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Abstract 

The tourism industry has witnessed significant transformations in recent years with the integration of artificial intelligence (AI) tech-
nologies. This study explores the echoes surrounding the use of ChatGPT in the tourism industry, focusing on the balance between 
convenience and challenges. The findings presented in this study are based on interviews conducted with professionals from various 
fields within the tourism industry. The integration of ChatGPT in the tourism industry brings both convenience and challenges to the 
forefront. It has become apparent that discussions regarding ChatGPT's advantages, such as value creation for tourism businesses 
and customers, as well as its disadvantages, such as the lack of human touch and potential data security risks, will persist within the 
tourism industry. 
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1. Introduction 

It is no longer surprising that digitalization, which pro-
foundly affects economic and social life, creates technolog-
ical innovations daily. Especially in recent years, develop-
ments in information technologies continue to amaze users. 
Factors such as collaborations in the business ecosystem, 
where businesses are trying to keep up with the digital trans-
formation, competition in international tourism markets, 
changing consumer trends, etc., force investment in technol-
ogy and innovation (Demir & Demir, 2015). The rapid de-
velopment of technology necessitated the adoption of digital 
transformation tools by businesses and their use for different 
activities (Arici et al., 2023; Cai et al., 2019; Huang et al., 
2019). Undoubtedly, one of these tools is artificial intelli-
gence (AI), used with different applications, including 
ChatGPT, which adds to the business and social life of indi-
viduals. ChatGPT, a major language model developed by 
OpenAI based on the GPT (Generative Pre-trained Trans-
former)-3.5 architecture, is an AI technology focused on var-
ious activities (OpenAI, 2023). 

ChatGPT is a revolutionary new artificial intelligence 
(AI) technology that transforms how people interact with 
digital technologies and tools, making computers more intu-
itive and user-friendly (Harahap et al., 2023; Mich & 

Garigliano, 2023). Developed with OpenAI GPT-3.5, the es-
sential feature that distinguishes ChatGPT from other chat-
bots is its natural language processing (NLP) model. 
ChatGPT is a chatbot capable of answering questions based 
on its language model, almost like a human. Like most AI 
technologies, it develops itself by feeding on the database 
and drawing conclusions according to users' questions 
(Deng & Lin, 2022; Gursoy et al., 2023). ChatGPT differs 
from others because it can generate more fluent texts by per-
forming natural language tasks with its comprehension and 
typing capabilities. Moreover, ChatGPT possesses features 
such as dialogue and suggestion systems, allowing it to un-
derstand texts written in a wide application area and at vari-
ous language levels (Dwivedi et al., 2023a; Skavronskaya et 
al., 2023). ChatGPT uses deep learning techniques to recog-
nize patterns and relationships in data without being bound 
by predetermined rules (OpenAI, 2023). Users can even 
train ChatGPT using their data and obtain more accurate re-
sults on a specific topic. 

ChatGPT (Panda & Kaur, 2023), which has more ad-
vanced features than chatbots, has the potential to disrupt the 
entire tourism industry, especially in accommodation, travel, 
food, and beverage. The use of ChatGPT is proliferating in 
many sectors, including the tourism and travel industries 
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(Carvalho & Ivanov, 2023). The increasing impact of 
ChatGPT in the tourism industry is expected because the 
changes in consumer trends have prompted tourism busi-
nesses to employ different tools for personalized service 
(Akter et al., 2023; Lehrer et al., 2018). Businesses in the 
tourism industry, such as tour operators, travel agencies, and 
hotels, were among the first to adopt artificial intelligence in 
their travel reservation systems, gaining particular experi-
ence in the process of adopting ChatGPT (Gursoy et al., 
2023; Sudirjo et al., 2023). This study focuses on the ad-
vantages and disadvantages, limitations, and application ex-
amples of ChatGPT in the tourism industry to determine 
whether it is a suitable AI application. 

Since this study is related to ChatGPT and the literature 
on this subject is limited (Iskender, 2023; Ivanov & Soliman, 
2023), it is not easy to directly base it on a theory. However, 
the findings and results of the study will be evaluated and 
interpreted using two theories: a) Rogers's Diffusion of In-
novation Theory, which acknowledges that the innovation 
adoption process is influenced by various factors and indi-
viduals' behavioral tendencies in adopting innovations, and 
b) Davis & Bagozzi's Technology Acceptance Model, as in-
dividuals evaluate a technology based on factors such as per-
ceived usefulness and perceived ease of use. 

2. Literature review 

Whether ChatGPT will be a viable solution for tourism 
industry professionals seems to be discussed for a long time 
(Dwivedi et al., 2023a; Gursoy et al., 2023). However, be-
fore delving into this, it should be noted that ChatGPT is an 
NLP model of AI (Dwivedi et al., 2023b; Mich & 
Garigliano, 2023) designed to perform various tasks, includ-
ing creating text, translating, answering questions, and sum-
marizing. The purposes for which businesses in the tourism 
industry, such as those in travel, transportation, accommo-
dation, food and beverage, entertainment, etc., utilize 
ChatGPT may also vary. A common objective of tourism 
businesses in adopting ChatGPT technology is to adapt to 
changing consumer trends and expand their market share to 
increase economic gains (Haleem et al., 2022; Harahap et 
al., 2023). Consequently, ChatGPT can provide opportuni-
ties to enhance organizational agility (Akter et al., 2023) by 
facilitating innovative product development (Dwivedi et al., 
2023b) and fostering stronger customer relations (Fusté-
Forné & Orea-Giner, 2023). 

Tourism businesses need to reassess their processes by 
leveraging AI technologies (Lee et al., 2023) like ChatGPT 
to understand their operations, the value of the goods and 
services they offer, and the performance indicators of their 
human resources (Bahrini et al., 2023; Haleem et al., 2022; 
Paul et al., 2023). However, discussions regarding the ad-
vantages, disadvantages, opportunities, and challenges of 
ChatGPT are expected to persist. Managers and entrepre-
neurs in the tourism industry recognize ChatGPT as a digital 
resource capable of providing new and practical solutions 
that can make a difference in tourism markets and drive 

business agility (Gursoy et al., 2023; Iskender, 2023). Un-
like other AI applications and platforms, ChatGPT generates 
predictions based on questions and provides the fastest and 
most structured answers possible (Carvalho & Ivanov, 2023; 
Qureshi et al., 2023). 

2.1. ChatGPT on the Seesaw: Convenience vs. Challenges  

ChatGPT is utilized by managers in the tourism industry 
from a supply-oriented perspective and by consumers from 
a demand-oriented perspective. It excels in user interaction 
and can provide answers to almost any question based on the 
available information in its database (Dwivedi et al., 2023a; 
Gursoy et al., 2023; Iskender, 2023). As a result, it is mean-
ingful for tourism businesses to primarily employ ChatGPT 
in customer service (Ivanov & Soliman, 2023). Furthermore, 
certain services, such as language translation capabilities 
(Gursoy et al., 2023), tour and excursion planning (Mich & 
Garigliano, 2023), management activity coordination 
(George & George, 2023; Korzynski et al., 2023), and per-
sonalized recommendations (Haleem et al., 2022), offer sig-
nificant advantages to businesses. For instance, it can assist 
tourism businesses in tasks like creating tour programs for 
specific destinations, designing hotel restaurant menus, or-
ganizing meeting plans, and developing human resources 
training programs. 

Online travel agencies are already being continuously 
shaped by AI within their internal systems (Demir et al., 
2023; Pricope Vancia et al., 2023), and while consumers 
may be unaware of it, their recommendations and decisions 
are influenced by digital technologies. With its intuitive na-
ture and pre-trained model, ChatGPT (Ray, 2023; Wu et al., 
2023) can be particularly valuable for businesses that need 
to understand changing customer needs and market trends in 
the tourism industry. ChatGPT has the potential to revolu-
tionize the tourism and hospitality sector by enhancing trip 
organization and improving customer service (Gupta et al., 
2023; Singh & Singh, 2023), making it an expected early 
adopter in the tourism industry, especially within the travel 
sector (Dwivedi et al., 2023a; Iskender, 2023). 

ChatGPT represents one of the latest AI-based technolo-
gies aimed at making travel and tourism more efficient, cost-
effective, and enjoyable for travelers (Frąckiewicz, 2023). 
Some researchers (e.g., Korzynski et al., 2023; Mich & 
Garigliano, 2023) argue that ChatGPT effectively creates 
marketing campaigns by improving customer service. 
Online travel agencies ranging from Expedia to Kayak and 
Trip.com utilize ChatGPT plugins as "virtual assistants" 
(Jockims, 2023). Therefore, tourism businesses can leverage 
the AI ecosystem to enhance the efficiency and effectiveness 
of their marketing efforts through personalized campaigns 
for customers (Demir et al., 2022). Consequently, with indi-
vidualized services and travel experiences, ChatGPT ena-
bles tourism businesses to increase customer satisfaction and 
loyalty (Gursoy et al., 2023; Singh & Singh, 2023). One of 
the most significant benefits of using ChatGPT is its ability 
to rapidly and thoroughly generate travel content for tourism 
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professionals (Chaturvedi et al., 2023; Gupta et al., 2023). 
Consequently, ChatGPT empowers tourism businesses to 
create individualized products and services that strengthen 
their interaction with potential customers (Ivanov & Soli-
man, 2023; Pricope Vancia et al., 2023) and enhance the per-
sonalized customer experience (Dwivedi et al., 2023a; Singh 
& Singh, 2023). As a result, businesses can foster customer 
loyalty by building stronger relationships (Mondal et al., 
2023). By automating inquiries about products and services 
(George & George, 2023; Paul et al., 2023), ChatGPT saves 
time and costs for tourism businesses (Reisenbichler et al., 
2022) and can provide insights into customer behavior. 

Despite being a highly functional AI application, 
ChatGPT also presents some challenges and limitations 
(Deng & Lin, 2022; Frąckiewicz, 2023). Deng and Lin 
(2022) point out that ChatGPT has database limits, which 
may be disadvantageous for tourism businesses that generate 
and utilize large amounts of big data (Demir et al., 2022). 
Additionally, although ChatGPT has an extensive database 
on certain topics, it may provide limited answers when it 
comes to understanding the nuances of certain languages, 
user experiences, and cultural differences (Burger et al., 
2023; Kalla & Smith, 2023). The data may not always be 
accurate, as ChatGPT can draw erroneous conclusions due 
to its training as a language model (Frederico, 2023; Hassani 
& Silva, 2023). Furthermore, ChatGPT can sometimes pro-
vide random responses, resulting in mixed-up information 
about people, places, or events. Therefore, it is important to 
note that ChatGPT's information does not necessarily guar-
antee productivity or offer an unbiased perspective. 

Contrary to the approach that ChatGPT negatively af-
fects young people's creativity in education (Thorp, 2023), 
there is still a lack of sufficient studies on how it affects the 
creativity of individuals in dynamic industries like tourism. 
For instance, there are reports of ChatGPT being blocked in 
educational institutions in many regions of Italy and the 
USA (e.g., New York). In the field of tourism, studies sug-
gest that ChatGPT cannot replace human creativity (Is-
kender, 2023), or alternatively, it can provide employees 
with opportunities for innovative business development 
(Carvalho & Ivanov, 2023). It should be noted that discus-
sions about ChatGPT are not limited to the tourism field, and 
there may be similar debates in different sectors. While 
ChatGPT can positively or negatively affect service individ-
ualization in tourism businesses, it will not change the het-
erogeneous nature of the tourism product but may facilitate 
imitation. However, it is important to recognize that 
ChatGPT, in its current stage, still lacks the necessary nu-
ance, critical thinking skills, and ethical decision-making 
abilities to fully replace a human (Iskender, 2023). 

Another risk associated with querying information in 
ChatGPT is the compromise of data privacy and confidenti-
ality (Emerging Europe, 2023; Mehrolia et al., 2023). Be-
yond the authenticity of goods and services offered by tour-
ism businesses, the potential security vulnerabilities of 
ChatGPT concerning corporate and customer data pose a 

significant challenge (Carvalho & Ivanov, 2023; Gursoy et 
al., 2023). Moreover, the risks related to intellectual prop-
erty and copyright cannot be ignored. The dissemination of 
false content by malicious individuals through ChatGPT can 
have adverse effects on tourism businesses and consumers. 

3. Methodology 

All responsibility belongs to the researchers. This study 
was carried out with the decision of the Scientific Research 
and Publication Ethics Committee of Isparta University of 
Applied Sciences, dated 23.06.2023, and numbered 156/04. 

This study has adopted a pragmatic-based theory re-
search approach as a specific type of grounded theory 
(Strauss & Corbin, 1990; Strübing, 2010). Grounded theory 
provides researchers with a method that complements vari-
ous forms of qualitative data collection and expedites their 
work (Charmaz & Bryant, 2010). The pragmatic theory of 
truth posits that a proposition is valid if it is helpful to be-
lieve, with utility being the primary indicator of truth. In this 
approach, where beliefs guide actions and should be judged 
by outcomes rather than objective principles, the research 
question should guide the choice of scientific paradigm 
(Saunders et al., 2009; Strübing, 2010). Two main themes of 
the pragmatic research paradigm, positive and negative eval-
uations, are relevant to this study. Pragmatism supports plu-
ralism (Johnson, 2012), and as a type of grounded theory, 
the pragmatic approach does not require the selection of a 
specific theoretical framework prior to data collection 
(Strauss & Corbin, 1990). The true belief will emerge from 
the investigation process (Misak, 2023). 

3.1. Sample and data collection 

To collect data, the researchers used semi-structured 
asynchronous online interviews (AOI) (Hewson & Laurent, 
2008) with pre-selected participants. Initially, a pool of par-
ticipants was created, and in-depth interviews were con-
ducted using purposive sampling. The purposive sampling 
technique was chosen due to ChatGPT being a current topic, 
the unknown population, the research involving a specific 
situation, and the desire to focus directly on a particular sub-
ject. Hence, purposive sampling was deemed the most ap-
propriate technique for this study (Creswell & Creswell, 
2018). On the other hand, there are three main reasons for 
preferring AOI: First, it is more suitable for the nature of the 
study to conduct experimental procedures with online tools. 
Second, AOI prioritizes participants' comfort and provides 
time flexibility (Bowden & Galindo-Gonzalez, 2015). Third, 
online conversations can be easily recorded. Semi-structured 
interviews, which involve a general topic, themes (Lee, 
1999), selected categories, and specific questions, allow for 
in-depth exploration and understanding of the participants' 
perspective within the context (Ritchie et al., 2013; Saunders 
et al., 2009). 

Experimental studies were conducted with each partici-
pant via (https://chat.openai.com/) to experience ChatGPT. 



Ş.Ş. Demir & M. Demir   
 

 

Copyright © 2023 by JTTR                                                                                                                            ISSN: 2548-7583 64 

The interviews were conducted in two stages: before and af-
ter the experimental research with ChatGPT. The first stage 
involved participants' perceptions and attitudes regarding 
the recognition and usability of ChatGPT. The second stage 
consisted of participants' comments on the experimental in-
terview after experiencing ChatGPT. Data saturation (Cre-
swell, 2013) was reached after 24 interviews, but three addi-
tional interviews were conducted to account for the possibil-
ity of discovering new information. As these additional in-
terviews did not provide further insights, data collection was 

considered complete (Dingwall et al., 1998), resulting in a 
total of 27 participants for the experimental interviews. Ex-
perimental interviews were conducted to reveal and compare 
changes in participants' perspectives on the subject before 
and after the experiment by investigating a subject that the 
participants had no prior knowledge of (Demir et al., 2023). 
Experimental interviews are essential for understanding par-
ticipants' knowledge and abilities (Thomas et al., 1960). In-
terview questions and process steps are shown in Figure 1. 

 
Figure 1. Interview questions and steps 

3.2. Data analysis 

Thematic analysis was employed for the data in this study, 
following systematic analytical procedures (Corbin & 
Strauss, 1990; Drisko & Maschi, 2015). The thematic anal-
ysis involves collecting relevant data on different themes 
and codes through a comprehensive literature review (Bo-
yatzis, 1998; Prayag & Ryan, 2011). To ensure the reliability 
and methodological rigor of the results, the researchers re-
viewed the literature, analyzed experimental practices, and 
reviewed interview recordings to establish themes (Prayag 
& Ryan, 2011). After each interview, the data were coded 
and analyzed before proceeding to the next interview 
(Corbin & Strauss, 1990), with questions explored inde-
pendently. Similar responses were grouped together, and ax-
ial coding was performed to embed broader themes (Cre-
swell, 2013). At the final stage, the grounded theory com-
pared the main themes with existing theories and conceptual 
frameworks, revealing the findings (Corbin & Strauss, 1990; 
Creswell, 2014). 

3.3. Demographic information of participants 

Table 1 presents the demographic characteristics of the in-
terviewed participants. The participants consist of represent-
atives from the accommodation, travel, food and beverage, 
and education sectors within the tourism industry. Fifteen of 
the participants had prior experience with ChatGPT. Among 
the nine participants aged between 25 and 46, all were 
women. All participants working at the university held a 
doctorate degree. Additionally, all participants held posi-
tions of responsibility and authority. 

4. Results 

The participants were interviewed in two stages. In the 
first stage, questions were asked to determine the partici-
pants' awareness of ChatGPT and whether they used it in 
their current jobs. Some participants indicated that they were 
aware of ChatGPT but did not know how to utilize it in their 
current roles. Therefore, interviews were conducted after 
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providing information about ChatGPT to all participants. 
They were then asked to rate their evaluations of the benefits 
of using ChatGPT in the tourism industry on a scale of 1-10. 
In the second stage, all participants were given sample ex-
perimental practices related to using ChatGPT for their 
work. Interviews were conducted again after the participants 
had completed at least three different experimental 

practices. Similar to the first stage, participants were asked 
to rate the benefits of using ChatGPT in the tourism industry 
once again. The graphical representation of the scores that 
ChatGPT received before and after the experimental prac-
tices is shown in Figure 2. The average score of the partici-
pants before using ChatGPT for experimental purposes was 
3.44 out of 10, which increased to 8.22 afterward. 

Table 1. Profiles of participants 
Participants Organization Position Age Gender Education level ChatGPT experiences 

P1 Travel Agency Manager 33 M Bachelor's Yes 
P2 Hotel F&B manager 37 M Bachelor's No 
P3 Restaurant Chief 28 M College No 
P4 University Academic 34 M Doctoral Yes 
P5 Restaurant Owner 41 M College Yes 
P6 Restaurant Chief 29 F College No 
P7 University Academic 32 F Doctoral Yes 
P8 Travel agency Owner 44 F Bachelor's No 
P9 Travel agency Contract manager 35 M Bachelor's Yes 
P10 Hotel FO manager 39 F College Yes 
P11 Restaurant Chief 29 M College No 
P12 Hotel Chief 31 F College No 
P13 Hotel Sales manager 30 M Bachelor's Yes 
P14 Travel agency General manager 36 M Bachelor's Yes 
P15 Travel agency Sales manager 25 F Bachelor's Yes 
P16 Hotel General manager 42 M Bachelor's Yes 
P17 University Academic 35 M Doctoral Yes 
P18 University Academic 34 F Doctoral Yes 
P19 Travel agency Owner 46 M Bachelor's No 
P20 Restaurant Chief 28 M College No 
P21 Hotel General manager 41 M Bachelor's No 
P22 Travel agency Sales manager 33 F Bachelor's Yes 
P23 Travel agency Operation manager 40 M Bachelor's No 
P24 Restaurant General manager 27 M College No 
P25 Restaurant Chief 25 M Bachelor's No 
P26 Hotel Sales manager 32 F Bachelor's Yes 
P27 Hotel F&B manager 31 M College Yes 

 
 

 

Figure 2. The graphical results of the scores of the ChatGPT experiment 
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Table 2. Main and sub-themes emerging from the interviews  
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Based on the analysis of the interviews with the partici-
pants, three main themes related to ChatGPT emerged: 
"Conveniences and adoption," "Challenges and concerns," 
and "Convenience vs. challenges" (Table 2). The main 
theme of "Conveniences and adoption" reflects the positive 
opinions of the participants after their empirical examination 
of ChatGPT. Conversely, the main theme of "Challenges 
and concerns" represents the negative aspects identified by 
the participants. This theme is based on participants' views 
both before and after their experimental experiences with 
ChatGPT. Particularly after experiencing ChatGPT, signifi-
cant changes in the participants' opinions were observed. On 
the other hand, the main theme of "Convenience vs. chal-
lenges" encompasses both positive and negative aspects of 
ChatGPT. For instance, while some participants believed 
that ChatGPT could lead to a reduction in the number of em-
ployees in businesses, others thought that it had features that 
could enhance the skills of existing employees. Appendix A 
provides examples of some sample applications during the 
experimental interviews with the participants. 

According to the participants, ChatGPT offers signifi-
cant conveniences to tourism businesses and customers in 
terms of language translation, accessible communication, 
fluent text generation, and comprehensive responses. For ex-
ample, P3 stated, "ChatGPT is an AI app that can serve in 
any language," P8 mentioned, "ChatGPT is an important 
digital tool for translation and interpretation, providing 
great convenience for us," P13 expressed, "...can under-
stand and respond fluently to questions and expressions," 
and P19 commented, "I can obtain appropriate information 
and helpful answers in any subject." However, some partic-
ipants mentioned potential difficulties in communication 
with ChatGPT and noted that it might have limitations in an-
swering complex questions or retrieving specific infor-
mation. For instance, P1 stated, "ChatGPT doesn't seem to 
understand what I mean," and P22 mentioned, "...it can pro-
duce incorrect translations, leading to misunderstandings," 
highlighting the negative aspects of ChatGPT. 

ChatGPT not only provides natural responses to ques-
tions but also surprises with its answers in different domains. 
Moreover, it can offer solutions and suggestions suitable for 
new business models in the tourism industry. Participants 
expressed their views on this aspect, with P4 stating, "It cre-
ates the potential to intervene with real-time solutions if 
your business encounters issues," P7 mentioning, "...it ena-
bles agility in directing processes and employees while still 
maintaining control," and P18 emphasizing, "...artificial in-
telligence lies at the heart of innovation and competition 
success." These perspectives indicate that tourism profes-
sionals consider ChatGPT as an essential stakeholder in their 
new business models. Examples such as the design of set 
menus for food and beverage businesses or tour programs 
developed by travel agencies can be found in Appendix A. 

The participants generally had positive opinions regard-
ing ChatGPT's ability to enhance business analytics. For ex-
ample, P1 expressed surprise at ChatGPT's ability to quickly 
analyze large amounts of data, while P14 stated, "With 
ChatGPT, we can predict future trends based on our histor-
ical data, facilitating our strategic management plans." Ad-
ditionally, P16 mentioned, "It is a great advantage for us to 
analyze tourism industry trends and consumer behavior with 
ChatGPT," and P24 stated, "By optimizing business pro-
cesses with ChatGPT, we will be able to increase productiv-
ity." These responses indicate that ChatGPT can positively 
impact management decisions by providing insights and 
suggestions based on data. It can also assist tourism busi-
nesses in analyzing future trends through its forecasting ca-
pabilities, conduct meaningful competitive analysis by con-
ducting market research, and improve service output and ef-
ficiency by optimizing business processes. 

Some participants expressed positive opinions, stating 
that ChatGPT can significantly reduce operational and labor 
costs. For example, P5 mentioned, "ChatGPT provides cus-
tomer support for certain tasks, allowing us to assign staff 
to other units," P9 said, "...by answering questions, 
ChatGPT can assist customers in the booking process, 
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which means we need fewer staff!", P15 stated, "...ChatGPT 
can analyze customer preferences like a staff member," and 
P26 mentioned, "...by communicating with customers who 
speak different languages, it reduces our costs in marketing 
and promotional efforts." However, some participants ar-
gued that businesses will require more qualified employees 
who can effectively utilize ChatGPT, leading to a focus on 
hiring employees with digital skills in human resource plan-
ning, which may increase labor costs. The shared opinion 
among participants P7, P10, P18, and P23 is that "having 
more qualified employees in the ChatGPT business leads to 
higher labor costs!" The notion that the use of ChatGPT may 
result in a decrease in the number of employees while sim-
ultaneously increasing the qualifications of the workforce 
represents a conflicting viewpoint. 

Nearly all participants agreed that ChatGPT can offer 
personalized services and experiences to customers in the 
tourism industry. For instance, some participants suggested 
that ChatGPT could provide personalized recommendations 
for various aspects such as destination preferences, activi-
ties, and accommodation options (P2), optimized travel 
plans with the most efficient routes (P8), menu preferences 
(P12), vacation periods based on budget considerations 
(P14), alternative vacation options including adventure tour-
ism and eco-tourism (P21), and customized services and ex-
periences tailored to each customer's context and needs 
(P27). By leveraging ChatGPT, tourism businesses can cre-
ate memorable and unique customer experiences, thereby in-
creasing customer satisfaction and loyalty. 

The tourism industry encompasses businesses, activities, 
and environments where individuals with diverse cultural 
backgrounds converge. While ChatGPT offers significant 
advantages to tourism businesses, it is essential to 
acknowledge the presence of specific challenges and limita-
tions. One of the most notable challenges arises from cul-
tural barriers associated with language, religion, race, life-
style, etc., inherent in the tourism industry. Some partici-
pants' views also highlighted the importance of cultural bar-
riers as a potential problem. These findings include observa-
tions that ChatGPT "may not fully capture the subtleties of 
different languages and cultural nuances" (P5), "may unin-
tentionally exhibit biases during interactions" (P11), "may 
not cover local or region-specific information" (P17), and 
"may not convey non-verbal communication such as body 
language, gestures, or facial expressions" (P20). In light of 
these limitations, tourism businesses should implement AI 
applications while considering measures to mitigate the im-
pact of potential barriers. 

As the tourism industry relies on human interaction, the 
introduction of digital technologies can lead to a perceived 
lack of human touch. Some participants' statements regard-
ing ChatGPT indicate a perceived lack of human touch, such 
as the absence of emotions and empathy (P25), limited abil-
ity to comprehend complex personal situations (P10), diffi-
culty in adapting to individual communication preferences, 
humor, or unique characteristics (P18), inability to establish 

the same level of intimacy, trust, and personal commitment 
with users (P6), and a lack of reasoning, intuition, or emo-
tional intelligence required to address problems (P20). 

ChatGPT can have a negative impact not only on the lack 
of human touch for customers but also on employee creativ-
ity in tourism businesses. While some participants expressed 
negative opinions, such as fulfilling routine and repetitive 
tasks (P3), providing services based on stereotypical infor-
mation (P11), and a diminished need for brainstorming 
(P19), others had more positive views. For example, P7 
stated, "ChatGPT can ignite new and creative ideas to de-
velop innovative marketing strategies," P16 mentioned, 
"ChatGPT's ability to generate diverse responses can stim-
ulate employee creativity through brainstorming," P18 
noted, "The collaborative interaction facilitated by 
ChatGPT fosters a creative environment," and P25 high-
lighted, "ChatGPT can help employees develop their crea-
tivity by providing opportunities to explore new ideas." 
These findings reveal opposing perspectives on the impact 
of ChatGPT on employee creativity, which are influenced 
by subjective factors such as participants' experiences, job 
positions, business activities, and technological perspec-
tives. 

It has been observed that ChatGPT, like all digital tech-
nologies, tools, and applications, can have an impact on data 
security in tourism businesses. Data privacy emerged as a 
common concern among almost all participants. One of the 
critical issues highlighted is the insufficient knowledge re-
garding protecting data privacy. Some participants, such as 
P2, P11, P18, and P24, expressed concerns about the risks 
associated with user authentication in terms of data security. 
Furthermore, participants who believe that regular security 
checks and updates may pose potential vulnerabilities are 
uncertain about the effectiveness of encryption as a precau-
tionary measure. Tourism businesses that proactively ad-
dress data privacy concerns can leverage ChatGPT in a more 
secure manner. On the other hand, the impact of ChatGPT 
on ethical issues within tourism businesses is as significant 
as data privacy. ChatGPT may introduce bias or discrimina-
tion in responses, recommendations, or customer interac-
tions. When interacting with ChatGPT instead of a human 
agent, tourism businesses should inform customers that they 
are engaging with a chatbot and explicitly state that the con-
versations are being recorded. Additionally, tourism busi-
nesses should not overlook the fact that the information ob-
tained through ChatGPT or the services designed using it 
may already exist from other sources, albeit in some cases. 

The participants exhibited mixed sentiments regarding 
investing in ChatGPT for tourism businesses. For example, 
P5 and P14 regarded it as an important tool for enhancing 
the customer experience, while some participants (e.g., P16, 
P21, P24) argued that it could be a costly investment. Imple-
menting ChatGPT may require technical expertise, integra-
tion with existing systems, and employee training. On the 
other hand, some participants were concerned about the po-
tential leakage of their information to rival businesses, as 
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ChatGPT provides a competitive advantage. In summary, 
the decision to invest in ChatGPT should align with business 
objectives, customer needs, available resources, and be de-
termined through a cost-benefit analysis. 

5. Discussion and conclusions 

ChatGPT has the potential to reach a broader audience 
by overcoming language barriers (Dwivedi et al., 2023a) in 
tourism businesses or international markets, as it supports 
various languages (Gursoy et al., 2023; Skavronskaya et al., 
2023). ChatGPT provides tourism businesses with manage-
ment strategy opportunities (George & George, 2023; Kor-
zynski et al., 2023) while granting customers access to a vast 
database of destinations, hotels, customized itineraries, res-
taurants, museums, events, attractions, tour options, and 
other tourism information (Chaturvedi et al., 2023; Gupta et 
al., 2023; Ivanov & Soliman, 2023; Yaşar et al., 2023). This 
facilitates better trip planning for customers and enables 
tourism businesses to enhance customer satisfaction (Singh 
& Singh, 2023). ChatGPT can engage with users in real-time 
and deliver personalized experiences (Gursoy et al., 2023). 
For instance, it can remind customers of their preferences, 
interests, and past reservations to provide recommendations 
or offer services tailored to customized events and food and 
beverage options. It can even assist tourism businesses in 
creating personalized services within users' budgets. 

Another advantage of ChatGPT for tourism businesses is 
its 24/7 availability (Reisenbichler et al., 2022) and the in-
crease in workforce productivity (Fusté-Forné & Orea-
Giner, 2023). ChatGPT reduces the workload on customer 
service with automated responses (Paul et al., 2023), allow-
ing staff to focus on more critical tasks and provide more 
efficient responses to customer requests. Consequently, it 
provides the advantage of uninterrupted customer service 
while reducing personnel requirements. With quick and im-
mediate responses to managers and customers, ChatGPT en-
sures a seamless flow of information regarding activity plan-
ning, reservations, and inquiries about hotels or destinations 
(Dwivedi et al., 2023a). Based on these findings, ChatGPT 
can collect feedback from customer interactions, identify 
problems, and discover opportunities for improvement 
through data analysis, thus increasing customer satisfaction 
and fostering loyalty (Mondal et al., 2023). 

Artificial intelligence-based systems like ChatGPT can 
handle multiple user interactions simultaneously (Ali, 
2023). Tourism businesses can simultaneously utilize sys-
tems like ChatGPT to cater to high user demands. ChatGPT, 
with its wide range of applications from transportation and 
travel businesses for managing reservations to food and bev-
erage businesses for menu planning, holds the potential to 
generate functional and technical value for tourism busi-
nesses, improving their business models (Mich & 
Garigliano, 2023). For instance, airlines can manage flight 
reservations, make ticket changes or cancellations, and ob-
tain flight-related information through ChatGPT. Similarly, 
food and beverage businesses can customize their services 

or menus through ChatGPT, accommodating special re-
quests and food preferences from customers. Meeting cus-
tomer needs through such services enables food and bever-
age businesses to appeal to a broader audience (Demir & 
Demir, 2015). 

Thanks to ChatGPT's analytical capabilities, tourism 
businesses can enhance the customer experience, identify 
new service areas, and develop their business strategies ac-
cordingly (Carvalho & Ivanov, 2023). This helps tourism 
businesses improve the quality of service and respond more 
effectively to customer demands (Ivanov & Soliman, 2023; 
Pricope Vancia et al., 2023), thereby gaining a competitive 
advantage (Ausat et al., 2023). ChatGPT enables the evalu-
ation of business performance through customer data analy-
sis (Harahap et al., 2023) and facilitates continuous im-
provement of the customer experience by optimizing busi-
ness processes (Fusté-Forné & Orea-Giner, 2023). Based on 
the findings of this study, ChatGPT supports tourism busi-
nesses in following market trends, providing services 
aligned with customer demands, increasing operational effi-
ciency, and supporting decision-making processes. 

Despite the positive results associated with ChatGPT, 
some challenges should not be ignored. One significant dis-
advantage of ChatGPT is its tendency to create language and 
cultural barriers (Dwivedi et al., 2023a). Due to the global 
nature of the tourism industry, interactions with customers 
from different languages and cultures occur frequently. This 
may result in misunderstandings of customer expectations 
and demands, leading to unmet needs (Gursoy et al., 2023). 
Moreover, this can create disadvantages for tourism profes-
sionals. If a tourism business provides inaccurate or outdated 
information to its stakeholders due to inaccurate or mislead-
ing data in the dataset, it may damage its reputation and trust 
(Demir et al., 2023). ChatGPT may face challenges in fully 
understanding and appropriately responding to language and 
cultural differences, as it lacks a culturally specific solution 
(Fusté-Forné & Orea-Giner, 2023). 

The inability of ChatGPT to provide the human touch, an 
essential element in tourism services, creates a significant 
disadvantage (Harahap et al., 2023). The limitations of 
ChatGPT in meeting emotional or personal needs may neg-
atively impact customer communication, satisfaction, and 
loyalty (Vorobeva et al., 2023). For instance, it remains un-
certain how ChatGPT will behave when customers seek in-
teraction with humans for topics like vacation planning, des-
tination selection, or problem-solving. Systems like 
ChatGPT may disappoint customers as they cannot deliver 
the human touch and personal experience provided in person 
or over the phone (Chaturvedi et al., 2023; Muñoz & Chen, 
2023), where human touch and emotional connection are es-
sential for positive tourism experiences. 

Tourism businesses collect personal data from custom-
ers, such as names, addresses, phone numbers, email ad-
dresses, and credit card information (Demir & Demir, 2015). 
When tourism businesses utilize systems like ChatGPT to 
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collect and process users' personal information, exposure to 
data privacy and security risks arises for both customers and 
businesses (Emerging Europe, 2023; Mehrolia et al., 2023). 
Sharing personal data containing confidential information 
on open platforms can lead to disadvantages such as data 
leaks, sharing with third parties, and non-compliance with 
legal regulations (Carvalho & Ivanov, 2023; Gursoy et al., 
2023). Therefore, data security becomes a significant re-
sponsibility and duty for tourism businesses, necessitating 
the implementation of necessary measures to protect data, 
prevent unauthorized access, and avoid data breaches. 

Most participants stated that the use of AI systems like 
ChatGPT in tourism businesses might adversely affect em-
ployee creativity. The availability of ChatGPT for solving 
certain customer problems reduces their interaction with em-
ployees, and relying on ChatGPT instead of human interac-
tion may deprive customers of factors such as personal 
touch, empathy, and authentic experiences (Chaturvedi et 
al., 2023; Iskender, 2023; Muñoz & Chen, 2023). As a result, 
employees may feel that their job is limited to performing 
routine tasks only and may not be able to contribute to pro-
cesses requiring creativity. Additionally, the predefined al-
gorithms and rules of ChatGPT can lead to more standard-
ized services in tourism businesses, potentially limiting em-
ployees' creativity and flexibility. ChatGPT might even hin-
der the discovery of new ideas for innovation and restrict 
employees' creativity. 

5.1. Theoretical implications 

This study on the use of ChatGPT in tourism has several 
theoretical implications. Firstly, the limited research on 
ChatGPT highlights a significant gap in the literature. This 
study presents both the positive and negative findings of 
ChatGPT, filling gaps in the existing literature. The results 
contribute to theories on adopting and accepting technolog-
ical innovations, enriching the literature in this area. Sec-
ondly, studies focusing on the effective and efficient use of 
language-based artificial intelligence tools like ChatGPT 
can contribute to developing theoretical knowledge about 
communication and interaction processes in tourism ser-
vices. It can also examine the impact of ChatGPT on tourist 
behavior and offer new perspectives to theories of tourist be-
havior. 

Thirdly, digitalization, innovation, and big data analyti-
cal capabilities are crucial for sustainable services in the 
tourism industry. When combined with big data analytics 
and predictive models, ChatGPT can assist in developing 
sustainable tourism practices. This study reveals the poten-
tial for guiding how the use of artificial intelligence and data 
analytics can contribute to theories of sustainable tourism. 
Finally, this study on the use of ChatGPT in tourism can ex-
pand the tourism literature by providing a conceptual frame-
work that serves as the basis for the development of future 
tourism research, facilitating its dissemination through its 
application in different studies, and adapting current issues 
to the field of tourism. 

5.2. Practical implications 

In addition to theoretical contributions, this study has 
practical implications. Firstly, the negative aspects of 
ChatGPT in tourism businesses stem from the system's ina-
bility to fully overcome language and cultural barriers. It is 
important for tourism businesses to anticipate potential 
problems arising from these differences and devise appro-
priate solutions when utilizing ChatGPT. Secondly, the use 
of ChatGPT in tourism businesses may result in a lack of 
human touch. Businesses should intelligently integrate AI 
systems, striking a balance that preserves the human touch, 
and take measures to enhance the customer experience. 
Thirdly, vulnerabilities that arise during the development 
process of ChatGPT can impact the efforts of tourism busi-
nesses to ensure the security of personal data. However, 
these issues can be mitigated by improving security 
measures, providing employee training, implementing tech-
nological solutions, and ensuring compliance with relevant 
legal regulations. Lastly, supporting employee creativity, of-
fering opportunities for participation in innovative projects, 
and managing the integration of human-assisted artificial in-
telligence in a balanced manner are essential for the success 
of tourism businesses. 

5.3. Limitations and future research 

Due to the limitations of this qualitative study, generali-
zations, as seen in quantitative studies, are lacking. As the 
research on ChatGPT is still in its early stages, time is 
needed to establish a theoretical foundation. This highlights 
the need for further studies exploring different aspects re-
lated to ChatGPT. Future studies, both qualitative and quan-
titative, will expand the relevant literature in this area. Con-
ducting mixed-method studies in the future is necessary to 
explore the utility of ChatGPT further. To avoid the chal-
lenges encountered in this study, conducting research in dif-
ferent geographical locations and diverse fields can be com-
pared to contribute to richer literature. Additionally, this 
study involved participants from various areas within tour-
ism, including accommodation, travel, food and beverage, 
and education. The findings reflect a general perspective of 
the tourism industry. In future studies, researchers can com-
pare the results of this research and achieve more robust 
findings by conducting interdisciplinary research focused on 
specific areas within tourism. 
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