
 

 

 
 

Artificial, intelligent, and more believable: the effect of artificial 

intelligence on tourism consumption decisions 

 

Eduardo Mesquita1 

Thiago de Luca Santana Ribeiro2 

Eliane Herrero3 

Pedro Scrivano4 

Evandro Luiz Lopes5 
 

Abstract 

 

Artificial intelligence (AI) has significantly transformed the way consumers seek information, particularly 

in their search for alternative suggestions and reviews of products and services. The literature has 

established that the most credible reviews are typically those from peers through word-of-mouth (WOM). 

However, endorsements from celebrities, micro and macro influencers, and even virtual influencers 

generated by AI have become prevalent communication strategies for major brands. As consumers 

increasingly seek unbiased reviews free from ulterior motives, they turn to alternative sources, leading to 

the rise of AI as a tool for evaluating services and products, exemplified by platforms like ChatGPT. 

Research indicates that reviews from human influencers are generally more persuasive than those from 

AI-controlled influencers. Nonetheless, the impact of AI on consumer information-seeking behavior, 

especially in service sectors such as restaurants, remains underexplored. This study aims to fill this gap 

by examining how AI assessments influence tourism consumers, specifically within the context of 

restaurants. Through an experimental study, we compared reviews from both human and virtual 

influencers to those generated by AI. Our findings reveal that consumers with greater awareness of 

persuasion tactics tend to trust AI-generated reviews more than those from human influencers. This 

underscores the growing reliance on AI for evaluating tourism services. The study's results are valuable 

for both service managers and the tourism sector in crafting effective communication strategies. By 

analyzing the credibility of reviews and sources, the research highlights the nuanced dynamics of trust 

and influence in the context of AI and human influencers. These insights can help managers understand 

consumer preferences and design better marketing strategies that leverage the strengths of both human 

and AI influencers. Ultimately, this study contributes to the broader literature on influencer marketing 

and AI, offering practical implications for improving consumer engagement and decision-making in the 

tourism industry. In addition, the study explores the implications of AI-generated content for consumer 

trust and decision-making processes. It highlights how AI tools like ChatGPT are being integrated into 

the information search phase of the consumer journey, providing detailed, unbiased reviews that can 

influence consumer choices. The research further examines how different types of influencers—human, 

virtual, and AI—affect consumer perceptions of credibility and trustworthiness. These findings are 

essential for understanding the evolving landscape of digital marketing and the role of AI in shaping 

consumer behavior. As AI continues to develop and its applications in marketing become more 
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sophisticated, understanding its impact on consumer decisions will be crucial for businesses aiming to 

stay competitive in the tourism industry. 
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