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Abstract. Artificial Intelligence (Al) is rapidly reshaping tourism marketing by
generating personalized content that influences consumer decision-making at
every stage of the travel journey. With the rise of generative Al tools such as
chatbots, virtual travel assistants, and algorithm-driven recommendations,
travellers are increasingly relying on digital interactions rather than traditional
sources of information. This research examines how Al-generated content shapes
consumer choices through psychological mechanisms such as trust, cognitive
load reduction, decision paralysis, impulse bookings, and social proof. Drawing
on secondary data from academic studies, industry reports, and case analyses of
platforms such as Expedia, Google Travel, and TripAdvisor, the study highlights
how AI enhances personalization, emotional engagement, and efficiency in
tourism marketing while also raising concerns of bias, misinformation, and
ethical risks. The findings suggest that Al-enabled marketing can empower
tourism businesses to create inclusive and culturally sensitive promotional
strategies that resonate with diverse consumer segments, particularly youth
travellers who are digital natives. However, achieving consumer trust requires
greater transparency, responsible data use, and balanced human—Al interactions.
As India moves toward its centenary in 2047, Al-driven inclusive marketing
offers significant opportunities for positioning destinations globally, promoting
lesser-known regions, and fostering sustainable tourism. This paper contributes
to understanding the dual role of Al in enhancing consumer experience while
calling for ethical frameworks that ensure authenticity and inclusivity in
destination branding.
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1 Introduction

Tourism has always been shaped by cultural aspirations, consumer motivations, and technologi-
cal disruptions. In recent years, Artificial Intelligence (Al) has emerged as a transformative force
in marketing and consumer engagement. Generative Al (GenAl) in particular, has redefined how

© The Author(s) 2026

P. Pankaj et al. (eds.), Proceedings of the 13th International Youth Conference in the series of “Youth for India
@2047, Al Disruption and Opportunities: Preparing Youth for Global Challenges (1YC 2026), Advances in
Intelligent Systems Research 208,

https://doi.org/10.2991/978-94-6239-676-0_5


http://orcid.org/0009-0001-9547-7084
http://orcid.org/0000-0001-8012-6436
https://doi.org/10.2991/978-94-6239-676-0_5
http://crossmark.crossref.org/dialog/?doi=10.2991/978-94-6239-676-0_5&domain=pdf

Al-Generated Content and Consumer Psychology: Transforming ... 65

destinations and tourism businesses interact with potential travelers by creating hyper-personal-
ized, real time, and immersive marketing content. Chatbots, Al- generated reviews, virtual assis-
tants and visual content generators are no longer futuristic tools but everyday elements of digital
tourism ecosystems.

Consumer decision making is a complex process, influenced by psychological, social and tech-
nological factors. While traditional tourism marketing emphasized storytelling through guide-
books, brochures, and human travel agents, today’s youth travellers are influenced by Al- pow-
ered recommendation systems, algorithm-driven social media feeds, and immersive Al-generated
visuals. This raises new opportunities for inclusive and sustainable destination branding but also
introduces ethical and psychological concerns.

This research paper aims to explore how Al- generated content influences consumer psychology
and behavior n tourism decision-making.

2 Literature Review

The intersection of artificial intelligence, consumer psychology, and tourism marketing is an
emergent and rapidly evolving field of study. To understand the profound impact of Generative
Al this review first situates it within the broader evolution of digital tourism marketing before
establishing a novel theoretical framework based on consumer psychology.

2.1  The Evolution of Digital Tourism Marketing: From Hashtags to Al

The disruptive force of Generative Al can only be understood as the latest step in a decades-long
digital transformation. Early digital marketing was characterized by static, "Web 1.0" destination
websites. The "Web 2.0" revolution, driven by social media, shifted power to the user. As (E, A,
& 1, 2025) chronicle, this era was defined by "hashtags" and user-generated content (UGC). Plat-
forms like TripAdvisor and Instagram democratized information, allowing tourists to share ex-
periences and build trust through peer reviews. This phase primarily enhanced the accessibility
of information, but it also created a new problem: information overload and the challenge of
verifying authenticity.

The current "Web 3.0" era, marked by Al, machine learning, and the metaverse, represents a
paradigm shift from information access to information synthesis. (E, A, & 1, 2025) frame this as
the leap "From Hashtags to Al-Immersive Journeys". In this new phase, Al does not just present
information; it creates, curates, and personalizes it. This is where Generative Al tools like
ChatGPT become central. This evolution is not merely technological but is also changing the
very nature of tourism business operations, as seen in the air transport industry where Al is being
deployed for everything from personalized ancillary services to dynamic pricing and enhanced
customer experience (Lazaro & Benjamin, 2024).
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2.2 Foundational Frameworks and Their Limitations

Your original paper correctly identifies several foundational models for understanding this shift

e Technology Acceptance Model (TAM): This model posits that the adoption of a new
technology (like a GenAl travel planner) is driven by its Perceived Usefulness (e.g.,
"Will this actually find me a better trip?") and its Perceived Ease of Use (e.g., "Is this
easier than spending hours on Google?"). GenAl tools score exceptionally high on
both, explaining their rapid adoption. However, TAM is insufficient as it fails to cap-
ture the complex psychological interplay of trust, emotion, and the persuasive nature
of Al's human-like conversational content.

e Consumer Decision-Making Models: Traditional models outline a linear process: need
recognition, information search, evaluation of alternatives, purchase, and post-pur-
chase behavior. GenAl disrupts every stage. It can create the need (inspirational, Al-
generated images), dominate the information search (becoming a single source of
truth), and steer the evaluation by framing its recommendations as the logical, person-
alized choice.

These models are necessary, but they do not fully explain the specific psychological mechanism
that makes GenAl so effective at influencing consumer choice.

2.3 A New Core Framework: Accessibility-Diagnosticity Theory (ADT)

To fill this theoretical gap, this paper proposes the Accessibility—Diagnosticity Theory (ADT) as
a central framework, drawing upon the work of (Daniel, Sergio, Pau, & Sergio, 2025). ADT
posits that consumers make judgments and decisions based on two primary factors:

1. Accessibility: The ease and speed with which information or an idea comes to mind.

2. Diagnosticity: The perceived relevance or usefilness of that information for the spe-
cific task or decision at hand.

Generative Al, for the first time, powerfully optimizes both of these factors simultaneously.

e GenAl as an "Accessibility Engine": GenAl makes vast, complex, and previously si-
loed information instantly accessible. A traveler no longer needs to sift through 20
blogs, 3 booking sites, and 5 YouTube videos. They can ask a single, natural-language
question ("What is a good 7-day itinerary for a first-time visitor to Kerala focused on
nature and food?") and receive a synthesized, comprehensive answer in seconds.

e  GenAl as a "Diagnosticity Engine": This is GenAl's true disruptive power. The infor-
mation it provides is not just accessible; it is presented as highly diagnostic. Through
"Tailored Engagement" (Stergiou & Nella, 2025), the Al's output feels uniquely rele-
vant. By remembering context, asking follow-up questions, and personalizing its re-
sponses, the Al's recommendations are perceived as more useful and more "for me"
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than generic information. This enhanced diagnosticity builds trust and cognitive
shortcuts, fundamentally shaping the user's decision-making process.

This theoretical shift is already in practice. The work of (Lazaro & Benjamin, 2024) in the air
transport sector shows how Al is used to create "business value" by enhancing the "tourists' ex-
periences". These applications—from Al-driven chatbots to personalized marketing—are all
practical applications of 'diagnosticity'. They use data to provide a relevant, useful, and timely
piece of information or service, steering the consumer's choice at the critical moment.

Generative Artificial Intelligence (Al) now provides tourism marketers with the sophisticated
capability to synthesize and render hyper-realistic, evocative, and often highly personalized des-
tination imagery. These visuals are strategically designed to capture the attention of prospective
visitors, shape their initial destination image perceptions, and stimulate travel intentions. How-
ever, the psychological mechanism governing the success of this content is complex. The critical
factor is not merely the technical quality of the image, but its perceived authenticity (Hien, Via-
chaslau, & Hakan, 2024). This construct, a consumer's subjective judgment of the genuineness,
trustworthiness, and representativeness of the visual, acts as a crucial mediator. The extent to
which a prospective tourist perceives this Al-generated content as authentic will directly influ-
ence their level of trust in the marketing message and, ultimately, their subsequent behavioural
outcomes, including their likelihood to patronize the destination and their final booking deci-
sions.

This literature review, therefore, establishes a clear narrative: tourism marketing has evolved into
an Al-driven ecosystem (Christou et al., 2025). While traditional models like TAM explain adop-
tion, the Accessibility-Diagnosticity Theory explains influence. The following sections will use
this ADT framework to analyze the specific findings and outcomes of this new dynamic on con-
sumer psychology.

3 Methodology

This research employs a qualitative secondary data analysis methodology, utilizing desk research
to critically synthesize existing knowledge. The data corpus is drawn from three primary catego-
ries of sources:

e  Academic Literature: Peer-reviewed journal articles and conference papers sourced
from databases like Scopus and Web of Science. The selection criteria prioritized re-
cent publications to ensure relevance, focusing on Al in tourism (E, A, & I, 2025) con-
sumer psychology, and practical Al applications (Lazaro & Benjamin, 2024).

e Industry & Policy Insights: Authoritative reports from leading market research and
consultancy firms (including Accenture, Skift, and McKinsey) were analyzed to pro-
vide real-world context and market trends. This was supplemented by foundational
policy guidance from the (OECD, 2024) to ground the research in global best practices.

e  Foundational Theories: Conceptual papers outlining the core theoretical models used
in the analysis.
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The analysis adopts an integrative theoretical framework. It synthesizes insights from the newly
proposed Accessibility-Diagnosticity Theory (ADT), positioning it as the central lens for the pa-
per. This is then complemented by established models—specifically the Technology Acceptance
Model (TAM) and traditional consumer decision-making frameworks—as well as critical per-
spectives on inclusive marketing. The objective of this synthesis is to critically evaluate how Al-
generated content fundamentally transforms tourism marketing by altering consumer psychology
and to explore the subsequent implications.

4 Findings and Discussion

The analysis of academic literature, industry reports, and policy documents reveals a profound
transformation of tourism marketing, driven by Generative Al's impact on core consumer-psy-
chological processes. Organizing these findings through the Accessibility-Diagnosticity Theory
(ADT) framework (Stergiou & Nella, 2025), three primary themes emerge: 1) Tailored Engage-
ment and Accessibility, 2) The Diagnosticity of Information, and 3) Contextual Variation and its
Risks.

4.1 Theme 1: 'Tailored Engagement and Accessibility'

This research finds that Generative Al's most immediate impact is its role as a powerful "Acces-
sibility Engine." It dramatically lowers the "cost" of information search, fulfilling the "Perceived
Ease of Use" tenet of TAM (Ma et al., 2005) on an unprecedented scale.

e  Hyper-Personalization and Cognitive Load: GenAlI tools, particularly chatbots, excel
at "Tailored Engagement" (Stergiou & Nella, 2025). They move beyond static search
results to provide synthesized, personalized itineraries in natural language. This ad-
dresses a key finding from the original analysis: Al's ability to reduce cognitive load.
A consumer no longer needs to compare 15 websites; the Al does it for them, making
complex travel planning fee/ simple and instantly accessible.

e  From Hashtags to Immersive Journeys: This "Tailored Engagement” is the practical
application of the evolutionary leap described by Christou et al. (2025). Where social
media hashtags made information discoverable, Al makes it interactive. This creates
"Al-Immersive Journeys" where the consumer's engagement is not just with static con-
tent but with a responsive intelligence. This constant, 24/7 availability, also noted in
the air transport sector (Florido-Benitez & del Alcazar Martinez, 2025), makes the
brand feel exceptionally accessible, fostering emotional engagement and loyalty.

4.2  Theme 2: 'Diagnosticity of Information'

This research finds that "accessibility" alone is not enough; the new competitive battleground is
"diagnosticity." This is the consumer's perception of the information's relevance, usefulness, and
trustworthiness (Stergiou & Nella, 2025). This theme is the fulcrum upon which consumer trust
is won or lost.
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Building Trust: When an Al provides a recommendation that is perceived as genuinely
useful, relevant, and insightful—what Stergiou & Nella (2025) call high "Diagnos-
ticity"—it rapidly builds consumer trust. This "diagnosticity" is the core "business
value" Al creates, enhancing the "tourists' experiences" by making them feel under-
stood (Florido-Benitez & del Alcazar Martinez, 2025).

Breaking Trust (The Paradox of Choice): Conversely, a failure of diagnosticity can
shatter trust. This analysis identifies two key failure modes:

1. Decision Paralysis: This is a paradox where foo much personalization creates
a lack of diagnosticity. When an Al presents 10 "perfect” options, none may
feel truly "right," as the consumer becomes overwhelmed by choice and cog-
nitive load increases instead of decreasing.

2. Al Hallucinations: The most critical risk to diagnosticity is misinformation.
When an Al "hallucinates" a fake hotel, a non-existent train route, or pro-
vides inaccurate safety information, it represents a catastrophic failure of di-
agnosticity. This is precisely why the OECD (2024) framework emphasizes
"Robustness, Security, and Safety" as a core policy principle. Consumers
must be able to trust that the information provided is not just relevant, but
real.

Theme 3: 'Contextual Variation' and the Challenge of Inclusivity

This finding addresses the Al's ability to adapt its recommendations to specific individual, cul-
tural, and situational contexts, as identified by Stergiou & Nella (2025). This research finds that
bias in Al is, at its core, a failure of contextual variation.

Bias as a Contextual Failure: The findings on Bias and Misinformation reveal that Al
models trained on historical data sets are prone to reinforcing existing biases. They
may over-recommend already over-touristed destinations, fail to understand non-West-
ern cultural nuances, or generate stereotypical content. This is a failure to adapt to the
true "context" of the user or the destination.

The Threat to Inclusive Marketing: This failure of context directly threatens the goal
of inclusive marketing and the India@2047 vision. An Al that cannot contextually vary
its output cannot promote lesser-known destinations, empower local entrepreneurs, or
create marketing that speaks to diverse communities. It will simply default to the mean,
reinforcing the status quo.

The Policy Solution: This is where policy becomes critical. The challenge of bias can-
not be solved by marketers alone. It requires a systemic framework, such as the OECD's
(2024) principles of "Human-centred values and fairness" and "Accountability." These
principles mandate that Al systems be designed for inclusivity and that there are clear
mechanisms for redress when they fail. This aligns the technical challenge of "contex-
tual variation" with the ethical and national-level goal of inclusive, sustainable tourism
development.
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5 Conclusion

This paper has examined the transformative impact of Generative Al on tourism marketing,
viewed through the prism of consumer psychology. The research confirms that Al's influence is
not merely technological; it is a fundamental intervention in the consumer's decision-making
process. This shift is best understood through the Accessibility-Diagnosticity Theory (ADT), a
foundational psychological framework (Feldman & Lynch, 1988) now being applied to this new
technological context (Stergiou & Nella, 2025).

Our findings show that Generative Al has become a powerful "Accessibility Engine," simplifying
the complex travel search process through "Tailored Engagement" and hyper-personalization.
This represents an evolutionary leap in digital marketing (Christou et al., 2025), fundamentally
lowering the barrier to information access.

However, the new frontier for competitive advantage and consumer trust lies in "Diagnosticity."
As this research found, trust is built when Al provides information that is "personally relevant”
(Guha et al., 2024) and creates an immersive "narrative transportation" that engages the consumer
(Li et al., 2025). Conversely, trust is shattered by failures of diagnosticity, such as Al "hallucina-
tions" (C. et al., 2023), or when a brand's disclosure of Al use triggers "psychological reactance"
in consumers (Sharma & Singh, 2024). This success or failure is mediated by user-level factors
like "technology anxiety" and "privacy concerns" (Wang & Lee, 2025), necessitating a focus on
"Robustness, Security, and Safety," as championed by the OECD (2024).

Finally, the study concludes that the greatest challenge and opportunity lies in "Contextual Var-
iation" (Daniel, Sergio, Pau, & Sergio, 2025). The risk of Al bias, a critical failure of context,
threatens the very goals of inclusive marketing. This is not a hypothetical risk; it is a core ethical
challenge of "algorithmic discrimination" that must be actively managed.

For the Indian tourism sector, marching towards the India@2047 vision, these findings have pro-
found implications. Al is a strategic asset that can be used to promote lesser-known destinations
and enhance tourist experiences (Lazaro & Benjamin, 2024). But this potential can only be real-
ized if, as managers, we actively balance its benefits against its risks (Nir, Yogesh, Thomas, &
Niki, 2024). By adopting responsible Al frameworks, such as those proposed by the (OECD,
2024), and focusing on human-centric values, India can ensure that technology acts as a bridge
to an equitable and sustainable tourism future, not as a new barrier. The future of tourism mar-
keting will belong not to those who simply adopt Al, but to those who can masterfully balance
its powerful accessibility with human-centric diagnosticity and unwavering accountability.
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Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.

The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.
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