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ABSTRACT

Artificial intelligence (AI) is revolutionizing the tourism sector by enabling person-
alized experiences tailored to each traveler's specific preferences. AI enables the 
creation of customized travel plans, intelligent virtual assistants, adaptive pricing 
strategies, and sentiment analysis, resulting in seamless, efficient, and highly cus-
tomized tourism experiences. Additionally, AI improves operational efficiency for 
tourism providers while also boosting customer satisfaction and loyalty. Nevertheless, 
obstacles such as data privacy concerns, algorithmic bias, and the need for wide-
spread technological adoption persist. This chapter examines the current state of 
artificial intelligence-​driven personalization in the tourism industry, analyzes its 
advantages and drawbacks, and suggests potential avenues for future advancements. 
The chapter emphasizes the importance of developing ethical, user-​centric AI ap-
plications to promote inclusive, enriching, and sustainable travel experiences for 
individuals from diverse global backgrounds.

INTRODUCTION

The model of tourism in the past was very simple and in the same line since the 
travelers were relying either on travel agents and guide books and pre-​packaged tours 
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to coordinate their traveling. Although realistic, such models do not offer much in 
terms of individual preferences, as they tend to provide ordinary experiences that 
are not personalized. This shift is motivated by the fact that AI can process vast 
quantities of traveler data, such as online behavior, preferences, past bookings, and 
social media usage, to offer smart recommendations, services, and experiences 
to each individual traveler. The use of AI in the tourism sector is not limited to 
back-​end data analyses. Nonetheless, it is transforming the services delivered to 
consumers. The rise of artificial intelligence in the tourism sector poses necessary 
research questions for understanding the larger implications of AI. The redefinition 
of personalized tourism as a central issue in the creation of artificial intelligence is 
significant. However, it also adds novel dynamics to the experience of the tourist, 
as it can make the traveler too reliant on algorithmically informed decisions, which 
can hamper serendipity and cultural immersion. The question will not only be on 
the degree of personalization but also its quality and influence on the overall travel 
experience (Chrysafiadi et al., 2025). With the ongoing redefining of AI in tourism 
personalization, researchers and stakeholders must clarify the relationship between 
innovation and accountability. Promoting ethical data management, user autonomy, 
and inclusiveness of AI-​based tourism systems will be critical to having a future 
where technology can only add value to travel experiences instead of depleting them.

THE ROLE OF AI IN PERSONALIZED TOURISM

The core of this development is the ability of AI algorithms to process a large 
amount of traveler data, deriving insights of value to offer personalized travel 
recommendations. Every traveler is a unique person with their own preferences, 
budgets, and interests, and AI is superb at recognizing and accommodating these 
unique traits. Along with collecting information from different sources, including 
previous bookings, page view activity, social networking, search, and real-​time 
location data, AI systems generate detailed profiles of travelers. The use of these 
profiles allows travel firms to tailor their suggestions, including where to visit, 
where to stay, what to do, and what to eat, to the exact preferences of people. Such 
personalization enhances the experience of travel, as it helps to sort the noise of 
non-​specific proposals and focus on what is necessary to the user, and the planning 
process, as a whole, becomes enjoyable and more efficient (Tariq, 2025).

Machine learning models constantly learn and evolve in the background de-
pending on the interaction and feedback between the user. For example, if a traveler 
prefers to stay in a sustainable hotel or has a preference regarding whether or not 
to experience an adventure over a culture-​focused travel, the AI system will adapt 
to these preferences and suggest new options to suit their preferences in the future. 
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