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Abstract. This article examines the theoretical foundations, major applications, and future
prospects of artificial intelligence in the tourism industry. It analyzes the role of key Al technologies,
including machine learning, natural language processing, big data analytics, computer vision, and
generative artificial intelligence, in the digital transformation of tourism. The study systematizes the
main applications of Al in customer service, business process optimization, tourism marketing, smart
destination management, and sustainable tourism development. Particular attention is given to the
strategic benefits of Al implementation as well as the major challenges associated with data privacy,
algorithmic transparency, ethical issues, workforce readiness, and digital infrastructure. Based on
the literature review, the paper identifies priority directions for implementing artificial intelligence
in Kazakhstan's tourism sector and proposes recommendations for strengthening its international
competitiveness through digital innovation and sustainable tourism development.
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Introduction

Over the past decade, the tourism industry has experienced one of the most significant
technological transformations in its history. The rapid development of digital technologies has
fundamentally changed the way tourists search for information, plan their trips, purchase tourism
products, and interact with tourism service providers. The widespread use of smartphones, cloud
computing, social media platforms, online booking systems, and mobile applications has created a
highly digitalized tourism environment in which travelers expect immediate access to information,
personalized recommendations, and seamless service throughout every stage of their journey. In
response to these changing consumer expectations, tourism organizations have increasingly invested
in innovative digital solutions capable of improving operational efficiency while simultaneously
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enhancing customer satisfaction. Among these technologies, artificial intelligence (AI) has emerged
as one of the most influential innovations driving the digital transformation of the global tourism
industry [1-5].

Artificial intelligence is no longer regarded as a futuristic concept but has become an essential
component of modern tourism management. Advances in machine learning, natural language
processing, computer vision, predictive analytics, and big data technologies have enabled tourism
enterprises to process enormous volumes of information and transform raw data into valuable
managerial insights. Unlike conventional information systems that rely on predefined algorithms, Al-
based technologies continuously learn from new data, identify behavioral patterns, predict customer
preferences, and support more accurate decision-making. As a result, artificial intelligence is
increasingly viewed not only as a technological innovation but also as a strategic resource that allows
tourism organizations to remain competitive in an increasingly dynamic global market [2, 3, 8].

The tourism industry is particularly well suited to the implementation of artificial intelligence
because it generates vast amounts of digital information every day. Online reservations, airline ticket
purchases, hotel bookings, social media interactions, customer reviews, GPS tracking, mobile
applications, and digital payment systems continuously produce valuable datasets describing tourist
behavior before, during, and after travel. By integrating artificial intelligence with these data sources,
tourism organizations are able to identify consumer preferences, forecast tourism demand, optimize
pricing strategies, improve destination marketing, and deliver highly personalized travel experiences.
Consequently, Al technologies have gradually become an indispensable element of smart tourism
ecosystems, where data-driven decision-making supports both business performance and sustainable
destination management [4—8].

The emergence of generative artificial intelligence has accelerated this transformation even
further. The rapid development of large language models and conversational Al systems has
expanded the capabilities of digital tourism services beyond traditional automation. Modern Al-
powered assistants are capable of communicating with travelers in multiple languages, generating
customized travel itineraries, answering complex questions in real time, providing destination-
specific recommendations, and assisting tourists throughout their entire travel experience.
Technologies such as ChatGPT have demonstrated that generative Al can significantly improve
customer engagement while reducing operational costs for tourism enterprises. Consequently,
research on generative artificial intelligence has become one of the fastest-growing areas within
tourism and hospitality studies during the last few years [9-14].

Despite the rapid expansion of Al applications in tourism, the academic literature reveals
several important research gaps. Most previous studies have concentrated on individual technological
solutions, such as recommendation systems, intelligent chatbots, service robots, or predictive
analytics, while relatively fewer studies have attempted to examine artificial intelligence as an
integrated ecosystem influencing all stages of tourism management. Furthermore, although developed
countries have actively implemented Al-driven tourism solutions, considerably less attention has
been devoted to emerging tourism destinations, where digital transformation is still evolving under
different economic, technological, and institutional conditions. This limitation is particularly evident
in the context of Central Asian countries, including the Republic of Kazakhstan, where scientific
studies devoted to artificial intelligence in tourism remain relatively limited despite the country's
growing interest in digital innovation and sustainable tourism development [6—18].
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Kazakhstan possesses substantial tourism potential owing to its rich historical and cultural
heritage, diverse natural landscapes, and strategically important geographical location connecting
Europe and Asia. During recent years, the government has actively promoted digital transformation
through national development strategies aimed at improving public services, expanding digital
infrastructure, and increasing the competitiveness of key economic sectors, including tourism [21,
22]. At the same time, increasing international tourist arrivals, the development of smart cities, and
the growing popularity of domestic tourism create favorable conditions for integrating artificial
intelligence into destination management, visitor information services, tourism marketing, hospitality
management, and tourism planning. The implementation of intelligent technologies could contribute
not only to improving service quality but also to strengthening Kazakhstan's international tourism
competitiveness through more efficient resource management and personalized visitor experiences
[21, 23, 24].

Given these developments, a comprehensive analysis of artificial intelligence applications in
tourism has both theoretical and practical importance. Understanding how Al technologies transform
tourism operations, influence tourist behavior, and support sustainable destination development may
provide valuable guidance for researchers, tourism businesses, and policymakers responsible for
designing future digital tourism strategies.

Therefore, the purpose of this study is to analyze the current applications of artificial
intelligence in the tourism industry, examine the benefits and challenges associated with Al
implementation, and identify future opportunities for integrating intelligent technologies into the
sustainable development of Kazakhstan's tourism sector.

To achieve this objective, the study addresses the following research objectives:

e to examine the theoretical foundations of artificial intelligence in tourism;

e to analyze the major Al technologies currently used in the tourism and hospitality industry;

e to evaluate the benefits and challenges of Al implementation from managerial and customer
perspectives;

e to explore future prospects for integrating artificial intelligence into Kazakhstan's tourism
industry.

The findings of this study may serve as a useful reference for tourism enterprises, destination
management organizations, policymakers, and researchers interested in digital transformation and
innovation in the tourism sector. In addition, the results may contribute to the development of more
effective digital tourism strategies capable of enhancing service quality, improving visitor
experiences, and supporting the long-term sustainable development of tourism.

Theoretical Foundations of Artificial Intelligence in Tourism

Artificial intelligence (AI) has become one of the defining technologies of the Fourth Industrial
Revolution, fundamentally transforming economic sectors, business models, and consumer behavior.
Although the concept of Al has existed for several decades, its practical significance has increased
dramatically in recent years due to rapid advances in machine learning, deep learning, cloud
computing, and big data analytics. These technological developments have enabled Al systems to
process unprecedented volumes of information, identify complex patterns, learn from experience, and
support decision-making with increasing levels of accuracy [1-3].

Despite the growing importance of Al across various industries, there is still no universally
accepted definition of the concept. Russell and Norvig [2] define artificial intelligence as the science
and engineering of developing intelligent systems capable of performing tasks that normally require
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human cognitive abilities. Similarly, Davenport and Ronanki [1] emphasize the practical dimension
of Al, describing it as a combination of machine learning, natural language processing, and computer
vision technologies that enhance organizational performance through intelligent automation. Jordan
[3], however, argues that Al should not be perceived as a universal substitute for human intelligence
but rather as a collection of computational methods designed to support human decision-making in
specific contexts. These perspectives demonstrate that Al is best understood as a multidisciplinary
technological ecosystem rather than a single technology.

The evolution of artificial intelligence has substantially changed its capabilities and practical
applications. Early Al systems relied on predefined rules and expert knowledge, limiting their ability
to adapt to new situations. Contemporary Al systems, by contrast, employ machine learning
algorithms that continuously improve their performance through data analysis without requiring
explicit programming for every possible scenario. More recently, deep learning models and
generative artificial intelligence have further expanded Al capabilities by enabling systems to
recognize images, understand natural language, generate original content, and interact with users in
increasingly sophisticated ways [2, 3, 9-14].

From a technological perspective, artificial intelligence incorporates several complementary
disciplines that collectively support intelligent decision-making. Rather than functioning
independently, these technologies interact within integrated digital ecosystems, allowing
organizations to transform raw information into valuable managerial knowledge.

Table 1 — Core Artificial Intelligence Technologies Applied in Tourism (developed by the
authors)

Examples of Tourism | Ke
Technology Primary Function .p ) Y
Applications References
Machine Learning from historical data | Demand forecasting, dynamic 2.8, 17]
Learning and predictive modelling pricing, customer segmentation 7
) Recognition of complex | Image recognition, customer
Deep Learning g ) P g , £ ) [2, 3]
patterns using neural networks | behaviour analysis
Natural . . o .
Understanding and generating | Chatbots, multilingual virtual
Language . . [8—14]
. human language assistants, automated translation
Processing
Bi Data Processing large-scale | Tourist flow analysis,
8 . structured and unstructured | destination planning, market | [15-17]
Analytics .
datasets forecasting
Computer Interpretation ~ of  visual | Facial recognition, intelligent 2. 8]
Vision information security systems, smart hotels ’
Generative ) . Travel itinerary generation, Al-
. Creation of original text, ) . .
Artificial ) ) assisted marketing, digital travel | [9-14]
) images and recommendations .
Intelligence assistants

Source: Developed by the authors based on the literature review [2—17].

Table 1 demonstrates that contemporary artificial intelligence is not a single technology but an
integrated system composed of multiple computational approaches that complement one another.
While machine learning and big data analytics primarily support prediction and managerial decision-
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making, natural language processing and generative Al facilitate direct interaction between tourism
organizations and travelers. Computer vision and deep learning further expand Al capabilities by
enabling intelligent recognition of visual information and complex behavioural patterns. The
combination of these technologies has significantly increased the practical value of Al across the
tourism sector.

The tourism industry provides particularly favorable conditions for Al implementation because
tourism products are information-intensive, experience-oriented, and highly dependent on customer
interaction. Every stage of the tourist journey—including destination selection, travel planning,
reservations, transportation, accommodation, on-site experiences, and post-travel evaluation—
generates large amounts of digital information. Artificial intelligence enables tourism organizations
to transform these data into actionable insights that improve operational efficiency, personalize
customer experiences, and support evidence-based managerial decision-making [4, 5, 15-18].

The theoretical foundation for integrating Al into tourism is closely associated with the concept
of Smart Tourism, which has become one of the dominant paradigms in contemporary tourism
research. Gretzel et al. [5] describe smart tourism as an interconnected digital ecosystem where
tourists, businesses, government agencies, and local communities continuously exchange information
through advanced information and communication technologies. Within this framework, artificial
intelligence performs a central coordinating function by processing real-time information, optimizing
resource allocation, supporting personalized service delivery, and facilitating adaptive destination
management. Consequently, Al should not be viewed as an isolated innovation but as a fundamental
technological component of smart tourism ecosystems.

The rapid emergence of generative artificial intelligence has further expanded the theoretical
understanding of Al in tourism. Unlike traditional analytical models that primarily classify or predict
existing information, generative Al systems are capable of creating original content, engaging in
context-aware conversations, generating personalized travel itineraries, producing multilingual
promotional materials, and assisting tourists throughout the travel planning process [9-14]. These
capabilities have transformed Al from a decision-support tool into an active participant in tourism
service delivery, fundamentally changing the interaction between tourism providers and consumers.

Recent studies increasingly argue that the competitive advantage of Al extends beyond
technological innovation itself. Artificial intelligence contributes to organizational competitiveness
by strengthening customer relationship management, improving operational flexibility, optimizing
resource allocation, and enabling more responsive business strategies [6—18]. However, researchers
also emphasize that technological infrastructure alone is insufficient to ensure successful Al adoption.
Organizational readiness, employee competencies, data governance, digital leadership, and ethical
responsibility have become equally important determinants of successful digital transformation
within tourism enterprises.

Overall, the reviewed literature indicates that artificial intelligence should be understood as a
multidimensional technological ecosystem integrating machine learning, natural language
processing, predictive analytics, computer vision, and generative Al into a unified decision-support
environment. This integrated perspective provides the theoretical foundation for understanding the
diverse applications of Al across the tourism industry. Building upon these theoretical concepts, the
following section examines how these technologies are currently implemented in tourism and
hospitality and evaluates their practical contribution to the development of contemporary tourism
systems.

230



Bulletin of the IUTH, Volume 2(12), 2026

Major Applications of Artificial Intelligence in the Tourism Industry

The rapid advancement of artificial intelligence has significantly expanded its role within the
global tourism industry. Initially, AI technologies were primarily employed to automate routine
administrative processes such as reservation management and customer support. However, recent
developments in machine learning, predictive analytics, natural language processing, and generative
artificial intelligence have fundamentally transformed the scope of Al applications. Today, intelligent
technologies support virtually every stage of the tourism value chain, ranging from travel planning
and personalized recommendations to destination management and strategic business decision-
making [4—18].

The reviewed literature indicates that the application of Al in tourism has evolved from isolated
technological solutions into integrated digital ecosystems. Rather than functioning as independent
tools, contemporary Al technologies interact with cloud computing, big data analytics, the Internet
of Things (IoT), mobile platforms, and digital payment systems to create intelligent tourism
environments. This integration enables tourism organizations to improve operational efficiency,
strengthen customer relationships, optimize resource allocation, and respond more effectively to
rapidly changing market conditions [4—18].

Researchers increasingly emphasize that the impact of artificial intelligence should not be
evaluated solely according to specific technologies but also according to the stakeholders who benefit
from their implementation. Some Al applications primarily enhance customer experience, whereas
others improve internal business processes or support destination management and public
governance. Such a classification provides a more comprehensive understanding of how Al
contributes to the sustainable development of modern tourism systems.

Table 2 — Classification of Artificial Intelligence Applications in Tourism (developed by
the authors)

Applicati . . . C. Typical Touri
pplication Main Al Technologies Primary Objectives ypical “ourism
Category Applications
Customer- Chatbots, virtual Improve customer Travel planning,
oriented AT assistants, recommender | experience and service | reservations, customer
systems quality support
Machine learning, . D
. L ; Improve operational Dynamic pricing, demand
Business- predictive analytics, . .
. efficiency and forecasting, resource
oriented Al | revenue management ..
profitability management
systems
N . . rt destinati Visitor fl t
Destination- | Big data analytics, smart Support destination IsioT Tow mahagement,
: . governance and tourism planning, smart
oriented Al | tourism platforms, IoT . . S
sustainable tourism destinations
Content- Generative Al large Enhance digital Personalized itineraries,
. language models, image | communication and tourism promotion,
oriented Al . . .
generation marketing multilingual content

Source: Developed by the authors based on the literature review [4—18].

Table 2 illustrates that contemporary Al applications can be classified according to the primary
objectives they serve rather than the technologies themselves. Customer-oriented Al focuses on
improving tourist satisfaction through personalized services and real-time communication. Business-
oriented applications primarily increase organizational efficiency by supporting operational and
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strategic decision-making. At the destination level, intelligent analytical systems contribute to
sustainable tourism planning and visitor management, while generative Al increasingly supports
digital marketing and communication activities. This multidimensional perspective demonstrates that
artificial intelligence is reshaping the tourism industry simultaneously at the customer, organizational,
and destination levels.

Customer-Oriented Artificial Intelligence

Among all areas of Al implementation, customer-oriented applications have experienced the
fastest and most visible growth. Contemporary tourists increasingly expect immediate access to
information, personalized recommendations, multilingual communication, and seamless digital
services throughout their travel experience. Artificial intelligence enables tourism organizations to
meet these expectations by delivering highly individualized services before, during, and after travel
[8—14].

One of the earliest and most widespread Al applications in tourism is the use of intelligent
chatbots and virtual assistants. Unlike conventional rule-based customer service systems, modern Al-
powered conversational agents employ natural language processing and machine learning to
understand user intentions, maintain contextual conversations, and provide increasingly accurate
responses. These systems assist travelers with destination information, visa requirements,
accommodation reservations, transportation options, weather updates, and emergency support
without requiring direct human intervention [8—14].

The emergence of large language models has substantially expanded the capabilities of
conversational AI. Modern virtual assistants can generate personalized travel itineraries, recommend
attractions based on user preferences, translate conversations into multiple languages, summarize
destination information, and even provide cultural recommendations tailored to individual travel
interests. Consequently, Al has evolved from a simple customer support tool into an intelligent digital
travel companion capable of accompanying tourists throughout the entire travel journey [9-14].

Another rapidly developing application involves Al-powered recommendation systems.
Tourism decisions are inherently complex because travelers must evaluate numerous destinations,
transportation options, accommodation facilities, restaurants, attractions, and recreational activities.
Machine learning algorithms simplify this process by analyzing historical booking behavior,
browsing history, demographic characteristics, online reviews, and real-time behavioral data to
generate highly personalized recommendations. Compared with traditional search engines, intelligent
recommendation systems significantly reduce information overload while increasing customer
satisfaction and purchase intentions [15-18].

From a managerial perspective, personalized recommendations also create considerable
business value. By accurately identifying customer preferences and predicting future purchasing
behavior, tourism enterprises can improve customer retention, increase cross-selling opportunities,
optimize marketing campaigns, and strengthen long-term customer relationships. Several studies
report that personalization has become one of the most influential factors affecting tourists' booking
decisions, particularly within highly competitive online travel markets [15—18].

The reviewed literature consistently demonstrates that customer-oriented Al no longer
functions merely as an automation technology. Instead, it has become an important strategic
instrument that enhances customer engagement, supports personalized tourism experiences, and
strengthens the competitiveness of tourism organizations. As travelers increasingly demand
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customized and seamless digital services, customer-oriented Al is expected to remain one of the
fastest-growing segments of intelligent tourism technologies in the coming years.
Business-Oriented Artificial Intelligence

While customer-oriented Al primarily enhances tourists' experiences, business-oriented Al
focuses on improving organizational performance, operational efficiency, and strategic decision-
making within tourism enterprises. The digital transformation of tourism has resulted in the
continuous generation of vast amounts of structured and unstructured data originating from
reservation systems, online transactions, customer feedback, social media platforms, mobile
applications, and destination management systems. Artificial intelligence enables organizations to
transform these heterogeneous data into valuable managerial insights that support evidence-based
decision-making and long-term business competitiveness [4—18].

One of the most significant technological drivers of business-oriented Al is Big Data
Analytics. The increasing availability of digital information has fundamentally changed the way
tourism organizations understand consumer behavior and market dynamics. Unlike traditional
statistical methods that analyze relatively limited datasets, big data technologies process information
in real time from multiple digital sources simultaneously. This allows tourism enterprises to identify
emerging travel trends, monitor changes in customer preferences, forecast seasonal demand, and
evaluate the effectiveness of marketing campaigns with considerably higher accuracy [15-17].

Researchers emphasize that big data analytics has shifted tourism management from
experience-based decision-making toward evidence-based strategic planning. Instead of relying
solely on historical performance indicators, managers are now able to predict future market behavior
by integrating information from online booking platforms, airline reservations, hotel occupancy rates,
weather forecasts, transportation systems, social media activity, and customer-generated content.
Such predictive capabilities improve organizational flexibility and reduce uncertainty in highly
competitive tourism markets [15—18].

Machine learning algorithms further strengthen managerial decision-making by identifying
hidden relationships within complex datasets. These algorithms continuously improve their predictive
accuracy as new information becomes available, making them particularly valuable for demand
forecasting, customer segmentation, pricing optimization, and financial planning. Consequently,
tourism organizations are increasingly adopting Al-supported analytical systems not only to automate
routine reporting but also to support strategic planning and business development [2, 15-18].

Revenue management has become another important area where artificial intelligence
demonstrates substantial economic value. Tourism demand is characterized by significant seasonal
fluctuations, changing consumer preferences, and external factors such as weather conditions,
economic instability, or global crises. Al-powered revenue management systems continuously
evaluate these variables and automatically recommend dynamic pricing strategies that maximize
occupancy rates while maintaining profitability. Compared with traditional pricing models, intelligent
systems react much faster to market changes and significantly improve revenue optimization [15—
18].

Artificial intelligence has also transformed digital marketing practices within tourism
organizations. Traditional mass marketing strategies are gradually being replaced by highly
personalized communication based on customer behavior and predictive analytics. Al systems
analyze browsing history, purchasing patterns, demographic characteristics, travel preferences, and
online interactions to generate individualized promotional campaigns. Personalized advertisements,
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customized travel offers, and automated email marketing substantially increase customer engagement
while improving marketing efficiency and reducing promotional costs [9-18].

The hospitality industry represents one of the most technologically advanced sectors within
tourism regarding Al implementation. Hotels increasingly employ intelligent systems to automate
reservations, optimize room allocation, forecast occupancy rates, manage energy consumption, and
personalize guest experiences. Al-powered customer relationship management (CRM) systems
enable hotels to anticipate guest preferences, recommend additional services, and provide
individualized experiences that contribute to higher customer satisfaction and loyalty. Furthermore,
intelligent automation supports housekeeping scheduling, inventory management, and operational
planning, thereby improving overall organizational efficiency [6—18].

Table 3 — Artificial Intelligence Applications Across Tourism Subsectors (developed by
the authors)

Tourism Subsector | Major AI Applications Primary Business Benefits
Dynamic pricing, smart rooms, Improved operational

Hotels automated check-in/check-out, CRM efficiency, higher guest
systems satisfaction

Airlines Demand forecasting, predictive Cost reduction, increased
maintenance, route optimization operational reliability

Online Travel Recommendation systems, Al search Faster booking processes and

Agencies engines, chatbot support higher customer conversion

Destination . . .. I Sustainable destination
Big data analytics, visitor monitoring, .

Management . planning and crowd

. . smart tourism platforms

Organizations management
Predictive analytics, personalized Higher marketing

Tourism Marketing | advertising, generative Al content effectiveness and customer
creation engagement

Source: Developed by the authors based on the literature review [5—18].

Table 3 demonstrates that the implementation of artificial intelligence varies considerably
across different tourism subsectors according to their operational objectives and strategic priorities.
While hotels primarily utilize Al to improve customer service and operational management, airlines
focus on optimizing logistics and predictive maintenance. Online travel agencies employ Al to
simplify travel planning and increase booking efficiency, whereas destination management
organizations increasingly rely on intelligent analytical systems to support sustainable tourism
governance. Marketing departments, in contrast, exploit predictive analytics and generative Al to
deliver personalized promotional content and strengthen customer engagement. This diversity of
applications confirms that artificial intelligence has evolved into a universal managerial technology
capable of creating value throughout the entire tourism ecosystem.

Another notable trend identified in recent studies is the gradual convergence of analytical Al
and generative Al within tourism enterprises. Organizations no longer use predictive models solely
to analyze customer behavior; instead, analytical insights are increasingly combined with generative
Al tools capable of automatically producing personalized travel recommendations, promotional
materials, customer communications, and business reports. This integration significantly expands
organizational capabilities by combining data-driven decision-making with intelligent content
generation, thereby creating more adaptive and customer-oriented tourism services [9-14].
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Business-oriented artificial intelligence has become an essential component of modern tourism
management. The reviewed literature consistently indicates that Al improves organizational
resilience, enhances strategic flexibility, strengthens financial performance, and supports evidence-
based managerial decision-making. As digital transformation continues to reshape global tourism,
organizations that successfully integrate Al into their core business processes are expected to achieve
higher competitiveness and greater long-term sustainability than those relying solely on conventional
management practices.

Generative Artificial Intelligence and Large Language Models in Tourism

The emergence of generative artificial intelligence has marked a new stage in the digital
transformation of tourism. Unlike conventional Al systems that primarily classify information,
identify patterns, or predict future events, generative Al is capable of producing new content,
maintaining natural conversations, generating travel itineraries, translating multilingual information,
and supporting tourists throughout the entire travel cycle. Since the public release of large language
models such as ChatGPT, tourism researchers have increasingly recognized generative Al as one of
the most disruptive innovations affecting tourism marketing, customer service, destination
management, and business operations [9—-14]. Recent reviews conclude that generative Al is
reshaping virtually every business function within tourism, from customer communication to strategic
planning.

One of the most significant contributions of generative Al is the ability to create highly
personalized travel experiences. Modern large language models can simultaneously analyze traveler
preferences, travel budgets, seasonal conditions, transportation schedules, accommodation
availability, and destination characteristics to generate customized travel recommendations. Instead
of searching through multiple websites, tourists increasingly rely on conversational Al systems
capable of providing comprehensive travel advice within a single interaction. This transformation
considerably simplifies travel planning while reducing the cognitive effort required to compare
numerous alternatives [9—14].

Generative Al has also become an important instrument for tourism marketing. Destination
management organizations, hotels, airlines, and travel agencies increasingly employ Al to produce
multilingual promotional materials, advertising campaigns, destination descriptions, social media
content, newsletters, and personalized customer communications. Compared with conventional
content creation, Al-assisted marketing significantly reduces production time while allowing
organizations to adapt promotional messages to different customer segments and international
markets [9—-14].

Another rapidly expanding application concerns intelligent travel planning. Al-powered
assistants are no longer limited to recommending destinations; they can generate complete travel
itineraries, suggest alternative transportation options, revise schedules in response to weather
conditions or flight delays, recommend restaurants according to dietary preferences, and continuously
adjust travel plans as circumstances change. Consequently, generative Al is gradually evolving from
a passive information provider into an active digital travel assistant that accompanies tourists before,
during, and after their journeys. Recent studies even propose tourism-specific large language models
trained on tourism datasets to improve recommendation quality and reduce factual errors.

Despite these opportunities, researchers also identify several limitations associated with
generative Al. Large language models occasionally generate inaccurate or fabricated information,
commonly referred to as "AI hallucinations," particularly when current or domain-specific
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information is unavailable. Furthermore, Al-generated travel content may unintentionally reinforce
destination stereotypes, oversimplify local cultures, or overlook the diversity of tourism experiences.
These findings indicate that human supervision, reliable tourism databases, and responsible Al
governance remain essential components of Al-supported tourism services.

Therefore, current academic discussions increasingly emphasize that generative Al should
complement rather than replace human expertise. Tourism professionals continue to play an essential
role in validating information, interpreting local cultural contexts, designing authentic tourism
experiences, and maintaining meaningful relationships with travelers. The greatest value of
generative Al emerges when intelligent technologies and human expertise operate together within
integrated tourism service systems.

Smart Tourism and Intelligent Destination Management

While many Al applications operate at the organizational level, recent research demonstrates
that the most substantial transformation occurs at the destination level through the development of
Smart Tourism ecosystems. Smart tourism integrates artificial intelligence, big data analytics, cloud
computing, Internet of Things (IoT) technologies, geographic information systems, and mobile digital
platforms into a unified environment that continuously connects tourists, tourism enterprises, local
communities, and public authorities [5].

Within smart destinations, artificial intelligence supports evidence-based governance by
continuously collecting and analyzing real-time information from numerous digital sources. Visitor
mobility, accommodation occupancy, transportation demand, environmental conditions, tourist
spending, online reviews, and social media activity can all be monitored simultaneously. These
analytical capabilities enable destination management organizations to anticipate tourism demand,
identify congestion risks, optimize public services, and improve visitor experiences while supporting
sustainable tourism development [5, 15-18].

Artificial intelligence also contributes to more resilient destination management during periods
of uncertainty. Predictive analytical models can identify abnormal travel patterns, estimate the effects
of extreme weather conditions, monitor visitor safety, and support emergency response planning.
Such capabilities became particularly relevant following the COVID-19 pandemic, when tourism
authorities increasingly recognized the importance of real-time data analytics for crisis management
and destination resilience [15-18].

From a sustainability perspective, Al facilitates a more balanced distribution of tourism
activities by identifying overcrowded attractions and recommending alternative destinations.
Intelligent decision-support systems assist public authorities in reducing environmental pressure,
improving transportation efficiency, and optimizing the allocation of tourism infrastructure.
Consequently, artificial intelligence contributes not only to economic competitiveness but also to the
long-term environmental and social sustainability of tourism destinations [5, 15-18].

For emerging tourism destinations such as Kazakhstan, the concept of smart tourism offers
significant development opportunities. The country's ongoing digital transformation, combined with
investments in tourism infrastructure and public digital services, creates favorable conditions for
implementing Al-powered destination management systems. Major tourism centers, including
Turkistan, Astana, Almaty, and national parks, could benefit from intelligent visitor management
platforms, multilingual digital assistants, predictive tourism analytics, and integrated smart tourism
ecosystems capable of enhancing both visitor satisfaction and international competitiveness [19-24].
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Artificial Intelligence

v v v
Customer-oriented AI Business-oriented AI ~ Destination-oriented Al
Chatbots Big Data Analytics Smart Tourism Platforms
Virtual Assistants ~ Revenue Management Visitor Flow Monitoring

Recommendation Systems Predictive Analytics Sustainable Planning

|
v

Enhanced Tourist Experience
Improved Organizational Performance
Sustainable and Competitive Tourism Development

Figure 1 — Integrated Artificial Intelligence Ecosystem in Tourism (developed by the
authors)
Source: Developed by the authors based on the literature review [4-24].

Figure 1 summarizes the integrated nature of contemporary Al applications within tourism.
Rather than functioning as isolated technologies, customer-oriented, business-oriented, and
destination-oriented Al continuously interact to create a unified digital ecosystem. Improvements
achieved at one level frequently generate positive effects across the entire tourism system. For
example, more accurate demand forecasting enhances resource allocation, which subsequently
improves customer satisfaction and contributes to more sustainable destination management. This
systemic perspective demonstrates that artificial intelligence has evolved from a collection of
individual technological solutions into a comprehensive strategic framework supporting the digital
transformation of tourism.

Overall, the reviewed literature consistently indicates that artificial intelligence is reshaping
tourism at multiple levels simultaneously. From personalized travel planning and intelligent customer
service to strategic destination governance and sustainable tourism development, Al has become an
essential component of the contemporary tourism ecosystem. The growing integration of predictive
analytics, generative Al, and smart tourism technologies suggests that future competitiveness will
increasingly depend on organizations' ability to combine technological innovation with responsible
governance, human expertise, and sustainable management practices [5—20].

Benefits, Challenges and Strategic Implications of Artificial Intelligence Adoption in
Tourism

The rapid diffusion of artificial intelligence has fundamentally transformed the operational and
strategic landscape of the tourism industry. Unlike earlier digital technologies that primarily
automated isolated business processes, Al has become a comprehensive managerial instrument
influencing customer experience, organizational efficiency, destination governance, and long-term
competitiveness. The reviewed literature consistently demonstrates that artificial intelligence
generates value not only through technological innovation but also by supporting more adaptive, data-
driven, and customer-oriented business models [6—18].

Nevertheless, the implementation of Al should not be regarded as an exclusively technological
process. Successful digital transformation depends on the interaction between intelligent
technologies, organizational capabilities, employee competencies, regulatory frameworks, and
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ethical governance. Consequently, evaluating both the opportunities and the challenges associated
with Al adoption is essential for understanding its long-term contribution to sustainable tourism
development.

Strategic Benefits of Artificial Intelligence

The most frequently reported benefit of artificial intelligence concerns the substantial
improvement of operational efficiency. Tourism organizations routinely process enormous volumes
of information originating from reservation systems, payment platforms, customer reviews,
transportation services, social media interactions, and destination management databases. Al
technologies automate the collection, processing, and interpretation of these data, allowing managers
to make faster and more accurate strategic decisions while reducing administrative costs [15—18].

Artificial intelligence also significantly enhances customer experience through advanced
personalization. Modern Al systems continuously analyze customer preferences, purchasing
behavior, travel history, demographic characteristics, and online interactions to recommend
destinations, accommodation, transportation, and leisure activities that correspond to individual
expectations. Such personalized services not only increase customer satisfaction but also strengthen
loyalty and improve long-term customer relationship management [8—18].

Another important strategic contribution of Al relates to managerial decision-making. Machine
learning algorithms support tourism organizations by forecasting demand, optimizing pricing
strategies, predicting customer behavior, identifying emerging market trends, and evaluating business
performance under different economic scenarios. Rather than relying exclusively on historical
statistics, tourism managers increasingly utilize predictive analytics to anticipate future developments
and reduce uncertainty within highly dynamic tourism markets [15-18].

Artificial intelligence further contributes to sustainable tourism development by supporting
evidence-based destination management. Real-time monitoring of visitor movements, environmental
indicators, transportation systems, and tourism infrastructure enables destination management
organizations to improve resource allocation, reduce overcrowding, and enhance the overall quality
of tourism services. Consequently, Al contributes simultaneously to economic efficiency,
environmental sustainability, and visitor satisfaction [5, 15-18].

Table 4 — Strategic Benefits of Artificial Intelligence Adoption in Tourism (developed by
the authors)

Strategic Dimension | Al Contribution Expected Organizational

Outcomes
. Personalized recommendations, Higher satisfaction and customer
Customer Experience - s
multilingual assistance loyalty

Reduced operating costs and
improved efficiency
Predictive demand forecasting and | Higher profitability and optimized

Business Operations Automation of routine processes

Revenue Management

dynamic pricing resource allocation
Marketing Al-driven cu§tomer segrpentation Improved conversion rates and
and personalized campaigns stronger customer engagement
Destination Real-time monitoring and Sustainable tourism planning and
Management predictive analytics improved governance
Strategic Decision- Data-driven forecasting and Better managerial decisions and
Making business intelligence organizational resilience

Source: Developed by the authors based on the literature review [5—18].
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Table 4 demonstrates that the strategic value of artificial intelligence extends far beyond process
automation. Al simultaneously supports operational management, customer relationship
management, marketing, destination governance, and organizational strategy. This multidimensional
influence explains why artificial intelligence is increasingly recognized as one of the principal drivers
of digital transformation within the global tourism industry. Rather than replacing existing
management systems, Al strengthens organizational capabilities by enabling faster learning, more
accurate forecasting, and evidence-based strategic planning.

4.2 Challenges and Risks of Artificial Intelligence Implementation

Despite its considerable advantages, artificial intelligence also introduces numerous challenges
that may limit successful implementation if not adequately addressed. Most of these challenges are
organizational rather than technological, requiring tourism enterprises to develop new governance
mechanisms, strengthen digital competencies, and establish responsible Al management practices.

One of the most significant concerns relates to data privacy and cybersecurity. Al systems rely
on continuous access to large quantities of personal information, including travel histories, payment
details, geolocation data, and customer preferences. Inadequate protection of these data may expose
organizations to financial losses, legal liabilities, and reputational damage while reducing customer
confidence in digital tourism services [8—18].

Algorithmic transparency represents another important challenge. Machine learning systems
frequently operate as "black-box" models whose decision-making processes remain difficult to
interpret. Biased or incomplete datasets may generate discriminatory recommendations or inaccurate
forecasts, affecting both organizational performance and customer trust. Recent discussions
surrounding generative Al have further emphasized the importance of verifying Al-generated
information before it is communicated to travelers [9—-14].

The successful adoption of Al also depends on organizational readiness. Many tourism
enterprises, particularly small and medium-sized businesses, experience difficulties associated with
limited financial resources, inadequate technological infrastructure, and shortages of qualified
personnel. Although Al reduces repetitive administrative work, it simultaneously increases demand
for employees possessing digital literacy, analytical thinking, and interdisciplinary problem-solving
skills. Consequently, workforce development has become one of the most critical factors determining
the long-term success of Al implementation.

Ethical considerations have received increasing attention within contemporary tourism
research. Responsible Al requires transparency, accountability, fairness, and respect for human
autonomy. Tourism organizations must ensure that intelligent systems do not manipulate consumer
behavior, reinforce cultural stereotypes, or violate intellectual property rights. Maintaining an
appropriate balance between technological automation and human judgement therefore remains an
essential principle of responsible digital transformation.

Table 5 — Major Challenges of Artificial Intelligence Adoption and Recommended
Management Responses (developed by the authors)

Challenge Potential Impact Recommended Response
Data privacy Loss of customer trust Strong data governance and cybersecurity policies
e Inaccurate or unfair Continuous algorithm evaluation and human
Algorithmic bias . ..
recommendations supervision

Table 5 (continued)
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Continuation of Table 5

Al Misinformation and . .
o ot Expert verification of Al-generated content
hallucinations reduced credibility
High .. . . .
. ‘& ) Slow digital Phased implementation strategies and government
implementation .
transformation support
costs
Skills shortages Low. organizational ConFir%uous employee education and digital
readiness reskilling
Ethical and legal | Reputational and Responsible Al governance and transparent
issues regulatory risks policies

Source: Developed by the authors based on the literature review [6—18].

Table 5 indicates that most barriers to Al adoption originate from managerial, organizational,
and regulatory factors rather than from the technology itself. This finding suggests that investments
in digital infrastructure alone are insufficient to ensure successful Al implementation. Sustainable
digital transformation requires a comprehensive strategy integrating technological innovation,
organizational learning, workforce development, cybersecurity, ethical governance, and continuous
performance evaluation.

Overall, the reviewed studies demonstrate that the long-term benefits of artificial intelligence
considerably outweigh its associated risks. However, maximizing these benefits requires tourism
organizations to adopt Al as part of a broader organizational transformation rather than as an isolated
technological solution. Enterprises capable of integrating intelligent technologies with responsible
governance, human expertise, and strategic management are expected to achieve stronger competitive
positions within the rapidly evolving global tourism industry.

Future Directions for Artificial Intelligence-Driven Tourism Development in
Kazakhstan

The accelerating digital transformation of the global tourism industry creates significant
opportunities for Kazakhstan to strengthen its position as an emerging tourism destination through
the adoption of artificial intelligence. During the past decade, the country has implemented a number
of national initiatives aimed at digital modernization, including the development of e-government
services, smart city projects, digital infrastructure, and innovation ecosystems. These developments
provide a favorable foundation for integrating Al technologies into tourism management, destination
marketing, and hospitality services [19-24].

Kazakhstan possesses considerable tourism potential due to its diverse natural landscapes,
historical heritage, cultural attractions, and strategic geographical location along major international
transport corridors. Destinations such as Turkistan, Astana, Almaty, Burabay National Park, Charyn
Canyon, and the Caspian coastal region attract increasing numbers of domestic and international
visitors every year. However, the effective management of these destinations requires more advanced
digital solutions capable of improving visitor experiences while ensuring sustainable resource
utilization [21-24].

Recent international studies demonstrate that countries successfully implementing artificial
intelligence in tourism have achieved improvements not only in customer satisfaction but also in
destination competitiveness, investment attractiveness, and tourism governance [5, 19, 20]. These
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findings suggest that Kazakhstan could substantially benefit from integrating Al technologies into its
national tourism development strategy.

One of the highest priorities involves the creation of integrated national smart tourism
platforms. At present, tourism information is often distributed across multiple independent websites
and reservation systems, making travel planning relatively fragmented for visitors. Al-powered
digital platforms could integrate accommodation, transportation, cultural attractions, event calendars,
weather information, and tourism services within a single intelligent environment. Such platforms
would enable tourists to receive personalized recommendations based on their interests, travel
budgets, preferred transportation methods, and available travel time.

Artificial intelligence may also contribute significantly to destination management. Real-time
analysis of tourist movements, accommodation occupancy, transportation demand, and visitor
behavior would allow local authorities to anticipate overcrowding, optimize infrastructure utilization,
improve emergency response planning, and support more sustainable tourism policies. Rather than
reacting to tourism challenges after they occur, destination management organizations could
increasingly rely on predictive analytics to support proactive decision-making [15-20].

Another promising direction concerns multilingual digital services. Kazakhstan actively
promotes itself as an international tourism destination; therefore, effective communication with
foreign visitors represents an important competitive advantage. Al-powered virtual assistants capable
of communicating in Kazakh, English, Russian, Chinese, Turkish, Arabic, and other major languages
could substantially improve accessibility, simplify travel planning, and enhance visitor satisfaction.
Recent advances in generative artificial intelligence make such multilingual communication
increasingly practical and economically feasible [9—-14].

The hospitality sector likewise presents considerable opportunities for Al implementation.
Hotels can employ intelligent systems for automated check-in and check-out procedures, personalized
guest services, dynamic pricing, predictive maintenance of facilities, energy management, and
customer relationship management. Restaurants may utilize Al-supported reservation systems,
demand forecasting, inventory optimization, and multilingual digital menus. Such innovations would
improve service quality while simultaneously reducing operational costs and increasing
organizational efficiency [6—18].

Marketing and destination promotion constitute another area where artificial intelligence could
generate substantial value. Generative Al allows destination management organizations to create
multilingual promotional campaigns, personalized digital advertisements, virtual destination
presentations, and interactive travel content with significantly greater efficiency than conventional
marketing approaches. Combined with predictive analytics, these technologies enable tourism
organizations to target specific customer segments more accurately and improve international
destination visibility [9—-14].

Despite these opportunities, successful implementation of Al within Kazakhstan's tourism
industry requires addressing several structural challenges. Continued investment in digital
infrastructure, high-speed internet connectivity, cloud computing services, cybersecurity, and open
tourism data remains essential. Equally important is the development of human capital capable of
managing intelligent technologies. Universities and tourism education institutions should
increasingly incorporate artificial intelligence, data analytics, digital marketing, and smart tourism
into tourism management curricula in order to prepare future professionals for the rapidly changing
labor market.
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Strong collaboration between government institutions, universities, tourism enterprises,
technology companies, and research organizations will also be necessary. Artificial intelligence
should not be implemented independently by individual organizations but rather through coordinated
national strategies that encourage innovation, knowledge sharing, and digital entrepreneurship across

the tourism ecosystem.

Table 6 — Priority Directions for Artificial Intelligence Development in Kazakhstan's
Tourism Industry (developed by the authors)

Priority Area | Recommended Al Solutions Expected Outcomes
National ) o ..
tourism Al-powered travel planning and | Improved accessibility and visitor
u ) ) .
integrated booking systems convenience
platform
. Predictive analytics, visitor flow : .
Destination o Y .. Sustainable tourism development and
monitoring,  GIS-based  decision . .
management efficient resource allocation
support
Hospitality Smart  hotels, dynamic pricing, | Higher service quality and operational
sector intelligent CRM systems efficiency
Tourism Generative Al, multilingual content | Stronger international competitiveness
marketing creation, predictive customer analytics | and destination promotion
Cultural Al-supported virtual museums, | Increased attractiveness of cultural
heritage augmented reality, digital interpretation | tourism
Tourism Al literacy, digital skills development, | Better workforce preparedness for
education interdisciplinary training digital transformation

Source: Developed by the authors based on the literature review [5—-24].

Table 6 indicates that the future development of Al in Kazakhstan should not be limited to the

automation of individual tourism services. Instead, artificial intelligence should be incorporated into
a comprehensive national tourism ecosystem connecting government agencies, tourism enterprises,
educational institutions, technology providers, and local communities. Such an integrated approach
would maximize the economic and social benefits of digital transformation while supporting
sustainable tourism development.

National Digital Transformation
v
Artificial Intelligence Technologies

| | | |
v v v v

Tourism  Hospitality Destination Digital

Marketing  Industry Management Education
L 1 ] |
v
Sustainable Tourism Development
v

Higher Competitiveness ¢ Better Visitor Experience
Smarter Governance * Economic Growth
Figure 2 — Conceptual Framework for AI-Driven Tourism Development in Kazakhstan
(developed by the authors)
Source: Developed by the authors.
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The conceptual framework presented in Figure 2 illustrates that artificial intelligence should be
regarded as a cross-cutting driver of tourism development rather than a standalone technological
solution. The integration of Al into marketing, hospitality, destination management, and education
creates mutually reinforcing effects that improve service quality, strengthen institutional capacity,
and increase the international competitiveness of Kazakhstan's tourism sector. Consequently, future
tourism policies should emphasize ecosystem-based digital transformation supported by innovation,
public-private partnerships, and continuous investment in human capital.

The future of Kazakhstan's tourism industry will increasingly depend on its ability to integrate
artificial intelligence into national tourism strategies, organizational management, and visitor
services. If implemented responsibly and systematically, AI can become one of the key factors
supporting sustainable tourism development, strengthening international competitiveness, and
positioning Kazakhstan as one of Central Asia's leading smart tourism destinations.

Conclusion

The rapid advancement of artificial intelligence has become one of the defining drivers of
digital transformation in the global tourism industry. As demonstrated throughout this study, Al is no
longer limited to automating routine operational tasks but has evolved into a comprehensive
technological ecosystem capable of supporting strategic decision-making, enhancing customer
experience, improving organizational performance, and facilitating sustainable destination
management. The integration of machine learning, natural language processing, big data analytics,
computer vision, and generative artificial intelligence has fundamentally reshaped the way tourism
organizations interact with travelers and manage increasingly complex business environments [1—
24].

The literature reviewed in this article demonstrates that the implementation of artificial
intelligence creates value across every stage of the tourism value chain. Customer-oriented
applications, including intelligent chatbots, virtual assistants, and recommendation systems,
significantly improve communication, personalize travel experiences, and increase customer
satisfaction. At the organizational level, Al enables tourism enterprises to optimize pricing strategies,
forecast demand, automate administrative processes, and strengthen managerial decision-making
through predictive analytics. At the destination level, intelligent technologies contribute to
sustainable tourism planning by supporting visitor flow management, infrastructure optimization, and
evidence-based policy development [5—18].

One of the principal findings of this review is that the impact of artificial intelligence extends
well beyond technological innovation itself. Contemporary Al should be regarded as a strategic
organizational capability that supports digital transformation, business resilience, and long-term
competitiveness. The reviewed studies consistently indicate that organizations achieve the greatest
benefits when Al is integrated into broader business strategies rather than implemented as isolated
technological solutions. Consequently, successful Al adoption requires not only advanced digital
infrastructure but also organizational readiness, effective leadership, employee competencies, and
responsible governance.

The analysis also confirms that generative artificial intelligence represents a new stage in the
evolution of tourism technologies. Large language models have considerably expanded the
capabilities of traditional Al by enabling intelligent travel planning, multilingual communication,
automated content generation, and personalized customer interaction. These developments are
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expected to transform tourism marketing, destination promotion, and customer relationship
management over the coming years. Nevertheless, the reviewed literature emphasizes that generative
Al should complement rather than replace human expertise, particularly in areas requiring cultural
interpretation, ethical judgement, and authentic hospitality experiences [9—14].

Despite the considerable advantages associated with Al implementation, this study also
identifies several important challenges that continue to influence the pace of digital transformation
within tourism. Data privacy, cybersecurity, algorithmic transparency, implementation costs,
workforce adaptation, and ethical concerns remain significant barriers for many tourism
organizations. Addressing these challenges requires integrated governance frameworks combining
technological innovation with legal regulation, organizational learning, human resource development,
and continuous monitoring of Al performance. Therefore, the future success of artificial intelligence
will depend not only on technological progress but also on the ability of tourism stakeholders to
ensure responsible and transparent Al governance [6—18].

For Kazakhstan, artificial intelligence presents a unique opportunity to accelerate the
modernization of the national tourism industry. The country's ongoing digital transformation,
combined with its rich cultural heritage, diverse natural attractions, and growing tourism
infrastructure, provides favorable conditions for the implementation of Al-powered tourism services.
Intelligent destination management systems, multilingual virtual assistants, predictive analytics,
smart hospitality solutions, and Al-supported tourism marketing could significantly improve visitor
experiences while strengthening the international competitiveness of Kazakhstan as an emerging
tourism destination [19-24].

An important contribution of this article lies in the systematization of contemporary scientific
knowledge concerning artificial intelligence in tourism. Unlike studies focusing on individual
technologies, this review integrates theoretical perspectives, practical applications, strategic benefits,
implementation challenges, and future development opportunities into a unified analytical
framework. Furthermore, the author-developed tables and conceptual models presented throughout
the paper provide a structured classification of Al technologies, their applications, strategic
implications, and future priorities for Kazakhstan's tourism sector. These analytical syntheses may
serve as a useful reference for researchers, tourism practitioners, policymakers, and educational
institutions interested in digital transformation and smart tourism development.

The practical implications of this research extend to multiple stakeholder groups. Tourism
enterprises may utilize the presented findings to support Al implementation strategies and improve
operational efficiency. Destination management organizations can employ predictive analytics and
intelligent decision-support systems to strengthen sustainable tourism governance. Higher education
institutions may use the proposed framework to modernize tourism curricula by integrating artificial
intelligence, data analytics, and digital tourism management into professional training programs.
Finally, public authorities may consider the identified strategic priorities when developing national
tourism policies and digital innovation initiatives.

Future research should move beyond conceptual discussions toward empirical investigation of
Al implementation within specific tourism contexts. Comparative studies examining Al adoption
across different countries, quantitative analyses of customer acceptance of intelligent tourism
technologies, and case studies evaluating the effectiveness of Al-powered destination management
systems would substantially expand current academic knowledge. Additional research is also needed
to investigate ethical governance, explainable artificial intelligence, human-AlI collaboration, and the
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long-term socioeconomic effects of Al on tourism employment and sustainable destination
development.

In conclusion, artificial intelligence is expected to remain one of the most influential
technological forces shaping the future of global tourism. Organizations and destinations that
successfully combine intelligent technologies with responsible governance, innovation, human
expertise, and customer-centered management will be better positioned to achieve sustainable
competitiveness in the increasingly digital tourism economy. For Kazakhstan, the strategic
integration of artificial intelligence into tourism policies, business practices, and destination
management represents not only a technological opportunity but also an important pathway toward
strengthening the country's position within the international tourism market.
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'Opranblk A3us HHHOBalUsUIBIK YHUBepcuTeTi, (Ka3zakcran, IpiMkeHT)

20n-Dapabu aTeiHarbl Kazak yITTHIK YHUBEPCUTET]

(Kazakcran, Anmarser), E-mail: adilbek moldir2@live.kaznu.kz

*AObu1alt XaH aThiHAaFrbl Ka3zak xanbIKapaliblK KaThIHACTAp JKOHE 9JIEM TUIEpl YHUBEPCUTETI
(Kazakcran, Anmarsr)

TYPH3M HHIYCTPHACBIH/IA JKACAH/IbI HHTE/IVIEKTTI ITAH/TAJIAHY

Anoamna. Maxanaoa mypusm uHOYCMPUACLIHOA HCACAHObL UHMEILIEKM MeXHON02UIAPbIH
KOJOaHYObly MeopusiblK Hezizoepi, Hecizei Oazvlmmapvl JicoHe Kazipei odamy ypoicmepi
Kapacmulpbliadsl. Kacanovl unmenniexmmiy MAUWUHATLIK OKbIMY, maougu mindi eHoey, ViKeH
oepexmepoi manoday, KOMHbIOMEPIIK KOPY JHCIHE 2eHepamuemi Hacanobl UHMELLeKm CUKNbL
Hez2i32l MeXHONO2UANAPbINGIY MYPUSM CANACLIHOARbl poai mandanzaH. Typusmoezi dcacanovl
UHMENIeKMMIY MYMbIHYWbLIAPEA Kbl3Mem KOpcemy canacblh apmmulpyoagel, busnec-npoyecmepoi
OHMAUIAHOBLIPYOA&bl, MAPKEMUHE MUIMOLLICTH HCOLAPBLIAMYOA=bL HCIHE CMAPM-0eCMUHAYUALAPObL
oamvimyoazvl MymKiHOikmepi oicytieneneer. CoHbIMeH Kamap dHcacanHObl UHMeNIeKmmi eneizyee
batiianvicmel depexmep Kayincizoiel, aneopummoepoiy aublKmulebl, IMUKATILIK Macenenep, KaopiblK
0aAPIbIK HCIHE YUDPAbIK UHDPAKYPBIIbIM CUAKMbL He2i3el mayeKenoep Kapacmulpblizat. 3epmmey
Homuoicecinoe Kazaxcmannvly mypusm canacvblHoa Hcacanobl UHMENNEKM MeXHON0SUANAPbIH
eHei3y0iy bacvim Oazbimmapsbl AUKLIHOANLIN, YAMMbIK MYPUSMHIY MYpakmel O0aMybl MeH
Xanvlkapanvlk bacekeze Kabinemminicin apmmuolpy2a 0A2blMmMan2an YColHblcmap oepineen.
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Kinm ce3dep: dcacanovr unmeniekm, mypusm UHOYCMpUsCol, CMAPM-mMypusm, eeHepamuemi
acacanovl  unmennexkm, ChatGPT, yaken Oepekmep, MAWUHATLIK — OKbIMY,  YUQDPIbIK
mpancghopmayus, mypusmoi backapy, Kasaxcman.

A. PU3AXO/’KAEB, M. A/IWJIBEK*2, M. KYbAHOBA?, b. .KYbAHOBA?
'[lenTpasibHO-A3MATCKUN HHHOBALIMOHHBIN YHUBepcuteT, (Kazaxcran, [1IsiMkeHT)
?Ka3axcKuil HallMOHAJIbHBI YHUBEPCUTET UMEHU alib-Dapadbu

(Kazaxcran, Anmartsel), E-mail: adilbek moldir2@live kaznu.kz

*Ka3axckuil YHUBEPCUTET MEXIYHAPOJIHBIX OTHOIICHUI M MUPOBBIX S3BIKOB UMEHHM AObLTai
xaHa, (Ka3zaxcran, Anmarsl)

HCIIOJTb30BAHHE HCKYCCTBEHHOI'O HHTEJIZIEKTA B TYPHCTHYECKOH
HH/]YCTPHH

Annomayun. B cmamve paccmampuearomcs meopemudeckue OCHOBbl, COBPEMEHHblE
HanpaeieHuss NpUMeHeHus U HNePCRneKMuUebl  pa3eumusi UCKYCCMBEHHO20 UHMELIeKma 6
mypucmuyeckot unoycmpuu. Ilpoananuzuposana poib KIHUesblX MeXHOL02UU UCKYCCIMBEHHO20
uUHmMenIeKma, 6KIUAs. MAWUHHOe 0byueHue, 00pabomKy ecmecmeeHH020 A3bIKA, AHAIU3 OOTLUUX
OQHHBIX, KOMNbIOMEPHOE 3peHue U 2eHEPAMmuBHblll UCKYCCMBEHHbIL UHMELIeKm, 8 Yupposoll
mpancopmayuu  mypucmuyeckou ompacau. Cucmemamuzuposanvl  OCHOBHblE — 001ACHMU
NPUMEHEHUs. UCKYCCMBEHHO20 UHMEIeKMA 6 OOCIYHCUBAHUU MYPUCMO8, YNPAGIeHUU OuHec-
npoyeccamu, MapKemuuee, UHMELIeKMYAIbHOM YAPAGIeHUU MYPUCMCKUMU OeCTMUHAYUAMU U
yemouyugom  passumuu  mypuzma. Ocoboe 6HUMaHUE YOEIeHO NPeuUMyuecmeam 6HeOpeHUs.
UCKYCCMBEHHO20 UHMENIEKmMAa, d MAakKice CYuWecmsylowum npooiemMam, CEA3aHHbIM C 3auWumot
OQHHBIX, ANCOPUMMUYECKOL NPO3PAYHOCIBIO, IMUYECKUMU ACHEeKMAMU U YPOGHEM YUDpoesoll
eomosrocmu  opeanuzayui. Ha ocnose nposedennoco ananuza onpeoeieHvl npuopumenmuvle
HanpaesieHust BHeOPEHUsL UCKYCCMBEHHO20 UHMEIEKMA 6 mypucmuyeckyio ompaciv Kazaxcmana u
NPeONOIHCEHbl PEKOMEHOAYUY NO NOBLIUEHUIO ee KOHKYPEHMOCHOCOOHOCIU 8 YCI08USX YUPPOBOTl
IKOHOMUKU.

Knrwouesvie cnosa: uckyccmeenuviii uHmMe1eKm, mypucmu4eckas UHOYCmpust, YMHbIl MYpPU3M,
2ceHepamuenblil uckyccmeenuwii unmennekm, ChatGPT, 6onvuwue oanuvie, mawunnoe obyuenue,
yugpposas mpancghopmayus, ynpasienue mypusmom, Kazaxcman.
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