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ABSTRACT 

In today's fast-evolving digital landscape, technological advancements continue to redefine the 

structure and performance of various global industries. Among these innovations, intelligent systems 

defined as technologies that enable machines to perform tasks that typically require human 

intelligence have begun to influence not only business operations but also the way consumers 

interact with services. This research investigates the evolving dynamics of one such transformative 

trend within a specific service-driven sector, focusing on how these advancements are shaping user 

experiences, efficiency, and operational models. The study centres on the Kozhikode district in 

Kerala- India, known for its rich heritage and natural appeal, exploring the integration of smart 

technologies in enhancing tourism-related services. Employing a descriptive research design, data 

were gathered from 50 tourists visiting key eco-tourism locations within the district. Insights were 

drawn using both primary data through structured questionnaires and secondary data from scholarly 

and industry sources. While the findings reveal significant improvements in service delivery, 

customer engagement, and personalization, they also highlight notable challenges, including 

financial investment, skill requirements, and ethical dilemmas. The study underscores the need for 

thoughtful implementation strategies that align technological growth with sustainable and ethical 

tourism practices. These findings offer practical relevance for tourism professionals, policymakers, 

and researchers aiming to adapt to the increasingly digital expectations of modern travellers.     

 

KEYWORDS: Artificial Intelligence, Tourism, Customer Experience, Technological Innovation, 

Smart Tourism, AI Ethics 

 

1. INTRODUCTION 

The rapid advancement of technology has become a defining characteristic of the 21st century, 

influencing almost every sector of society and economy. The tourism industry, one of the largest and 

fastest-growing sectors globally, is no exception to this trend. With increasing competition and ever-

evolving consumer demands, the need for innovation and efficiency has prompted tourism 

businesses to explore new technological solutions. Among these, Artificial Intelligence (AI) has 
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emerged as a powerful tool with the potential to reshape customer experiences, streamline 

operations, and drive industry growth. AI technologies, such as chatbots, virtual assistants, and data 

analytics tools, utilize machine learning algorithms and natural language processing to provide 

personalized support, automates tasks, and offer data-driven insights. In the tourism sector, these 

technologies are being leveraged to personalize travel experiences, optimize service delivery, and 

enhance decision-making processes. By providing real-time support, offering customized 

recommendations, and automating repetitive tasks, AI contributes to a more efficient and engaging 

experience for travellers. 

 

Focusing on Kerala, a region in India renowned for its rich cultural heritage, natural beauty, and 

thriving tourism sector, this study seeks to explore how AI is transforming the tourism landscape in 

this specific context. Kerala, a popular tourist destination for both domestic and international 

visitors, has increasingly adopted AI technologies to improve service quality and cater to the 

growing expectations of modern tourists. The integration of AI in Kerala's tourism industry not only 

enhances operational efficiencies but also significantly improves customer satisfaction by providing 

tailored experiences and support.  

 

This study aims to examine the impact of AI in the tourism industry, particularly within Kerala, by 

assessing its economic, social, and operational benefits, challenges, and implications for both 

businesses and tourists. By understanding the opportunities and barriers posed by AI, the research 

will provide a comprehensive overview of how this technology is shaping the future of tourism and 

its potential to drive sustainable growth in the sector. 

 

Atzori, Iera, & Morabito (2010) highlight the potential of the Internet of Things (IoT) in tourism, 

emphasizing the role of smart sensors and machine-to-machine communication in enhancing 

operational efficiency.  

           

Kopacek (2012) and Addo & Yagci (2014) explore how automation and robotics, such as customer 

service robots, improve productivity and customer satisfaction within tourism, underscoring AI's 

role in enhancing both business processes and the overall visitor experience. 

           

Gretzel, Sigala, Xiang, Koo, rthner & Lamsfus (2015) discuss the implementation of ‘mechanical 

AI’ (e.g., industrial robots) is still conned to hospitality and transit venues. The integration of 

artificial intelligence tools and the internet-of-things, together with the collection, distribution, and 

transformation of data in the tourism value chain, provides the necessary infrastructure to support 

the concept of smart tourism ecosystems. 
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Rajan & Saffiotti (2017) discuss to delineate the scope of intelligent automation in this paper, 

defections of artificial intelligence, robotics, and the internet of things will be provided before 

discussing intelligent automation and its applications in tourism. Although the fields of artificial 

intelligence and robotics were strongly connected at first, the two have diverged into separate 

streams of research, both of which have achieved enormous progress. 

            

Melendez (2018) analysed automated border control system has been pilot tested by airport 

authorities, airlines, and government agencies in different parts of the world. For example, the US 

Customs and border Protection utilizes a system relying on machine learning to flag suspicious 

people and cargo at border crossings using data such as passenger manifests and information from 

immigration agencies and Interpol. 

           

Huang &amp; Rust (2018) examined the applications of intelligent automation imply certain 

benefits and risks to tourists and destinations. From a service provider’s point of view, they can 

increase productivity, increase efficiency and cost savings, improve support for tourists, make 

organizational decision- making more efficient, increase safety and security, create flexible 

workplaces with synergistic cooperation between employees and intelligent systems, and increase 

job satisfaction thus increasing the overall well-being of employees” 

             

Tussyadiah and Miller (2019) mentioning of few of the companies like, Tata Consultancy Services, 

Google Travel, Trip Advisor, and many more have adopted AI in their system, and as an out-turn 

this has become one of the success Artificial intelligence systems have several applications in 

tourism. From the consumer perspective, AI helps users to find better and more relevant 

information, gives them greater mobility, improves their decision-making, and, ultimately, provides 

a better tourism experience. 

               

Loureiro, Guerreiro, and Ali (2020) Stepping into virtual reality are considered to be the pillars of 

the modern conception of VR and AR, in the field of tourism only comes to the fore with the article 

of Guttentag (2010) Virtual reality applications and implications for tourism, recognized by many 

authors to be the pillar in the field. 

                

Jang and Yeoun, 2020) analysed according to a study of Tata Consultancy Services, 85 per cent of 

the travel and hospitality service providers use AI for good decision making for all the purpose. 

Also, nearly about 74 per cent of the people plans their tours in internet only, among which 45 per 

cent are those who uses their smart Phones for planning their trip, a study by Google Travel and Trip 

Advisor”. 
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Kirtil and Aşkun (2021) carried out a bibliometric analysis searching for the keyword Artificial 

Intelligence in tourism to observe theoretical foundation and progress. The results identify Spain as 

one of the most published countries and Bournemouth University as the prominent University 

working on the topic thanks to the several contributions of Buhalis. 

Gursoy, Malodia, & Dhir (2022) point out that the industry is still grappling with the challenges of 

integrating AI in ways that benefit both businesses and tourists. Key areas for further exploration 

include the ethical implications of AI, its impact on employment, and the development of a more 

comprehensive framework for sustainable AI adoption in tourism. 

2. STUDY AREA AND POPULATION  

The population for this research includes all tourist destinations within the Calicut district. This 

geographical area was selected due to its diverse range of tourist attractions, which provides a 

representative sample of the various ways AI is being integrated into tourism. Specifically, 

ecotourism locations such as Thusharagiri, Lakkidi, Vellarimala, Kakkadampoyil and Kakkad are 

increasingly utilizing AI applications, making them an ideal setting to assess the impact of AI on 

both service providers and tourists. These locations offer a unique opportunity to explore the 

benefits and challenges of AI adoption in tourism, providing valuable insights for stakeholders. 

 

3. METHODOLOGY 

This study used a qualitative approach to investigate the impact of Artificial Intelligence (AI) on the 

tourism industry. A qualitative method was chosen because it allows for the gathering of detailed 

insights into people's experiences and opinions. Data were collected through in-depth interviews 

with industry professionals and tourists who have used AI-powered services, enabling an 

understanding of the impact of AI on tourism from different perspectives. By using this 

methodology, the study can critically evaluate the findings and identify potential limitations, 

acknowledging both the strengths of the approach, such as rich and contextual data, and its 

weaknesses, like potential biases. Being aware of these limitations helps provide a more accurate 

and comprehensive understanding of AI's role in tourism. 

 

3.1 Research Design 

This study uses a descriptive research approach to examine the impact of Artificial Intelligence (AI) 

on tourism. This method involves observing and describing the situation as it naturally occurs, 

without manipulating any variables. It's a good fit for this study because it allows us to explore how 

AI is being used in real-world tourism settings. By using this approach, the study aims to gain a 

detailed understanding of how AI is being integrated into tourism and what effects it's having. 

 

 



 

International Journal of Research in Commerce and Management Studies 

  
ISSN 2582-2292 

 

Vol. 7, No. 03 May-June; 2025 Page. No. 273-288 
 

 

 

 

https://ijrcms.com Page 277  

3.2 Sample Design and Sample Size 

Given the large population of tourists visiting these destinations, the study focuses on a sample of 50 

individuals who have experienced or utilized AI-based services during their travels, selected through 

convenience sampling. The sample consists of tourists visiting key ecotourism sites in Calicut, 

specifically in Thusharagiri, Lakkidi, Vellarimala, Kakkadampoyil and Kakkad where AI 

technologies such as chatbots, virtual assistants, and automated services are being implemented. 

While the sample size is limited, it is intended to provide preliminary insights into the perceptions 

and experiences of AI in the tourism sector among a subset of tourists. The survey was conducted 

among individuals with varying demographics and travel experiences, aiming to capture a range of 

perspectives on AI adoption in tourism. 

 

3.3. Sampling Technique 

A simple random sampling technique was used to select the participants. This method ensures that 

every individual in the target population had an equal probability of being chosen, which helps to 

minimize selection bias and enhance the representativeness of the sample. This random selection 

process allows for a more accurate assessment of the views and experiences of the general tourist 

population regarding AI integration in tourism services. 

 

3.4 Data Collection Tools 

Data collection for this study was conducted through both primary and secondary sources. Primary 

data was gathered using a structured questionnaire administered to the selected sample, which 

focused on capturing first-hand experiences and opinions of tourists regarding their use of AI-based 

services during their visit, including questions on satisfaction, usability, and impact on their travel 

experience. Secondary data was sourced from various publications, including magazines, books, 

journals, articles and reports, which provided valuable background information and supported the 

analysis of the research topic. This dual approach enabled a comprehensive understanding of the 

impact of AI on tourism, combining both empirical observations and theoretical insights, and 

allowing for a more nuanced and informed analysis of the research findings 

 

4. ETHICAL CONSIDERATIONS 

Informed consent was obtained from all participants prior to data collection. Participants were 

assured of the confidentiality and anonymity of their responses, and data were used solely for 

academic purposes. 

 

5. LIMITATIONS 

1. The detailed study is not possible due to people’s time and resources. 
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2. The reliability of data depends upon the information given by the respondent. 

3. Study depends upon sampling hence there is a chance of sampling error may occur. 

6. RESULTS AND DISCUSSION 

6.1. Familiarity with AI in the Tourism Industry 

The analysis of respondents' familiarity with AI in the tourism industry reveals a mixed level of 

awareness. While 34% of respondents are familiar with the concept of Artificial Intelligence in 

tourism, and 12% are very familiar, a significant proportion (32%) remains neutral. Additionally, 

18% are somewhat familiar, and 3% are not familiar at all. These findings suggest that while a 

substantial number of respondents have some level of awareness about AI in tourism, there is still a 

notable segment that lacks awareness or remains neutral. (Table 1 & Figure 1) 

 

Table 1 Familiarity with AI in the Tourism Industry 

 

Familiarity Level Frequency Percentage  

Very Familiar 6 12 

Familiar 17 34 

Neutral 16 32 

Somewhat Familiar 9 18 

Not Familiar 2 4 

Total 50 100 
 

       (Source: Primary Data)   

The fact that 46% of respondents (34% familiar + 12% very familiar) have a positive familiarity 

with AI in tourism indicates a promising foundation for AI adoption in the industry. However, the 

presence of neutral and unaware groups highlights the need for targeted awareness and education 

initiatives. By promoting AI literacy and showcasing its applications, the industry can potentially 

increase adoption and harness the full potential of AI to enhance tourist experiences. 
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Figure 1 Familiarity with AI in the Tourism Industry 

 

 

In conclusion, the study reveals that while a significant proportion of respondents are familiar with 

AI in the tourism industry, there is still a need for increased awareness and education. To leverage 

the benefits of AI, the industry should focus on promoting AI literacy, addressing concerns, and 

showcasing successful applications. By doing so, the tourism industry can unlock the full potential 

of AI and provide enhanced experiences for tourists. 

 

6.2. Experience with AI Applications 

The analysis of respondents' experience with AI applications in the tourism industry shows that 63% 

of respondents have experienced AI applications or facilities during their recent travels, while 37% 

have not. This finding indicates that a significant majority of respondents have already interacted 

with AI-powered services in the tourism industry. (Table 2 & Figure 2) 

 

Table 2 Experiences with AI Applications 

 

Response Frequency Percentage  

Yes 31 63 

No 19 37 

Total 50 100 

(Source: Primary Data) 

 

The 63% experience rate suggests that AI adoption is gaining traction in the tourism sector. 

However, the remaining 37% who have not experienced AI facilities highlights an opportunity for 

further promotion and adoption. To bridge this gap, tourism stakeholders can focus on implementing 

AI-powered services that enhance tourist experiences, such as personalized recommendations, 
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chatbots, and smart tourism guides. 

 

Moreover, the industry can explore ways to raise awareness about the benefits of AI applications, 

addressing potential concerns and misconceptions. By doing so, the tourism sector can increase AI 

adoption, improve tourist experiences, and stay competitive in the market. 

 

 
Figure 2 Experiences with AI Applications 

 

In conclusion, the study reveals that a significant majority of respondents have experienced AI 

applications in the tourism industry. However, there is still a notable percentage that has not, 

highlighting the need for further promotion and adoption. By addressing this gap, the tourism 

industry can unlock the full potential of AI, enhance tourist experiences, and drive growth. 

 

6.3. Reduction of Effort by AI 

The analysis of respondents' perceptions on the reduction of effort by AI reveals that a significant 

majority believe AI can reduce both tourist and employee effort. Specifically, 54% of respondents 

think that AI implications will extremely reduce effort, while 20% significantly support this view. 

Additionally, 18% moderately support it, and 8% slightly support it. Notably, no respondents believe 

that AI will not reduce effort at all. (Table 3 & Figure 3) 
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Table 3 Reduction of Effort by AI 

 

Effort Reduction Level Frequency Percentage  

Extremely 27 54 

Significantly 10 20 

Moderately 9 18 

Slightly 4 8 

Not at all 0 0 

Total 50 100 

(Source: Primary Data)    

 

This overwhelming support for AI's potential to reduce effort highlights the industry's recognition of 

AI's benefits. AI technologies like travel chatbots, voice-based digital assistants, and personalized 

travel recommendations can streamline processes, provide quick solutions, and enhance overall 

experiences. By automating routine tasks and providing instant support, AI can significantly reduce 

the workload for employees, allowing them to focus on more complex and high-value tasks. 

 

Moreover, AI-powered tools can help tourists navigate destinations more efficiently, find relevant 

information, and make informed decisions. This reduction in effort can lead to increased satisfaction, 

improved experiences, and ultimately, loyalty to destinations and tourism services. 

 

 

Figure 3 Reduction of Effort by AI 
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In conclusion, the study demonstrates that the majority of respondents strongly believe in AI's 

potential to reduce both tourist and employee effort in the tourism industry. By leveraging AI 

technologies, the industry can unlock efficiency gains, enhance experiences, and drive growth. As 

AI continues to evolve, its applications in the tourism sector are likely to expand, leading to even 

more innovative solutions that benefit both tourists and industry stakeholders. 

 

6.4. Utilization of Latest AI Technologies 

The analysis of respondents' views on the utilization of the latest AI technologies in tourism reveals 

a mixed perspective. While 47% of respondents agree that most tourists are utilizing the latest AI 

technologies for tourism purposes, 16% strongly agree with this statement. However, a significant 

proportion (34%) remains neutral, indicating uncertainty or lack of clear opinion on the matter. On 

the other hand, a small percentage of respondents (2%) disagree, and 1% strongly disagree, 

suggesting that not everyone believes tourists are widely adopting AI technologies. (Table 4 & 

Figure 4) 

 

Table 4 Utilization of Latest AI Technologies 

 

Opinion Frequency Percentage  

Strongly Agree 8 16 

Agree 23 47 

Neutral 16 34 

Disagree 2 2 

Strongly Disagree 1 1 

Total 50 100 

(Source: Primary Data) 

 

 

The findings suggest that while a majority of respondents (63% = 47% agree + 16% strongly agree) 

believe that tourists are utilizing AI technologies, there is still a notable proportion that is either 

neutral or disagrees. This highlights the need for further investigation into the adoption rates and 

effectiveness of AI technologies in the tourism industry. 
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Figure 4 Utilization of Latest AI Technologies 

 

Table 5 Impact on Customer Service Quality 

 

Opinion Frequency Percentage  

Strongly Agree 28 56 

Agree 16 32 

Neutral 3 6 

Disagree 3 6 

Strongly Disagree 0 0 

Total 50 100 

(Source: Primary Data) 

The findings indicate that AI is making a tangible impact on the tourism industry, enabling 

businesses to provide more efficient, personalized, and responsive services to customers. This, in 

turn, can lead to increased customer satisfaction, loyalty, and ultimately, business growth. 
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Figure 5 Impact on Customer Service Quality 

In conclusion, the study demonstrates that the majority of respondents believe AI applications have 

improved customer service quality in the tourism industry. As AI continues to evolve, its potential 

to enhance customer experiences and drive business success will likely increase. By embracing AI-

powered solutions, tourism businesses can stay competitive, improve customer satisfaction, and 

achieve long-term success. 

 

6.6. Concerns about Reduced Human Interaction 

The analysis of respondents' concerns about reduced human interaction due to over-reliance on AI in 

travel reveals a significant level of worry. A substantial proportion of respondents (34%) are 

extremely worried, while 24% are very worried, and 30% are moderately worried. Additionally, 

12% of respondents are slightly worried. These findings suggest that many respondents value human 

interaction in travel and are concerned that AI might replace or diminish these interactions. (Table 6 

& Figure 6) 

 

Table 6 Concerns about Reduced Human Interaction 
 

Concern Level Frequency Percentage 

Extremely Worried 17 34 

Very Worried 12 24 

Moderately Worried 15 30 
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Not Worried 0 0 

Total 50 100 

(Source: Primary Data) 

The concerns about reduced human interaction highlight the need for the tourism industry to strike 

a balance between leveraging AI for efficiency and preserving the human touch that is essential to 

many travel experiences. While AI can enhance experiences, it is crucial to ensure that it 

complements rather than replaces human interaction. 

 

In conclusion, the study shows that respondents are concerned about the potential for AI to reduce 

human interaction in travel. To address these concerns, the tourism industry should aim to find a 

balance between AI-driven efficiency and human connection, ensuring that technology enhances 

rather than replaces the personal touch that is vital to many travellers’ experiences. 

 

 
Figure 6 Concerns about Reduced Human Interaction 

 

7. CONCLUSION 

The integration of AI in Kozhikode’s tourism sector demonstrates significant benefits in 

personalization, efficiency, and service quality. Tourists largely support AI applications, yet 

concerns regarding employment, data privacy, and loss of human touch must be addressed. Future 

strategies must promote AI literacy, responsible AI adoption, and innovation that balance technology 

with human elements. 
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By considering this study, Artificial intelligence applications have significant role in Kerala tourism 

industry. There are benefits and challenges of AI adoption in tourism and there is impact of AI on 

customer experience in tourism. AI-driven solutions significant role for tourism operations and 

management. Ethical and privacy implications of AI in tourism is supporting tourists, 

Recommendations are helpful for the successful implementation of AI in tourism. This study delving 

into the impact of artificial intelligence in the tourism industry, with a specific focus on Kozhikode 

district, highlights the transformative potential of AI technologies. As revealed through 

comprehensive analyses and stakeholder insights, fostering awareness, enhancing AI 

implementation, building trust, encouraging continuous improvement, and fostering collaborations 

emerge as pivotal strategies. The findings underscore the importance of adaptive approaches, rooted 

in local contexts, to harness the benefits of AI effectively. As Kozhikode’s tourism landscape 

evolves, embracing AI responsibly and strategically can contribute significantly to elevated 

customer experiences, operational efficiency, and the overall growth of the tourism sector. This 

study not only sheds light on the current state of AI in the region but also provides actionable 

recommendations for stakeholders to navigate the dynamic intersection of technology and tourism. 
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