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ARTIFICIAL INTELLIGENCE AND BIG DATA TECHNOLOGIES IN TOURISM

Abstract. This article analyzes the theoretical foundations and key development directions of
Artificial Intelligence (Al) and Big Data technologies in the tourism industry. The study is conceptual
and is based on a systematic review and synthesis of contemporary academic research. Particular
attention is given to digital transformation theory, data-driven decision-making, information
processing approaches, and service automation concepts as explanatory frameworks for
technological integration in tourism.

The research shows that Al and Big Data are not isolated digital tools but interconnected
systems that influence strategic management, service design, forecasting mechanisms, and
destination governance. The main directions of development include service personalization,
predictive analytics for demand management, smart tourism ecosystems, operational automation,
and sustainability monitoring. At the same time, the paper identifies challenges related to data
security, ethical regulation, and workforce adaptation.

The findings provide a structured theoretical perspective on how intelligent technologies
reshape competitiveness and long-term sustainability in tourism. The study may serve as a foundation
for further empirical investigations and practical digital strategies in the tourism sector.

Keywords: Artificial Intelligence, Big Data, tourism industry, digital transformation, smart
tourism, predictive analytics, service automation, sustainable tourism development.

Introduction

Tourism is widely recognized as one of the most dynamic and rapidly changing sectors of the
global economy. Its development depends on a wide range of interconnected factors, including
economic stability, technological progress, social trends, environmental conditions, and geopolitical
processes. In recent years, the acceleration of digitalization has significantly reshaped the structure
and functioning of the tourism industry. Traditional management models that relied heavily on
experience and intuition are increasingly being replaced by technology-oriented approaches grounded
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in data analysis and intelligent systems.

The expansion of digital technologies has transformed how tourism services are designed,
promoted, distributed, and consumed. Online reservation platforms, travel aggregators, social media
networks, mobile applications, and review websites have become integral components of the tourism
ecosystem. As a result, enormous volumes of digital information are continuously generated through
users’ searches, bookings, online interactions, feedback, and geolocation activities. This growing data
environment has created favorable conditions for the active implementation of Artificial Intelligence
(AI) and Big Data technologies within tourism management and operations.

Artificial Intelligence refers to advanced computational systems capable of learning from data,
identifying patterns, and performing analytical or decision-support tasks that previously required
human involvement. Big Data, in turn, represents large and complex datasets that cannot be
effectively processed using traditional data management tools. In tourism, these two technologies
function in close interconnection: Big Data provides the informational basis, while Al offers the
analytical mechanisms that transform raw data into meaningful insights.

The increasing availability of real-time digital information has opened new opportunities for
tourism enterprises and destination management organizations. Data collected from booking systems,
customer relationship management platforms, smart sensors, mobile devices, and social networks
makes it possible to better understand tourist behavior, preferences, motivations, and expectations.
Through the use of machine learning algorithms, predictive analytics, and natural language
processing tools, organizations can identify demand trends, forecast visitor flows, assess customer
satisfaction, and optimize pricing strategies.

At the same time, the integration of Al-driven technologies has enhanced the level of service
personalization within the tourism sector. Modern travelers expect fast, convenient, and customized
services throughout all stages of their journey. Intelligent recommendation systems, chatbots,
automated support services, and dynamic pricing mechanisms enable tourism providers to respond
quickly to customer needs and offer tailored travel solutions. This shift toward personalized and data-
based service models strengthens competitiveness and improves overall customer experience.

Beyond operational improvements, Al and Big Data also contribute to strategic development
goals in tourism. Advanced analytics support more accurate planning, resource allocation, and risk
management. Destination authorities can use data insights to manage tourist flows, reduce
overcrowding, and monitor environmental impacts. In this sense, intelligent technologies play an
important role not only in increasing efficiency but also in promoting sustainable tourism
development.

Despite the growing practical adoption of Al and Big Data solutions, there is still a need for a
deeper theoretical understanding of their role within tourism systems. Many studies focus primarily
on technological applications, while less attention is given to conceptual frameworks that explain
how these technologies reshape industry structures and management processes. A systematic analysis
of theoretical foundations and future development directions is therefore essential to ensure that
digital transformation in tourism remains effective, balanced, and strategically aligned with long-term
industry objectives.

In this context, the present study seeks to explore the theoretical background underlying the use
of Artificial Intelligence and Big Data in the tourism industry and to outline the key directions of their
further development. By combining conceptual analysis with industry perspectives, the article aims
to contribute to academic discussion and provide practical insights for stakeholders involved in
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tourism digitalization.

Theoretical Foundations of Al and Big Data in Tourism

Digital Transformation Theory

The integration of Artificial Intelligence and Big Data technologies into the tourism industry is
conceptually grounded in digital transformation theory. Digital transformation is understood as a
systemic and strategic process that involves the deep integration of digital technologies into
organizational structures, business models, and value creation mechanisms. In tourism, this
transformation is not limited to the adoption of new technological tools; rather, it reflects a
comprehensive restructuring of operational, managerial, and marketing processes.

The evolution of information technologies in tourism has been extensively documented in
academic literature. Buhalis and Law [1] highlight that the development of information systems has
fundamentally reshaped tourism management over the past decades, enabling new forms of
distribution, communication, and customer interaction. Further conceptualization of smart tourism
demonstrates that digital infrastructure, data analytics, and intelligent platforms form the foundation
of contemporary tourism ecosystems [3; 4]. According to Xiang, Fesenmaier and Werthner [5], digital
transformation in tourism represents a shift from traditional service delivery models toward
interconnected, data-driven, and technology-enabled systems.

Within this framework, Al and Big Data function as core drivers of digital transformation. Big
Data technologies allow tourism enterprises to collect and manage extensive volumes of information
generated through booking systems, mobile applications, online reviews, and social media platforms
[10]. Artificial Intelligence, in turn, provides analytical capabilities that convert this information into
strategic insights and predictive models [6; 18]. As a result, tourism organizations are able to enhance
operational efficiency, improve customer engagement, and strengthen competitiveness in a rapidly
evolving digital environment.

Thus, digital transformation theory explains how Al and Big Data reshape tourism enterprises
from conventional service providers into intelligent, adaptive, and customer-centered systems.

Data-Driven Decision-Making Theory

Another important theoretical basis for understanding the implementation of Al and Big Data
in tourism is data-driven decision-making theory. This approach emphasizes that effective managerial
decisions should rely on systematic analysis of empirical data rather than solely on intuition or past
experience. In highly volatile industries such as tourism, characterized by seasonal fluctuations and
external shocks, data-based decision-making becomes particularly significant.

The increasing availability of digital data has enabled tourism organizations to analyze
consumer behavior patterns, market dynamics, and demand trends with greater precision [1; 10].
Davenport and Harris [7] argue that organizations capable of leveraging analytics gain strategic
advantages through improved forecasting and performance optimization. In tourism, the application
of data mining and predictive analytics techniques has been shown to improve hotel performance
forecasting and revenue management [11].

Artificial Intelligence strengthens data-driven management by applying machine learning
algorithms, natural language processing, and predictive modeling techniques to large datasets. For
example, online review analysis provides valuable insights into customer satisfaction and service
quality [8], while social media analytics allows organizations to identify emerging trends and adjust
marketing strategies accordingly [14]. According to Li et al. [10], Big Data analytics significantly
enhances research and managerial capabilities in tourism by uncovering complex relationships within
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large-scale datasets.

Therefore, data-driven decision-making theory provides a conceptual explanation of how Al-
supported analytics contributes to strategic planning, pricing strategies, demand forecasting, and
overall performance optimization in tourism enterprises.

Information Processing Theory

Information processing theory offers another analytical perspective for examining the role of
Al and Big Data in tourism systems. According to this theoretical approach, organizations function
as information-processing entities that continuously collect, interpret, and utilize data to reduce
uncertainty and enhance performance. The more dynamic and complex the external environment, the
greater the need for advanced information-processing capabilities.

The tourism industry operates in a highly dynamic environment influenced by technological
innovation, consumer behavior changes, global crises, and sustainability challenges [9; 20]. In such
conditions, the ability to process large volumes of structured and unstructured data becomes a
strategic resource. Big Data technologies expand the informational capacity of tourism enterprises by
enabling the storage and management of extensive datasets derived from digital interactions [10].

Artificial Intelligence enhances this process by transforming raw information into actionable
knowledge. Al systems identify patterns in consumer behavior, predict tourist flows, and detect
operational inefficiencies [6; 12]. Rust and Huang [18] emphasize that Al-based service systems
extend organizational intelligence by augmenting human decision-making with computational
capabilities. From this perspective, intelligent technologies serve as cognitive tools that strengthen
analytical capacity and reduce informational uncertainty.

Consequently, the combination of Big Data and Al increases organizational adaptability and
resilience, enabling tourism enterprises to respond effectively to environmental complexity.

Service Automation and Human—Computer Interaction

The theoretical explanation of Al implementation in tourism is also closely related to service
automation theory and human—computer interaction (HCI) theory. Service automation theory
examines the replacement or augmentation of human labor through technological systems designed
to perform repetitive, standardized, or data-intensive tasks. In tourism, automation includes online
booking systems, automated check-in services, robotic assistants, and Al-powered customer support
platforms.

Ivanov and Webster [13] analyze the adoption of robots and service automation in tourism and
highlight their impact on operational efficiency and cost reduction. Similarly, Wirtz et al. [19] discuss
the emergence of service robots in frontline interactions and emphasize their potential to transform
customer service models. Tussyadiah [12] further notes that automation in tourism represents a long-
term structural shift driven by technological advancement and changing consumer expectations.

However, the effectiveness of Al-based services depends not only on technological
performance but also on user perception and interaction quality. Human—computer interaction theory
underscores the importance of transparency, usability, and trust in intelligent systems. Technology-
enhanced tourism experiences require seamless integration between digital interfaces and human-
centered service design [17]. If Al systems lack transparency or fail to align with user expectations,
customer satisfaction may decline despite operational efficiency gains.

Thus, service automation and human—computer interaction theories together explain both the
functional and experiential dimensions of Al implementation in tourism. Intelligent systems must not
only optimize operations but also enhance customer engagement and trust.

91



Bulletin of the IUTH, Volume 1(11), 2026

Development Directions of AI and Big Data in the Tourism Industry

Personalization of Tourism Services

One of the most significant development directions of Artificial Intelligence and Big Data
technologies in tourism is the deepening of service personalization. In the contemporary tourism
environment, consumer expectations are increasingly shaped by digital platforms that offer
individualized recommendations and tailored content. Travelers expect customized travel packages,
dynamic offers, and real-time assistance throughout all stages of their journey.

The theoretical foundations of personalization in tourism are closely related to the development
of smart tourism ecosystems [3; 4]. According to Buhalis and Amaranggana [2], smart destinations
rely on digital infrastructure and data analytics to enhance tourist experiences through adaptive
services. Big Data technologies enable the collection and processing of information regarding
tourists’ preferences, search histories, booking patterns, and online interactions [10]. This data serves
as the informational basis for Al-powered recommendation systems.

Artificial Intelligence algorithms analyze behavioral data and generate personalized
suggestions for destinations, accommodation options, transportation routes, and leisure activities.
Research on online reviews demonstrates that user-generated content provides valuable insights into
customer expectations and satisfaction levels [8]. Additionally, social media analytics contributes to
identifying individual interests and lifestyle preferences [14]. As a result, tourism enterprises can
design targeted marketing strategies and improve customer loyalty through individualized
engagement.

Therefore, personalization supported by Al and Big Data enhances not only customer
satisfaction but also competitive positioning in the global tourism market.

Demand Forecasting and Market Analysis

Another key development direction involves the use of Big Data analytics and Al-based
predictive models for demand forecasting and market analysis. Tourism demand is highly sensitive
to seasonal variations, economic fluctuations, and unexpected external events. Consequently,
accurate forecasting becomes essential for effective resource allocation and risk management.

The application of Big Data in tourism research has demonstrated significant potential for
identifying demand patterns and predicting tourist flows [10]. Data mining techniques have been
successfully applied to hotel performance prediction and revenue optimization [11]. By integrating
historical data with real-time indicators such as booking trends, online searches, and social media
activity, tourism organizations can anticipate changes in demand and adjust operational strategies
accordingly.

Data-driven decision-making approaches further support dynamic pricing, capacity planning,
and investment strategies [7]. Al-enhanced forecasting models reduce uncertainty and improve
financial stability, especially in volatile environments influenced by global crises [9]. Thus, predictive
analytics represents a strategic instrument for strengthening resilience and competitiveness in the
tourism industry.

Smart Tourism and Destination Management

The concept of smart tourism constitutes a central development trajectory supported by Al and
Big Data technologies. Smart tourism integrates digital infrastructure, information systems, and
intelligent analytics into destination management processes. This approach transforms destinations
into interconnected ecosystems where stakeholders share data and coordinate services in real time [3;
4].
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Smart tourism destinations rely on advanced information technologies to enhance visitor
experience and operational efficiency [2]. According to Wang, Li, and Li [16], smart destination
initiatives involve digital governance mechanisms that optimize transportation systems, visitor flow
management, and public service provision. Al technologies allow real-time monitoring of tourist
density, infrastructure usage, and mobility patterns.

Digital transformation processes described by Xiang, Fesenmaier, and Werthner [5] highlight
that destination management organizations increasingly depend on integrated data platforms to ensure
strategic coordination. Smart tourism systems also contribute to improved safety measures,
environmental monitoring, and interactive visitor engagement.

Therefore, the integration of Al and Big Data within smart tourism frameworks strengthens
both managerial effectiveness and tourist experience quality.

Operational Efficiency and Automation

Operational automation represents another significant development direction driven by
Artificial Intelligence. Tourism enterprises are progressively implementing Al-powered solutions to
streamline routine processes and enhance service efficiency.

Research on service automation and robotics in tourism demonstrates that intelligent systems
can perform repetitive tasks more consistently and efficiently than manual operations [13; 19].
Automated check-in kiosks, digital concierge services, chatbots, and robotic assistants reduce waiting
times and operational costs. Tussyadiah [12] emphasizes that automation is becoming a structural
element of tourism service delivery rather than a temporary technological trend.

Artificial Intelligence also supports advanced pricing algorithms and fraud detection systems,
which improve financial control and revenue management [11]. Technology-enhanced experiences
further integrate digital tools into customer interactions, creating seamless service environments [17].

Consequently, automation not only increases organizational performance but also contributes
to service standardization and scalability in tourism enterprises.

Sustainable Tourism Development

Sustainable development has emerged as a strategic priority for the tourism industry in the
context of environmental challenges and resource constraints. Al and Big Data technologies provide
new opportunities for promoting sustainability through data-driven monitoring and evidence-based
policymaking.

Digitalization enables the collection of environmental data related to visitor density, energy
consumption, and ecological impacts [20]. Big Data analytics can identify patterns of over-tourism
and support regulatory interventions aimed at balancing economic benefits with environmental
protection [9]. Smart tourism systems facilitate real-time monitoring of natural and cultural resources,
enabling more responsible management practices [3].

By integrating Al-driven analytics into policy frameworks, destination authorities can optimize
resource allocation, reduce environmental risks, and align tourism development with long-term
sustainability goals. Thus, intelligent technologies contribute not only to economic efficiency but also
to ecological responsibility and social balance.

Challenges and Limitations

Despite the significant advantages associated with Al and Big Data implementation, several
challenges and limitations remain. One of the primary concerns relates to data privacy and
cybersecurity. Tourism enterprises handle large volumes of personal and transactional information,
making them vulnerable to data breaches and regulatory non-compliance.
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High implementation costs and the need for specialized technical expertise also limit
widespread adoption, particularly among small and medium-sized enterprises. Digital transformation
requires substantial investment in infrastructure, training, and system integration [5]. Moreover,
algorithmic decision-making may introduce issues related to transparency and bias in automated
systems [6; 18].

The rapid expansion of service automation raises additional social and ethical considerations,
including workforce displacement and the changing nature of human—technology interaction [13; 19].
Therefore, responsible governance, regulatory frameworks, and continuous professional development
are necessary to ensure that Al integration supports inclusive and sustainable growth.

Results

The theoretical review of contemporary research on Artificial Intelligence and Big Data in
tourism made it possible to identify several interconnected patterns that characterize the current stage
of digital transformation in the industry. Since this study is conceptual in nature, the results are based
on analytical synthesis, comparison of scientific approaches, and generalization of theoretical
frameworks presented in the literature.

The analysis demonstrates that Al and Big Data are no longer auxiliary technological
instruments but systemic elements that influence strategic management, service design, operational
efficiency, and sustainability governance in tourism. Intelligent technologies increasingly shape
decision-making processes, redefine customer interaction models, and enhance the adaptive capacity
of tourism enterprises and destinations.

The main results of the study are summarized in Table 1.

Table 1 — Main Results of the Theoretical Analysis of Al and Big Data in Tourism

N | Kev Result Theoretical Practical Scientific
) y Basis Implications Justification
Al and Big Data act as Digital Shift toward Resear.ch confirms
L2 . . platform-based and | evolution toward
1 | systemic drivers of digital | transformation . .
. - data-oriented smart tourism
transformation in tourism | approach [1;5]
management ecosystems
Big Dat i . . .
plg Lata p rovides . Data-driven More accurate Predictive analytics
informational capacity, Al . . .
2 ) management forecasting and improves managerial
ensures analytical ] . . .
. theory [7;10] strategic decisions | effectiveness
processing
C th of . .
Personalization is the : Growth o Behavioral analytics
. Smart tourism customer )
3 | leading development . . enables adaptive
concept [2;3;4] | satisfaction and .
vector service models
loyalty
Predictive analytics Information Improved pricing Machine learning
4 | enhances resilience and processing logic | and capacity increases forecast
reduces uncertainty [10;11] planning reliability
Automation increases Service . Cost optimization | Studies show Al
. automation . .
5 | efficiency but changes theo and service reshapes operational
workforce dynamics [12: g 19] standardization structures
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Continuation of Table-1

Al contributes to giusitglnable ggﬁ;ioggvgv soafm d Real-time data
6 | sustainable destination de%/elo ment environmental supports balanced
management p . development
[3;20] impact
Implementation generates | Al governance I\Ir(z)igcf‘;(i)cr)r?zfd Literature highlights
7 | ethical and regulatory perspective 51 orithmic privacy and bias
challenges [6;18] & concerns
transparency

Note — compiled by the authors based on the analytical synthesis of sources [1-20)].

Interpretation of the Results

The first identified result confirms the structural character of technological transformation in
tourism. The literature indicates that the industry is evolving toward integrated smart ecosystems
where digital infrastructure and analytics form the foundation of value creation [1;3;5]. In this
context, data becomes a strategic asset, while Artificial Intelligence enhances the analytical and
adaptive capabilities of organizations.

The second result highlights the interconnection between Big Data and Al. Data accumulation
alone does not generate competitive advantage; value emerges when advanced algorithms transform
information into managerial insights [7;10]. This dual model strengthens forecasting accuracy,
supports strategic planning, and enhances revenue management practices.

The third result demonstrates that personalization is becoming the dominant development
trajectory in tourism. Smart tourism frameworks emphasize the importance of individualized and
experience-oriented services [2;3]. Al-driven analytics enables tourism enterprises to adapt offers to
specific consumer preferences, increasing customer satisfaction and long-term loyalty.

The fourth result concerns predictive analytics as a stabilizing factor in a volatile industry. The
application of data mining and machine learning techniques improves the reliability of demand
forecasting and capacity management [10;11]. This strengthens organizational resilience and reduces
financial risks.

The fifth finding addresses service automation and operational restructuring. The growing
adoption of Al-powered systems and robotics enhances efficiency and service consistency [12;13;19].
However, this process also transforms workforce structures and requires new professional
competencies.

The sixth result underlines the contribution of intelligent technologies to sustainable tourism
development. Real-time monitoring systems enable more balanced destination management, helping
prevent over-tourism and environmental degradation [20]. Thus, digitalization supports both
economic and ecological objectives.

Finally, the analysis identifies significant ethical and regulatory considerations. Issues of data
privacy, algorithmic transparency, and cybersecurity require careful governance and institutional
regulation [6;18]. Sustainable technological integration must therefore combine innovation with
responsible management practices.

Overall, the results confirm that Artificial Intelligence and Big Data are reshaping tourism at
strategic, operational, and institutional levels. Their impact extends beyond efficiency gains,
influencing governance models, sustainability strategies, and the future architecture of the global
tourism ecosystem.

Conclusion
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The conducted theoretical analysis shows that Artificial Intelligence and Big Data are becoming
central elements of transformation in the tourism industry. They influence not only operational
processes but also strategic management, service models, and destination governance.

The study confirms that Al and Big Data function as interconnected systems: Big Data provides
the informational foundation, while Al ensures analytical processing and predictive modeling. Their
integration supports personalization of services, demand forecasting, smart destination management,
operational automation, and sustainability control.

At the same time, digital transformation creates new risks related to data security, algorithmic
transparency, and workforce restructuring. Therefore, technological modernization must be
accompanied by regulatory mechanisms and professional training.

Overall, Al and Big Data should be considered strategic tools that shape the future
competitiveness and sustainability of tourism systems.

Based on the conducted theoretical analysis, the authors propose the following
recommendations:

1. Form a unified digital ecosystem in tourism organizations, where Al and Big Data are
integrated into strategic management, marketing, and operational processes simultaneously.

2. Develop national and regional Al adoption programs in tourism to ensure coordinated digital
transformation at the destination level.

3. Introduce mandatory data governance standards in tourism enterprises to ensure transparency,
cybersecurity, and ethical use of algorithms.

4. Strengthen interdisciplinary training programs combining tourism management and data
analytics in higher education institutions.

5. Promote Al-based sustainability monitoring systems at destination level to prevent over-
tourism and support balanced resource use.
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TYPUSBMJIEI'T  JKACAH/Ibl  HHTEJUIEKT IIEH  YJIKEH  JI[EPEKTEP
TEXHOJIOTHAJIAPBI

Anoamna. Maxanaoa mypusm canacolHOa MHCACAHObL UHMENIeKm HNeH YAKeH OepeKmep
MEXHONIO2UANAPBIH  KOJIOAHYObIH MeOPUsIbIK  He2i30epi  dcone 0aapovly 0amy 6Oazblmmapul
Kapacmulpbliaovl. 3epmmey MYAHCHIPLIMOAMANLIK CUNAMMA  JHCYPRI3iNin, 3aMaHayu 2blibiMU
eHoekmepOoi manday MmeH oicyleneyee Heeizoeneen. lLlupprviy mpanchopmayus meopuscel,
oepekmepee HecizoenzeH OACKAPY MYACLIPLIMOAMACHL, aKnapammul onoey macinoepi icane
cepsucmepoi  a8MoOMAmMmaHoObIpy Meopuscsl Mmypuzmee UHMELIeKmMyanobl MexHOI0SUANAPObL
eH2i3y0ll 20ICHaMAaNbIK He2i3l peminoe maidanaobwl.

3epmmey namudicenepi xHacanovl UHMENLIeKM NeH YiKeH 0epeKmepoil JiceKene2eH Kypanioap
emec, mypusmoezi Cmpame2usivlK, 6acKapyea, Kblamem Kepcemy Mooeline, CYpaunbicmol 601xcay2a
JHcoHe MYypPUCIK 0eCMUHAYUsIapobl bacKkapy2a blKnai ememin 63apa OatlansbiCmyl Jcylienep eKeHin
kepcemeoi. Heeizei Oamy 6Oazvimmapvl peminde Kvlzmemmepoi O0apaiaHovipy, O0IHCAMObIK
AHATUMUKAHBL  KOJIOAHY, «AaKbLIObl MYPU3M» 9KOXCYUeNepiH KAIblnmacmsipy, Onepayusivlk
npoyecmepoi asmoMammaHobipy JHcaHe MYPaKmvl 0amMyObl KAMMAMACHI3 emyze 0agblmman2aH
yugprvlk wewimoep atkvinoanrovl. Convimen Kamap Oepekmep Kayincizoiei, aneopummoepoiy
AUBIKMbIEbL HCIHE eHOEK HapblebIHOAbL 032epicmepae DALLIAHBLICIbL MICenenep aman 6minoi.

3epmmey KOpubIMbIHObLIAPLL UHMENIEKMYAN0bl MEXHOI02UANAPObIY MYPUSM  CAACLIHBIY
bacexeee Kabinemminiei MeH y3aK Mep3iMOi MYPAKMbLIbIEbIH APMMbIPYOdbl DPOJIIH MeopUsLIbIK
mypevioan Hezizoelidi JicoHe OONAWaK IMAUPUKATILIK —3epmmeyiep MeH YUPpavlk O0amy
cmpame2usnapelt d3ipieyee He2i3 60n1a anaowl.

Kinm ce3dep: oicacanObl ummenniekm, YiaKeH oOepekmep, MYpPUmM caniacsl, YuQppivix
mpaucopmayus, axKwliovl MYpusm, OONHCAMOLIK AHATUMUKA, KbI3Memmi aemoMammanowvlpy,
MYPUBMHIY MYPAKmMbl OaMYbl.
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TEXHOJIOTHH HCKYCCTBEHHOI'O HHTEJUVIEKTA U BOJIBIIINX J/IAHHBIX B
TYPU3SME

Aunomayua. B cmamve paccmampueaiomces meopemuyeckue OCHO8bl U  KIuesble
HanpagneHuss paseumus MexHONIO02Ull UCKYCCMBEHHO20 UHMeNNeKma U OOonbux OaHHbIX 6
mypucmckou ompacau. Hccredosanue Hocum KOHYenmyanbHulii Xapakmep u OCHO8AHO HA AHANU3E
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u 0000WeHUU cO8peMeHHbIX HayuHbIX nyoaukayui. Ocoboe sHUMAaHUe YOensiemcs meopuu yupposoi
mpaucgopmayuu, KOHYenyuu ynpasieHus Ha 0CHO8e OAHHbLX, N0OX00AM K 00pabomke ungpopmayuu
U meopuu A8MOMAMU3ayUU CepeUCco8 KaKk Memooo102uueckou baze 6HeOpeHUs UHMEIeKMYaIbHbIX
MEeXHONI02ULL 8 MYPU3M.

B pabome nokazano, umo uckyccmeenmwviti unmeniekm u 60avuiue OaHHvle Npeocmasisom
€000l 83aUMOCBA3AHHbIE YUPPOBbIe UHCMPYMEHMbL, GIUAIOWUE HA cmpameuyeckoe yYnpasienue,
NPOEKMuUpoBaHue MypucmcKux yciye, NpocHO3UPOBAHUe CHpOcd U YNpasieHue OeCmuHAyUsMU.
Cpedu npuopumemHvlx HANPAGICHUL PA3GUMUSL BbIOENEHbL NEPCOHANU3AYUS YCIYe, NPUMEHEHUE
NPEeOUKMUBHOU AHATUMUKU, (OPMUPOBAHUE «YMHBIX» MYPUCTICKUX IKOCUCTEM, A8MOMaAmu3ayus
npoyecco8 U UCNOIb308AHUE YUPDPOBbIX peuteHull 01 Ycmouuuso2o paszeumus. OOHOBPeMeHHO
0003HAUEHbI BbI306bL, CEA3AHHbIE C 3AUWUMOU OAHHBIX, IMUYECKUMU ACNEKMAMU Al2OPUMMUYECKUX
peweHuil u mpancgopmayuel polHKa mpyod.

Ionyuennvle pezyromamol hopmupyrom yeiocmuoe meopemuyeckoe npeocmagieHue 0 poiu
UHMENIeKMYANbHbIX  MEXHOA02ULL 8 NOBbIUEHUU KOHKYPEHMOCNOCOOHOCMU U YCMOUYUBOCU
MYPUCMCKOU OMPACAU U MOSYM CIYHCUMb OCHOBOU Ol OANbHEUUUX NPUKIAOHBIX UCCIe008aHUL U
Ppaspabomxu yughposvix cmpameuii 8 mypusme.

Knrwuesvie cnosa: uckyccmeennwlii unmesniekm, 0oavuiue OAHHble, MYPUCHCKAS OMPAciy,
yupposas mpancgopmayust, VMHuIL Mypusm, npeOUKmuHAast AHATUMUKA, ABMOMAMU3AYUS YCILYe,
yemouuugoe pazsumue mypusmd.
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