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Abstract

Various industries and service providers employ Artificial Intelligence-based intelligent
tools to improve customer service. The systems aim to ease the work of humans employed
by reducing the redundant tasks to support the customers more focused on their needs.
Commonly used and widely accepted use of one such artificial intelligence system is
chatbots. Chatbots have become the primary system where the users interact when the user
needs to know some information from any customer support application. This paper aims to
study the different types of chatbots and their usefulness based on their adoption in the travel
and tourism industry. The paper reviews the survey results to identify the customer
acceptance of chatbots in the travel and tourism industry. The study includes how the
customers have accepted the Al-based chatbots and how well and efficiently the chatbots
are helpful for the travel and tourism industry customers, as per the survey conducted among
the IT industry professionals in the city of Pune, India, who are frequently using various
online services to plan their vacation trips. From the study, we could identify that the
majority of the respondents favored the use of Al-enabled agents and concluded that the Al
agents enabled in the various websites and applications help them solve their queries and
concerns and meet their customer requirements service. They also feel that using these
technologies could serve their fears better. However, most of them concluded that the
chatbots need to be more intelligent and keep learning about the various scenarios as they
fail to provide the best solutions to the customers.

Keywords: Artificial Intelligence, Natural Language Processing, Chatbot, Travel and
Tourism Industry, Consumer Perception, Machine Learning, Customer Acceptance,

Technology.

1 Introduction

Acrtificial Intelligence (Al) enabled Chatbots
are trained to simulate human conversations
with the help of voice commands, text chats, or
both. Some commonly used chatbots include
websites that answer frequently asked questions
(FAQs). In today’s society, most sectors are
moving towards digitalization and automating
most of their daily activities; this helps the
industries grow better with greater efficiency
[1]. In this context, chatbots, embedded in
websites, interactive voice response (IVR)
based tools are commonly used in various
sections to minimize the people's work and
improve the efficiency of the business by
helping them serve the customers in a better
way. An excellent alternate is organizations’
advent of chatbots to complement human
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patron support within this context. Chatbots are
available to serve the customers in textual or
voice-based interactions, to understand their
problems. The motive of these intelligent bots
is to simulate human communication in
reaction to herbal language entered via textual
content or voice.

An excellent alternative is the organization’s
advent of chatbots to complement human
patron support within this context. Artificial
intelligence applications are often defined as
computer science subjects that discuss how
robots can imitate human intelligence [7]. The
development of Al is inextricably linked to the
advancements in modern computer technology;
Al-based studies are defined as "the scientific
study of the computational principles
underlying ideology and intelligent behavior"
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[8]. At the same time, other studies deal with
how machine and human intelligence interact
with each other. In general, Al can be
categorized into three categories: Weak Al,
which can substitute humans on few occasions;
Strong Al, which has a high level of insight into
the external entities with automated learning
competencies; and Acrtificial Super
Intelligence, which represents systems that has
super intelligence that vastly outnumbers
human intelligence. Al can also be explained
differently by marketing and commercial uses
rather than underlying technology. Consumers
benefit from Al since it allows them to have a
more personalized buying experience. Al
provides manufacturers and retailers with more
accurate forecasting tools, making better
business decisions. The Al tools are employed
in the various stages of the business to facilitate
the company in a better way; the dependency on
Al-based tools is common in all the new age
industries and service providers; the Al tools
are employed in automating and performing
risky and tedious tasks with much more precise
and handle them properly.

The researchers attempt to comprehend it by
applying network science understanding.
Tourism, they feel, is a dynamic and
complicated system. This system is explored as
a holistic unit, provided with the impossibility
of understanding their dimensions as
composites of individual features and actions
[9]. Gunn was one of the pioneers to suggest the
idea of a working tourism model that is made
up of two parts: demand and supply. Some
academics look at the tourist industry from the
supply side, focusing on the competitiveness of
tourism locations on a smaller scale. They
assume that the destination may be defined as a
sophisticated system, with local players
accommodating public and private
organizations  serving as nodes and
relationships serving as links. The travel and
tourism industry, being a significant and
widespread industry, have to do their customers
in a better way to keep them with them, thus
studying the customer experience in employing
the various technologies and their success in
serving the customers have to be taken in with
appropriate concern to serve the customer
better. The study of the customer experience for
the usage of Al tools is studied with the help of
interviews and questionnaires to analyze
various factors that relate to measuring the
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customer expectations and feedback. The study
primarily focuses on analyzing the customer
experience of IT professionals using chatbots
while using multiple travel and tourism
services. The sample that we have chosen for
the study is inclined towards the knowledge of
chatbots, and they will have the rough outline
knowledge with how the same works. Thus, this
sample is efficient for the survey with the
effectiveness and acceptance of using
intelligent platforms like chatbots while
planning their vacation.

2 Related Work

Chatbots are artificial intelligence tools
developed explicitly for interacting with people
via herbal language [2]. These chatbots help
simulate human communication in reaction to
herbal speech entered via textual content or
voice [3]. In Norway, numerous banks have
brought textual content-primarily based
chatbots. Clients are invited to immediately
cope with their customer support inquiries to
the chatbot. For instance, a patron of a financial
institution could also enable the customer
support chatbot to initiate the loan process for
younger adults and conduct the pre-requisite
formalities via chat. Though chatbots are
examples of the latest hobby surge, chatbot
studies and improvement dates returned to the
1960s [4]. The new pursuit can in large part be
attributed to 2 trends. The trends inside system
gaining knowledge of and synthetic intelligence
have made chatbots less challenging to educate
and implement because of bolstered abilities for
figuring out customers’ intents and sentiment
and stepped forward herbal language
processing [6].

Chatbots have received renewed hobby because
of modifications and the famous uptake of
messaging platforms. These intelligent bots
satisfy their audience by fulfilling their
expectations every time and everywhere. These
bots communicate through their respective
platforms or other social media platforms such
as Facebook, Slack, SMS, WhatsApp, or
WeChat. As they increase their dependencies
on various messaging platforms and other
virtual assistants through high integrations,
using chatbots is regularly becoming part of
people’s everyday lives [7]. Chatbot integration
is widely made available in various online e-
commercial websites to provide the correct
information and shipping services. There was
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an enormous increase  withinside the
improvement of chatbots for customer support
and marketing. According to various online
surveys, 95% of all patron interactions are
currently expected to be dealt with through Al-
based tools by 2025, including stay phone and
online conversations [7]. Analyzing the
perceived user experience from the concerned
users, the expected effects of chatbots and Al
tools in customer support services will depict
the quick developing alternate that makes it
essential to know the facts.

Despite the early predictions regarding the
release of chatbot technology, social media
giants such as Facebook, Microsoft, and other
theorists have referred to customers’ adoption
of chatbots as much less enormous than hoped
[10]. The ability of chatbots has how no longer
been found out as anticipated through the
generation industry. This is because most
chatbots available in the marketplace haven’t
fulfilled the customers’ desires by way of
excessive frequency of meaningless responses,
uncertain functions, or bad usability [11]. Lack
of personal recognition via builders appears to
be very common. For a brand-new generation,
chatbots have to be modified and used in
direction through generation organizations and
carriers, essential customers must accept as
accurate withinside the airline. Trust has been
argued to be a crucial fulfillment element in an
internet environment [12].

Furthermore, the human-like features of
chatbots and their herbal language interaction
may also be considered accurate with mainly
essential [13]. The idea of taking precise as with
is extensively implemented while discussing
people and society. More currently, accepted as
actual, which has been hooked up as an
essential idea in research of machines and
generation. The concept of discussing take as
accurate with when it comes to generation may
also appear controversial [14]. Nevertheless,
researchers, an increasing number, do not
forget it is applicable to research customers
accept as accurate with unique technology.
Trust has been proven essential for customers’
uptake of recent technology.

The uptake of chatbots amongst customers
relies on customers’ accurate acceptance.
Without acceptance as true, the ability in
chatbots might not be found out. Although
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many studies have been performed on buy as
accurate withinside the interpersonal and
societal area, and on customers accept as
accurate within diverse technology, research
addressing accept as true within chatbots is
scarce. The loss of studies means there may be
a know-how hole regarding the effect of people
using chatbots. As the foundation for accepting
as accurate within customer support chatbots,
an applicable version on taking as accurate
within web sites became offered [12]. In their
performance, drawing upon the previous
acceptance as accurate with literature, ease of
use, risk, and four credibility elements
(honesty, expertise, reputation, predictability)
have been questioned as the primary aspects
influencing customers’ acceptance as accurate
within websites. As a preliminary step closer to
the wanted know-how on customers accepts as
accurate within chatbots, it became on this take
a look at taken into valuable consideration to
goal chatbots inside one unique area. It became
determined to scope it to customer support
chatbots due to three reasons: (1) customer
support is a crucial area to be used of chatbots,
(2) customer support represents a website have
been people probably will get replaced through
machines, and (3) it's for asked know-how for
practitioners.

Inattention to advances in ICTs, Al appears like
the subsequent degree of the tourism industry
[15][16]. Al is thought of for its state-of-the-art
computing skills as it could cope with
complicated relations and troubles amongst
unique concepts and might effortlessly work
with a large number of records [17]. An Al
machine senses outside information, is familiar
with it, acts in flip to reap given desires, and
learns from personal experiences [18]. Al
capabilities are much like a human mind
because it thinks, knows, makes decisions and
inferences via given records using sensible
machines. The main motive of Al is to allow
machines to finish responsibilities
automatically with no need for a human mind
[19].

Since the overdue 1990s, Al research was
implemented in tourism research to forecast inn
occupancy and tourism demand [20][21].
Afterward, researchers used Al in one kind type
of inquiry such as aid control in tourism
companies [22], analyzing social media facts
and online reviews [23][24], forecasting
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traveler float and arrivals [25], comparing
traveler delight via facial features recognition
[26], and making intelligent recommendations
[27]. Al fashions are increasingly utilized in
tourism research because those fashions have
an awful lot of extra flexibility. They may be
used to estimate non-linear relationships
without the boundaries of conventional
methods [28]. Although Al guarantees
absolutely opportunity answers for ability and
potential troubles of tourism, with its superior
computing and problem-solving skills, there's a
loss of instructional studies on Al in the context
of tourism [26]. Therefore, this study focuses
on the tourism industry’s Al-induced chatbot.

"A chatbot is software that conducts a
conversation using aural or textual methods."
Text message-based chatbots and voice-based
chatbots are the two primary forms of chatbots.
Chatbots that respond to clients' questions via
text messages are text message-based [29].
Voice-based chatbots respond to client
inquiries by sending voice-based messaging.
Chatbots are primarily computer software
devices pre-programmed to react to common
client questions [30]. Chatbots have built-in
systems that recognize the keywords in queries
that cause many responses to a single topic.
Chatbots are known for sending out many
answers to a single inquiry simultaneously.
Chatbots are available 24 hours, 365 days a
year. These crucial characteristics allowed
chatbots to take the position of employees.

Travel chatbots are used by some businesses to
provide a unique experience. Travelers can ride
the automobile without a guide, and the
concerned chatbot embedded in the car will
continue to direct them and brief them about
each location. This technique is known as an
audio tour, and it is preferred by people who
want to go along with their family and have
privacy [32]. Every hotelier wants its visitors to
have a positive experience. Guests will
invariably require some information regarding
the hotel's amenities. This is where Chatbots
come in handy. Marketers must incorporate
personalization into their services as a
significant component. Voice-based chatbots,
in particular, deliver a high-profile personalized
service to their customers. It provides services
to consumers such as ordering food, cab
services, reading messages, scheduling chores,
and appointments, setting up alarms, room
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services, housekeeping services, and updating
hotel amenities, among others [26]. Overall, it
serves as a personal helper to the visitor.
Chatbots can even save a guest's previous data
from recommending previous purchases and
behaviors. These voice-based chatbots are
explicitly designed for improving hospitality,
which boosts customer engagement and
experience even more [31]. Chatbots for
hospitality can help you provide an excellent
guest experience. Marriott, Hyatt, and GRT
hotels are among the hotels that use chatbots
[26].

3 Materials and Methods

The methodology primarily focuses on
identifying the following factors from the users.
The factors are recognized as a result of the
literature review. These factors help us
understand the user behavior and perception
towards using new technologies like chatbots.

3.1 Factors of study

3.1. Perceived ease of use

Perceived ease of use refers to how confident a
customer is in utilizing the given technology
without any troubles and is straightforward in
assisting the customers’ requirements. This
factor can assess the behavioral intention to
employ tourism-related technology [33] [34]
[35]. According to the tourism app adoption
study, perceived ease of use does not affect
chatbots [36]. Tourists will continue to seek the
assistance of chatbot technology if they
consider it valuable and straightforward while
planning and traveling to their favorite spots as
chatbots are built and meant to be simple to the
targeted ones.

3.2 Perceived Usefulness

Perceived usefulness is the magnitude to which
a customer assumes that employing a given
system will improve job or task performance
[37]. Recent studies on self-service hotel
technology, business-to-consumer  airline
websites, tourist apps, lonely planet websites,
travel search engines [38] show that technology
impacts customer acceptance [30]. Chatbots,
for example, are making tourism easier and
more convenient for the customers to plan and
sort out problems on the spot, and book hotels,
pickup  facilities, and other essential
arrangements. Travel support is also provided
by tourism chatbots 24 X 7.
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3.3 Technological Anxiety

Technological anxiety is the degree to which a
consumer experiences dread or apprehension
while using technology [39]. Technological
anxiety is one of the critical variables that has
been explored as an essential psychological
antecedent of technology adoption [39].
Because of the task performance confusion,
technological anxiety may impair motivation.
According to the study, individual
technological anxiety can lead to people
avoiding using specialized tools and can be a
barrier to new technology adoption [40] [41].
As a result, it has a detrimental impact on
technological adoption [42]. Chatbots are a new
technology in the tourism business that
consumers utilize in various ways for travel
planning [43].

3.4 Perceived Trust

Trust refers to a consumer's confidence in
executing an online activity with a service
provider. In addition, trust is defined as the
consumer's readiness to accept risk. Creating
confidence in online service enablers is critical
in innovation research. The information system
gives perceived trust. Trust depicts consumer
expectation of privacy protection, information
guality, and security has a positive effect on
behavioral intention to adopt self-service hotel
technology [44], smartphone apps [45], online
travel purchase [46], an online website
providing information through live chat
assistants [47], and emerging technologies in
tourism [38s]. The perception of privacy
protection, security, and quality of information
and services given by chatbots are all factors

that influence trust. Travelers reveal their
personal information with chatbots to plan and
schedule their trips, making them wary of using
them.

3.5 Adoption Intention

The perceived likelihood of an individual
engaging in a particular behavior is measured
by Adoption intention [48]. Behavioral
intention aims to understand and predict how
consumers react to new technologies [47].
Chatbots  assist  customers  with  the
advancement in technology [49]. The current
study on new technology adoption confirms the
link between adoption intention and customer
behavior. The influence of adoption purpose on
the customers of tourist technology is supported
by existing studies [45]. A chatbot is a new tool
that customers can use to arrange their trips.
Even though they want to deploy this new
chatbot technology, the likelihood of its
customers is still unknown.

3.2 Dataset Description

The data set is the collection of responses from
the questionnaire that has been placed across
the IT professionals in Pune, India. The general
description of the data is as follows. The small
study conducted over the topic will outline the
expected customer behavior of the people in the
segment and a broader perspective. The study
is carried out in a population with different
gender, age group, and professionally qualified
respondents.

Demographic Profile of the Respondents.

SI No Classification Category Frequency Percentage
Male 295 72.0
1 Gender Female 111 28.1
Total 406 100.0
20 - 30 84 20.5
31-40 77 19.8
41-50 89 21.7
2 Age 51-60 83 20.2
61-70 73 17.8
Total 406 100.0
Graduate 206 50.2
3 Qualification Post - Graduate 200 49.8
Total 406 100.0
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From the above table, it is evident that Male
respondents (72%) are more when compared to
female respondents (28%). The age of the
respondents is equally distributed among the
different age groups except for the age group of
31 — 40 and 61-70. Two hundred of the
respondents had their educational qualification
as graduates, and 200 respondents had their
educational qualification as Post Graduation.
This gives a general outline of the population
studied.

3.3 Ranking using relative importance index
(RIT)

Using the relative importance index (RII),
ranking describes the specific factors
contributing to IT professionals’ user
acceptance of chatbots in the travel and tourism
industry. We have identified the various
subfactors under perceived ease of use,
preserved usefulness, technological anxiety,
perceived trust, and adoption intention using
the liquid scale of 5 scales. The higher value of
the index of the relative index is the critical

3.3.1 Perceived Trust

subfactor across the selected attributes and is
determined by the equation that follows:

Relative Important Index
_ Sng+4n,+ 3nz3+2ny +1ny

AxN

Where:

ns
= Number of respondents for Strongly Agree

n, = Number of respondents for Agree
ns = Number of respondents for Neutral

n;
= Number of respondents for Strongly Disagree

ny
= Number of respondents for Strongly Disagree

A (Highest Weight) =5

N (Total number of respondents) = 406

The result of the Ranking using the relative
importance index is as given below:

Perceived Trust RII Ranks
| found this chatbot credible 0.71083744 2

I do not think this chatbot will act in a way that 0.69014778 3

Is disadvantageous to me. 0.61970443 4

| am skeptical of this chatbot 0.57684729 5

The chatbot appears to be misleading. 0.49753695 6

| feel confident in this chatbot. 0.73103448 1

3.3.2 Perceived ease of access

Perceived Ease of Access RII Ranks
The chatbot appears to be knowledgeable 0.74137931 2

The content of the chatbot was according to my

expectation 0.74137931 2

It was easy for me to learn how to use this Chatbot | 0.72167488 4

My dialogue with this chatbot was clear and

understandable 0.75812808 1
This chatbot will be flexible to interact with all 0.72906404 3

3.3.3 Adoption Intention

Adoption Intention RII Ranks
The chatbot is well regarded by others 0.71970443 1

The chatbot has a good reputation 0.71871921 2

I've heard others be critical of this chatbot 0.62857143 3
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3.3.4 Perceived usefulness

Perceived Usefulness RII Ranks
The chatbot appears as natural 0.67832512 4
The chatbot appears to be human 0.61724138 5
The chatbot appears to be lively 0.7270936 3
The chatbot is accommodative 0.75221675 1
The chatbot is employed rightly to cater all the queries 0.73546798 2

3.3.5 Technological anxiety
Technological Anxiety RII Ranks
My typical approach is to rely on new technology 0.73891626 4
In general, | trust new technology until it gives me areasonnoto | 0.7955665 1
It's easy for me to rely on new technology 0.71330049 6
| prefer using the chatbot 0.73349754 5
| think my interest in chatbots will increase in the future 0.78916256 2
| would recommend others to use chatbots 0.76945813 3

3.3.6 Staying with traditional agents

Staying with traditional agents RII Ranks
By using chatbots like this | will get faster responses to my guestions 0.70738916 4
By using chatbots like this | will get answers to my questions more effectively | 0.70394089 5
Using chatbots like this increases my productivity 0.72463054 3
Chatbots like this will make it easier for me to get answers to my questions 0.74039409 1
| find chatbots like this useful in customer service. 0.73152709 2

From this and the other analysis conducted for
the study of customer acceptance, the study
could conclude that the users are ready to
accept the usage of chatbots in the industry.
They feel the chatbots are able to meet their
expectations.

4 Results and Discussions

From the study, it is evident that the future of
the Travel industry is Al-driven. With the
implementation of Al-based chatbots, a
massive changeover is awaiting the Travel and
Tourism Industry. The research questions of the
study were answered through the analysis
performed. The following findings were
identified after the completion of this study:

a) The Ai based chatbots will revolutionize
the Travel and Tourism Industry in the
upcoming years.

b) Most people responded that they love to
use a chatbot, and it is user-friendly.

c) A few respondents  expressed
technological anxiety regarding losing
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their data and other credentials to the
open world.

d) The adoption intention by the general
public is more as the Al will be replacing
the human workforce shortly.

5. Conclusion

The application of artificial intelligence-based
tools and technologies have a broad scope of
usage in the Travel and Tourism industry; the
study we conducted on the customer acceptance
of the use of Al-enabled chatbot with particular
reference to the travel and tourism industry but
focusing on the small population from the IT
professionals indicate that the customers are
satisfied with the current applications of Al-
based tools, especially the usage of chatbots.
However, with the study, we could conclude
that the people who participated in the survey
said that the scope of Al is vast. As the study of
customer acceptance concludes, the Al-enabled
chatbots will be more successful in the future,
and the human-centric force will be reduced,
especially for the Travel and Tourism Industry.
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However, we could identify many applications
of artificial intelligence-based tools in the
industry for serving and giving the customers a
better service. Some of the respondents to the
study also feel that the current technology is
fine. Still, the technology needs to be
reformatted and made effective so that their
results will be more precise. Up to the mark,
this is because the Al tools were not able to help
the people continually, as it is heavily
dependent on the way we teach the system to
function; people felt that this limitation of
chatbots and other Al agents is one of the areas
which requires significant innovation and
development. From the study, few respondents
also think that the Al systems and the humans
should go in tandem, where there should be a
oversee of the human presence over the
machines, which will help the systems serve the
customers effectively.

References

1. Frey, C.B., & Osborne, M. A. (2017). The
future of employment: How susceptible
are jobs to computerization?
Technological Forecasting and Social
Change, 114, 254-280.
https://doi.org/10.1016/j.techfore.2016.08
.019.

2. Shawar,B.A., & Atwell,E. (2007).
Different measurements metrics to
evaluate a chatbot system. Proceedings of
the Workshop on Bridging the Gap
Academic and Industrial Research in
Dialog Technologies - NAACL-HLT '07.
https://doi.org/10.3115/1556328.1556341

3. DALE,R. (2016). The return of the
chatbots. Natural Language Engineering,
22(5), 811-817.
https://doi.org/10.1017/s1351324916000
243.

4. Weizenbaum,J.  (1966). ELIZA—a
computer program for studying natural
language communication between man
and machine. Communications of the
ACM, 9(2), 36-45.
https://doi.org/10.1145/365153.365168

5. Brandtzaeg, P. B., & Fglstad, A. (2017).
Why do people use chatbots? Internet
Science, 377-392.
https://doi.org/10.1007/978-3-319-70284-
1 30.

© 2021 JPPW. All rights reserved

10.

11.

12.

13.

14.

Accenture. (2016). Accenture | Let there
be change.
https://www.accenture.com/t00010101TO
00000 w__/br-
pt/_acnmedia/PDF45/Accenture-
Chatbots-Customer-Service.pd
Tussyadiah, I.  (2020). A review of
research into automation in tourism:
Launching the annals of tourism research
Curated  collection on artificial
intelligence and robotics. Annals of
Tourism  Research, 81,  102883.
https://doi.org/10.1016/j.annals.2020.102
883

Skilton, M., & Hovsepian, F. (2017). The
4th Industrial Revolution’s impact. The
4th  Industrial ~ Revolution,  3-28.
https://doi.org/10.1007/978-3-319-62479-
2.1

Sainaghi, R., & Baggio, R. (2017).
Complexity traits and dynamics of tourism
destinations. Tourism Management, 63,
368-382.
https://doi.org/10.1016/j.tourman.2017.07
.004

Simonite, T. (2017, April 14). Facebook’s
perfect, impossible  chatbot. MIT
Technology Review.
https://www.technologyreview.com/s/604
117/facebooks-perfect-impossible-
chatbot/

Coniam, D. (2014). The linguistic
accuracy of chatbots: Usability from an
ESL perspective. Text & Talk, 34(5).
https://doi.org/10.1515/text-2014-0018
Corritore, C. L., Kracher, B., &
Wiedenbeck, S. (2003). On-line trust:
Concepts, evolving themes, a model.
International  Journal of Human-
Computer  Studies, 58(6), 737-758.
https://doi.org/10.1016/s1071-
5819(03)00041-7.

Holtgraves, T., Ross, S., Weywadt, C., &
Han, T. (2007). Perceiving artificial social
agents. Computers in Human Behavior,
23(5), 2163-2174.
https://doi.org/10.1016/j.chb.2006.02.017
Chopra, K., & Wallace, W. (2003). Trust
in electronic environments. 36th Annual
Hawaii International Conference on
System Sciences, 2003. Proceedings of
the.
https://doi.org/10.1109/hicss.2003.11749
02


https://doi.org/10.1016/j.techfore.2016.08.019
https://doi.org/10.1016/j.techfore.2016.08.019
https://doi.org/10.3115/1556328.1556341
https://doi.org/10.3115/1556328.1556341
https://doi.org/10.1017/s1351324916000243
https://doi.org/10.1017/s1351324916000243
https://doi.org/10.1145/365153.365168
https://doi.org/10.1007/978-3-319-70284-1_30
https://doi.org/10.1007/978-3-319-70284-1_30
https://www.accenture.com/t00010101T000000__w__/br-pt/_acnmedia/PDF%0245/Accenture-Chatbots-Customer-Service.pd
https://www.accenture.com/t00010101T000000__w__/br-pt/_acnmedia/PDF%0245/Accenture-Chatbots-Customer-Service.pd
https://www.accenture.com/t00010101T000000__w__/br-pt/_acnmedia/PDF%0245/Accenture-Chatbots-Customer-Service.pd
https://www.accenture.com/t00010101T000000__w__/br-pt/_acnmedia/PDF%0245/Accenture-Chatbots-Customer-Service.pd
https://doi.org/10.1016/j.annals.2020.102883
https://doi.org/10.1016/j.annals.2020.102883
https://doi.org/10.1007/978-3-319-62479-2_1
https://doi.org/10.1007/978-3-319-62479-2_1
https://doi.org/10.1016/j.tourman.2017.07.004
https://doi.org/10.1016/j.tourman.2017.07.004
https://www.technologyreview.com/s/604117/facebooks-perfect-impossible-chatbot/
https://www.technologyreview.com/s/604117/facebooks-perfect-impossible-chatbot/
https://www.technologyreview.com/s/604117/facebooks-perfect-impossible-chatbot/
https://doi.org/10.1515/text-2014-0018
https://doi.org/10.1016/s1071-5819(03)00041-7
https://doi.org/10.1016/s1071-5819(03)00041-7
https://doi.org/10.1016/j.chb.2006.02.017
https://doi.org/10.1109/hicss.2003.1174902
https://doi.org/10.1109/hicss.2003.1174902

3887

Journal of Positive School Psychology

15.

16.

17.

18.

19.

20.

21.

22.

Bowen, J., & Whalen, E. (2017). Trends
that are changing travel and tourism.
Worldwide Hospitality and Tourism
Themes, 9(6), 592-602.
https://doi.org/10.1108/whatt-09-2017-
0045

Gajdosik, T., & Marcis, M.  (2019).
Artificial intelligence tools for intelligent
tourism  development. Advances in
Intelligent Systems and Computing, 392-
402. https://doi.org/10.1007/978-3-030-
19810-7_39

Inanc—Demir, M., & Kozak, M. (2019).
Big data and its supporting elements:
Implications for tourism and hospitality
marketing. Big Data and Innovation in
Tourism, Travel, and Hospitality, 213-
223. https://doi.org/10.1007/978-981-13-
6339-9_13

Ferras, X., Hitchen, E. L.,  Tarrats-
Pons, E., & Arimany-Serrat, N. (2020).
Smart tourism is empowered by artificial
intelligence. Journal of Cases on
Information Technology, 22(1), 1-13.
https://doi.org/10.4018/jcit.2020010101
Singh, S. K., Rathore, S., & Park, J. H.
(2020). BlockloTIntelligence: A
blockchain-enabled  intelligent  loT
architecture with artificial intelligence.
Future Generation Computer Systems,
110, 721-743.
https://doi.org/10.1016/j.future.2019.09.0
02

Law, R. (1998). Room occupancy rate
forecasting: A neural network approach.
International Journal of Contemporary
Hospitality Management, 10(6), 234-239.
https://doi.org/10.1108/09596119810232
301

Law, R.  (2000). Back-propagation
learning in improving the accuracy of
neural network-based tourism demand
forecasting. Tourism Management, 21(4),
331-340. https://doi.org/10.1016/s0261-
5177(99)00067-9
Casteleiro-Roca, J.,
Gonzalez, J. F.,

GOmez-
Calvo-Rolle, J. L.,
Jove, E., Quintian, H.,  Martin, J. F.,
Perez, S. G., Diaz, B. G., Calero-
Garcia, F., & Méndez-Perez, J. A. (2018).
Prediction of the energy demand of a hotel
using an artificial intelligence-based
model. Lecture Notes in Computer
Science, 586-596.

© 2021 JPPW. All rights reserved

23.

24,

25.

26.

27.

28.

29.

30.

https://doi.org/10.1007/978-3-319-92639-
1 49

Kirilenko, A. P., Stepchenkova, S. O.,
Kim, H., & Li, X. (. (2017). Automated
sentiment analysis in tourism:
Comparison of approaches. Journal of
Travel Research, 57(8), 1012-1025.
https://doi.org/10.1177/00472875177297
57

TOPAL, I., & UCAR, M. K. (2018). In
tourism, using artificial intelligence
forecasting with Tripadvisor data: Year of
Turkey in China. 2018 International
Conference on Artificial Intelligence and
Data Processing (IDAP).
https://doi.org/10.1109/idap.2018.862087
4

Zhang, B., Li,N., Shi,F., & Law,R.
(2020). A deep learning approach for daily
tourist flow forecasting with consumer
search data. Asia Pacific Journal of
Tourism Research, 25(3), 323-339.
https://doi.org/10.1080/10941665.2019.1
709876

Gonzélez-Rodriguez, M., Diaz-
Fernandez, M., & Pacheco Gomez, C.
(2020). Facial-expression recognition: An
emergent approach to the measurement of
tourist satisfaction through emotions.
Telematics and Informatics, 51, 101404.
https://doi.org/10.1016/j.tele.2020.10140
4

Zheng, W., Liao, Z.,, & Lin, Z. (2020).
Navigating through the complex transport
system: A heuristic approach for city
tourism  recommendation.  Tourism
Management, 81, 104162.
https://doi.org/10.1016/j.tourman.2020.10
4162

Hadavandi, E., Ghanbari, A.,
Shahanaghi, K., & Abbasian -
Naghneh, S. (2011). Tourist arrival

forecasting by fuzzy evolutionary
systems. Tourism Management, 32(5),
1196-1203.
https://doi.org/10.1016/j.tourman.2010.09
.015

Kumar, V., & Keerthana, A. (2016).
Sanative chatbot for health seekers.
International Journal Of Engineering And
Computer Science.
https://doi.org/10.18535/ijecs/v5i3.28
Oh, K., Lee, D., Ko,B., & Choi,H.
(2017). A chatbot for psychiatric
counseling in mental healthcare service


https://doi.org/10.1108/whatt-09-2017-0045
https://doi.org/10.1108/whatt-09-2017-0045
https://doi.org/10.1007/978-3-030-19810-7_39
https://doi.org/10.1007/978-3-030-19810-7_39
https://doi.org/10.1007/978-981-13-6339-9_13
https://doi.org/10.1007/978-981-13-6339-9_13
https://doi.org/10.4018/jcit.2020010101
https://doi.org/10.1016/j.future.2019.09.002
https://doi.org/10.1016/j.future.2019.09.002
https://doi.org/10.1108/09596119810232301
https://doi.org/10.1108/09596119810232301
https://doi.org/10.1016/s0261-5177(99)00067-9
https://doi.org/10.1016/s0261-5177(99)00067-9
https://doi.org/10.1007/978-3-319-92639-1_49
https://doi.org/10.1007/978-3-319-92639-1_49
https://doi.org/10.1177/0047287517729757
https://doi.org/10.1177/0047287517729757
https://doi.org/10.1109/idap.2018.8620874
https://doi.org/10.1109/idap.2018.8620874
https://doi.org/10.1080/10941665.2019.1709876
https://doi.org/10.1080/10941665.2019.1709876
https://doi.org/10.1016/j.tele.2020.101404
https://doi.org/10.1016/j.tele.2020.101404
https://doi.org/10.1016/j.tourman.2020.104162
https://doi.org/10.1016/j.tourman.2020.104162
https://doi.org/10.1016/j.tourman.2010.09.015
https://doi.org/10.1016/j.tourman.2010.09.015
https://doi.org/10.18535/ijecs/v5i3.28

Aashiek Cheriyan, et.al.

3888

31.

32.

33.

34.

35.

36.

37.

38.

based on dynamic dialogue analysis and
sentence generation. 2017 18th IEEE
International Conference on Mobile Data
Management (MDM).
https://doi.org/10.1109/mdm.2017.64
Upshall, M. (2019). Mythbusting Al:
What is all the fuss about? Learned
Publishing, 32(1), 79-83.
https://doi.org/10.1002/leap.1211
Boiano, S., Borda, A., & Gaia, G. (2019).
Participatory Innovation and Prototyping
in the cultural sector: A case study.
https://doi.org/10.14236/ewic/eva2019.3
Ryan, C., & Rao, U. (2008). Holiday users
of the internet — ease of use,
functionality, and novelty. International
Journal of Tourism Research, 10(4), 329-
339. https://doi.org/10.1002/jtr.660
Luque-Martinez, T., Alberto Castafieda-
Garcia, J., Frias-Jamilena, D. M., Mufioz-
Leiva, F., & Rodriguez-Molina, M. A.
(2007). Determinants of the use of the
internet as a tourist information source.
The Service Industries Journal, 27(7),
881-891.
https://doi.org/10.1080/02642060701570
586

Luo, M. M., Remus, W., & Sheldon, P. J.
(2007). Technology acceptance of the
lonely planet website: An exploratory
study. Information Technology &
Tourism, 9(2), 67-78.
https://doi.org/10.3727/10983050778136
7429

PAN, L., RUAN, A, & ZHANG,W.
(2017). User adoption intention of the
tourism APP based on experimental
method. DEStech Transactions on
Environment, Energy and Earth Sciences,
(ed).
https://doi.org/10.12783/dteees/eesd2017/
12014

Davis, F. D. (1989). Perceived usefulness,
perceived ease of use, and user acceptance
of  information  technology. MIS

Quarterly, 13(3), 319.
https://doi.org/10.2307/249008
Park, Y.A.,, & Gretzel, U. (2006).

Evaluation of emerging technologies in
tourism: The case of travel search engines.
Information and Communication
Technologies in Tourism 2006, 371-382.
https://doi.org/10.1007/3-211-32710-
x_51

© 2021 JPPW. All rights reserved

39.

40.

41.

42.

43.

44,

45.

46.

Meuter, M. L., Bitner, M. J.,
Ostrom, A. L., & Brown, S. W. (2005).
Choosing among alternative service
delivery modes: An investigation of
customer trial of self-service technologies.
Journal of Marketing, 69(2), 61-83.
https://doi.org/10.1509/jmkg.69.2.61.607
59

Meuter, M. L., Ostrom, A. L.,
Bitner, M. J., & Roundtree, R. (2003).
The influence of technology anxiety on
consumer use and experiences with self-
service technologies. Journal of Business

Research, 56(11), 899-906.
https://doi.org/10.1016/s0148-
2963(01)00276-4

Parasuraman, A.  (2000). Technology

readiness index (Tri). Journal of Service
Research, 2(4), 307-320.
https://doi.org/10.1177/10946705002400
1

Mani, Z., & Chouk, I. (2018). Consumer
resistance to innovation in services:
Challenges and barriers in the era of
Internet of Things. Journal of Product
Innovation Management, 35(5), 780-807.
https://doi.org/10.1111/jpim.12463
Evanschitzky, H., lyer, G. R,
Pillai, K. G., Kenning, P., & Schiitte, R.
(2014). Consumer trial, continuous use,
and economic benefits of retail service
innovation: The case of the personal
shopping assistant. Journal of Product
Innovation Management, 32(3), 459-475.
https://doi.org/10.1111/jpim.12241
Kaushik, A. K., Agrawal, A. K., &
Rahman, Z. (2015). Tourist behavior
towards self-service hotel technology
adoption: Trust and subjective norm as
critical antecedents. Tourism Management
Perspectives, 16, 278-289.
https://doi.org/10.1016/j.tmp.2015.09.002
Gupta, A., Dogra, N., & George, B.
(2018). What determines tourist adoption
of smartphone apps? Journal of
Hospitality and Tourism Technology,
9(1), 50-64. https://doi.org/10.1108/jhtt-
02-2017-0013

Bonson Ponte, E., Carvajal-Trujillo, E., &
Escobar-Rodriguez, T. (2015). Influence
of trust and perceived value on the
intention to purchase travel online:
Integrating the effects of assurance on
trust antecedents. Tourism Management,
47, 286-302.


https://doi.org/10.1109/mdm.2017.64
https://doi.org/10.1002/leap.1211
https://doi.org/10.14236/ewic/eva2019.3
https://doi.org/10.1002/jtr.660
https://doi.org/10.1080/02642060701570586
https://doi.org/10.1080/02642060701570586
https://doi.org/10.3727/109830507781367429
https://doi.org/10.3727/109830507781367429
https://doi.org/10.12783/dteees/eesd2017/12014
https://doi.org/10.12783/dteees/eesd2017/12014
https://doi.org/10.2307/249008
https://doi.org/10.1007/3-211-32710-x_51
https://doi.org/10.1007/3-211-32710-x_51
https://doi.org/10.1509/jmkg.69.2.61.60759
https://doi.org/10.1509/jmkg.69.2.61.60759
https://doi.org/10.1016/s0148-2963(01)00276-4
https://doi.org/10.1016/s0148-2963(01)00276-4
https://doi.org/10.1177/109467050024001
https://doi.org/10.1177/109467050024001
https://doi.org/10.1111/jpim.12463
https://doi.org/10.1111/jpim.12241
https://doi.org/10.1016/j.tmp.2015.09.002
https://doi.org/10.1108/jhtt-02-2017-0013
https://doi.org/10.1108/jhtt-02-2017-0013

3889

Journal of Positive School Psychology

47.

48.

49.

50.

ol.

52.

53.

54.

https://doi.org/10.1016/j.tourman.2014.10
.009

McLean, G., Osei-Frimpong, K.,
Wilson, A., & Pitardi, V. (2020). How live
chat assistants drive travel consumers’
attitudes, trust and purchase intentions.
International Journal of Contemporary
Hospitality Management, 32(5), 1795-

1812. https://doi.org/10.1108/ijchm-07-
2019-0605
Hill, R. J., Fishbein, M., & Ajzen, I.

(1977). Belief, attitude, intention, and
behavior: An introduction to theory and
research. Contemporary Sociology, 6(2),
244, https://doi.org/10.2307/2065853
Burton-Jones, A., & Grange, C. (2013).
From use to practical use: A
representation theory perspective.
Information Systems Research, 24(3),
632-658.
https://doi.org/10.1287/isre.1120.0444
El-Manstrly, D., Ali, F., & Steedman, C.
(2020).  Virtual travel community
members’ stickiness behavior: How and
when it develops. International Journal of
Hospitality Management, 88, 102535.
https://doi.org/10.1016/j.ijhm.2020.10253
5

Kim, S., Baek, T. H., Kim, Y., & Yoo, K.
(2016). Factors affecting stickiness and
word of mouth in mobile applications.
Journal of Research in Interactive
Marketing, 10(3), 177-192.
https://doi.org/10.1108/jrim-06-2015-
0046

Litvin, S. W., Goldsmith, R. E., & Pan, B.
(2018). A retrospective view of electronic
word-of-mouth in hospitality and tourism
management. International Journal of
Contemporary Hospitality Management,
30(1), 313-325.
https://doi.org/10.1108/ijchm-08-2016-
0461

Ma, S., Zhang,S., Li,G., & Wu,Y.
(2019). Exploring information security
education on social media use. Aslib
Journal of Information Management,
71(5), 618-636.
https://doi.org/10.1108/ajim-09-2018-
0213

Oh, H., Jeong, M., & Baloglu, S. (2013).
Tourists'  adoption  of  self-service
technologies at resort hotels. Journal of
Business Research, 66(6), 692-699.

© 2021 JPPW. All rights reserved

55.

56.

https://doi.org/10.1016/j.jbusres.2011.09.
005

Seilov, G. A. (2015). Does the adoption of
customer and competitor orientations
make small hospitality businesses more
entrepreneurial? International Journal of
Contemporary Hospitality Management,
27(1), 71-86.
https://doi.org/10.1108/ijchm-12-2013-
0547

Sivathanu, B. (2019). Adoption of digital
payment systems in the era of
demonetization in India. Journal of
Science and  Technology  Policy
Management, 10(2), 143-171.
https://doi.org/10.1108/jstpm-07-2017-
0033


https://doi.org/10.1016/j.tourman.2014.10.009
https://doi.org/10.1016/j.tourman.2014.10.009
https://doi.org/10.1108/ijchm-07-2019-0605
https://doi.org/10.1108/ijchm-07-2019-0605
https://doi.org/10.2307/2065853
https://doi.org/10.1287/isre.1120.0444
https://doi.org/10.1016/j.ijhm.2020.102535
https://doi.org/10.1016/j.ijhm.2020.102535
https://doi.org/10.1108/jrim-06-2015-0046
https://doi.org/10.1108/jrim-06-2015-0046
https://doi.org/10.1108/ijchm-08-2016-0461
https://doi.org/10.1108/ijchm-08-2016-0461
https://doi.org/10.1108/ajim-09-2018-0213
https://doi.org/10.1108/ajim-09-2018-0213
https://doi.org/10.1016/j.jbusres.2011.09.005
https://doi.org/10.1016/j.jbusres.2011.09.005
https://doi.org/10.1108/ijchm-12-2013-0547
https://doi.org/10.1108/ijchm-12-2013-0547
https://doi.org/10.1108/jstpm-07-2017-0033
https://doi.org/10.1108/jstpm-07-2017-0033

