-pdf/doi/10.1108/ TR-08- 2025- 0968/ 11186567/t r - 08- 2025- 0968en. pdf by guest on 22 June 2026



Funding

This work was supported by the Research Unit on Governance, Competitiveness and Public
Policies (UIDB/04058/2020)+(UIDP/04058/2020), funded by national funds through FCT-
Fundacao para a Ciéncia e a Tecnologia.

Author contribution

The table describes the authors’ contributions to the paper. Maria Leonor Ferreira
contributed to the conception, data collection, analysis, and drafting of the article. Elisabeth
Kastenholz contributed to the conception, data analysis, critical revision, and final approval
of the version to be published.

References

Ali, L., Ali, F. and Alotaibi, S. (2025), “Beyond the hype: evaluating the impact of generative Al on brand
authenticity, image, and consumer behavior in the restaurant industry”, International Journal of Hospitality
Management, Vol. 131, p. 104318.

Altinay, Z., Altinay, F., Tlili, A. and Vatankhah, S. (2025), “Keep your friends close, but your enemies
closer: ChatGPT in tourism and hospitality”, Journal of Hospitality and Tourism Technology, Vol. 16 No. 2,
pp. 213-228.

Arora, N., Manchanda, P., Aggarwal, A. and Maggo, V. (2024), “Tapping generative Al capabilities: a
study to examine continued intention to use ChatGPT in the travel planning”, Asia Pacific Journal of
Tourism Research, pp. 1-20.

Ayyildiz, A.Y., Ayyildiz, T. and Koc, E. (2025), “The use of ChatGPT in service recovery: compensating
customers”, Technology in Society, p. 103058.

Bouziane, K. and Bouziane, A. (2025), “Facilitating cross-cultural translation with ChatGPT in Moroccan
travel agencies: a user satisfaction study”, EDPACS, pp. 1-19.

Casalo, L.V., Millastre-Valencia, P., Belanche, D. and Flavian, C. (2025), “Intelligence and humanness as
key drivers of service value in generative Al chatbots”, International Journal of Hospitality Management,
Vol. 128, p. 104130.

Chakraborty, D. (2024), “Revolutionizing travel: the impact of generative Al on personalization and
efficiency in the tourism industry”, Indian Journal of Marketing, Vol. 54 No. 9, pp. 8-24.

Christensen, J., Hansen, J.M. and Wilson, P. (2025), “Understanding the role and impact of generative
artificial intelligence (Al) hallucination within consumers’ tourism decision-making processes”, Current
Issues in Tourism, Vol. 28 No. 4, pp. 545-560.

Demir, M. and Demir, $S. (2023), “Is ChatGPT the right technology for service individualization and value co-
creation? Evidence from the travel industry”, Journal of Travel & Tourism Marketing, Vol. 40 No. 5, pp. 383-398.

Dogru, T., Line, N., Mody, M., Hanks, L., Abbott, J.A., Acikgoz, F., Assaf, A., Bakir, S., Berbekova,
A., Bilgihan, A. and Dalton, A. (2025), “Generative artificial intelligence in the hospitality and
tourism industry: developing a framework for future research”, Journal of Hospitality & Tourism
Research, Vol. 49 No. 2, pp. 235-253.

Duong, C.D., Nguyen, T.H., Ngo, T.V.N., Pham, T.T.P., Vu, A.T. and Dang, N.S. (2025), “Using generative
artificial intelligence (ChatGPT) for travel purposes: parasocial interaction and tourists’ continuance
intention”, International Journal of Contemporary Hospitality Management, Vol. 80 No. 4, pp. 813-827.

Dwivedi, Y.K., Pandey, N., Currie, W., Micu, A. (2024), “Leveraging ChatGPT and other generative
artificial intelligence (Al)-based applications in the hospitality and tourism industry: practices,
challenges and research agenda’, International Journal of Contemporary Hospitality Management,
Vol. 36 No. 1, pp. 1-12.

Fouad, A.M., Salem, |.E. and Fathy, E.A. (2024), “Generative Al insights in tourism and hospitality: a
comprehensive review and strategic research roadmap”, Tourism and Hospitality Research,
p. 14673584241293125.

Gao, R. and Wang, Y. (2024), “Collaborative supervision strategies for risk issues of generative artificial
intelligence in the tourism industry”, Technology Analysis & Strategic Management, pp. 1-19.

TOURISM REVIEW

Downl oaded from http://ftp. nowpublishers.comtr/article-pdf/doi/10.1108/ TR-08- 2025- 0968/ 11186567/t r - 08- 2025- 0968en. pdf by guest on 22 June 2026



Ghorbanzadeh, D., Sayed, B.T., Alhitmi, H.K., Hasan, R.A., Aldulaimi, M.H. and Prasad, K. (2025), “Applying
UTAUT and experiential consumption theory to understand the adoption of ChatGPT'’s digitalized itinerary”,
Journal of Hospitality and Tourism Insights, Vol. 8 No. 9, pp. 3339-3358.

Han, H., Kim, S., Hailu, T.B., Al-Ansi, A., Lee, J. and Kim, J.J. (2024), “Effects of cognitive, affective and
normative drivers of artificial intelligence ChatGPT on continuous use intention”, Journal of Hospitality and
Tourism Technology, Vol. 15No. 4, pp. 629-647.

Hermann, E. and Puntoni, S. (2024), “Artificial intelligence and consumer behavior: from predictive to
generative Al", Journal of Business Research, Vol. 180, p. 114720.

Huang, D., Huang, K. and Yang, Y. (2025a), “Prompt nudge: the neglected driving force behind GenAl
utilisation for tourism service providers”, Current Issues in Tourism, pp. 1-18.

Huang, G.I., Wong, I.A., Zhang, C.J. and Liang, Q. (2025b), “Generative Al inspiration and hotel
recommendation acceptance: does anxiety over lack of transparency matter?”, International Journal of
Hospitality Management, Vol. 126, p. 104112.

Husain, R. (2025), “The sentient shift—a systematic literature review and future research agenda on
anthropomorphized service agents in tourism and hospitality industry”, International Journal of Tourism
Research, Vol. 27 No. 3, p. €70063.

Jia, S.J., Chi, O.H. and Chi, C.G. (2025), “Unpacking the impact of Al vs. human-generated review
summary on hotel booking intentions”, International Journal of Hospitality Management, Vol. 126,
p. 104030.

Jin, J.H. and Han, J.S. (2025), “A phenomenological study on the experience of searching for tourism
information following the emergence of ChatGPT: focused on the uncanny valley theory”, Sustainability,
Vol. 17 No. 1, p. 355.

Khan, U. and Khan, K.A. (2024), “Generative artificial intelligence (GAI) in hospitality and tourism
marketing: perceptions, risks, benefits, and policy implications”, Journal of Global Hospitality and
Tourism, Vol. 3No. 1, pp. 62-77.

Koc, E., Hatipoglu, S., Kivrak, O., Celik, C. and Koc, K. (2023), “Houston, we have a problem!: the use of
ChatGPT in responding to customer complaints”, Technology in Society, Vol. 74, p. 102333.

Krafft, M., Sajtos, L. and Haenlein, M. (2020), “Challenges and opportunities for marketing scholars in
times of the fourth industrial revolution”, Journal of Interactive Marketing, Vol. 51 No. 1, pp. 1-8.

Krippendorff, K. (2013), Content Analysis: An Introduction to Its Methodology, 3rd ed., Sage Publications.

Li, S., Han, R., Fu, T., Chen, M. and Zhang, Y. (2025), “Tourists’ behavioural intentions to use ChatGPT for
tour route planning: an extended TAM model including rational and emotional factors”, Current Issues in
Tourism, Vol. 28 No. 13, pp. 2119-2135.

Limna, P. and Kraiwanit, T. (2023), “The role of ChatGPT on customer service in the hospitality industry:
an exploratory study of hospitality workers’ experiences and perceptions”, Tourism and Hospitality
Management, Vol. 29 No. 4, pp. 583-592.

Luo, X., Xu, D., Li, Y. and Wan, L.C. (2025), “Advancing information search through GenAl: the roles of
search type, travel motive and GenAl customization level”, International Journal of Contemporary
Hospitality Management, Vol. 37 No. 5, pp. 1725-1743.

Mohapatra, H., and Mishra, S.R. (2024), “Unlocking insights: exploring data analytics and Al tool
performance across industries”, In Data Analytics and Machine Learning: navigating the Big Data
Landscape, Springer Nature Singapore, Singapore, pp. 265-288.

Moher, D., Liberati, A., Tetzlaff, J., Altman, D.G. and PRISMA Group* (2009), “Preferred reporting items
for systematic reviews and meta-analyses: the PRISMA statement”, Annals of Internal Medicine, Vol. 151
No. 4, pp. 264-269.

Mongeon, P. and Paul-Hus, A. (2016), “The journal coverage of web of science and Scopus: a
comparative analysis”, Scientometrics, Vol. 106 No. 1, pp. 213-228.

Ng, W., Hao, F. and Zhang, C. (2024), “From function to relation: exploring the dual influences of warmth
and competence on generative artificial intelligence services in the hospitality industry”, Journal of
Hospitality & Tourism Research.

Pham, H.C., Duong, C.D. and Nguyen, G.K.H. (2024), “What drives tourists’ continuance intention to use
ChatGPT for travel services? A stimulus-organism-response perspective”, Journal of Retailing and
Consumer Services, Vol. 78, p. 103758.

TOURISM REVIEW

Downl oaded from http://ftp. nowpublishers.comtr/article-pdf/doi/10.1108/ TR-08- 2025- 0968/ 11186567/t r - 08- 2025- 0968en. pdf by guest on 22 June 2026



Prentice, C. and Nguyen, M. (2020), “Engaging and retaining customers with Al and employee service”,
Journal of Retailing and Consumer Services, Vol. 56, p. 102186.

Saleh, M.I. (2025), “Generative artificial intelligence in hospitality and tourism: future capabilities, Al prompts and
real-world applications”, Journal of Hospitality Marketing & Management, Vol. 34 No. 4, pp. 467-498.

Shin, H. and Kang, J. (2023), “Bridging the gap of bibliometric analysis: the evolution, current state, and
future directions of tourism research using ChatGPT”, Journal of Hospitality and Tourism Management,
Vol. 57, pp. 40-47.

Suanpang, P. and Pothipassa, P. (2024), “Integrating generative Al and loT for sustainable smart tourism
destinations”, Sustainability, Vol. 16 No. 17, p. 7435.

Thakur, K., Singh, A. and Srimannarayana, M. (2025), “May Al come in? Generative Al shaping gender diverse
recruitment in the hospitality industry”, International Journal of Hospitality Management, Vol. 126, p. 104061.

Tosyali, H., Tosyali, F. and Coban-Tosyali, E. (2025), “Role of tourist-chatbot interaction on visit intention in
tourism: the mediating role of destination image”, Current Issues in Tourism, Vol. 28 No. 4, pp. 511-526.

Tranfield, D., Denyer, D. and Smart, P. (2003), “Towards a methodology for developing evidence-
informed management knowledge by means of systematic review”, British Journal of Management,
Vol. 14 No. 3, pp. 207-222.

Wan, Y.N. (2024), “Language differences in online complaint responses between generative artificial
intelligence and hotel managers”, Informatics, Vol. 11 No. 3, p. 66.

Wang, P.Q. (2025), “Personalizing guest experience with generative Al in the hotel industry: there’s more
toitthan meets a kiwi's eye”, Current Issues in Tourism, Vol. 28 No. 4, pp. 527-544.

Wang, Y.C., Chi, O.H., Saito, H. and Lu, Y.D. (2024), “Conversational Al chatbots as counselors for
hospitality employees”, International Journal of Hospitality Management, Vol. 122, p. 103861.

Wayne Litvin, S. and Pei-Sze Tan, K. (2024), “ChatGPT: it's here, whether We want it or not!”, Cornell
Hospitality Quarterly, Vol. 65 No. 3, pp. 393-402.

World Travel & Tourism Council WTTC (2025), () “Travel & tourism economic impact research (EIR)”,
WTTC, available at: https://wttc.org/research/economic-impact

Xu, H., Law, R., Lovett, J., Luo, J.M. and Liu, L. (2024a), “Tourist acceptance of ChatGPT in travel
services: the mediating role of parasocial interaction”, Journal of Travel & Tourism Marketing, Vol. 41
No. 7, pp. 955-972.

Xu, H., Li, X., Lovett, J.C. and Cheung, L.T. (2025), “ChatGPT for travel-related services: a pleasure—
arousal-dominance perspective”, Tourism Review, doi: 10.1108/TR-07-2024-0570.

Xu, X.A., Wen, N. and Liu, J. (2024b), “Empathic accuracy in artificial intelligence service recovery”,
Tourism Review, Vol. 79 No. 5, pp. 1058-1075.

Yasar, E. and Yayla, E. (2025), “How well can ChatGPT manage service failures?”, “Anuario”, Turismo y
Sociedad, Vol. 37, pp. 305-334.

Zhang, H., Xiang, Z. and Zach, F.J. (2025), “Generative Al vs. humans in online hotel review
management: a Task-Technology fit perspective”, Tourism Management, Vol. 110, p. 105187.

Zhang, Y. and Prebensen, N.K. (2024), “Co-creating with ChatGPT for tourism marketing materials”,
Annals of Tourism Research Empirical Insights, Vol. 5No. 1, p. 100124.

Zhang, Z., Dai, Y., Guo, J., Zhang, H., Shen, Y. and Xiao, H. (2026), “The double-edged impact of
generative artificial intelligence dependence on service innovation in the hospitality industry: a
self-regulation perspective”, International Journal of Hospitality Management, Vol. 132, p. 104392.

Zhao, H., Yuan, B. and Song, Y. (2024), “Employees’ perception of generative artificial intelligence and
the dark side of work outcomes”, Journal of Hospitality and Tourism Management, Vol. 61, pp. 191-199.

Zhu, J., Zhan, L., Tan, J. and Cheng, M. (2024), “Tourism destination stereotypes and generative artificial
intelligence (GenAl) generated images”, Current Issues in Tourism, pp. 1-5.

Further reading

Abou-Shouk, M., Abdelhakim, A.S., Elgarhy, S.D., Rabea, A. and Abdulmawla, M. (2025), “ChatGPT
usage intention for tourism and hospitality customers”, Tourism Recreation Research, pp. 1-18.

TOURISM REVIEW

Downl oaded from http://ftp. nowpublishers.comtr/article-pdf/doi/10.1108/ TR-08- 2025- 0968/ 11186567/t r - 08- 2025- 0968en. pdf by guest on 22 June 2026


https://wttc.org/research/economic-impact
http://dx.doi.org/10.1108/TR-07-2024-0570

Agua, M., Anténio, N., Carrasco, M.P. and Rassal, C. (2025), “Large language models powered Aspect-
Based sentiment analysis for enhanced customer insights”, Tourism & Management Studies, Vol. 21
No. 1, pp. 1-19.

Batouei, A., Nikbin, D. and Foroughi, B. (2025), “Acceptance of ChatGPT as an auxiliary tool enhancing
travel experience”, Journal of Hospitality and Tourism Insights, Vol. 8 No. 7, pp. 2744-2763.

Battour, M., Salaheldeen, M., Anwar, |., Ratnasari, R.T., A. Hamid, A. and Mady, K. (2025), “Integrating
ChatGPT in halal tourism: impact on tourist satisfaction, e-WoM and revisit intention”, Journal of Islamic
Marketing, Vol. 8 No. 7, pp. 2744-2763

Belanche, D., Ibanez-Sanchez, S., Jordan, P. and Matas, S. (2025), “Customer reactions to generative Al
vs. real images in high-involvement and hedonic services”, International Journal of Information
Management, Vol. 85, p. 102954.

Bui, H.T., Filimonau, V. and Sezerel, H. (2025), “Exploring value co-creation and co-destruction between
consumers & generative artificial intelligence (GAI) in travel”’, Tourism Management Perspectives,
Vol. 58, p. 101392.

Carvalho, I., Loureiro, S.M.C., Ivanov, S., Bjork, P. and Seyitoglu, F. (2025), “Beyond human touch:
evaluating the effectiveness of Al, human, and hybrid-generated tourism promotional texts”, Journal of
Hospitality and Tourism Insights, pp. 1-21.

Fakfare, P., Manosuthi, N., Lee, J.S., Han, H. and Jin, M. (2025a), “Customer word-of-mouth for
generative Al: innovation and adoption in hospitality and tourism”, International Journal of Hospitality
Management, Vol. 126, p. 104070.

Fakfare, P., Manosuthi, N., Lee, J.S., Han, H. and Jin, M. (2025b), “Exploring the drivers of hospitality and
tourism customer loyalty for generative artificial intelligence (Al): a multi-analytic approach”, Current
Issues in Tourism, pp. 1-21.

Fan, N., Li, X., Robert, Liu, C. and Fan, Z.-P. (2025), “The power of Al-Generated content: evidence from
the peer-to-peer accommodation market”, Journal of Travel Research.

Foroughi, B., Iranmanesh, M., Asadi, S., Al-Emran, M., Ghobakhloo, M. and Batouei, A. (2025),
“Extending UTAUT2 to explore intention to use ChatGPT for travel planning: a hybrid PLS-ANN
approach”, Journal of Tourism Futures, doi: 10.1108/JTF-11-2023-0256.

Guttentag, D.A., Litvin, S.\W. and Teixeira, R. (2024), “Human vs. Al: can ChatGPT improve tourism
product descriptions?”, Current Issues in Tourism, pp. 1-19.

Han, H., Kim, S., Hailu, T.B., Al-Ansi, A., Loureiro, S.M.C. and Kim, J.J. (2025a), “Determinants of
approach behavior for ChatGPT and their configurational influence in the hospitality and tourism sector: a
cumulative prospect theory”, International Journal of Contemporary Hospitality Management, Vol. 37
No. 1, pp. 113-139.

Han, H., Kim, S., Hailu, T.B., Al-Ansi, A., Loureiro, SM.C. and Kim, J.J. (2025b), “ChatGPT use in
hospitality and tourism: a multi-analytic approach”, Asia Pacific Journal of Tourism Research, pp. 1-16.

Hassan, H. and Magdy, A. (2025), “Building consumer trust in the ChatGPT’s era: insights from the
hospitality industry”, Tourism and Hospitality Research, p. 14673584251343264.

Hou, L., Min, Y., Pan, X. and Gong, Z. (2025), “Distinguishing Al-generated versus real tourism photos:
visual differences, human judgment, and deep learning detection”, Information Processing & Management,
Vol. 62 No. 5, p. 104218.

lvasciuc, |.S., Candrea, A.N. and Ispas, A. (2025), “Exploring tourism experiences: the vision of generation Z
versus artificial intelligence”, Administrative Sciences, Vol. 15No. 5, p. 186.

Jia, S.J., Chi, O.H. and Chi, C.G. (2025), “Unpacking the impact of Al vs. human-generated review summary
on hotel booking intentions”, International Journal of Hospitality Management, Vol. 126, p. 104030.

Kim, J.H., Kim, J., Baek, T.H. and Kim, C. (2025), “ChatGPT personalized and humorous recommendations”,
Annals of Tourism Research, Vol. 110, p. 103857.

Kim, J.H., Kim, J., Kim, C. and Kim, S. (2023), “Do you trust ChatGPTs? Effects of the ethical and quality
issues of generative Al on travel decisions”, Journal of Travel & Tourism Marketing, Vol. 40 No. 9, pp. 779-801.

Kim, J.H., Kim, J., Park, J., Kim, C., Jhang, J. and King, B. (2025a), “When ChatGPT gives incorrect
answers: the impact of inaccurate information by generative Al on tourism Decision-Making”, Journal of
Travel Research, Vol. 64 No. 1, pp. 51-73.

TOURISM REVIEW

Downl oaded from http://ftp. nowpublishers.comtr/article-pdf/doi/10.1108/ TR-08- 2025- 0968/ 11186567/t r - 08- 2025- 0968en. pdf by guest on 22 June 2026


http://dx.doi.org/10.1108/JTF-11-2023-0256

Kim, J., Kim, J.H., Kim, S.S., Koo, C. and Chung, N. (2025b), “Is a shorter reaction time always better?
Empirical investigation of the impact of response speed on ChatGPT recommendations”, International
Journal of Hospitality Management, Vol. 130, p. 104239.

Kim, T., Kim, M.J. and Promsivapallop, P. (2024), “Investigating the influence of generative Al’s credibility
and utility on travel consumer behaviour and recommendations through the lens of personal
innovativeness”, Current Issues in Tourism, Vol. 28 No. 14, pp. 2220-2224.

Klaus, P.P. (2025), “Exploring Al-driven phygital experiences: the case of ultra-high-net-worth individuals
travel concierge services”, Journal of Strategic Marketing, pp. 1-19.

Kumar, S. and Malhotra, D. (2025), “Dark side of generative Al in tourism: a stressor-strain-outcome
perspective; using a mixed-methods approach”, Tourism Recreation Research, pp. 1-14.

Liu, J., Hao, F., Back, K.J., Aman, A.M. and Zhang, C. (2025), “Silver travel in golden age: how virtual
travel guided by GenAl-enabled avatars boost well-being for older adults”, Journal of Travel & Tourism
Marketing, Vol. 42 No. 3, pp. 267-281.

Lv, L., Liang, Y., Chen, S., Liu, G.G. and Liao, J. (2025), “Good deeds deserve good outcomes:
leveraging generative artificial intelligence to reduce tourists’ avoidance of ethical brands embracing
stigmatized groups”, Annals of Tourism Research, Vol. 110, p. 103889.

McKinsey & Company (2025), “The state of Al: how organizations are rewiring to capture value”,
McKinsey and Company, available at: www.mckinsey.com/capabilities/quantumblack/our-insights/the-
state-of-ai-howorganizations-are-rewiring-to-capture-value

Mladenovi¢, D., Beheshti, M., Kolar, T., Ismagilova, E. and Dwivedi, Y.K. (2024), “Synthetic wom? The
emergence of generative artificial intelligence-induced recommendations”, Journal of Computer
Information Systems, pp. 1-18.

Morini-Marrero, S., Ramos-Henriquez, J.M. and Bilgihan, A. (2025), “Analyzing the concordance and
consistency of Al and human ratings in hospitality reviews”, Journal of Hospitality and Tourism
Technology, Vol. 16 No. 5, pp. 937-965.

Ooi, K.B., Koohang, A., Aw, E.C.X., Cham, T.H., Cobanoglu, C., Dennis, C., ... Tan, G.W.H. (2025),
“Unveiling the potential of generative artificial intelligence: a multidimensional journey into the future”,
Industrial Management & Data Systems, Vol. 125 No. 2, pp. 417-432.

Ouaddi, C., Benaddi, L., Naimi, L., Rahouti, M., Jakimi, A. and Saadane, R. (2025), “Assessing the
effectiveness of large language models for intent detection in tourism chatbots: a comparative analysis
and performance evaluation”, Scientific African, Vol. 28, p. e02649.

Parvez, M.O., Eluwole, K.K., Lasisi, T.T. and Kim, W.G. (2025), “GenAl in hotel operations: ChatGPT
adoption among front-office employees”, Current Issues in Tourism, pp. 1-15.

Paul I Agusti, D. (2025), “The concentrated city: effects of Al-Generated travel advice on the spatial
distribution of tourists”, Urban Science, Vol. 9 No. 7, p. 268.

Saxena, A. and Rishi, B. (2025), “Al and human collaboration in tourism: a framework for scalable,
authentic, and engaging content”, Asia Pacific Journal of Tourism Research, pp. 1-19.

Seo, I.T., Liu, H., Li, H. and Lee, J.S. (2025), “Al-infused video marketing: exploring the influence of Al-
generated tourism videos on tourist decision-making”, Tourism Management, Vol. 110, p. 105182.

Seyfi, S., Gorji, A.S., Vo-Thanh, T. and Zaman, M. (2025a), “Travel virtual assistant or untrusted advisor?
Developing a typology of resistance to Al-generated travel advice”, International Journal of Tourism
Research, Vol. 27 No. 4, p. e70082.

Seyfi, S., Kim, M.J., Lee, C., Jo, Y. and Zaman, M. (2025b), “Exploring functional and psychological
barriers to generative Al adoption for travel: a Cross-Cultural study”, Journal of Travel Research,
p.00472875251332955.

Seyfi, S., Kim, M.J., Nazifi, A., Murdy, S. and Vo-Thanh, T. (2025c), “Understanding tourist barriers and
personality influences in embracing generative Al for travel planning and decision-making”, International
Journal of Hospitality Management, Vol. 126, p. 104105.

Seyfi,S., Lee, C., Jo, Y. and Kim, M.J. (2025d), “Generational differences in adopting Al-generated travel advice:
what drives trust and reduces resistance?”, Tourism Management Perspectives, Vol. 57, p. 101364.

Shi, J., Lee, M., Girish, V.G., Xiao, G. and Lee, C.K. (2024), “Embracing the ChatGPT revolution: unlocking new
horizons for tourism”, Journal of Hospitality and Tourism Technology, Vol. 15 No. 3, pp. 433-448.

TOURISM REVIEW

Downl oaded from http://ftp. nowpublishers.comtr/article-pdf/doi/10.1108/ TR-08- 2025- 0968/ 11186567/t r - 08- 2025- 0968en. pdf by guest on 22 June 2026


https://www.mckinsey.com/capabilities/quantumblack/our-\insights/the-\state-\of-\ai-\howorganizations-\are-\rewiring-\to-\capture-\value
https://www.mckinsey.com/capabilities/quantumblack/our-\insights/the-\state-\of-\ai-\howorganizations-\are-\rewiring-\to-\capture-\value

Singla, A., Sukharevsky, A., Yee, L., Chui, M. and Hall, B. (2025), “The state of Al: how organizations are
rewiring to capture value”, McKinsey & Company, available at: www.mckinsey.com/capabilities/
quantumblack/our-insights/the-state-of-ai

Solomovich, L. and Abraham, V. (2024), “Exploring the influence of ChatGPT on tourism behavior using
the technology acceptance model”, Tourism Review, doi: 10.1108/TR-10-2023-0697.

Song, M., Wang, Y., Guo, R. and Law, R. (2025), “When city landmarks meet Al design: the impact of Al
painting on the travel intentions of consumers”, Asia Pacific Journal of Tourism Research, pp. 1-21.

Stergiou, D.P. and Nella, A. (2024), “ChatGPT and tourist decision-making: an accessibility-diagnosticity
theory perspective”, International Journal of Tourism Research, Vol. 26 No. 5, p. e2757.

Sun, D., Wong, I.A., Xiong, X. and Li, S. (2026), “When cutting edge meets silver tongue: understanding
the word-of-machine effect on travel decisions”, Tourism Management, Vol. 112, p. 105271.

Sun, H., Kim, M., Kim, S. and Choi, L. (2025), “A methodological exploration of generative artificial intelligence
(Al for efficient qualitative analysis on hotel guests’ delightful experiences”, International Journal of Hospitality
Management, Vol. 124, p. 103974.

UNCTAD (2025), “Al market projected to hit $4.8 trillion by 2033, emerging as dominant frontier technology”,
available at: https://unctad.org/news/ai-market-projected-hit-48-trillion-2033-emerging-dominant-frontier-
technology

United Nations (2025), Technology and Innovation Report 2025: Inclusive artificial intelligence for
development (UNCTAD/TIR/2025), United Nations, Geneva and New York.

Wang, S. and Zhang, H. (2025a), “Generative Al in international hotel marketing: impacts on employee
creativity and performance”, International Journal of Contemporary Hospitality Management, Vol. 37
No. 8, pp. 2601-2626.

Wang, S. and Zhang, H. (2025b), “Promoting sustainable development goals through generative artificial
intelligence in the digital supply chain: insights from Chinese tourism SMEs”, Sustainable Development,
Vol. 33 No. 1, pp. 1231-1248.

Wong, J.W.C., Lai, .K.W. and Lin, Y. (2025), “The perceived reliability and adoption intention towards
human-generated content vs. Al-generated content for travel planning: a moderating role of travel
persona”, Journal of Travel & Tourism Marketing, Vol. 42 No. 4, pp. 461-478.

Xiong, X., Wong, I.A., Huang, G.I. and Peng, Y. (2024), “Understanding Al-Generated experiments in
tourism: replications using GPT simulations”, Journal of Travel Research, Vol. 64 No. 8, pp. 1771-1787.

Xu, X.A., Wen, N. and Cai, R. (2026), “Empathy order effects on shaping GenAl online complaint
management in tourism”, Tourism Management, Vol. 113, p. 105304.

TOURISM REVIEW

Downl oaded from http://ftp. nowpublishers.comtr/article-pdf/doi/10.1108/ TR-08- 2025- 0968/ 11186567/t r - 08- 2025- 0968en. pdf by guest on 22 June 2026


https://www.mckinsey.com/capabilities/quantumblack/our-insights/the-state-of-ai
https://www.mckinsey.com/capabilities/quantumblack/our-insights/the-state-of-ai
http://dx.doi.org/10.1108/TR-10-2023-0697
https://unctad.org/news/ai-market-projected-hit-48-trillion-2033-emerging-dominant-frontier-technology
https://unctad.org/news/ai-market-projected-hit-48-trillion-2033-emerging-dominant-frontier-technology

Appendix

sybIsul wslnoy ‘e e
K108y} BWBYOS pue Ayjendsoy jo Ge0z  'dyspezueqioys
Juswsbeuew oibajelis
Kioay) sweh Areuolinjong 1 sisAjeue Abojouyos | 202 HA Buem ‘74 oen
(21Nv.Ln) ABojouyoey jo esn pue
290oue}de0oE Jo AloBy} paljiun papualxg s8.ninj WsNoj Jo G202 ‘e 1o ‘g 1ybnolo4
X AKioay) Buleudbis yoIeasal joAei} Jo G202 ‘818 ‘AN Ue4
JolABYaq pauue|d Jo AI0BY]  WSLINO) Ul S8NSS| JusLing (9)s20z2 ‘eje ‘datepe
Juswebeuew
pauonusw Jo0N Alrendsoy jo 1 juj (e)seoe 1818 ‘d oIepe
pauoliuaw 10N MBINSJ WSIINO | G202 ‘e e ‘qQ Buonq
youeosal
Aioauy epjoyasels  wstno} p Ayendsoy jo §20e Jeje ‘1 niboQ
bunaxew
pauoliuaw 10N wisiinoj pue [aAe.1 jo ez0z &8 aweq ‘N iweq
‘e e
(gdL) Jnoineysq pauue|d Jo AI0BY|  WS/NO] Ul S8NSSI Jue.iny) G202 ‘P ussuLIsLYD
Aloay} papunoln Bunaxew jo 1 ueipuj 202 ‘q Auogeney)
Juswebeuew
A10ay} uonuboo [e1o0S Aurendsoy jo ' juy Seoe ‘B 1e ‘\10o[esed
Aiosy) uondwnsuoo
[enuaiedxa + (1 Nv.LN) ABojouyosy jo S)ybISu| WsNo}
asn pue aoue1dadoe Jo Aloay paniun pue Ajeydsoy jo r G202 ‘e 18 ‘| oyealed
soNjoadsiad
Aioay) uoneulwele-4es Juswisbeuew WSLNO | G202 ‘eje 14 Ing
V 8ue|znog
pauonusw 10N SovdaF Sc0c ‘M aueiznog
uswebeureLw
K1oay) Aousnyy Buisseoold uonewLoUl Jo 1 U] G202 e 18 ‘g eayouelag
‘sjepow
yinow-jo-piom + Aloayy |ind-ysnd +
(1D3) Aoay} uoireWIUOD-UOIIBI0adXT
Buipuedxs yoeoidde pajeibolu| Bunesew olwe|s| jo r G202 ‘e 1o ‘ININ Jnoneg
(149g) Aoayy Bujuoseal [einoireyaq
+ (gdL) Joineyaq pauue|d jo Aloayl + sybisuj wslinoy
(V1) [epow soueydaooe ABojouyos | pue Ayeydsoy jo G202 ‘[e1e ‘y 1enoleg
K108y} MO}
‘A10aur |04 ‘(21Nv.LN) g ABojouyosy jo yoJeasal
asn pue 8oueldadde Jo AloByl paljiun  WsLNo} Jo  oy1oed eisy 202 ‘1818 ‘N eloly
Kioayy uswebeureLu
(HOS) sesuodsai-ws|uefio-snnwng Auendsoy jo ' juj 5202 21 iy
saipnjs Juswebeuewl
pauoliuaw 10N pue wslno | G202 ‘e 18 ‘|\ enby
(VL) [epow yoJessal ‘e Nmo
ooue1deooe ABojouy08) papuUBIX] uo1B8.108. WSINO | G202 ‘VIN YNoys-noqy
10qieyo  1d491eyo Alo09y. [euinor 184 sioyiny

1001 |yueD sjduwes poutan

xejuon

pezAjeue siaded v ajgel

| TOURISM REVIEW |
Downl oaded from http://ftp. nowpublishers.comtr/article-pdf/doi/10.1108/ TR-08- 2025- 0968/ 11186567/t r - 08- 2025- 0968en. pdf by guest on 22 June 2026



| TOURISM REVIEW |

(penunuoo)
X A1oayy Ayjuspl [e100g Sc0e B3e X1
uswebeuew Ayeldsoy
X pauoniuaw JoN Aieiodwgiuod o r | G202 B39 ‘AX 0N
(1@as) Alosy) uoieulwIsleP-}|os Bunexew
X + Yiomewrel) Awouods edusLadx3 wis1ino} pug [aABI} JO [ G202 FEN
Alierienb
X pauonusw JoN Aureydsoy jjeuioy ¥20e 1818 ‘MS UIAIT
Juswisbeuew 1 Huemiery
X pauoiuaw JoN Ayjendsoy pue wsino, £202 pue ‘d euwr
X AiosyreBpnN  wsuNoj ul Senss| Jue.iny) Gz02 ele ‘s
yo.ieasal a
X (OSS) 2WO2IN0-UlBI}S-I0SSaNS uolBa.108. WSlNo G20z  Eloyel ‘S Jewny)
AKioayy
X 2o1sn[ + [opow A1on0D8. 99IAI8S A181008 Ul ABojouyos | €202 ‘e e ‘300
X Al0ay) uolfeulwleled-yos  Bunexew oibajels jo G202 dd snepy
X POUOHUSW JON  WSHLNO] Ul SaNSs Jua.Liny) 202 ZRERIRY]
(VL) lepow yoieasal
X aoueideooe ABojouyos) papualxy wis1Inoy Jo sjeuuy/ G202 VRNV
Bunexew
pauoniusw JoN wisiunoj g [oAe jo €20¢c 1818 "HP Wiy
X pauoiusw JoN yo.Ieasal [oARI] JO [ (e)szoz ‘1838 ‘Hr Wiy
AKiosy} uorewlijuoosip-Aoueioadxe Juswebeuew
X ‘Aloay} Buisseooid uoewloju| Ayendsoy jo r | (9)szoz ‘e 1o Wy
(puelieZIMS)
X A1oay) pepunoin Alnqeureisns Gc0c SP UBH ‘HP uIp
uoisensiad Juswisbeuew
X 4O (INT13) [9pow pooy[axi| uolieloge|3 Aujeydsoy jo r uj 04 ‘ele ‘rzser
X pauonuaw JoN S80UBI0S SARASIUILIPY G202 /B 10 ‘S| ONIOSEA|
A1oay} uojisinboe Juswsbeuew
X Jea} ‘Alosy} uolelidsul Jowosn) Aurendsoy jo 'r 1y (9)szoz e 1o ‘19 bueny
‘Aloay}
ooussald [e100s + (\V1) [opow
X 9ouejdeooe ABojouyos) parelbaiu|  WsLNo} Ul SeNnss| Jue.Lin) (e)szoz ‘e e ‘g bueny
Juswebeuew
X pauonusw joN ¥ Buisseoso.d uoleulioju] G202 /B 19 ‘1 noH
(VL) [epow youeasal e ApBep
X 20oue}deooe ABojouyos) papusixy Aueidsoy pue wslno | G202 ‘OH UeSSEH
ABojouyos) wsLNo}
X pauonusw JoN pue Ayreydsoy jo ¥2c0e B Je ‘H ueH
yo.ieasal
X peuopusw oN  wskno}jo royedesy  (d)520e B39 ‘H ueH
Juswisbeuew Ayeudsoy
X Aloay} 108dsold aAieInWND Arejodwe3uoo jo r | (e)szoe e 1o ‘H ueH
‘e
X poUOUSW JON  WSHLNO] Ul S8Nss! Jua.iny) 202 ‘v@ Bejuenng
By APy YO 10gIBYD  I4DIeqD  [eleusy  yiO  jdwd  unol AN 1O 1O Aioay | jeuinor 1834 sioyny
100} [yuss) ojdwes poyIBN
1X81U0D

LV slqel

Downl oaded from http://ftp. nowpublishers.comtr/article-pdf/doi/10.1108/ TR-08- 2025- 0968/ 11186567/t r - 08- 2025- 0968en. pdf by guest on 22 June 2026



(ponunuoo)

X |opoW YAV PepUSIXT  WSLNO] Ul S8NSS] Jualing G202 ‘e 1o ‘H IeAsoL
Juswsbeuew
X pauonusw JoN Aufendsoy jo 'y Ge0e 838 "y Inxey
Juswebeuew
X pauonusw JoN Aurendsoy jo ' juj Ge0e BJ8 'H uns
|opow abpajmouy
X uoisensiad + Aloay} waisAs-leng JuswebeuBL WSLNO | 9202 B Je ‘qung
d essediylod
X pauoiusw 10N Aunqeureisns 202 ‘d buedueng
(1av) e
X AK1oay) Alonsoubelp—-AN|IqISSe00y  yo/BaSal WSLINO] JO “[ “Ju| 202  ®elleN ‘da noibiais
youeasal
X Aiosyy senjea uondwnsuo)  wsunoj jo ‘1 olioed eisy G202 ‘e o ‘|\ Buos
A Weyelqy
X pauojusw JoN MBINSI WSLINO | 202 ‘7 yoIAowojog
usLWebeuBW WSIINO}
X pauonusw JoN pue Ayjeydsoy jo €c0c AHP Buey ‘H uiys
ABojouyoaj wsLinoy
X (gd1) Joineysq psuueld jo Alosy ] pue Ayjeydsoy jo v20e 219 ‘r1us
soAoadsiad
X K108y} @0UB)ISIS8.) UOIIBAOUU| Juswebeurw WslNO | (p)szoz ‘e 1o ‘S Ijheg
Juswsbeuew
X X K108y} 90URISIS8) UOIIBAOUU| Aueudsoy jo -y (0)5202 ‘e1e ‘s ‘yhes
X (14]) A108Y) ©0UBISISO. UOIIBAOUU|  (0JBSSSI WSIINO] JO " U] (a)szoz ‘e 1o ‘s lhes
X AJ0BY} 90UB}S|SBI UOIeAOUU| youeosal [oABl] JO (e)5202 1B 18 ‘S jkes
X X pauoiusw 10N JuswebeueW WSNO | G202 ‘ejo ‘1| 09
youeasal
X (401) yiomawely Alenb uonewloju|  wWsLNO} Jo 1 o1oed Bisy G202 gysly ‘v eusxes
Juswebeurw R
X peuopusw ioN  Bupexiew Ayeydsoy jo Geoe I\ Uales
|japowl SOOINIBS JBWINSUOD
X X X X X (4-0-S) esuodsay-wsiuebIO-sNINWIS pue buijela.l jo r 202 ‘e 18 ‘OH weyd
X X X X X pauoiusw 10N 80UBI0S UBqQIN G202 ansnby ‘| |Ined
X X X X X pPBUONUBW JION  WSIINO] U S8NsS| Jusliny) G202 ‘e 18 ‘O Zoned
X X X X X pauonusw JoN ueOLyjY Olj1iusios Gc0c /B39 ‘0 IppenQ
Swio1sAs ejep
X X X X X pauoiusw loN ¥ Juswebeuew [elisnpuj G202 ‘e le ‘gy 100
Aioay) diysuone|as puelq ‘Alosyl
Ayuapl [e100s ‘Aloay} sseulpesl
ABojouyoay ‘(1NV.LN) ABojouyosi jo youeasal
X X X X X asn pue 8ouedadoe Jo Aloayl paljiun  wsuno; ' Ayjendsoy jo 202 ‘218 ‘M BN
ABojouyoaj wsiinoy e e
X X X X X pauoiusw JoN pue Ayeudsoy jo G202 ‘'S 0JaUIBN-IULON
youeasal
wis|noj} Jo sjpuuy/
By APY YO 1091BYD  I4DIRYD  [eleusn  yio  jdwd  unol AN 1O 1O Aioay | jeuinor 1894 sioyiny
100} [yuss) ojdwes poyeN
x8juon

IV 3lqeL

| TOURISM REVIEW |
Downl oaded from http://ftp. nowpublishers.comtr/article-pdf/doi/10.1108/ TR-08- 2025- 0968/ 11186567/t r - 08- 2025- 0968en. pdf by guest on 22 June 2026



X paUOIIUBW JON  WSHNO] Ul SaNSS] Jua.iny 202 ‘1’19 ‘rrnuz
Buidoo Juswsbeuey\ WslNO |
X pue ssa.1s O A108Y] [BUOIIOBSUE | pue Ayeudsoy jo 202 ‘e 18 ‘4H oeyz
Juswebeuew
X X Aiosy) uonenbai-jlos Aurendsoy jo ' up 9202 e je ‘'z bueyz
sybisul
[eouidwe yoresssal MN ussuagaid
X X X X A1oay} Aouanyy Buissaoolid [eujwas wis|no} Jo sjeuuy/ 202 ‘7 )\ Bueyz
X X X X AKioauyy 1y ABojoUYD8}-Yse | Juswisbeuew WsLNO | G20z ‘e e ‘H bueyz
‘e je
X X X X pauonusw JoN A1o100s ur ABojouyos | 9202 'V ZIP|IAAY/-101ZB A
X X X pauolusW JoN pepaloos A owsLing 5202 Jelkep ‘3 leSex
X X X X pauolusW JON Juswebeuew WslNo | 9202 ‘1818 ‘X nX
X X X pauoiusW JoN MINBI WSIINO | (9)¥202 ‘1B 18 ‘X nX
Aiosy}
X X X (Qvd) @oueujwWop-|esnole-ainses|d MJNBI WSIINO | 5202 ‘B8 ‘Hnx
Aioayy bunexew
X X X X (HOS) sesuodsal - wsiuehio - sniNWNg wis1noy % [oAe} Jo °f (e)yzoz ‘e e ‘Hnx
Kioay) [reuoneloushb
X X X ‘A108Y} 90UE)S|SB. UO[IeAOUU| yoJeasal [aAel] JO ' 202 ‘e 18 ‘X Buoix
bunaxew
X X X Kioay) Auspl [e100S wis1noy % [oAel} Jo °f 5202 ‘118 ‘DM BUop
Juswebeuew
X X Aioay} Aouejoadxy Ayendsoy jo 1y 202 ‘e ‘DA Buep
Aioays saijigqeded
X X OIWEBUAP ‘(AGH) MBIA POSBQ-90IN0SaY  JUBWdO[eABp 8|qeuleISnS (9)s20z  H Bueyz ‘4s Buep
wewebeuew Ayeydsoy
X X pauonuaw JoN Arejodwisiuo Jo r | (e)sgoz  H Bueyz ‘4s Buep
X X AKioay) Aoueoedxy  wWSLINO] Ul S8NSSI JU8.4INY) G202 ‘©d buep
X X X X (7143) sonsinbul| feuonouny olWBISAS |eseg-soljewolu| 202 NA UBAM
By APy joqieyo  1d497eyo unol - NN 1O 1O Aioay] [euinor 188 sioyiny

Downl oaded from http://ftp. nowpublishers.comtr/article-pdf/doi/10.1108/ TR-08- 2025- 0968/ 11186567/t r - 08- 2025- 0968en. pdf by guest on 22 June 2026

X9)U0D

LV elqel

| TOURISM REVIEW |



About the authors

Maria Leonor Ferreira is a PhD candidate in Marketing and Strategy at the University of
Aveiro and a Research Fellow on the PRR project “Espumante de Portugal.” She holds
degrees in Management and Applied Languages. Her research explores Al, consumer
behavior, digital marketing, luxury branding and technology’s impact on marketing
strategy. Maria Leonor Ferreira is the corresponding author and can be contacted at:
leonorbferreira@ua.pt

Elisabeth Kastenholz is an Associate Professor with Habilitation at the University of Aveiro and a
Researcher at GOVCOPP, coordinating its Tourism and Development line. She holds a PhD in
Tourism Studies and focuses on sustainable and regenerative tourism, destination marketing,
consumer behavior, rural and accessible tourism and innovative interdisciplinary research
methodologies.

For instructions on how to order reprints of this article, please visit our website:
www.emeraldgrouppublishing.com/licensing/reprints.htm
Or contact us for further details: permissions@emeraldinsight.com

TOURISM REVIEW

Downl oaded from http://ftp. nowpublishers.comtr/article-pdf/doi/10.1108/ TR-08- 2025- 0968/ 11186567/t r - 08- 2025- 0968en. pdf by guest on 22 June 2026


mailto:leonorbferreira@ua.pt
https://www.emeraldgrouppublishing.com/licensing/reprints.htm
mailto:

	Generative AI in hospitality and tourism: a dual-stakeholder perspective on tourist and workforce experience dynamics
	Introduction
	Methodology
	Descriptive analysis of the reviewed articles
	Opportunities, challenges and conditioning factors of GenAI application in hospitality and tourism
	Current applications and opportunities of GenAI in hospitality and tourism
	Challenges of GenAI’s application in hospitality and tourism
	Toward an integrative understanding: GenAI-shaped tourist experience–workforce dynamics

	Practical implications, theoretical contributions and future research recommendations
	Conclusion
	Funding
	Author contribution
	References




