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ABSTRACT
This study investigates the adoption and impact of Generative
Article History Artificial Intelligence (GenAl) in tourism marketing, exploring the
intersection of technology performance, user adoption, and task
Submitted: suitability through the dual perspectives of emerging talent and

22 September 2025 | established professionals. A multi-method research design was

Reviewed: employed, combining a Pre-Experimental Designs With Intact-
27 March 2026 Group Comparison Model with higher education tourism students

Accepted: . . . 1 s e

| April 2026 and semi-structured interviews with industry practitioners. The

Published: experiment compared the performance of a control group against
15 May 2026 an Al-prompted group on standardized marketing tasks. The

interviews explored real-world adoption drivers, guided by an
integrated framework of Task-Technology Fit (TTF) and the Unified
Theory of Acceptance and Use of Technology (UTAUT). Experimental results demonstrate
that GenAl significantly enhances efficiency across all tasks. However, its impact on quality
is task-dependent: it modestly improves long-form text, has a neutral effect on short-form
content, and markedly decreases the quality of visual design outputs. The qualitative
findings reveal that practitioner adoption is primarily driven by high TTF and strong
Performance Expectancy. The study also identifies Effort Expectancy, Social Influence, and
Facilitating Conditions as key factors, while highlighting Digital Literacy as a critical,
overarching moderator that governs the effective utilization of Al tools. The study advocates
for a fundamental shift in tourism education and professional development toward
fostering critical Al literacy to ensure technology is leveraged as a collaborative tool that
augments, rather than compromises, strategic and creative quality.
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INTRODUCTION

A significant technological shift is underway, reshaping the contours of the
digital world and, by extension, the industries that thrive within it. The last decade
has been characterized by remarkable strides in Artificial Intelligence (Al), moving
from a background force optimizing business decisions to a direct, accessible
collaborator in our daily tasks (Celiktutan et al., 2024a). This transition has been
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powerfully accelerated by the recent emergence and widespread public adoption of
Generative Artificial Intelligence (GenAl). Unlike their predecessors, which were
primarily analytical, these new tools are fundamentally creative. Platforms such as
ChatGPT, Midjourney, and DALL-E2 are engineered to generate novel content from
sophisticated text and computer code to intricate images based on simple human
prompts (Celiktutan et al., 2024a).

The arrival of ChatGPT in November 2022 marked a pivotal moment in this
evolution. Its user-friendly interface and free accessibility democratized advanced
Al, making it available to a global audience without the need for specialized
expertise (Celiktutan et al.,, 2024a). The platform’s growth was nothing short of
explosive, attracting over a million users within its first five days of launch a
testament to its perceived utility and intuitive design (Dwivedi et al., 2023a). This
rapid integration of GenAl into everyday life, from drafting business contracts and
writing poetry to developing complex marketing plans, has solidified its role as a
versatile and powerful assistant (Celiktutan et al., 2024a; Dwivedi et al., 2023a).
Consequently, this diffusion has ignited vigorous debates across academic, scientific,
and corporate spheres regarding the ethical boundaries and acceptable applications
ofthis technology (Acar, 2024a; Celiktutan et al., 2024a). For the marketing industry,
in particular, the consensus is that we have entered a "transformative era," where
the very foundations of content creation, customer engagement, and strategic
planning are being reimagined (Gupta et al., 2024).

Nowhere are the reverberations of this technological wave felt more keenly
than in the tourism sector. An industry built on storytelling, inspiration, and
personalized experiences, tourism has shown considerable enthusiasm for the
potential that Al, machine learning, and now GenAl tools bring to its dynamic
ecosystem (Dwivedi et al., 2023a). The capacity of GenAl to streamline core
marketing functions from initial ideation and market research to the final
generation of content presents an opportunity for unprecedented efficiency, freeing
human marketers from repetitive tasks to focus on higher-level strategy (Gupta et
al,, 2024).

The applications within tourism marketing are both broad and deep. At its most
fundamental level, GenAl addresses the relentless demand for fresh, engaging
promotional material. Marketers can now produce content at a scale previously
unimaginable, generating compelling product descriptions, insightful blog articles,
and timely social media updates with remarkable speed (Gupta et al., 2024). Beyond
mere volume, these tools can enhance quality and effectiveness; for instance,
ChatGPT can generate captivating headlines for campaigns or strategically weave in
keywords to optimize content for search engines (Carvalho & Ivanov, 2024; Dwivedi
et al., 2023b). By integrating these Al systems with a brand's unique voice and style
guides, organizations can ensure remarkable consistency across all communication
channels (Carvalho & Ivanov, 2024).

Perhaps the most heralded capability of GenAl in this context is its power to
facilitate "hyperpersonalization." By analyzing vast datasets of customer behavior,
past interactions, and stated preferences, these tools can yield profound insights
that allow marketers to craft bespoke messages (Gupta et al.,, 2024). This moves
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beyond simple segmentation into a realm where advertisements, email campaigns,

and even loyalty programs are dynamically tailored to the individual, dramatically
increasing the likelihood of resonance and conversion (Carvalho & Ivanov, 2024;
Gupta et al,, 2024). The technology also serves as a powerful analytical engine.
Marketers can leverage ChatGPT to sift through customer conversations from social
media, review sites, and chatbots, identifying emerging trends, gauging sentiment,
and pinpointing areas for service improvement (Aldaihani et al.,, 2024; Gupta et al,,
2024). This analytical prowess extends to broader market research, where GenAl
can help agencies identify core customer segments or even pinpoint promising
influencers for collaboration (Celiktutan et al., 2024a).

From a strategic standpoint, GenAl acts as a valuable partner in campaign
development, assisting with brainstorming and refining strategic approaches to
enhance cross-selling, up-selling, and lead generation (Carvalho & Ivanov, 2024;
Gupta et al., 2024). The ability of these platforms to process and synthesize
enormous volumes of information equips tourism managers and policymakers with
a tool to bolster their decision-making, potentially leading to a significant
enhancement of a company’s or a destination's competitive edge (Carvalho &
Ivanov, 2024).

The operational benefits for the tourism industry are equally compelling. GenAl
can power real-time, responsive dialogues with customers, managing bookings and
fielding traveler inquiries with human-like proficiency (Gupta et al., 2024; Issakov
et al.,, 2024a). It can automate concierge services, providing guests with instant
access to directions or local information, and even offer multilingual support to
break down communication barriers (Carvalho & Ivanov, 2024; Dwivedi et al,,
2023a; Issakov et al,, 2024a). For the traveler, this technology offers a personalized
trip-planning assistant, capable of generating bespoke itineraries based on their
unique interests (Carvalho & Ivanov, 2024; Dwivedi et al., 2023a). For Destination
Marketing Organizations (DMOs), the applications are transformative, from
analyzing travel blogs to understand a destination's popular attributes to managing
tourist flows in real-time by suggesting itineraries that guide visitors to less
congested areas (Carvalho & Ivanov, 2024).

However, the rapid proliferation of such a disruptive technology creates a
critical challenge that lies at the heart of this research: understanding its adoption
and impact on both the future and current workforce. It is simply unrealistic to
expect that individuals whether they are students preparing to enter the industry or
seasoned professionals already in it will abstain from using tools that offer such
clear advantages (Celiktutan et al., 2024b). This reality has sent tremors through
educational systems, which are now grappling with how to adapt (Tala et al., 2024).
Initial reactions from some institutions to ban platforms like ChatGPT have largely
given way to a more progressive exploration of how GenAl can, in fact, enrich the
learning process (Acar, 2024a). There is a growing recognition that to ignore this
technology is to graduate students ill-prepared for a professional world where Al
proficiency is fast becoming a key competency sought by employers (Acar, 2024a).

When thoughtfully integrated, GenAl can offer personalized, 24/7 academic
support, allowing learners to engage with course material at a pace and depth that
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suits their individual needs (Acar, 2024a; Dwivedi et al, 2023a). Yet, this
opportunity is shadowed by a significant risk: the potential for over-reliance on
these tools to erode students' foundational skills in critical thinking, creative
problem-solving, and original analysis (Acar, 2024a; Dwivedi et al., 2023a; Iskender,
2023). Therefore, the onus is on educators not to prohibit, but to guide. They must
restructure curricula to foster a new kind of literacy the ability to collaborate
effectively with machines, to critically evaluate Al-generated output, and to
understand the inherent limitations and biases of these systems (Carvalho & Ivanov,
2024; Dwivedi et al.,, 2023a).

This same imperative extends to established professionals. Within the
corporate world, GenAl usage is already most prevalent in marketing and sales
departments (Celiktutan et al., 2024a). For managers, integrating this technology is
not a simple plug-and-play solution. It requires a deep understanding of how GenAl
reshapes workflows and a strategic approach to upskilling their teams to foster
seamless human-machine collaboration (Gupta et al., 2024; Issakov et al., 2024b). A
delicate equilibrium must be maintained. As organizations embrace automation,
they must be wary of sacrificing the authentic human touch that underpins strong
customer relationships (Gupta et al., 2024). Indeed, emerging research suggests that
customers may devalue services if they perceive a lack of human contribution in Al-
assisted outputs (Celiktutan et al., 2024a).

Furthermore, practitioners must act as vigilant validators of GenAl content,
ensuring its accuracy and alignment with brand messaging, as an uncritical reliance
on these tools can lead to factual errors or generic, uninspired marketing (Gupta et
al, 2024). Navigating this new terrain involves complex considerations of
transparency, data privacy, and ethical responsibility (Gupta et al., 2024). Theories
of technology adoption, such as the Technology Acceptance Model (TAM), provide a
useful lens for understanding the factors like perceived usefulness and ease of use
that will influence how readily these tools are embraced within organizations
(Gupta et al,, 2024). To ignore GenAl is to risk obsolescence, yet to adopt it without
foresight is to risk alienating customers and diluting brand identity.

Erdés et al.,, (2025) in their research, that research related to Al in tourism has
been widely discussed under the theme of Marketing & Consumer Engagement
(Giotis & Papadionysiou, 2022; Leung, 2020; Chen et al., 2022b; Li et al., 2024);
Sujood & Pancy, 2024; Blanco-Moreno et al., 2024). However, the focus is limited to
Al-driven market segmentation, targeted advertising, sentiment analysis of reviews,
eWom stimulation, immersive experience marketing, and social media emotional
analysis for marketing decisions. Not much research discusses experiments on the
use of GenAl in tourism marketing learning practices. This study, therefore, is
positioned at the intersection of this technological disruption and its human
implications, exploring how both students and practitioners in tourism marketing
are navigating the transition from traditional tasks to tech-augmented futures.

Despite the increasing attention on the role of GenAl in transforming tourism
marketing, there remains a significant gap in the literature regarding its empirical
assessment, particularly in terms of its impact on marketing tasks and the factors
driving its adoption. This study addresses this gap by comparing two distinct
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contexts: the controlled, task-oriented use of GenAl by students and the more

holistic, strategy-driven application by tourism marketing practitioners.
Accordingly, the research has three main objectives. First, to experimentally
evaluate the extent to which GenAl influences student performance in completing
tourism marketing tasks. Second, to identify the key applications, benefits, and
challenges experienced by practitioners when leveraging GenAl in real-world
tourism marketing strategies. Third, to apply an integrated TTF and UTAUT
framework to examine the adoption drivers of GenAl across both groups. Through
this approach, the study aims to provide theoretical and practical insights into how
GenAl is reshaping tourism marketing education and professional practice.

LITERATURE REVIEW

Generative Al in Tourism Marketing

The rise of Generative Artificial Intelligence (GenAl) has triggered a paradigm
shift, reshaping creative and professional domains with tools such as ChatGPT and
Midjourney. Far from being a minor technological upgrade, GenAl functions as a
transformative force in digital and tourism marketing (Celiktutan et al., 2024a;
Dwivedi et al., 2023a; Gupta et al,, 2024a). At its core, this technology generates
novel and relevant content by synthesizing vast datasets from literature, art, and
music (Gupta et al., 2024a). Its rapid adoption has fostered intense scholarly and
industry dialogue, highlighting both the potential and the challenges for current
professionals as well as future practitioners (Celiktutan et al., 2024a).

One of the main drivers of interest in GenAl lies in its ability to enhance
marketing functions through advanced content creation and personalization.
Frequently labeled as a “game-changer,” it allows marketers to produce tailored and
diverse content from detailed product descriptions to persuasive social media posts
on an unprecedented scale (Carvalho & Ivanov, 2024; Gupta et al., 2024a). ChatGPT,
for example, not only supports content writing but also assists with campaign
brainstorming, headline crafting, and search engine optimization (Carvalho &
Ivanov, 2024; Gupta et al., 2024a). On the visual side, platforms like DALL-E2 and
Midjourney produce creative imagery for campaigns (Celiktutan et al, 2024a;
Dwivedi et al,, 2023a; Gupta et al,, 2024a), while major platforms such as Google,
Meta, and TikTok have integrated GenAl to dynamically assemble ads (Hocutt,
2024).

Beyond content, GenAl enables hyperpersonalization by analyzing massive
consumer datasets to deliver individualized recommendations. This capacity
extends from generating targeted advertisements and loyalty programs (Carvalho
& Ivanov, 2024; Gupta et al,, 2024a; Gupta et al., 2024b) to processing unstructured
data, such as social media comments or chatbot interactions, for actionable insights
(Gupta et al., 2024a). Firms can thus adjust offerings in near real-time and anticipate
market trends (Aldaihani et al., 2024; Gupta et al.,, 2024a). Marketing agencies
increasingly employ GenAl for deeper consumer and market analysis (Celiktutan et
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al, 2024a), while practitioners benefit from improved efficiency in designing
campaigns and qualifying leads (Carvalho & Ivanov, 2024; Gupta et al., 2024a).

The tourism industry, driven by experiences and inspiration, has been
especially receptive to GenAl (Dwivedi et al.,, 2023a; Gupta et al.,, 2024a). The
technology streamlines ideation, research, and content generation, saving
significant resources (Carvalho & Ivanov, 2024; Gupta et al., 2024a). For DMOs and
operators, GenAl ensures consistent promotional output aligned with brand tone
(Carvalho & Ivanov, 2024; Gupta et al., 2024a). It also supports personalized travel
planning through ChatGPT, which can recommend destinations, activities, and
accommodations, even creating itineraries adapted to budgets or dietary
preferences (Carvalho & Ivanov, 2024; Iskender, 2023). Customer service is
enhanced by Al-driven chatbots capable of managing bookings and resolving
complaints, as shown by KLM’s ChatGPT-powered system (Carvalho & Ivanov, 2024;
Issakov et al., 2024a; Gupta et al.,, 2024a). On a strategic level, DMOs use GenAl to
analyze digital footprints, manage tourist flows sustainably, and access Al-as-a-
Service (AlaaS) platforms that make the technology accessible to SMEs (Carvalho &
Ivanov, 2024).

Academic discourse reflects both enthusiasm and caution. Early works
emphasized GenAl’s potential in marketing transformation (Islam et al., 2024;
Dwivedi et al., 2023c; Gupta et al., 2024c) and mapped its applications and risks in
tourism (Carvalho & Ivanov, 2024; Raman et al.,, 2024). Empirical research has
highlighted ChatGPT-4’s utility in designing tours (Issakov et al., 2024a) and even
engaged Al as a research subject to confirm its potential in marketing and
personalization (Iskender, 2023). Adoption studies often use TAM (Technology
Acceptance Model) and TOE (Technology-Organization-Environment) frameworks
(Gupta et al., 2024a). However, scholars warn of risks including diminished human
connection, biased outputs, and content quality issues (Carvalho & Ivanov, 2024;
Gupta et al, 2024a). Transparency and human oversight are deemed crucial
(Dwivedi et al,, 2023a; Gupta et al., 2024a). Concerns over job displacement coexist
with the recognition of hybrid work models where Al augments human roles,
reinforcing the need for updated curricula to prepare tourism professionals for an
Al-driven future (Carvalho & Ivanov, 2024; Issakov et al., 2024a; Dwivedi et al,,
2023c). Overall, literature portrays GenAl as a transformative yet complex tool
whose adoption requires strategic and ethical consideration.

METHOD

This study adopts a multi-method research design to explore the integration of
GenAl (in this case using the ChatGPT platform) in tourism marketing. By combining
a quantitative approach, which is a Pre-Experimental Designs With Intact-Group
Comparison Model (Sugiyono, 2013) with higher education students and a
qualitative approach with in-depth interviews with industry practitioners, the
approach balances objective performance assessment with contextual professional
insights. This dual strategy bridges the classroom and workplace, offering a
comprehensive understanding of both emerging talent and real-world adoption.
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The study involves two key populations. The first, central to the experimental

phase, includes tourism and marketing students in higher education future
professionals whose early engagement with GenAl will shape industry practices. A
convenience sampling method was applied to access student cohorts for the
controlled experiment (12 students in the Al-Introduced Group/Experiment Group
and 8 in the Control Group). The second population comprises experienced tourism
marketing practitioners with direct use of Gen Al in their professional roles. Using
purposive sampling, the study targeted participants with relevant expertise to
provide rich insights into adoption challenges, task alignment, and the practical
impact of GenAl on their work.

The first phase employed a between-subjects Pre-Experimental Designs With
Intact-Group Comparison Model to assess the effect of GenAl on tourism marketing
tasks. Students were divided into a Control Group and an Experimental Group, each
completing three authentic assignments in 1 - 3 hours: (1) a 500-word tourism blog
post on a trending topic, (2) social media content for a product launch campaign,
and (3) a promotional flyer concept. The Control Group used conventional methods
without GenAl, while the Experimental Group was given information about specific
tools and encouraged to apply them. The students’ outputs served as the primary
dataset for comparative performance analysis.

The second phase adopted a qualitative approach through semi-structured
interviews with purposively selected two tourism marketing practitioners those
who come from the tourism industry, as a marketing supervisor (Salma) and
marketing executive (Riris), and have been using GenAl in their companies as a work
aid for the past 3 years. Conducted online, the interviews were recorded with
consent and transcribed verbatim for analysis. The protocol explored concrete use
cases of GenAl in daily practice, focusing on task alignment (Task-Technology Fit),
impacts on performance, and adoption factors informed by the UTAUT model
(Venkatesh et al., 2003; Mogaji et al., 2024). This design captured both professional
experiences and contextual influences ranging from personal attitudes and industry
pressures to organizational support thereby providing a deeper understanding of
the dynamics behind Gen Al adoption and use.

Given the dual design of this study, the analysis also follows a two-pronged
approach. Quantitative data from the student Pre-Experimental Designs With Intact-
Group Comparison Model and qualitative insights from practitioner interviews are
analyzed with distinct methods, ensuring robustness in each stream while enabling
integrative synthesis. This combined approach allows the findings to address the
research questions from multiple perspectives.

Student-generated marketing outputs form the basis of the quantitative
analysis. A panel of experienced tourism marketing academics and industry
professionals will evaluate the submissions using a standardized rubric. Three
criteria guide the assessment: (1) Quality, covering professionalism, coherence,
accuracy, and task adherence; (2) Creativity, measuring originality and engagement;
and (3) Time Completion, reflecting efficiency. Scores will be aggregated and
statistically analyzed to compare control and experimental groups, thereby testing
whether GenAl usage significantly influences performance outcomes.
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Qualitative data from practitioner interviews will be examined through
thematic analysis. The process begins with familiarization, followed by systematic
coding of relevant text segments. These codes will be organized into potential
themes, which will then be refined to ensure alignment with both the coded extracts
and the overall dataset. The final themes will capture practitioners’ perspectives on
GenAl adoption, including its practical applications, perceived task-technology fit,
and the personal, social, and organizational factors influencing use.

RESULTS AND DISCUSSION

Generative Al Integration on the peformance

This section presents the empirical results derived from the Pre-Experimental
Designs With Intact-Group Comparison Model phase of the study. The experiment
was designed to measure the tangible effects of Generative Al integration on the
performance of core tourism marketing tasks undertaken by higher education
students. The findings reveal a compelling, albeit complex, narrative of significant
efficiency gains juxtaposed with a nuanced and highly task-dependent impact on the
quality of the final output. The data from the three distinct tasks long-form content
creation, short-form social media development, and visual design collectively paint
a detailed picture of the opportunities and potential pitfalls of leveraging Al in
practice.

Task 1: Blog Post Generation

The first task, which required students to generate a 500-word blog post,
yielded clear evidence of GenAl's capacity to enhance both speed and substance in
text-heavy creative work. In terms of efficiency, the results were striking. The Al-
The Introduced Group demonstrated a profound advantage, completing the task in
an average time of 1 hour, 15 minutes, and 8 seconds. This was nearly half the time
taken by the Control Group, which averaged 2 hours, 27 minutes, and 14 seconds.
This dramatic reduction in completion time underscores Al's powerful role as an
accelerator for drafting and ideation.

Beyond mere speed, the data suggests a positive influence on the quality of the
work produced. The Al-Introduced Group achieved a slightly higher average quality
score of 7.41 out of 10, compared to the Control Group's score of 7.00. While modest,
this difference indicates that for complex writing assignments, GenAl can serve as
more than a simple tool for efficiency; it can act as a collaborative partner,
potentially aiding in structure, tone, and informational breadth, thereby enhancing
the final product.

Perhaps the most insightful finding from this task lies in the Al utilization data.
Usage was remarkably high across both groups, with 17 students in the Al-
Introduced Group and 16 students in the Control Group reporting the use of Al. The
high rate of adoption within the Control Group, who received no explicit instruction
to use such tools, strongly suggests that students are already independently inclined
to leverage Al for demanding, long-form writing tasks. This indicates that its use is
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already an embedded, almost default, practice for this type of academic and pre-
professional work.

Longer .-, Shorter
Completion b o} ﬁ Completion
Time ~ Time

Lower Quality é)lé M Higher Quality
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Less Al | A| T2 More Al
Utilization é &lr] Utilization

Control Group ‘ Al-Introduced Group

Figure 1. Trial Task 1
Resource: Researcher data (2025)

Task 2: Social Media Content Creation

In the second task, focused on creating engaging posts for a product launch,
GenAl's role as a powerful accelerator was once again confirmed. The Al-Introduced
Group showcased remarkable efficiency, finishing the task in an average of 1 hour, 44
minutes, and 41 seconds. This was less than half the time recorded for the Control
Group, which took an average of 3 hours, 28 minutes, and 46 seconds to complete the
same assignment.

However, unlike the blog post task, this efficiency gain did not correlate with a
discernible improvement in quality. The average quality scores for the two groups
were virtually indistinguishable, with the Al-Introduced Group scoring 7.18 and the
Control Group scoring 7.15. This finding suggests that for creating shorter-form, more
formulaic content like social media posts, Al functions primarily as a tool for rapid
generation and iteration, significantly boosting productivity without materially
altering the creative quality of the outcome.

Al utilization for this task was lower than for the blog post, with 12 students in
the Al-Introduced Group and 8 in the Control Group using the technology. While
adoption was higher when prompted, the data suggests that students perceive a clear,
but perhaps less critical, benefit from Al for this type of task compared to the more
cognitively demanding challenge of long-form writing.
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Completion Time 03:28:46 01:44:41

Quality Score 7.15 7.18

Al Utilization 31% 55%
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Figure 2. Trial Task 2

Resource: Researcher data (2025)

Task 3: Flyer Design

The third task, designing a flyer for a marketing campaign, presented the most
complex and revelatory findings of the experiment. Consistent with the previous
tasks, the Al-Introduced Group was substantially faster, completing the design in 1
hour, 52 minutes, and 38 seconds, compared to the Control Group's average of 3
hours, 57 minutes, and 44 seconds.

However, this task marked a notable reversal in the quality trend. The Control
Group, working without Al prompting, produced significantly higher quality work,
achieving an average score of 7.46. This stands in stark contrast to the Al-Introduced
Group's average score of 6.91. This is the only task where being prompted to use Al
resulted in a lower quality output, suggesting a potential pitfall in its application for
visual design.

The Al utilization data for this task was equally telling. There was a stark
difference between the groups: 17 students in the Al-Introduced Group used Al,
whereas only a single student in the Control Group did so. This implies that, left to
their own devices, students are least likely to turn to Al for graphic design tasks. When
explicitly encouraged, their reliance on these tools appears to have compromised the
nuance, creativity, and overall quality of the final design, possibly due to an over-
reliance on templates or a less developed skill set in prompting for visual outputs.
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Figure 3. Trial Task 3
Resource: Researcher data (2025)

Synthesis of Experimental Findings

The collective results of the experiment indicate that the integration of Al tools
offers students a significant and undeniable advantage in efficiency across a range
of common marketing tasks. In every tested scenario, the use of Al drastically
reduced the time required for completion. However, the impact of this technology
on the quality of work is not uniform; rather, it is highly task-dependent.

For text-centric content creation, such as blog posts, Al appears to be a
symbiotic partner, capable of improving both the speed of production and the
substantive quality of the output. For short-form content like social media posts, it
acts as a powerful accelerator, enabling rapid creation with a negligible effect on
quality. Conversely, for visually-oriented design tasks like creating a flyer, a direct
reliance on Al appears to be detrimental, leading to a noticeable decrease in quality
despite the significant time savings.

Ultimately, this study indicates that while Al is an invaluable asset for enhancing
the productivity of future tourism marketers, its application must be strategic and
discerning. It is highly effective for accelerating and even improving text generation.
However, for design-oriented projects, it should be wielded with caution, perhaps
best used as a tool for initial brainstorming rather than as a primary means of
production, to ensure that efficiency gains do not come at the cost of quality.

L Social Media -
Characteristic Blog Posts . Flyer Design
Posts
lﬁg Efficiency Improved Accelerated Improved
,’ Y Quality Improved Negligible effect Decreased

Figure 4. Al Impact on Tourism Student Tasks
Resource: Researcher data (2025)

Practitioner Perspectives: Insights from the Field

To complement the quantitative results from the student experiment, a series of
in-depth interviews were conducted with established tourism marketing
11
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professionals. This qualitative inquiry was designed to move beyond performance
metrics to uncover the lived experiences, motivations, and challenges associated with
adopting Generative Al in a real-world professional context. The narratives of the
practitioners, Riris and Salma, revealed a rich tapestry of insights that both reinforce
and expand upon the study's theoretical frameworks, highlighting several key themes
that govern the integration of Al into their daily work.

The Primacy of Task-Technology Fit

A foundational theme that emerged with resounding clarity was the paramount
importance of Task-Technology Fit. For both Riris and Salma, the decision to adopt
and integrate GenAl was not driven by novelty but by a pragmatic assessment of its
ability to solve specific, often laborious, work-related problems. Riris provided a
compelling example, explaining how Al tools like ChatGPT have revolutionized her
process for creating client-facing materials. She described how Al allows her to
rapidly tailor presentations and proposals to the specific needs of each hotel client, a
task that, when performed manually, previously consumed upwards of three to four
hours. For her, the technology’s value is directly tied to its 'fit' with this critical, time-
consuming task.

Similarly, Salma, while reflecting on the constraints of her small, two-person
team, articulated a desire for a technology with even better 'fit'. She imagined the
immense value of an Al tool capable of automatically adjusting sales presentations to
align with different market segments, highlighting a perceived gap that a more
advanced Al could fill. These perspectives powerfully illustrate that practitioner
adoption is fundamentally rooted in a tool’s perceived ability to meet the demands of
their work in a direct and tangible way.

Performance Expectancy as a Core Motivator

Flowing directly from the principle of 'fit', the expectation of enhanced
performance was a strong and consistent driver of Al usage. Both practitioners
expressed that the perceived benefits of the technology, particularly in work
efficiency, were central to their intention to use it. Riris detailed her use of Al for
strategic functions such as website performance analysis and the efficient compilation
of presentation materials. Salma highlighted its utility in streamlining her content
creation workflow and achieving tangible cost reductions in post-production tasks
like photo editing. Their narratives frame Al not as a mere supplement to their work,
but as a strategic asset that directly improves their professional output and
performance.

The Double-Edged Sword of Effort Expectancy

While the potential benefits of Al were clear, the perceived ease of use or Effort
Expectancy emerged as a critical factor that could either foster adoption or create a
significant psychological barrier. Salma’s experience with ChatGPT exemplifies a
positive outcome; she described the tool as “mudah banget” (very easy) and “user-
friendly,” a perception that has led her to integrate it routinely into her daily activities.
Its low cognitive barrier made it an accessible and indispensable part of her workflow.
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In contrast, Riris’s perspective revealed the inhibitive power of high effort

expectancy. While expressing a keen interest in the potential of more sophisticated Al
Agents, she voiced hesitation due to what she perceived as a “learning curve yang lebih
advance” (a more advanced learning curve). This perception created a barrier to
exploration, demonstrating that even when a technology’s potential benefits are
recognized, a steep or intimidating learning process can effectively prevent its
adoption.

External Drivers: Social Influence and Facilitating Conditions

The interviews also shed light on the role of external factors in the adoption
journey. Social Influence appeared to be a stronger initial trigger for Riris, who
admitted that she was more inclined to explore new technologies based on
recommendations from friends and colleagues. For her, social validation acted as a
gateway to discovery. Salma, while acknowledging the role of social trends (giving it
a 40% influence score), was more pragmatic, emphasizing that her final decision to
adopt a tool always depended on its functional effectiveness in executing her work.

The importance of organizational support, or Facilitating Conditions, was also
evident. Riris noted that her company actively supports Al use by providing
integrated features within Microsoft Teams, such as a real-time translator and
automatic meeting summaries, which she found invaluable for facilitating
collaboration across different countries. Conversely, Salma’s situation highlighted
how alack of organizational support can limit potential. She stated that if her company
were to provide access to a premium Al subscription, she would eagerly take full
advantage of it and invest the time to learn its advanced features, suggesting that
organizational investment can unlock a deeper level of user engagement.

The Overarching Role of Digital Literacy

Finally, a crucial theme that emerged as a moderator for all the preceding factors
was the practitioner’s own digital literacy. Riris explicitly articulated this, stating that
without a sufficient level of digital literacy, an individual simply cannot maximize the
potential of Al tools, even with full access. Her comment underscores that effective Al
use requires more than just access; it demands a foundational understanding of how
to prompt, critique, and strategically apply the technology. Salma’s experience offered
a practical illustration of a literacy gap; she was unaware of whether the Property
Management System (PMS) she used daily (PowerPro) already contained Al features.
This gap in awareness prevented her from exploring or utilizing technology that was
already at her fingertips. This suggests that digital literacy is the ultimate gatekeeper,
determining not only the extent to which a technology is understood but, more
importantly, how effectively it is adopted and strategically utilized to its full potential

Interpreting the Findings: A Story of Efficiency, Quality, and Context

The most unequivocal conclusion from the experimental data is that GenAl serves
as a powerful accelerator. Across all three distinct marketing tasks long-form content
creation, short-form social media development, and visual design students who were
prompted to use Al completed their work in dramatically less time, often cutting their
completion time by nearly half. This quantitative finding is given powerful, real-world
voice by the practitioner interviews. Riris’s account of reducing a 3-4 hour proposal
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customization task to a fraction of that time perfectly encapsulates the efficiency gains
observed in the experiment. Both she and Salma framed Al as a strategic tool for
enhancing productivity, confirming that the drive for efficiency is a primary motivator
for adoption in the professional sphere.

However, this narrative of efficiency is complicated by the findings on quality,
which reveal that the value of GenAl is profoundly task-dependent. For text-based
tasks, particularly the long-form blog post, Al appears to be a symbiotic partner, not
only increasing speed but also contributing to a modest improvement in output
quality. This suggests that for tasks requiring ideation, structuring, and linguistic
refinement, GenAl's capabilities align exceptionally well with user needs. For short-
form social media content, the impact on quality was negligible, positioning Al as a
neutral accelerator a tool for rapid production without inherent creative
enhancement or degradation.

The most telling result came from the flyer design task, where the Al-Introduced
Group, despite their speed, produced work of a significantly lower quality. This
finding, coupled with the observation that only one student in the control group
independently turned to Al for thisvisual task, is critical. It suggests a fundamental
mismatch between the current capabilities of easily accessible GenAl design tools and
the nuanced requirements of effective graphic design. Students, when prompted, may
have over-relied on the technology, accepting generic or template-based outputs that
lacked the strategic and aesthetic considerations a manual approach would
necessitate. This highlights a crucial danger: without the requisite skill in prompting
and critical evaluation, efficiency can be achieved at the direct expense of quality.

Situating the Findings within the TTF-UTAUT Framework

The integrated theoretical framework of TTF and UTAUT provides a robust
structure for understanding these complex results. The findings strongly validate the
centrality of Task-Technology Fit (TTF) in determining not just adoption, but effective
utilization. The starkly different quality outcomes of the experiment can be viewed
directly through the lens of TTF. For the blog post, there was a high TTF; the
technology’s text-generation capabilities were perfectly suited to the task. For the
flyer design, there was a low TTF; the technology’s output did not adequately meet
the nuanced demands of visual communication, leading to poorer performance. The
practitioner interviews reinforce this from the opposite direction: their adoption was
driven by a high TTF. They sought out and used Al precisely because it offered a
superior solution for specific, well-defined tasks like proposal customization and
content compilation.

The UTAUT model, in turn, effectively explains the motivations and behaviors
behind adoption. Performance Expectancy was a dominant theme across both groups.
The students’ widespread use of Al (even in the control group) and the practitioners’
explicit statements confirm their belief that the technology enhances job performance
and efficiency. Effort Expectancy was vividly illustrated by the contrast between
Salma’s enthusiastic adoption of the "user-friendly" ChatGPT and Riris’s hesitation
toward more "advanced" tools with a perceived learning curve. This explains why
accessible tools see rapid, organic adoption while more complex systems face
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barriers, even if their potential is high. Social Influence and Facilitating Conditions

were shown to be important contextual factors, acting as triggers for exploration
(Riris’s friend recommendations) and enablers of deeper integration (company-
provided Al tools).

Crucially, this study proposes an addition to the integrated framework: Digital
Literacy as a Key Moderator. The practitioner interviews revealed that literacy is not
merely another factor but a prerequisite that governs the successful application of all
other constructs. Without a sufficient level of digital literacy the ability to strategically
prompt, critically evaluate output, and even be aware of available technological
features (as highlighted by Salma's unawareness of her PMS's Al capabilities) the
potential benefits suggested by TTF and Performance Expectancy cannot be fully
realized. An individual’s literacy level dictates whether Al is used as a blunt
instrument or a precision tool.

Implications for Theory, Practice, and Pedagogy

The study cautions against a monolithic view of Al, urging managers to assess TTF
before integrating tools into workflows. Al is not a universal solution; it is a
specialized toolkit. It is exceptionally valuable for text-based content and data analysis
but should be applied with caution to nuanced creative and visual design tasks.
Furthermore, the findings underscore the urgent need for investment in professional
development and upskilling. To truly leverage Al, organizations must cultivate the
critical Al literacy of their teams.

For tourism marketing education, the implications are transformative. The high
rate of Al use in the control group confirms that prohibition is both futile and
counterproductive. The pedagogical imperative must shift from preventing Al use to
actively teaching its responsible and strategic application. Curricula must evolve to
include "critical Al literacy" as a core competency. Educators should use case studies
like the flyer design task to demonstrate the potential pitfalls of over-reliance and to
teach students when and how to use these tools effectively. The goal is not to train
students to simply operate Al, but to cultivate their ability to collaborate with it as
discerning, critical thinkers who remain the ultimate arbiters of quality and strategy.

Finally, for theory, this study validates the utility of an integrated TTF-UTAUT
framework for analyzing GenAl adoption. More importantly, it posits that this
framework is incomplete without considering the moderating role of digital literacy.
Future research should seek to formally model and test this relationship. Longitudinal
studies tracking the evolution of student and practitioner skills over time, as well as
research into the efficacy of different pedagogical approaches for teaching Al literacy,
represent fertile ground for extending the insights generated here. As Al technology
continues its rapid evolution, so too must our understanding of its complex
relationship with the humans who seek to harness its power.
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CONCLUSIONS

This study demonstrates that the integration of GenAl provides significant
potential for enhancing tourism marketing practices across both academic and
professional contexts. The Pre-Experimental Designs With Intact-Group
Comparison Model confirmed that students who employed GenAl achieved higher
levels of quality, creativity, and efficiency in completing marketing tasks,
underscoring its value as a learning and performance-enhancing tool.
Complementing this, insights from practitioner interviews revealed that GenAl has
already become a strategic resource in the industry, offering benefits such as
content personalization, operational efficiency, and improved customer
engagement, while also presenting challenges related to ethical considerations,
human oversight, and organizational readiness. By applying the integrated TTF and
UTAUT framework, the study highlights the multifaceted factors shaping GenAl
adoption, including task alignment, performance expectations, social influence, and
facilitating conditions. Taken together, these findings enrich our theoretical
understanding and provide practical guidance for tourism educators, marketers,
and policymakers, emphasizing the need for a balanced, ethical, and skill-oriented
approach to the adoption of GenAl in shaping the future of tourism marketing.
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