Chapter 4
Can Artificial Intelligence
Revolutionize Crisis

Management in Tourism?
Exploring the Implications
and Challenges

Priyakrushna Mohanty
https://orcid.org/0000-0001-6933-2757

Christ University, India

Kajal Singh
https://orcid.org/0009-0000-7318-1904

Central University of Haryana, India

R. B. Lakshmi
https://orcid.org/0009-0004-1613-4473

Christ University, India

ABSTRACT

This research paper explores the integration of artificial intelligence in crisis man-
agement in the tourism sector. It examines contemporary Al technologies, including
predictive analytics and processing the natural language, by emphasizing their role
in preventively identifying and lessening crises. This study also examines the role
of Al in enhancing response to crises through improved communication, decision-
making, and resource allocation. The future practices of Al in tourism to manage
crises are discussed, aiming at the advancements in machine learning and real-time
analytics. Ethical and technological dependency challenges are addressed in this
paper. The paper also recommends strategies for overcoming these shortcomings.
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This study helps to have an in-depth understanding of Al's potential in effective crisis
management, promoting proactive and adaptive approaches to enhance flexibility
to face future difficulties and problems.

1. INTRODUCTION
1.1 Background

The tourism sector is a vital part of the worldwide economy. It brings in significant
profits and provides job opportunities for millions around the globe. The economic
importance of tourism is enormous, covering different industries like hotels, travel,
and leisure, which leads to the growth of infrastructure and the generation of many
employment possibilities (Mihali¢, 2014). The wide-reaching industry network
boosts local economies, promotes cultural exchange, and encourages investment
in regional development. Therefore, tourism boosts economic stability and fosters
global connectivity and understanding. Its contributions are crucial, especially in
developing nations, where itis frequently the primary source of income and advance-
ment (Li et al., 2018). The significance of the tourism industry in the worldwide
economic scene emphasizes the need for its sustainability and expansion to ensure
overall financial well-being.

On the other hand, the sector is highly susceptible to crises like natural calamities,
pandemics, political instabilities, and economic uncertainties (Hassan et al., 2022;
Kennell etal.,2022). These situations can interrupt operations, leading to substantial
monetary damages and lasting effects on tourist spots and localities. An example
is the significant decrease in international travel due to the COVID-19 pandemic,
emphasizing the worldwide struggle in tourism (Sharma et al., 2022). These crises
highlight the importance of solid crisis management tactics to reduce negative im-
pacts and safeguard the industry's ability to endure. Efficient crisis management in
the tourism industry includes planning, reacting, and restoring strategies designed
to tackle particular difficulties, reduce interruptions, and safeguard those involved.
For the long-term success of tourism, it is essential to comprehend and deal with
these weaknesses, which play a critical role in the industry's economic benefits
(Kennell et al., 2022).

Managing crises in the tourism industry requires employing various tactics and
resources to deal with and lessen the effects of unexpected occurrences (AlBattat
& Mat Som, 2013; Mohanty et al., 2022). Conventional methods involve evaluat-
ing risks, preparing for unforeseen events, and forming crisis management squads.
These techniques concentrate on sensing possible dangers, creating strategies for
action, and guaranteeing effective communication and cooperation in emergencies.
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