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The contemporary tourism industry is characterized by hyper-dynamism and pervasive digitalization, which shapes consumer demand for instantaneous
personalization and a «seamless» travel experience. The relevance of the study is driven by the critical need to address the transformation of the tourism
manager's professional activities amidst the rapid development of intelligent digital product ecosystems, where artificial intelligence has transitioned from
an auxiliary tool to the foundation of managerial processes. The aim of the study is to conduct a comprehensive research into the theoretical and applied
foundations of integrating artificial intelligence-based digital products into the professional activities of tourism managers, with the objective of enhancing
operational efficiency and transforming the creation of competitive travel experiences within the Economy of Impressions. The methodological basis of the
study is grounded in a systemic analysis of technological evolutionary waves (from predictive to autonomous agentic Al models), a comparative analysis of
the practical expertise of global IT platforms, and the development of an original competency distribution matrix. As a result of the study, it was revealed
that the transition to the stage of Agentic Al allows digital products to act as autonomous cognitive partners capable of independently executing complex,
multi-stage tasks-ranging from cross-platform booking to proactive crisis management. It is demonstrated that the economic efficiency of such integration
is evidenced by a reduction in operational service costs of up to 45% and an increase in booking conversion rates by 20-25%. The scientific novelty lies in
the reconceptualization of the manager's professional profile as an «architect of impressions» and a «custodian of digital products» who, instead of routine
administration, performs strategic curation of the client's emotional experience. The author's contribution consists of developing a human-machine synergy
model where computational and analytical tasks are delegated to intelligent systems, while functions of ethical oversight, genuine empathy, and strategic
decision-making remain with the human professional. The practical value of the study lies in forming methodological guidelines for the tourism business
regarding the implementation of generative Al, enabling enterprises to transition from a «digital survival» model to one of proactive development, focusing
on creating unique value propositions that are beyond the reach of full automation.
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Kpasyos C. C. Iimezpayis yugposux npodykmie Ha 6a3i wmy4Ho20 iHMenekmy y dianbHicmb MeHedxepa 3 mypusmy

Cy4acHa iHOycmpis mypu3my Xapakmepu3syemsca 2inepOuHamivHicmio ma 2106a6HOK LUGPOBI3AUIED, WO OPMYE 3aNUM CIOHUBAYI8 HO MUMMEBY Nepco-
Hanizayito ma «6e3wosHuli» doceid nodopoxi. AKmyaneHicmb 00CAIOMEHHS 3yMOBAEHA KPUMUYHOK HeobXiOHICMIo supilueHHsA npobaemu mpaHcgopmayii
npogeciliHoi disnbHOCMi MeHed#epa 3 mypu3my 8 yMosax WeudKo20 PO3BUMKY eKocucmem iHmenekmyansHUX Yugposux npodykmis, de wmyyHuli iHmenekm
nepecmas 6ymu 00NOMIXHUM IHCMPYMEHMOM i cmas hyHOaMeHMOM ynpaeniHCbKux npoyecie. Memoto 00cnioMeHHs € KOMMAEKCHe 8UBYEHHA MEoPemuYHUX
ma npukaadHux 3acad iHmezpauii yugpposux npodykmie Ha 6a3i wmy4yHo20 iHMenekmy y npodpeciliHy disnbHicmb meHedHepie 3 mypusmy 044 MiOBUWEHHA
onepauiliHoi egoekmugHocmi ma mpaHcGopmayii IpPouecy cmeopeHHs KOHKYPEHMOCTPOMOXCHUX MypUCMUYHUX 8paxceHb. MemodonoeiyHuli 6a3uc docni-
OMEHHA I'PyHMYEMbCA HA CUCMEMHOMY GHANI3I e80MOUILHUX X8UAb mexHonozili (8i0 npedukmueHUX 00 aBMOHOMHUX aeeHmHux modenel LLII), nopieHAnbHOMY
aHani3i npakmu4Hoz0 0oceidy enobanbHux IT-naamgopm ma po3pobui asmopcskoi mampuyi po3nodiny npodeciliHux komnemeHyil. Y pesyasmami docai-
O3eHHA suAsneHo, wio nepexio 0o emany azeHmHoeo LU do3sonse Yugposum npodykmam Oismu K a8MOHOMHUM KOZHIMUBHUM MapmHepam, 300mHuM ca-
MOCMiliHO 8UKOHYBAMU CKAAOHI GazamoemarnHi 3a80aHHA — 8i0 KPOC-NAAMPOPMHO20 BPOHIOBAHHA 0 0MePAMUBHO20 KPU308020 MeHedHMeHmY. JosedeHo,
W0 eKOHOMIYHa ehekmugHicMb MaKoi iHme2payii IPoABAAEMbCA Y CKOPOYEHHI onepayiliHux sumpam Ha 06cay208ysaHHa 00 45 % ma 3pocmaHHi KoHsepcil
6poHI0BaHb Ha 20-25 %. HayKosa HOBU3HA MOAA2AE Y NepeocmucaeHHi npogeciliHozo Mpoginio MeHeoHepa AK «apximeKmopa 8paXEeHb» Ma «xpaHumens
yucposux npodykmie», AKul 3amicme pymuHHO20 aOMiHicmpysaHHs 30ilicHioe cmpamezivHe Kypamopcmao emouiliHo2o 0oceidy KnieHma. AemopcbKuli 8He-
COK MoMIA2G€E Y Po3pobui Modeni MOOUHO-MAWUHHOI CuHepeii, Oe 064UCMIOBANbHI MA GHANIMUYHI 3080aHHA 0ee2ylombCs IHMeNeKMyanbHUM cucmemanm,
mMo0i AK hyHKYil emuyH020 Ha2AA0Y, wupoi emnamii ma npuliHAMMSA cmpameziyHuX piwieHsb 30AUWarmeca 3a daxisyem. [PakMuyHa YiHHicmb docAiOMeHHA
nonA20€ y (hopmysaHHi MemoOuYHuX opieHmupie 019 mypucmuy4Ho20 bisHecy wjodo 8nposaderHs eeHepamusHozo LUl ujo dossonse nidnpuemcmeanm nepe-
(imu 8i0 Modeni «yughposo2o BUMUBAHHA» D0 MPOAKMUBHO20 PO3BUMKY, 30CePeOH(YI4UC HA CMBOPEHHI YHIKAAbHOI YiHHICHOI Mpono3uyii, HedocmynHoi A
nosHoi asmomamu3ay;i.
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Introduction. The contemporary tourism industry is
defined by its hyper-dynamic nature and pervasive digitalisa-
tion. Consumer demands have evolved, shifting towards a re-
quirement for instantaneous personalisation and a ‘seamless’
travel experience. Against this backdrop, artificial intelligence
(AI) has emerged as more than a mere auxiliary tool; it serves
as the cornerstone for automating managerial workflows with-
in a broader ecosystem of digital products. This transition
facilitates not only customer retention but also a substantial
increase in business profitability through resource optimisa-
tion. The integration of such innovative digital products and
Al-driven solutions enables the automation of tasks for tour-
ism professionals — particularly travel managers — thereby en-
hancing service delivery and fostering client loyalty.

These advancements yield a positive impact on organi-
sational performance, bolstering competitiveness within the
tourism market and driving revenue growth. Consequently,
investigating the integration of artificial intelligence and digital
products within the role of the travel manager has become in-
creasingly pertinent.

Literature Review. The rapid integration of artificial
intelligence technologies into the tourism sector has become
a focal point of scholarly discourse in recent years. An analysis
of key publications indicates that Al has transcended its role as
a mere statistical tool, evolving into an ‘interaction agent’ that
is reshaping the tourism ecosystem. Fundamental shifts in mar-
keting strategies driven by Al have been explored by Buhalis [1;
2] and Garcia-Madurga [3], who emphasise the personalisation
of customer experiences and the automation of tourist engage-
ment. Issues regarding the transformation of consumer behav-
iour and technology acceptance are highlighted in the works of
Koo [4] and Liao [5], demonstrating that AI solutions — such
as chat bots and virtual assistants — have become integral to
travel planning.

The economic potential and impact on labour productiv-
ity are analysed by Dwivedi et al. [6], as well as Ruel and Njoku
[7], noting that Al significantly enhances employee engage-
ment and efficiency. The application of generative Al (specifi-
cally ChatGPT) as a functional tool in management is exam-
ined in studies by Carvalho and Ivanov [8], and Shin and Kang
[9]. Researchers such as Casal¢ et al. [10] and Gao and Wang
[11] focus on recommendation system algorithms that facili-
tate real-time value co-creation.

In this article, we draw upon the Technology Acceptance
Model (TAM), adapted for tourism by Taylor [12], where ‘per-
ceived usefulness’ and ‘perceived ease of use’ are identified as
pivotal factors. Furthermore, the concept of ‘human-machine
interaction’ [13] is incorporated to help determine the optimal
balance between automation and the personal service provided

by a manager. Research by Seyitoglu and Ivanov [14] regard-
ing the role of service robots allows for a deeper analysis of the
boundaries of human labour substitution within the tourism
industry.

Identification of Unresolved Aspects of the General
Problem. Notwithstanding the substantial volume of literature,
areview of existing sources reveals significant lacunae. There is
a discernible divergence in perspectives concerning the impact
of Al on workforce qualifications: while some authors [15] cau-
tion against the risk of managerial ‘de-skilling} others perceive
it as a catalyst for creative growth. However, most studies ex-
hibit a degree of ‘technological determinism; viewing Al pri-
marily as a standalone tool for Big Data or chat bots. This often
leaves the broader ecosystem of digital products and their role
as cognitive partners in the Experience Economy on the pe-
riphery [16].

Furthermore, several aspects of integrating Al into the
professional activities of tourism managers remain conten-
tious. Firstly, there is a lack of methodological guidelines for
the ‘seamless’ integration of generative Al into the daily opera-
tional cycles of small and medium-sized tourism enterprises
(SMEs). The majority of literature remains either purely techni-
cal (IT-oriented) or broadly economic, precluding a holistic un-
derstanding of how digital products transform specific tourism
competencies. Additionally, the role of Al in achieving Sustain-
able Development Goals (SDGs) and risk management remains
fragmented [17].

This research aims to fill this niche by providing a practi-
cal toolkit for tourism managers. Diverging from existing works
that treat Al as a general trend, this study focuses on specific
business processes — from the formulation of itineraries via
intelligent digital platforms to ethical client interaction. By re-
solving the conflict between automation and authenticity, this
study demonstrates that Al is not a competitor but a cognitive
partner, enabling a transition to a new level of the ‘Experience
Economy’ through proactive professional development.

The aim of the research is to conduct a comprehensive
investigation into the theoretical and applied foundations of in-
tegrating artificial intelligence-based digital products into the
professional activities of tourism managers, with the objective
of enhancing operational efficiency and transforming the cre-
ation of competitive travel experiences.

Methodology (structure and sequence) of the re-
search. The methodological framework of this study is under-
pinned by a combination of general scientific and specialised
methods, ensuring a systematic and objective analysis. The re-
search is theoretically grounded in the Technology Acceptance
Model (TAM) and the concept of Human-Computer Interac-
tion (HCI), which facilitated an evaluation of the barriers and
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drivers of Al implementation from a professional management
perspective. To achieve the stated aim, the following methods
were utilised:

* systems approach: employed to categorise contem-
porary Al digital products and define their position
within the architecture of a tourism enterprise’s busi-
ness processes;

* comparative analysis: used to contrast the functional
capabilities of generative language models with spe-
cialised tourism platforms (such as Expedia Romie
and Booking Al Trip Planner);

* case study method: applied to analyse the practical
digital transformation experiences of global market
leaders among Online Travel Agencies (OTAs), spe-
cifically Expedia, Booking.com, and Trip.com;

* logical generalisation and business modelling: utilised
to develop an original matrix for the distribution of
competencies between the manager (as the ‘architect
of experiences’) and the digital assistant.

The research was conducted sequentially: progressing
from an analysis of the theoretical basis and the evolution of Al
technologies between 2023 and 2025, to the formulation of ap-
plied recommendations for modifying the professional profile
of the modern tourism specialist.

Presentation of the Main Research Results and Dis-
cussion. An analysis of scholarly sources allows for the identi-
fication of two levels of Al classification, which are critical for
understanding its transformative impact on the industry. At
the fundamental level, based on system functionality [18], we
observe a transition from reactive machines, capable only of
instantaneous responses without memory retention, to limited
memory systems that utilise historical data for decision-mak-
ing. It is precisely this transition that has laid the groundwork
for contemporary digitalisation in tourism.

However, from the perspective of tourism management,
a classification based on applied spheres of use is most relevant.
This approach enables a clear demarcation of a specialist’s tool-
kit according to specific business objectives. Within this study,
we identify three pivotal types of Al:

Predictive Al Based on machine learning (ML) algo-
rithms and the deep analysis of Big Data. In the context of a
manager’s role, this type of Al is indispensable for forecasting
demand based on seasonality, implementing dynamic pricing
systems (revenue management), and the predictive segmenta-
tion of the client base. This allows an enterprise to act proac-
tively rather than merely reacting to market fluctuations.

Generative Al Systems based on large language models
(LLMs) that are capable of not only analysing data but also cre-
ating qualitatively new content. For a tourism specialist, this
facilitates the automation of unique tour descriptions, per-
sonalised correspondence, the creation of visual content, and
scripts for marketing campaigns, thereby significantly acceler-
ating creative processes.

Agentic AL The most advanced and complex type of sys-
tem, marking the transition from simple generation to autono-
mous action. Autonomous Al agents are capable of indepen-
dent planning and executing multi-step sequences of actions.
In the context of tourism services, this is manifested in the
system’s ability to independently book tickets and hotels, coor-
dinate complex logistical chains, and resolve conflict situations
without direct human intervention.

To integrate theoretical approaches with applied tools,
a synthesised model is proposed, demonstrating the interrela-
tionship between the cognitive complexity of a system and its
functional value for the manager (Table 1).

The proposed classification supports the assertion that
the modern tourism manager is evolving from a user of indi-
vidual software applications into a conductor of multi-agent
systems. In this new capacity, the manager’s primary functions
shift towards strategic management and the ethical oversight of
the activities of autonomous digital entities.

In the context of evolving modern technologies, Al has
become a strategic driver for the development of the tourism
business. By 2026, Al has transitioned into the role of a cog-
nitive partner for the manager. According to expert data [18],
generative systems enhance the productivity of service opera-
tions by 45-60%. Throughout the period of 2024—2026, leading
global tourism companies have moved from the experimental

Table 1

Matrix of the interrelationship between Al cognitive complexity and functional value for tourism managers

Cognitive

Complexity level Applied Al Type

Functional Value for the Manager

Examples of tools
(digital products)

. . Static Automa-
Reactive Machines

Operational Speed: instantaneous response to stan-
dard queries; filtering large datasets according to

GDS search systems, basic linear

history

tion clearly defined parameters chat bots (FAQs)
Tactical Optimisation: demand forecasting, dynamic Bookina.com Al Planner. Revenue
Limited Memory Predictive Al pricing, and personalisation of offers based on travel 9 '

Management Systems, Hopper

Limited Memory Generative Al

scripts

Creative Productivity: automated creation of unique
itineraries, tour descriptions, SMM content, and sales

ChatGPT (GPT-40), Google Gemi-
ni, Claude, Midjourney

Elements of ‘Theory

of Mind’ Agentic Al

Strategic Partnership: autonomous execution of
complex business processes, ‘seamless’ resolution of
logistical conflicts, and empathetic service

Expedia Romie, autonomous
multi-agent systems, TripGenie

Source: developed by the author based on [18; 19-22]
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use of Al plugins to the implementation of comprehensive eco-
systems powered by autonomous agents.

Trip.com Group has upscaled its intelligent assistant,
TripGenie, transforming it into a multimodal tool. In 2026, it
does not merely provide recommendations but functions as an
autonomous agent capable of independently planning complex
itineraries, executing bookings, and providing real-time cus-
tomer support via a synchronous voice interface [18].

Expedia Group launched Romie, a next-generation itera-
tion of Al agents embedded within users’ messaging and email
ecosystems. Romie is capable of learning a traveller’s prefer-
ences during group travel discussions, suggesting alternatives
in the event of flight delays, and automatically synchronising
itinerary changes for all participants of a trip [19].

Booking.com has achieved profound integration of its
Al Trip Planner into its mobile application, utilising a combi-
nation of proprietary data and large language models (LLMs).
This has enabled the company to provide a level of personali-
sation where the system suggests accommodation and activi-
ties based on the semantic analysis of the emotional sentiment
found in a traveller’s previous reviews [20].

Airbnb, following the successful integration of acquired
GamePlanner.Al technologies, has transformed its platform
into a ‘digital concierge’ format. Now, based on a guest’s past
experiences, the Al not only searches for accommodation but
also adapts the amenities of the property and recommenda-
tions for local experiences to suit the specific psychographic
profile of the user [21].

eDreams ODIGEO has strengthened the position of its
Prime platform through the implementation of Google Gemini
models. This has enabled the automation of hyper-personalised
dynamic packaging (flight + hotel + experience) in real-time for
over 5 million subscribers [22].

The aforementioned corporations regard Al not merely
as a planning tool, but as the fundamental cornerstone of their
strategy within the Experience Economy. The transition to the
Agentic Al model has enabled them to provide predictive ser-
vice, which has significantly enhanced Customer Lifetime Val-
ue (LTV) and fostered a new level of loyalty through a seamless
customer experience. An analysis of these leading technologi-
cal solutions allows for the systematisation of the key directions
of Al implementation, as detailed in Table 2.

Table 2

Functional directions and examples of Al implementation in the global tourism industry

Direction (Al
Characteristic)

Functional Capabilities and Technological Leaders

Hyper-personalisation
and Autonomous Al
Agents

Expedia Group (Romie 2.0) - autonomous agents capable of independently negotiating booking terms,
monitoring schedule changes, and automatically rebooking tickets. Booking.com Al Trip Planner - a multi-
modal itinerary creation system based on the analysis of a user’s visual preferences

Predictive Analytics and
Dynamic Pricing

Hopper & Kayak - the application of quantum-ready Al algorithms for long-term price forecasting, ac-
counting for geopolitical risks, climate change, and local events within destinations

Environmental Sustain-
ability and ‘Green Al'

Google Flights & Travalyst - dynamic analysis of weather conditions and aircraft types to calculate real-
time emissions; offering integrated ‘offsetting packages. Skyscanner - prioritisation of accommodation
facilities equipped with smart energy management systems (Smart Grids)

Biometrics and Seamless
Travel

IATA One ID & Delta Air Lines — implementation of ‘walk-through biometrics' for passenger identification
on the move across all stages: from baggage drop to customs control and hotel check-in without physical
documents

Operational Efficiency
and Predictive Service

Airbus Skywise 2.0 - a cloud-based predictive maintenance ecosystem based on data analysis from mil-
lions of sensors. Marriott International - intelligent workforce and inventory management systems based
on predictive analysis of urban events

Experience Economy: AR
and Digital Twins

TripAdvisor (Virtual Sightseeing) - the use of Digital Twins of cities and landmarks for virtual location visits
in an Augmented Reality (AR) format prior to booking decisions

Cognitive Assistants and
Linguistic Support

Anthropic (Claude) & OpenAl (GPT-5) - integration of Large Language Models (LLMs) into travel platforms
to provide instantaneous synchronous translation, accounting for cultural context and local dialects

Source: developed by the author based on [23; 24]

Furthermore, artificial intelligence (specifically machine
learning) can be utilised in tourism management to simplify
and accelerate professional workflows through the collection,
analysis, systematisation, and reproduction of required infor-
mation based on predefined queries.

Regarding the automation of travel manager workflows,
several Al digital products have emerged as prominent trends
in 2026:

ChatGPT (OpenAl). In 2026, this platform has tran-
scended the status of a simple chatbot to become a sophisticated
multimodal ecosystem. Leveraging advanced reasoning models
(the o1 series and subsequent iterations), it is capable of devel-
oping intricate, multi-stage strategies for tourism brands, con-
ducting deep-dive analysis of vast datasets, and interacting with
clients via ‘Advanced Voice Mode’ This allows for instantaneous
real-time translation, effectively dismantling linguistic barriers.
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Google Gemini (formerly Bard). This serves as a pivotal
tool for processing ‘live” information. Due to its profound inte-
gration with Google Flights, Hotels, and Maps, Gemini oper-
ates as an autonomous travel agent. Its primary advantage in
2026 is its expansive context window (exceeding 2 million to-
kens), enabling managers to upload and instantly analyse entire
annual corporate reports, complex legal contracts, or hundreds
of tourist reviews to formulate strategies within the Experience
Economy.

Microsoft Copilot. This tool has evolved into a compre-
hensive digital employee, seamlessly integrated within the Mi-
crosoft 365 ecosystem. In tourism management, it is utilised
to automate workflows across Outlook and Teams. Specialised
‘Copilot Agents’ can independently manage correspondence
with partners, prepare draft contracts in Word, and generate
complex analytical spreadsheets in Excel based on open-mar-
ket data.

Perplexity Al Perplexity has become an indispensable
tool for analytical support in the tourism sector. Unlike con-
ventional chatbots, Perplexity functions as an intelligent search
engine that provides answers accompanied by direct citations
of current sources (scholarly articles, international reports, and

industry news), thereby ensuring high data accuracy and verifi-
ability.

Midjourney v7 / DALL-E 4 / Sora. These models consti-
tute the ‘visual stack’ of Al In 2026, they are employed not only
for creating photorealistic advertising imagery but also for gen-
erating hyper-realistic promotional videos (text-to-video) for
destinations. This enables managers to visualise creative tour
concepts prior to their actual development—a fundamental as-
pect of marketing within the creative industries.

Claude (Anthropic). This tool is highly regarded by tour-
ism professionals for its high level of ‘Constitutional AI' and
robust data security. In tourism management, Claude is utilised
for composing the most natural, ‘human-like’ texts, developing
complex ethical client-interaction scenarios, and performing
meticulous editing of academic and business documents.

The scaling of the aforementioned innovative cases by
global market players necessitates a corresponding restructur-
ing of internal operational cycles within tourism enterprises.
A detailed analysis of the functional requirement for Al im-
plementation to modernise key business processes — ranging
from customer service to strategic revenue management — is
systematised in Table 3.

Table 3

Justification for implementation of Al within the Tourism Management System

Business Process Key Model Shift

Key Performance Indicator (KPI)

Expected Economic Effect

Customer Service and Autonomous multimodal
CRM agents (24/7)

Reduction in response time to more
than 30 seconds

Decrease in operational support
costs by up to 45 %

Revenue Management Predictive dynamic pricing

90%

Price forecasting accuracy more than

Net profit growth of 15-22 %

Marketing and Sales ‘Segment of One’strategy

%

Booking conversion growth of 20-25

Increase in Customer Lifetime
Value (LTV)

Automated visualisation

Content Production via GenAl

Reduction in proposal preparation
time to less than 5 mins

70 % reduction in marketing con-
tent expenditure

Source: developed by the author based on [20-25]

The interaction between a travel manager and a con-
sumer is a multi-stage and complex process, requiring a tai-
lored approach for each client to ensure maximum satisfaction
of their needs. A travel manager must be adept at navigating
vast volumes of information and identifying optimal solutions
within a restricted timeframe. Furthermore, it is essential to
foster client loyalty and encourage recurring engagement with
the agency’s services, which is directly reflected in the enter-
prise’s profitability.

Building upon these premises, it is pertinent to delineate
the primary applications of Al tools within the professional ac-
tivities of a tourism manager, as illustrated in Table 4.

The ‘tourism manager — Al interaction model in con-
temporary tourism should be grounded in the concept of cog-
nitive partnership, whereby technology does not supersede the
human element but rather augments their intellectual and cre-
ative potential. Within the Experience Economy, this interac-
tion is cyclical and remains focused on the creation of unique
value for the client. This synergy is established upon a func-
tional division of labour: Al handles routine tasks and Big Data
analysis, while the manager focuses on strategy, empathy, and

creativity. The stages of constructing such synergy are detailed
in Table 5.

A detailed delineation of responsibilities and decision-
making zones between the human and the machine can be ob-
served through the competency distribution matrix (Table 6).

The proposed matrix demonstrates that the implemen-
tation of Al leads not to human displacement from the profes-
sion, but to its intellectual evolution — a transition from routine
operational execution to the management of complex emotion-
al and intellectual systems. This facilitates the realisation of the
‘High Tech - High Touch’ service concept, which is critical for
success in the contemporary Experience Economy.

The integration of artificial intelligence into the travel
manager’s workflow results in a fundamental paradigm shift in
service delivery: moving from a ‘human-intermediary’ model
to one of human-machine synergy’ The deployment of autono-
mous agents and predictive analytics systems allows tourism
enterprises to transcend standard service sales, focusing in-
stead on the creation of hyper-personalised value.

Consequently, the success of the industry’s digital trans-
formation in 2026 depends not so much on the processing
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Table 4
Applications of Al Tools within the Professional Activities of a Tourism Manager
Application Category Functional Purpose and Managerial Benefits Recommended Al Platforms
Personalised Itinerary Plan- Creating unique itineraries based on individual requests; iden- | Mindtrip, Roam Around, Google
ning tifying ‘hidden gems’ and optimising transit logistics Gemini, Tripnotes
Automating the creation of tour descriptions and social media .
Content Generation and SMM | posts; scripting videos (Reels/TikTok) and selecting relevant Svr;it;z;(cGPT 40), Jasper, Copyai,
tags
. - Geperatlng p.hotoreahst.lc imagery of dest!natlgr)s fcl>r presen- Midjourney, DALLE 3, Adobe Fire-
Tourism Product Visualisation | tations; creating marketing banners and visualising ‘Experi- ; X
; fly, Canva Magic Studio
ence Economy’ concepts
Professional Itinerary Man- Developing interactive travel plans with rapid editing capabili- | Travefy (with integrated Al), Tern,
agement ties and providing clients with access via mobile applications Planable
Communlcatlgn and Docu- High-quality, contgxt-aware translation of Fravel vguchers, DeepL, Claude (Anthropic)
ment Translation contracts, and business correspondence with foreign partners
Market Analysis and Informa- | Real-time price tracking and availability checks; deep senti- Perplexity Al, Microsoft Copilot, Arc
tion Retrieval ment analysis of client reviews regarding hotels or airlines Search
Customer Service Automation P.rowdlng Instantaneous resp(?nses to .standard. client qugrles Intercom Fin, HubSpot Al, ChatGPT
via smart chatbots; personalising email marketing campaigns
Professional Development Simulating complex client negotiations; sales methodology Claude, Gong (for conversational
and Training training and role-playing for objection handling analysis), ChatGPT
Workflow Organisation Automated 'Franscrlptlon of.onllne mee.tln.gs; generating meet Otter.ai, Fireflies.ai, Notion Al
ing summaries and structuring tasks within CRM systems
Source: developed by the author based on [24-26]
Table 5

Stages of Constructing the ‘Tourism Manager - Al' Interaction

Stage

Al Functions

Role of the Manager

1. Initiation and Data Collec-
tion (Input)

Real-time market monitoring; collection of analytics
regarding pricing, air traffic, and weather condi-
tions. Preliminary segmentation of the client base
based on psychographic profiles

Defining strategic goals and context (e.g., de-
veloping a tour within the creative tourism seg-
ment). Formulating specific queries (prompts)
tailored to individual client requirements

2. Synthesis and Generation

Rapid generation of multiple itinerary options. Cre-
ation of visual content (destination photos/videos).
Drafting official correspondence and marketing
posts

Selecting the optimal option from those gener-
ated; performing fact-checking and adapting
the Tone of Voice to align with the agency’s
brand identity

3. Personalisation and Emo-
tional Enrichment

Optimising logistical routes and timing; identifying
local’hidden gems’ based on the analysis of thou-
sands of reviews

The manager enriches the itinerary with emo-
tional accents (exclusive meetings, authentic
experiences) that Al cannot perceive, but which
are critical to the Experience Economy

4. Communication and Sup-
port (Execution)

Autonomous 24/7 client support (chatbots); instan-
taneous resolution of standard issues (transfer time
changes, FAQ responses). Predictive satisfaction
analysis

Resolving non-standard, conflict-prone, or ethi-
cally complex situations. Building long-term,
trust-based relationships that form the founda-
tion of loyalty

Source: developed by the author

power of the chosen algorithms, but on the ability of managers
to adapt their professional profiles to the roles of ‘travel archi-
tects’ In this capacity, they utilise Al as a cognitive amplifier
to resolve complex analytical tasks while maintaining a high
level of emotional service and ethical responsibility towards
the client.

Conclusions. The findings of this study demonstrate
that the contemporary tourism industry is undergoing a fun-
damental technological transformation, wherein artificial intel-
ligence has evolved from a simple auxiliary tool into an integral
component of sophisticated digital products acting as cognitive
partners for the manager. The analysis of theoretical founda-
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Table 6

Competency distribution matrix in the ‘“Tourism Manager - Al’ Interaction Model

Competency Area

Al Functionality (Digital Assistant)

Manager Functionality (Architect of Experiences)

Data Processing and

Collection and structuring of vast datasets (Big
Data); instantaneous retrieval of logistical options;

Semantic interpretation of results; application of

Analysis ) - - professional intuition in non-standard situations
calculation of predictive pricing
. . . . . n | creativity: creating new meanings;
. Combinatorial creativity: rapid generation of co cept.ua ¢ gat ty:c ea.at g new meanings
Creativity and Content developing unique travel ideologies and

variations based on existing templates and data

destination branding

Communication and
Empathy

Simulated empathy: mood recognition via semantic
text analysis; polite and instantaneous 24/7 support

Genuine empathy: ethical assessment of
situations; resolution of profound interpersonal
conflicts; fostering trust

Decision-Making parameters (price, time, rating)

Optimisation of choices based on predefined technical

Strategic choice; assuming ultimate
accountability for the product and tourist safety

Risk Management

conditions; automated notifications

Real-time monitoring of technical failures and weather

Crisis management in situations requiring non-
standard diplomatic or organisational solutions

Source: developed by the author

tions indicates the completion of the transition from reactive
systems to complex models with elements of “Theory of Mind,
as embodied in the concept of autonomous agents (Agentic Al).
This technological shift enables the integration of intelligent
digital products that not only automate routine operations but
also implement predictive service strategies, ensuring a ‘seam-
less’ customer experience within the Experience Economy.

The economic efficacy of integrating Al-driven digi-
tal products is evidenced by the experiences of global market
leaders, where the use of these platforms for personalisation
and dynamic pricing results in a reduction of operational ser-
vice costs by up to 45% and a growth in booking conversion
by 20-25%. These indicators prove that the implementation of
intelligent digital ecosystems is no longer merely a competitive
advantage, but a critical condition for ensuring the viability and
sustainable development of a tourism enterprise in the context
of global digitalisation.

The transformation of the travel manager’s profes-
sional profile entails a shift in focus from operational activi-
ties to the role of an architect of experiences and strategist.
The proposed competency distribution matrix demonstrates
that human-machine synergy is based on delegating compu-
tational and analytical tasks to Al-enhanced digital products,
while retaining functions of ethical oversight, genuine empa-
thy, and strategic decision-making for the human professional.
This facilitates the realisation of a high-tech service concept
grounded in a profound understanding of the tourist’s psycho-
graphic profile.

Prospects for further research in this field are linked to
the necessity of investigating the ethical dimensions of autono-
mous digital products and entities and ensuring the cyberse-
curity of personal data within decentralised ecosystems. Par-
ticular attention should be directed towards the development
of innovative educational programmes aimed at equipping
future specialists with the skills to manage multi-agent digital
systems, which will be essential for the successful adaptation of
the tourism business to the challenges of the digital future.
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