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Abstract

This study examines how personalization and interactivity on Indonesia’s digital tourism
platforms shape consumer trust and visit decisions. Personalization captures how well a
platform tailors content such as destination options, itineraries, and deals to a user
preferences, budget, and travel context. Interactivity reflects how responsive and engaging
the platform is when users search, compare, ask questions, and adjust plans. Using a cross-
sectional survey of 415 users who had used platform features within the past six months.
The data were analyzed with PLS-SEM in SmartPLS 4. The results show that both
personalization and interactivity positively and significantly increase consumer trust, with
personalization emerging as the strongest driver. For visit decisions, personalization and
interactivity also have significant positive effects. However, consumer trust does not
significantly predict visiting decisions and therefore does not mediate the effects of platform
features on visit decision. This suggests a trust-behavior gap where users may feel
confident in a platform, yet their final choice is still driven mainly by practical planning
value. Tourism platforms should prioritize relevant, context-aware recommendations and
responsive planning assistance, while reinforcing decision cues such as clear cost and time
estimates and credible social proof to better convert interest into visit decision.
Keywords: explainable Al, personalization, interactivity, consumer trust, visit decision.

Introduction

Digital transformation has become a crucial element in the development of the global
tourism industry, including in Indonesia (Hariyanto et al. 2025; Zhang et al. 2025). Digital
tourism platforms as a form of digital transformation in the tourism sector have been widely
used, thereby influencing tourist behavior patterns (Gani et al. 2024; Putra, Dewi, and Budi
2022). Platforms such as online travel agencies, accommodation booking applications, and
destination recommendation systems now widely integrate Artificial Intelligence (AI)
technology to facilitate travelers in searching for information and planning trips. However,
the decision to take a trip is considered high risk because it involves aspects of cost, time,
and experience that can only be evaluated after consumption. When Al-based systems
provide recommendations without transparent explanations, this can create uncertainty
and reduce tourist confidence (Koo et al. 2025; Singu et al. 2026). Therefore, there is an
urgent need to examine how Al features can contribute to building consumer trust and
increasing visit decision, particularly in the context of digital tourism.

This research focuses on digital tourism platforms in Indonesia that have integrated Al
technology into their services. Al refers to features embedded within digital tourism
platforms, rather than standalone personal Al tools used independently by tourists. These
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features include preference-based destination recommendations, itinerary-generation
tools, and conversational chatbots, and may also provide explanation cues to justify
recommendations and strengthen user confidence. Indonesia was chosen as the context for
this research because it is one of the countries with rapid growth in digital tourism platform
users. Data shows that the travel and tourism platform market in Indonesia is worth 9 to 10
billion dollars (Google Indonesia 2024; Ken Research 2024). In addition, the diverse
characteristics of Indonesian tourists in terms of culture, travel preferences, and digital
literacy make this context different from other countries (Suherlan and Hidayah 2025;
Sukma et al. 2025). Compared to conventional platforms or tourism platforms in developed
countries, digital tourism platforms in Indonesia face unique challenges in building user
trust in Al-based systems, making them an interesting subject for further study.

This study examines the role of Explainable Al, personalization, and interactivity in
building consumer trust and its influence on visit decision. Explainable Al refers to the
ability of Al models to explain their decision-making processes transparently to their users
(Mersha et al. 2024). In this study, explainable Al refers to platform-embedded Al features
that make automated recommendations understandable by providing clear, human-
interpretable reasons. Prior literature emphasizes that explainability contributes to system
transparency and helps users evaluate Al outputs more confidently, which reduces
uncertainty and supports trust formation (Govea, Gutierrez, and Villegas-Ch 2024;
Muthusubramanian et al. 2024; Purba 2025). Moreover, evidence on explainable Al
communication indicates that explainability can improve trust-related outcomes,
reinforcing the expectation that transparent rationales increase perceived reliability and
confidence in the system (Cheung and Ho 2025). Beyond trust, explainable
recommendations can also function as decision support by making the logic behind
suggestions actionable, which is expected to increase reliance on recommendations and
strengthen visit-related decisions in Al-assisted contexts (Kostopoulos, Davrazos, and
Kotsiantis 2024). Consequently, based on this discussion, the following hypothesis
proposed:

H1: Explainable Al (EAI) has a positive and significant impact on Consumer Trust (CT).
H4: Explainable Al (EAI) has a positive and significant impact on Visit Decision (VD).

Second, personalization refers to the firm’s practice of using previously collected
customer data to tailor the marketing mix to each individual customer (Lemmens et al.
2025). In this study, personalization reflects the extent to which a digital tourism platform
adapts recommendations, content, and offers based on a user’s preferences, past searches,
and prior interactions, thereby increasing perceived relevance and decision support. By
aligning destination suggestions with users’ individual needs, personalization can enhance
perceived usefulness and reduce information overload, making the platform feel more
responsive and reliable. Prior studies indicate that personalization improves the fit between
recommendations and user preferences and strengthens the perceived value of Al-enabled
services (Dey et al. 2024; Garapati and Chakraborty 2025; Venice et al. 2024). As users
experience consistently relevant and accurate suggestions, they are more likely to perceive
the platform as competent and dependable, which fosters greater consumer trust.
Moreover, because personalized recommendations simplify evaluation of alternatives and
provide more targeted decision support, users may rely on the platform'’s suggestions when
selecting destinations and planning trips, increasing the likelihood of converting intention
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into an actual visit-related decision. Consequently, based on this discussion, the following
hypothesis proposed:

H2: Personalization (PER) has a positive and significant impact on Consumer Trust (CT).

Hb5: Personalization (PER) has a positive and significant impact on Visit Decision (VD).

Third, interactivity refers to the degree to which users perceive communication with Al
systems to be reciprocal, under their control, and responsive to their inputs (Kang, Shao,
and Zhang 2024). In this study, interactivity reflects the extent to which a digital tourism
platform enables responsive, two-way communication that allows users to ask questions,
provide inputs, and receive immediate, relevant feedback, thereby supporting users
throughout the travel decision process. Prior research suggests that higher interactivity
increases engagement and strengthens the perception that the platform is attentive and
user-oriented because it can adapt its responses in real time and facilitate more meaningful
interaction (Qu et al. 2022; Yuan, Chen, and Mandler 2024). When users feel that the
platform responds promptly and appropriately to their needs, they are more likely to
perceive the system as helpful, reliable, and controllable, which reduces uncertainty and
fosters stronger consumer trust. Moreover, interactive features can function as real-time
decision support by enabling users to clarify preferences, compare options, and resolve
concerns during trip planning, which can increase reliance on platform recommendations
and encourage action toward visiting. Given that consumer trust plays an important role in
encouraging tourists to visit destinations recommended through digital tourism platforms
(Hasanuddin et al. 2025; Koo et al. 2025; Teepapal 2025), it is expected interactivity will
also contribute positively to visit related decisions. Consequently, based on this discussion,
the following hypothesis proposed:

H3: Interactivity (INT) has a positive and significant impact on Consumer Trust (CT).
Hé6: Interactivity (INT) has a positive and significant impact on Visit Decision (VD).

Grounded in consumer trust theory and technology adoption literature, consumer trust
is viewed as a key psychological prerequisite that lowers perceived risk and strengthens
consumers’ confidence that a platform’s information and recommendations are reliable
(Gefen, Kaharanna, and Straub 2003). In the context of visit-related decision making, higher
trust in the system/service increases consumers’ willingness to translate intentions into
actual behavior; therefore, consumer trust is expected to positively and significantly
influence visit decision (Mcknight, Choudhury, and Kacmar 2002; Pavlou 2003). Beyond this
direct effect, the study positions consumer trust as a potential mediating mechanism linking
Al attributes to visit decision, since these attributes can enhance transparency, relevance,
and user engagement, which in turn foster trust before shaping visitation choices (Ding and
Najaf 2024; Leichtmann et al. 2023; Liu and Tao 2022). Accordingly, we propose consumer
trust has a positive and significant impact on visit decision, while also assessing indirect
effects to evaluate mediation and detect a possible trust-behavior gap when indirect paths
are non-significant (Hair et al. 2017).

H7: Consumer Trust (CT) has a positive and significant impact on Visit Decision (VD).

A number of previous studies have discussed the role of Al in the tourism industry,
particularly in relation to technology adoption, user acceptance, and digital service quality
(Kusuma 2025; Nugroho, Priyanto, and Purnama 2024; Putri, Kawiana, and Wimba 2025).
However, most studies still focus on general technological aspects without emphasizing the
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importance of transparency through Explainable AIl. Furthermore, research that
simultaneously integrates Explainable Al, personalization, and interactivity in explaining
the formation of consumer trust is still limited. Recent research in the past few years has
also tended to be conducted in the context of developed countries, resulting in limited
understanding of tourist behavior in developing countries such as Indonesia. Thus, there is
a research gap regarding the comprehensive role of Al features in building trust and visit
decision among tourists on digital tourism platforms in Indonesia.

Based on these research gaps, this study offers novelty by integrating explainable Al,
personalization, and interactivity into a single conceptual model to explain the formation of
consumer trust and its influence on tourist visit decision on digital tourism platforms in
Indonesia. The novelty of this study lies in its emphasis on the transparency of Al as a key
factor in tourist decision-making. This study is expected to provide theoretical benefits by
enriching the literature on digital tourism and consumer behavior, as well as practical
benefits for tourism and hospitality industry players in designing more trustworthy and
user-oriented Al platforms. The objectives of this study are to analyze the influence of
explainable Al, personalization, and interactivity on consumer trust and to examine the role
of consumer trust in influencing tourist visit decision.

Methods

This study used an explanatory quantitative design with a cross-sectional survey. This
approach was used to examine the influence of explainable Al, personalization, and
interactivity on consumer trust and visit decisions, both directly and indirectly. This study
used five variables, namely explainable Al (EAI), personalization (PER), and interactivity
(INT) on consumer trust (CT) and tourist visit decision (VD). Data for all variables were
collected through a structured questionnaire. Each variable in this study was measured
using a multi-item scale tailored to the digital tourism platform context. To ensure
conceptual equivalence and clarity, the questions were translated and adapted. Responses
were recorded using a five-point Likert scale, where one point indicated “strongly disagree”
and five points indicated “strongly agree”. The conceptual framework in this study based on
the development of the hypothesis can be seen in the following image.

Personalization
(PER)

Figure 1. Research Model
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The target population consisted of Indonesian users of digital tourism platforms in the
past six months and were aware that platform functionalities are Al-based. Because a
complete sampling frame was unavailable, we used a non-probability approach combining
purposive and snowball sampling. Inclusion criteria were: (1) residence in Indonesia, (2) at
least one travel-related purchase through a digital tourism platform within the past six
months (e.g, accommodation, transportation, tickets, or tour packages), (3) prior
interaction with Al-based features on these platforms e.g., personalized recommendations,
travel chatbots, or itinerary-generation tools), and (4) having visited at least one tourism
destination within the same period where the visit decision was influenced by the platform’s
Al-generated recommendation. In total, 450 individuals began the questionnaire; after data-
quality screening and respondent profiling, 415 valid responses were retained for analysis.

Partial Least Squares-based Structural Equation Modeling (PLS-SEM) supported by
SmartPLS (version 4.0) was used to analyze the data. PLS-SEM is appropriate for examining
complex relationships among latent variables and multiple observed indicators
simultaneously, especially when the research model includes mediating constructs and has
a predictive orientation (Arthur et al. 2023; Hair 2014; Hair et al. 2017; Hair and Alamer
2022). In this study, PLS-SEM was first used to assess the measurement model by examining
indicator reliability, internal consistency reliability, and convergent validity. Discriminant
validity testing is conducted to ensure that each construct in the model is empirically
different from other constructs. If the measurement model meets the required criteria, the
next step is to evaluate the structural model. This evaluation is conducted to assess the
causal relationships hypothesized in this study. In addition, the overall predictive ability of
the developed model is also measured at this stage.

Table 1. Measurement Items

Variable Operational Definition Items

Explainable Al User perceptions of The Al clearly explains why a destination is

(EAI) the clarity and recommended to me.
transparency of [ understand the reasons behind the Al’s
explanations provided recommendations.
by Al systems on The explanations provided by the Al are
digital tourism easy to comprehend.
platforms. The Al makes the recommendation process

transparent.

The Al provides sufficient information to

justify its recommendations.

The explanations increase my

understanding of how the Al works.
Personalization Users’ perceptions of = The Al recommendations match my

(PER) the extent to which personal travel preferences.
Al-based digital The platform provides suggestions that are
tourism platforms relevant to my interests.
tailor The Al considers my past travel behavior
recommendationsto ~ when making recommendations.
individual The recommendations feel customized for
preferences. me.
The platform understands my specific travel
needs.
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Variable Operational Definition Items
Overall, the platform offers a personalized
travel experience.
Interactivity User perceptions of The platform allows two-way interaction
(INT) the level of two-way during travel planning.

communication and
responsiveness
enabled by Al features
on digital tourism
platforms.

User confidence in the
reliability and
credibility of Al-based
digital tourism
platforms.

Consumer Trust
(CT)

Users finalized and
executed decision to
visit tourism
destinations
recommended by Al-
based digital tourism
platforms.

Visit Decision
(VD)

The Al responds quickly to my requests or
questions.

I can communicate easily with the platform
through Al features.

The Al provides interactive support when I
need information.

I feel actively engaged when using the
platform’s Al features.

The interaction with the Al feels responsive
and helpful.

[ trust the Al recommendations provided by
this platform.

The platform’s Al is reliable in suggesting
destinations.

[ believe the Al provides credible travel
information.

The platform’s Al acts in my best interest.

I feel confident relying on the platform’s Al
for travel decisions.

Overall, I trust this platform when using its
Al-based features.

I made a final decision to visit a destination
based on the Al recommendation.

The destination I visited was chosen
following the Al recommendation.

The Al recommendation directly influenced
my final visit decision.

I relied on the platform’s Al when deciding
which destination to visit.

The Al recommendation played a decisive
role in my destination choice.

My visit decision was determined by the Al-
generated recommendation.

Result and Discussions

Overall, there were 415 respondents in this study (see Table 2). The majority of

respondents were female (54%), while male respondents accounted for 46%. The majority
of respondents were aged 26-35 years old with a percentage of 65%, those aged above 40
years old accounted for 14%, those aged 21-25 years old accounted for 10%, those aged 21-
25 years old accounted for 10%, those aged below 20 years old accounted for 6%, and those
aged 36-40 years old accounted for 5%. According to employment status, 41% of
respondents worked in private companies, 29% were students, 15% were civil servants, 8%
were freelancers, and 7% were professionals. Based on educational background, 48% of
respondents had a bachelor's degree as their highest level of education, 27% were high
school graduates, 14% were diploma graduates, and 11% were master's degree graduates.
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This indicates that the sample in this study was highly educated. Based on domicile, the
majority of respondents came from Makassar (32%), Jakarta (24%), Surabaya (20%),
Semarang (11%), Pare-pare (7%), and Palopo (6%).

Table 2. Demographic Respondent

Indicators f %
Gender Male 190 46%
Female 225 54%
Occupation Private Sector Employee 171 41%
Student 119 29%
Civil Servant 63 15%
Freelancer 35 8%
Professional 27 7%
Age < 20 years 23 6%
21-25 years 43 10%
26-30 years 136 33%
31-35 years 134 32%
36-40 years 22 5%
> 40 years 57 14%
Education High School 110 27%
Diploma 60 14%
Bachelor 199 48%
Magister 46 11%
Domicile Makassar 132 32%
Jakarta 99 24%
Surabaya 84 20%
Semarang 47 11%
Pare-Pare 28 7%
Palopo 25 6%

Partial Least Squares Structural Equation Modeling (PLS-SEM) was used in this study to
examine the direct and indirect effects between constructs in this study. The analysis
process will be conducted in two stages, namely the measurement model and the structural
model. In the first stage, the measurement model is evaluated to ensure that all indicators
can represent the variables in this study. This evaluation includes testing convergent
validity, discriminant validity, composite reliability, and construct reliability. The analysis
can proceed to the structural model stage if all indicators meet the specified standards.

All constructs in the measurement model satisfy the commonly accepted psychometric
criteria for convergent validity. The indicators exhibit outer loadings between 0.770 and
0.875, exceeding the recommended threshold of 0.70 and indicating strong associations
with their respective latent constructs. In addition, the Average Variance Extracted (AVE)
values for all constructs are above the suggested minimum of 0.50, with AVE values of 0.655
for EAI 0.650 for PER, 0.661 for INT, 0.706 for CT, and 0.720 for VD. These AVE values
demonstrate that each construct accounts for more than 50% of the variance in its
indicators, thereby confirming that all latent variables in the model exhibit adequate
convergent validity (see Table 3).
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Table 3. Measurement Model Evaluation

Loadin Cronbach’s
Factor;g Alpha Rho_C AVE
Explainable Al (EAI) EAL1 0.815 0.895 0.919 0.655
EAL2 0.816
EAL3 0.811
EAL4 0.791
EALS 0.808
EAL6 0.814
Personalization (PER) PER.1 0.851 0.892 0.918 0.650
PER.2 0.845
PER.3 0.786
PER.4 0.802
PER.5 0.770
PER.6 0.780
Interactivity (INT) INT.1 0.826 0.897 0.921 0.661
INT.2 0.821
INT.3 0.793
INT.4 0.807
INT.5 0.820
INT.6 0.811

Variable Items

Consumer Trust (CT) CT.1 0.870 0.916 0.935 0.706
CT.2 0.839
CT.3 0.829
CT4 0.841
CT.5 0.845
CT.6 0.816
Visit Decision (VD) VD.1 0.875 0.922 0.939 0.720
VD.2 0.872
VD.3 0.851
VD.4 0.846
VD.5 0.837
VD.6 0.808

Discriminant validity was evaluated using the Fornell-Larcker criteria. As shown in
Table 4, the square root of the Average Variance Extracted (AVE) value presented on the
correlation matrix diagonal was consistently higher than the correlations between
constructs found in cells outside the diagonal. The AVE square root for EAI (0.809) is higher
than its correlation with PER (0.311), INT (0.364), CT (0.426), dan VD (0.292). Similarly, the
square root of AVE for CT (0.840) is higher than its correlation with EAI (0.426), PER
(0.596), INT (0.538), dan VD (0.470). These results satisfy the Fornell-Larcker criterion,
confirming discriminant validity: each construct shares greater variance with its own
indicators than with others.

Table 4. Fornell-Larcker Criterion

EAI PER INT CT VD
EAI 0.809
PER 0.311 0.806
INT 0.364 0.416 0.813
CT 0.426 0.596 0.538 0.840
VD 0.292 0.529 0.521 0.470 0.848
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The construct reliability analysis demonstrates that all latent variables exhibit excellent
internal consistency (Table 3). Cronbach’s alpha values fall between 0.892 and 0.922,
specifically 0.895 for EAI, 0.892 for PER, 0.897 for INT, 0.916 for CT, and 0.922 for VD. These
values are well above the general threshold of 0.70, indicating a high level of internal
consistency among the indicators in each construct. In line with these results, the Composite
Reliability (CR) coefficients, ranging from 0.918 to 0.939, further confirm the strong
reliability of all constructs. Collectively, these findings indicate that the measurement model
is robust and that every construct is measured in a consistent and dependable manner by
its respective indicators.

In the second phase, the structural model was assessed by estimating the path
coefficients associated with the proposed hypotheses. This assessment also encompassed
an examination of specific indirect effects, including potential sequential mediation
pathways among the constructs. The statistical significance of both direct and indirect
effects was tested using bootstrapping procedures and confidence intervals. Furthermore,
R? values, effect size indices (f%), overall model fit, indirect effects, and predictive relevance
were reported to offer a comprehensive appraisal of the structural model (see Table 5).

The overall model fit was assessed using several global goodness-of-fit indices. The
Standardized Root Mean Square Residual (SRMR) was 0.040 for the saturated model and
estimated model. The result clearly below the commonly used cut-off of 0.08, suggesting a
close correspondence between the implied and observed correlation matrices. The d_ULS
and d_G values for the saturated and estimated models (0.732 and 0.268) are very similar,
implying that the specified model does not deviate meaningfully from the saturated model.
In addition, the Normed Fit Index (NFI) values of 0.921 for the saturated model and
estimated model point to a high degree of comparative model fit. The chi-square statistics
(642.780 for the saturated model and estimated model) are in line with the other fit indices
and further support the adequacy of the model specification. Taken together, these
indicators show that the proposed model achieves an overall good to acceptable level of fit
and is appropriate for interpreting the structural relationships among the constructs under
investigation.

The structural model estimation reveals substantial explanatory power across all
endogenous constructs. The R? value for Consumer Trust stands at 0.488, indicating that
Explainable Al, Personalization, Interactivity collectively account for 48.8% of the variance
in consumer trust. Furthermore, the R? value for Visit Decision is 0.395, indicating that
39.5% of the variance in visit decision is explained by Explainable Al, Personalization,
Interactivity and Consumer Trust. These R? values collectively confirm the model's strong
predictive capability, particularly for visit decision in digital tourism contexts.

Next, To assess the effect sizes of individual predictors on endogenous constructs, the f2
values were calculated following established guidelines. According to ]. F. Hair et al. (2017),
these values indicate small (0.02), moderate (0.15), and large (=0.35) effects. Explainable Al
(f* = 0.058) and Personalization (f* = 0.132) demonstrate small effect sizes on Consumer
Trust. Interactivity (f> = 0.267) demonstrate moderate effect sizes on Consumer Trust.
Consumer Trust exerts a small effect on Visit Decision (f? = 0.006), whereas Explainable Al
(f2 = 0.002), Personalization (f* = 0.116) and Interactivity (f* = 0.119) show small effects.
Overall, Interactivity emerges as the strongest predictor of Consumer Trust, while all
predictors exert only small effects on Visit Decision.
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To test the hypotheses and the effects between constructs in this study, we evaluated
them using the bootstrapping method (see Table 5). Explainable Al shows a significant
positive effect on Consumer Trust (§ = 0.189, p < 0.000) but exerts a insignificant positive
effect on Visit Decision (8 = 0.034, p < 0.442). Based on these analysis results, it can be
concluded that these findings support H1 and rejecting H4. Personalization shows a
significant positive effect on Consumer Trust (8 = 0.414, p < 0.000) and have a significant
positive effect on Visit Decision (§ = 0.334, p < 0.000). Based on these analysis results, it can
be concluded that these findings support H2 and H5. Interactivity shows a significant
positive effect on Consumer Trust (f=0.297, p < 0.000) and have a significant positive effect
on Visit Decision (8 = 0.326, p < 0.000). Consumer Trust has insignificant positive effect on
Visit Decision (8 =0.081, p < 0.112). Based on these analysis results, it can be concluded that
these findings support H3 and H6, while rejecting H7.

In addition to direct effects, this study also examined the total indirect effects of the three
exogenous constructs on Visit Decision. The results of the analysis show that Consumer
Trust has positive but a insignificant effect on Visit Decision. This finding indicates that
Consumer trust does not strengthen visit decisions in the application of Al for tourism.

Table 5. Structural Model Estimates and Hypothesis Testing

Hypotesis Relationship Effect t p Decision
H1 EAIl - CT Direct 4.965 0.000 Support
H2 PER — CT Direct 11.143 0.000 Support
H3 INT - CT Direct 7.357 0.000 Support
H4 EAl - VD Direct 0.769 0.442 Reject
H5 PER - VD Direct 7.164 0.000 Support
H6 INT— VD Direct 7.058 0.000 Support
H7 CT—> VD Direct 1.588 0.112 Reject

The application of Al for tourism marketing through digital platforms has grown rapidly
in Indonesia (Hariyanto et al. 2025). Tourists now increasingly consider Al feature
recommendations on digital platforms when making decisions about visiting tourist
attractions (Pellokila, Tandilino, and Manu 2025). In this study, we analyze the application
of Al features on digital platforms in tourist visit decision-making. The variables studied in
this research are explainable Al, personalization, interactivity, consumer trust, and visit
decision.

Our research findings indicate that explainable Al, personalization, and interactivity
have a significant impact on consumer trust. These findings suggest that in the context of
Al-based digital tourism platforms, user trust is not solely determined by the quality of the
information presented, but also by the user experience when interacting with the system.
Trust increases when the system is able to explain the reasons for its recommendations
clearly and in an easy-to-understand manner. In addition, the relevance of
recommendations that match the preferences, needs, and travel context of users makes
users feel that the platform truly meets their needs. Another equally important factor is
responsive two-way interaction, as it can provide a sense of accompaniment, reduce
uncertainty, and help resolve doubts during travel planning. Thus, trust in Al platforms is
formed through a combination of information reliability, explanation transparency,
personalization accuracy, and interactivity quality, which together strengthen users'
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confidence in relying on the platform.

The results of the analysis show that explainable Al has a positive and significant effect
on consumer trust (de Brito Duarte et al. 2023; Govea et al. 2024; Morandini et al. 2023;
Purba 2025). These findings indicate that when Al systems are able to provide clear reasons
why a destination is recommended, users tend to feel more confident because uncertainty
is reduced. Previous studies support these findings, stating that explainable Al plays a very
important role in reducing user skepticism and ultimately increasing trust in Al-based
services (Nasien et al. 2024). In tourism services that are “experience goods,” new value is
felt after the trip is made, and explanations of recommendations serve as a signal of
transparency and accountability, thereby encouraging the perception that the system is
reliable. Practically speaking, digital tourism platforms need to display a “why
recommended” feature in a concise format. This feature can include recommendation
information based on interests, budget, distance, best season, or activity preferences. This
allows users to quickly assess the relevance of recommendations. Additionally,
strengthening explainability with supporting evidence such as ratings or reviews, cost
estimates, and accessibility information will make recommendations feel more credible,
thereby strengthening user confidence in relying on the platform.

The results of the analysis show that personalization has a positive and significant effect
on consumer trust (Garapati and Chakraborty 2025; Koo et al. 2025; Venice et al. 2024).
Personalization has also been proven to be the variable with the strongest influence on
trust, indicating that tourists consider a platform more trustworthy when the
recommendations provided feel tailored to their characteristics and needs. Personalization
makes users feel that the platform “understands” them, making the information search
process more efficient and decisions more convincing. This reinforces the argument that the
strategy of implementing Al through personalization features is an important approach to
building digital consumer trust in the tourism sector (Wulandari 2025). In tourism decision-
making, needs and preferences are highly diverse, such as family tourism, adventure,
culinary, religious, or healing. Therefore, relevant recommendations enhance the
perception of system competence (Al is considered capable of providing appropriate
recommendations) while strengthening the perception of benevolence (Al is considered to
provide benefits that suit user needs). In practical terms, the platform needs to optimize
context-based personalization (e.g., preferences, budget, trip duration, type of traveler, and
season/time of visit) and provide preference settings so that users feel that the
recommendations are truly “personalized” and increasingly trust the platform.

Interactivity was found to have a positive and significant effect on consumer trust
(Huang et al. 2025; Qu et al. 2022; Yuan et al. 2024). Interactive features such as chatbots,
quick responses, Q&A4, itinerary planning assistance, or real-time information support
provide a “guided” experience that reduces uncertainty and increases a sense of security.
These findings are in line with Fahrurozi and Andrian (2025), who showed that Al
interactivity through chatbot features increases tourist satisfaction through better
interaction, with positive effects on trust and loyalty. In the context of tourism, Al
interactivity can substitute for human services because users often need quick clarification
on practical matters such as routes, operating hours, costs, facilities, weather, and
accessibility. Practically, platforms need to design responsive and user-friendly interactive
features (e.g., quick replies, advanced recommendations based on user questions, up-to-
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date information, and escalation options to human customer service for complex cases) to
ensure a consistent assistance experience and further strengthen tourist trust.

The results of the analysis for the visit decision variable show a different pattern from
tourist trust. Personalization and interactivity were found to have a positive and significant
effect on tourist visit decisions (Hasanuddin et al. 2025; Koo et al. 2025; Teepapal 2025).
These findings indicate that when destination recommendations match user preferences
and the platform provides interactive support during the planning process, users are more
inclined to convert their interest into an actual decision to visit. Personalization reduces the
burden of searching for information because users do not need to filter through too many
options, while interactivity reduces planning friction such as confusion over itineraries,
transportation, and cost estimates. These findings are reinforced by the results of research
by Ali et al. (2023) , which shows that personalized travel recommendations from Al that
are relevant to user preferences can increase traveler confidence and encourage travel
decisions through high credibility and usefulness. Widiyanti and Muhammad (2021) found
that interactive planning on digital platforms for destination promotion can increase tourist
awareness and promotional performance through stakeholder engagement, thereby
encouraging the conversion of interest into visits. In practical terms, tourism industry
players need to prioritize Al features that accelerate conversion, such as destination
recommendations based on preferences and context, interactive trip planning, and
integrated calls-to-action for booking. This will make the planning experience easier and
encourage travelers to make the decision to visit.

However, this study found that explainable Al does not have a significant effect on visit
decisions, although it does have a significant effect on trust. These findings indicate that
explainability serves more as a reinforcement of belief than a driver of action. In tourism,
visit decisions are often influenced by situational and emotional factors such as budget,
vacation time, invitations from friends or family, social media trends, promotions, and
destination appeal. Therefore, even though users appreciate transparent explanations, this
may not be sufficient to drive visit decisions if practical or emotional factors are more
dominant. These findings are supported by research by Leichtmann et al. (2023) which
shows that explainable Al can increase user trust and performance, but the effect on final
decisions is not always significant. Cheung and Ho (2025) found that explainable Al can
increase trust, which mediates attitudes and interest, but the effect is not always
immediately significant on behavioral intention without additional factors. In practical
terms, tourism industry players need to position explainability as a trust-building feature
combined with decision-making support such as cost and time estimates, automatic
itineraries, accessibility information, reviews or ratings as social proof, and relevant
promotions. This is so that user confidence does not stop at trust, but is more effectively
converted into a decision to visit.

An important finding is that Consumer Trust does not significantly influence visit
decisions. Consequently, trust does not mediate the relationship between explainable Al,
Personalization, and Interactivity and Visit Decisions. This finding indicates that although
Al can increase trust, the decision to visit in this model is more influenced by the direct
mechanisms of personalization and interactivity, rather than through the channel of trust.
This finding is supported by the results of Sun et al. (2022) , who found that tourist trust
does not necessarily influence their visit decision. Shneikat et al. (2025) found that
information obtained from Al significantly influences trust but does not directly influence
behavioral intention to visit. Unarto et al. (2025) found that trust cannot mediate the final
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decision if it is not accompanied by satisfaction first.

There are several contextual explanations that can be used to describe our findings. First,
trust acts as a minimum condition for users to be willing to use the platform, but once users
are in the search process, the decision to visit is more influenced by value or benefit factors
and actual conditions (Ali et al. 2023; Koo et al. 2025). Second, tourists often cross-validate
Al recommendations through reviews, social media, influencers, or recommendations from
friends. If the final decision is largely determined by external validation, then trust in the Al
platform alone becomes less dominant in driving visit decisions (Ali et al. 2023; Ameen et
al. 2024; Rahjasa, Prasasti, and Apriliani 2024). Third, tourists' decisions to visit a
destination do not depend entirely on rational choices, but also on emotional factors,
novelty seeking, and social pressure, which can be more decisive than cognitive trust
(Blomstervik and Olsen 2022; Li, Xu, and Hu 2022; Tran, Phan, and Nguyen 2021). Thus,
trustis important as the foundation for using Al-based platforms, but conversion from usage
to visit decisions generally requires the reinforcement of other factors that collectively drive
tourists to make actual decisions.

Conclusion

This study concludes that Al attributes on digital tourism platforms play different roles
in shaping tourist trust and influencing visit decisions. The analysis results show that
explainable Al, personalization, and interactivity have a positive and significant effect on
tourist trust, with personalization being the most dominant determinant. These findings
confirm that tourist trust does not solely depend on the quality of information, but also on
the level of transparency of recommendation explanations, the relevance of
recommendations to user preferences, and the quality of responsive two-way interactions
that can effectively support the travel planning process.

However, in terms of visit decision, this study shows that personalization and
interactivity have a positive and significant effect, while explainable Al does not show a
significant effect even though it has been proven to increase trust. In addition, tourist trust
does not have a significant effect on the visit decision, so it does not play a mediating role in
the relationship between Al attributes and visit decision. These findings indicate that visit
decisions are more determined by the utilitarian benefits and ease of planning provided by
platforms, such as the relevance of recommendations, interactive planning, and cost and
route estimates. Tourist visit decisions are also influenced by external validation and
emotional-social factors such as reviews, social media, invitations, promotions, and
destination appeal. Therefore, tourism sector players need to optimize personalization and
interactivity features as conversion drivers, and position explainability as a trust-building
mechanism integrated with decision-support features to drive visits more effectively.

This study has several limitations that need to be considered. First, the use of a cross-
sectional design limits the ability to draw causal inferences. Therefore, longitudinal
research is recommended to test whether trust formed through explainable Al has a more
tangible impact on visit decisions after repeated use. Second, further research could
compare novice and experienced users to assess whether explainability plays a more crucial
role in the early adoption stage than in the advanced usage stage. Third, the research model
could be enriched with variables that are more proximal to visit decisions, such as perceived
risk, social influence, promotion, destination attractiveness, and ease of access, given that
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travel decisions are situational and contextual. Fourth, subsequent studies are
recommended to distinguish between trust in Al and trust in platforms or brands, as the
two potentially work through different mechanisms in influencing tourist evaluation and
behavior.

References

Ali, Faizan, Buket Yasar, Laiba Ali, and Seden Dogan. 2023. “Antecedents and Consequences
of Travelers’ Trust towards Personalized Travel Recommendations Offered by
ChatGPT.” International Journal of Hospitality Management 114:103588. doi:
https://doi.org/10.1016/j.ijhm.2023.103588.

Ameen, Nisreen, Jun-hwa Cheah, Faizan Ali, Dahlia El-manstrly, and Roberta Kulyciute.
2024. “Risk , Trust, and the Roles of Human Versus Virtual Influencers.” Journal of
Travel Research 63(6):1370-94. doi: 10.1177/00472875231190601.

Arthur, Francis, Valentina Arkorful, Iddrisu Salifu, and Sharon Abam Nortey. 2023. “Digital
Paradigm Shift: Unraveling Students’ Intentions to Embrace Tablet-Based Learning
through an Extended UTAUTZ2 Model.” Cogent Social Sciences 9(2):2277340. doi:
10.1080/23311886.2023.2277340.

Blomstervik, Ingvild H., and Svein Ottar Olsen. 2022. “Progress on Novelty in Tourism: An
Integration of Personality, Attitudinal and Emotional Theoretical Foundations.”
Tourism Management 93:104574. doi:
https://doi.org/10.1016/j.tourman.2022.104574.

de Brito Duarte, Regina, Filipa Correia, Patricia Arriaga, and Ana Paiva. 2023. “Al Trust: Can
Explainable Al Enhance Warranted Trust?” Human Behavior and Emerging
Technologies 2023(1):4637678. doi: https://doi.org/10.1155/2023/4637678.

Cheung, Justin C., and Shirley S. Ho. 2025. “The Effectiveness of Explainable Al on Human
Factors in Trust Models.” Scientific Reports 15(1):23337. doi: 10.1038/s41598-025-
04189-9.

Dey, Moumita, Sabuj Routh, Bipad Taran Kumar, and Jaydev Kole. 2024. “Personalized
Recommendation System.” International Journal of Nofel Rersearch and Development
(IINRD) 9(12):621-26.

Ding, Yi, and Muzammil Najaf. 2024. “Interactivity, Humanness, and Trust: A Psychological
Approach to Al Chatbot Adoption in e-Commerce.” BMC Psychology 12(1):595. doi:
10.1186/s40359-024-02083-z.

Fahrurozi, Slamet Kurniawan, and Dimas Pamilih Epin Andrian. 2025. “The Impact of
Artificial Intelligence-Based Information Technology on Tourist Satisfaction and
Loyalty: A Systematic Literature Review.” Masaliq: Jurnal Pendidikan Dan Sains
5(2):684-98. doi: https://doi.org/10.58578/masaliq.v5i2.5040.

Gani, Leilani, Lie Fonda, Singgih Hadi Prasetyo, and Willy Gunadi. 2024. “The Effect of
Service Recovery on Customer Satisfaction , EWOM , and Repurchase Intention in the
Online Travel Agent (OTA) Industry in Indonesia with Service Failure Severity as
Moderator.” Jurnal Manajemen Teknologi 23(1):1-18. doi:
https://doi.org/10.12695/jmt.2024.23.1.1.

Garapati, Rajesh, and Manomita Chakraborty. 2025. “Recommender Systems in the Digital
Age: A Comprehensive Review of Methods, Challenges, and Applications.” Knowledge
and Information Systems 67(8):6367-6411. doi: 10.1007/s10115-025-02453-y.

Gefen, David, Elena Kaharanna, and Detmar W. Straub. 2003. “Trust and TAM in Online
Shopping: An Integrated Model.” MIS Quarterly 27(1):51-90. doi:
10.1021/es60170a601.

Google Indonesia. 2024. “E-Conomy SEA 2024: Perjalanan Online Adalah Sektor Yang
Bertumbuh Paling Pesat Di Ekonomi Digital Indonesia.” Google Indonesia. Retrieved
January 8, 2025 (https://blog.google/intl/id-id/online-travel/).

www.journalmabis.org 325



Manajemen dan Bisnis, Volume 25, No 1 (March 2026)

Govea, Jaime, Rommel Gutierrez, and William Villegas-Ch. 2024. “Transparency and
Precision in the Age of Al: Evaluation of Explainability-Enhanced Recommendation
Systems.” Frontiers in Artificial Intelligence Volume 7-. doi:
10.3389/frai.2024.1410790.

Hair, J. F. 2014. A Primer on Partial Least Squares Structural Equation Modeling (PLS-SEM).
SAGE Publications.

Hair, Joseph, and Abdullah Alamer. 2022. “Partial Least Squares Structural Equation
Modeling (PLS-SEM) in Second Language and Education Research: Guidelines Using an
Applied Example.” Research Methods in Applied Linguistics 1(3):100027. doi:
https://doi.org/10.1016/j.rmal.2022.100027.

Hair, Joseph F., G. Tomas M. Hult, Christian M. Ringle, and Marko Sarstedt. 2017. A Primer on
Partial Least Squares Structural Equation Modeling ( PLS-SEM ). 2nd ed. Sage
Publications.

Hariyanto, Hariyanto, Eko Susanto, Bayu Aji, Andar Danova Lastaripar Goeltom, and Sri
Utari Widyastuti. 2025. “Strategic Roadmap for Al-Driven Sustainable Tourism
Development in Indonesia: An Expert-Based MCDM Approach.” Jurnal Kepariwisataan
Indonesia: Jurnal Penelitian Dan Pengembangan Kepariwisataan Indonesia 19(1):1-14.
doi: 10.47608/jki.v19i12025.1-14.

Hasanuddin, Arnas, Achmad Ansari Hasanuddin, Askari Hasanuddin, and Sitti Mujahida
Baharuddin. 2025. “Revisiting the Stimulus - Organism - Response (S-O-R) Model in
the Context of Al-Driven Tourism: A Multi-Path Analysis of Personalization,
Perception, and Privacy.” Journal of STI Policy and Management 10(2):49-67. doi:
10.14203/STIPM.2025.428.

Huang, Zirou, Jishuo Sun, Bing Dai, and Bohan Fan. 2025. “Friend, Guide, or Frustration?
Understanding Trust in Al Chatbots for Tourism and Hospitality.” Rere Awhio - The
Journal of Applied Research and Practice. doi: 10.34074 /rere.00503.

Kang, Weiyao, Bingjia Shao, and Yong Zhang. 2024. “How Does Interactivity Shape Users’
Continuance Intention of Intelligent Voice Assistants? Evidence from SEM and FsQCA.”
Psychology =~ Research and  Behavior = Management 17:867-89. doi:
10.2147 /PRBM.S438465.

Ken Research. 2024. “Indonesia Online Travel & Tourism Platforms Market.” Ken Research.
Retrieved January 8, 2026 (https://www.kenresearch.com/indonesia-online-travel-
tourism-platforms-market?).

Koo, Inhyouk, Umer Zaman, Hojung Ha, and Shahid Nawaz. 2025. “Assessing the Interplay
of Trust Dynamics, Personalization, Ethical Al Practices, and Tourist Behavior in the
Adoption of Al-Driven Smart Tourism Technologies.” Journal of Open Innovation:
Technology, Market, and Complexity 11(1):100455. doi:
https://doi.org/10.1016/j.joitmc.2024.100455.

Kostopoulos, Georgios, Gregory Davrazos, and Sotiris Kotsiantis. 2024. “Explainable
Artificial Intelligence-Based Decision Support Systems: A Recent Review.” Electronics
13(14). doi: 10.3390/electronics13142842.

Kusuma, Bagus Arya. 2025. “Dampak Teknologi Digital, Al, Dan Strategi Promosi Terhadap
Efisiensi Dan Produktifitas Industri Pariwisata.” JAProf: Jurnal Administrasi Profesional
06(01):133-39. doi: https://doi.org/10.32722 /jap.v6il.7776.

Leichtmann, Benedikt, Christina Humer, Andreas Hinterreiter, Marc Streit, and Martina
Mara. 2023. “Effects of Explainable Artificial Intelligence on Trust and Human Behavior
in a High-Risk Decision Task.” Computers in Human Behavior 139:107539. doi:
https://doi.org/10.1016/j.chb.2022.107539.

Lemmens, Aurélie, Jason M. T. Roos, Sebastian Gabel, Eva Ascarza, Hernan A. Bruno, Brett R.
Gordon, Ayelet Israeli, Elea McDonnell Feit, Carl F. Mela, and Oded Netzer. 2025.
“Personalization and Targeting: How to Experiment, Learn & Optimize.” International
Journal of Research in Marketing. doi: https://doi.org/10.1016/j.ijresmar.2025.07.004.

www.journalmabis.org 326



Manajemen dan Bisnis, Volume 25, No 1 (March 2026)

Li, Qiuyun, Hong Xu, and Yubei Hu. 2022. “Are You a Spontaneous Traveler? Effect of
Sensation Seeking on Tourist Planfulness in the Mobile Era.” Frontiers in Psychology
13:968548. doi: 10.3389/fpsyg.2022.968548.

Liu, Kaifeng, and Da Tao. 2022. “The Roles of Trust, Personalization, Loss of Privacy, and
Anthropomorphism in Public Acceptance of Smart Healthcare Services.” Computers in
Human Behavior 127:107026. doi: https://doi.org/10.1016/j.chb.2021.107026.

Mcknight, D. Harrison, Vivek Choudhury, and Charles Kacmar. 2002. “Developing and
Validating Trust Measures for E-Commerce : An Integrative Typology.” Information
Systems Research Publication 13(3):334-59. doi:
http://dx.doi.org/10.1287 /isre.13.3.334.81.

Mersha, Melkamu, Khang Lam, Joseph Wood, Ali K. AlShami, and Jugal Kalita. 2024.
“Explainable Artificial Intelligence: A Survey of Needs, Techniques, Applications, and
Future Direction.” Neurocomputing 599:128111. doi:
https://doi.org/10.1016/j.neucom.2024.128111.

Morandini, Sofia, Federico Fraboni, Gabriele Puzzo, Davide Giusino, Lucia Volpi, Hannah
Brendel, Enzo Balatti, Marco De Angelis, Andrea De Cesarei, and Luca Pietrantoni.
2023. “Examining the Nexus between Explainability of Al Systems and User’s Trust: A
Preliminary Scoping Review.” CEUR Workshop Proceedings 3554:30-35.

Muthusubramanian, Muthukrishnan, Suhas Jangoan, Kapil Kumar Sharma, and Gowrisankar
Krishnamoorthy. 2024. “Demystifying Explainable Al : Understanding, Transparency
and Trust.” International Journal for Multidisciplinary Rresearch (IJFMR) 6(2):1-13.
doi: 10.36948/ijfmr.2024.v06i102.14597.

Nasien, Dewi, M. Hasmil Adiya, Devi Willeam Anggara, Zirawani Baharum, Azliza Yacob, and
Ummi Sri Rahmadhani. 2024. “Increasing Trust in Al with Explainable Artificial
Intelligence (XAI): A Literature Review.” Journal of Applied Business and Technology
5(3):230-37. doi: 10.35145/jabt.v5i3.193.

Nugroho, Ischak Suryo, Dwi Priyanto, and Yulian Purnama. 2024. “Exploring the Role of
Artificial Intelligence (Al) in Designing and Optimizing Personalization Strategies to
Enhance Customer Experience in the Tourism Industry.” Technology and Society
Perspectives (TACIT) 2(3):292-298. doi: 10.61100/tacit.v2i3.247.

Pavlou, Paul A. 2003. “Consumer Acceptance of Electronic Commerce: Integrating Trust and
Risk with the Technology Acceptance Model.” International Journal of Electronic
Commerce 7(3):101-34. doi: 10.1080/10864415.2003.11044275.

Pellokila, Imelda R., Sari B. Tandilino, and Anastasia N. Manu. 2025. “Pengaruh Konten
Media Sosial Dan Rekomendasi Kecerdasan Buatan Terhadap Keputusan Berkunjung
Wisatawan Dengan Mediasi Kepercayaan Digital Di Labuan Bajo-Indonesia.”
Management Studies and Entrepreneurship Journal (MSE]) 6(6):658-668. doi:
10.37385/msej.v6i6.9607.

Purba, Amoure. 2025. “Explainable Al: Membuka Kotak Hitam Model Machine Learning.”
Telkom University Surabaya.

Putra, Panca 0. Hadi, Raden Ajeng Wuriandita Wahyumurti Candra Kirana Dewi, and Indra
Budi. 2022. “Usability Factors That Drive Continued Intention to Use and Loyalty of
Mobile Travel Application.” Heliyon 8(9):e10620. doi:
https://doi.org/10.1016/j.heliyon.2022.e10620.

Putri, Adistha Widiani, [. Gede Putu Kawiana, and I. Gusti Ayu Wimba. 2025. “Pemanfaatan
Al Dan Teknologi Informasi Komunikasi: Inovasi, Dampak, Dan Keberlanjutan Dalam
Pengembangan Pariwisata Digital.” Prosiding Konferensi Nasional Pariwisata 1-12.

Qu, Fei, Nian Wang, Xianyan Zhang, and Lan Wang. 2022. “Exploring the Effect of Use
Contexts on User Engagement toward Tourism Short Video Platforms.” Frontiers in
Psychology Volume 13. doi: 10.3389/fpsyg.2022.1050214.

Rahjasa, Putu Surya Laksana, Galih Prasasti, and Khofifah Malika Apriliani. 2024. “How
Travel Influencer and Social Media Influence Tourist Travel Decision to Ubud.” Tourism

www.journalmabis.org 327



Manajemen dan Bisnis, Volume 25, No 1 (March 2026)

Research Journal 8(1):127-41. doi: https://doi.org/10.30647 /trj.v8i1.243.

Shneikat, Belal, Amina Elfekair, Sofiane Laradi, and Amare Wondirad. 2025. “The Impact of
Information Quality on Behavioral Intention: New Insights from North African
Tourism Sector.” Acta Psychologica 256:105024. doi:
https://doi.org/10.1016/j.actpsy.2025.105024.

Singu, Hari Babu, Debarun Chakraborty, Ciro Troise, Mark Anthony Camilleri, and Stefano
Bresciani. 2026. “Responsible Al for Trustworthy Tourism: A Framework for
Mitigating Ambiguity and Anxiety with Generative Al.” Technological Forecasting and
Social Change 223:124407. doi: https://doi.org/10.1016/j.techfore.2025.124407.

Suherlan, Herlan, and Nurdin Hidayah. 2025. “Preferences of Indonesian Netizen Towards
Tourism : Does Demographics Matter ?” ASEAN Journal on Hospitality and Tourism
23(2):101-15. doi: https://doi.org/10.5614 /ajht.2025.23.2.02.

Sukma, Andhi, Didit Damur Rochman, Murnawan, Ucu Nugraha, and Deden Maulana
Anggakarti. 2025. “How Digital Technology Shapes Traveller Awareness and
Engagement in Sustainable Tourism in Indonesia.” Social Sciences & Humanities Open
12:102072. doi: https://doi.org/10.1016/j.ssah0.2025.102072.

Sun, Tao, Junjiao Zhang, Beile Zhang, Yixuan Ong, and Naoya Ito. 2022. “How Trust in a
Destination’s Risk Regulation Navigates Outbound Travel Constraints on Revisit
Intention Post-COVID-19: Segmenting Insights from Experienced Chinese Tourists to
Japan.” Journal of Destination Marketing & Management 25:100711. doi:
https://doi.org/10.1016/j.jdmm.2022.100711.

Teepapal, Tanawat. 2025. “Al-Driven Personalization: Unraveling Consumer Perceptions in
Social Media Engagement.” Computers in Human Behavior 165:108549. doi:
https://doi.org/10.1016/j.chb.2024.108549.

Tran, Thanh Phong, Trong Nghia Phan, and Hoang Thinh Nguyen. 2021. “Critical Factors
Affecting Selection of Travel Destinations : A Case Study in Vietnam.” Journal of Asian
Finance, Economics and Business 8(9):341-49. doi:
10.13106/jafeb.2021.v0l8.n09.0341.

Unarto, Tirto, Win Narasuci, Lina Budiarti, Rena Feri Wijayanti, and Tri Yulistyawati Evelina.
2025. “The Factors Influencing Revisit Intention: A Study of Tourism in Malang,
Indonesia.” SENTRI: Jurnal Riset lImiah 4(8):1594-1607. doi:
10.55681 /sentri.v4i8.4462.

Venice, ], D. Arivazhagan, Nupur Suman, H. Shanthi, and Swadhi Ra. 2024.
“Recommendation Systems and Content Personalization: Algorithms, Applications,
and Adaptive Learning.” Pp. 323-48 in Al for Large Scale Communication Networks.

Widiyanti, Rikantini, and Narendra Radi Muhammad. 2021. “The Implementation of
Interactive Planning To Propose Strategic Solution For Tourism Promotion.” Journal of
Tourism Sustainability 1(1):43-51. doi: 10.35313/jtos.v1il.6.

Wulandari, Dwi Pratiwi. 2025. “Tourism Promotion Strategy Analysis: Increasing
Destination Attractiveness in the Digital Era.” MSJ : Majority Science Journal 3(1):163-
73. doi: 10.61942 /msj.v3i1.330.

Yuan, Ruizhi, Yanyan Chen, and Timo Mandler. 2024. “It Takes Two to Tango: The Role of
Interactivity in Enhancing Customer Engagement on Sharing Economy Platforms.”
Journal of Business Research 178:114658. doi:
https://doi.org/10.1016/j.jbusres.2024.114658.

Zhang, Qi, Jason Li Chen, Gang Li, and Xiaoying Jiao. 2025. “Digital Transformation and
Tourism Performance: A Systematic Literature Review and Research Agenda.” Tourism
Economics 0(0):1-26. doi: 10.1177/13548166251383186.

www.journalmabis.org 328



