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Trends and Challenges of Artificial Intelligence Applications in the
Tourism Industry: Towards a Personalized and Sustainable Tourism
Experience with an Example of the Cozy Cozy Application

Dr: ABDELKRIM HADJER MESSAOUDA Dr: DRIFI NAWAL
hadjermessaouda.abdelkrim@univ-msila.dz nawal.drifi@univ-msila.dz
Abstract

This study explores the growing role of Artificial Intelligence (Al) in transforming the
tourism industry, particularly in enhancing personalization, operational efficiency, and
sustainability. As digital tourism accelerates globally, understanding how Al improves traveler
experience and supports smart destination management becomes increasingly important. The
study aims to identify key Al trends, analyze the main challenges facing Al adoption in tourism,
and evaluate the practical contribution of the Cozy Cozy application as a model for Al-driven
innovation. The findings show that Al enhances the tourist experience by providing faster,
smarter, and more personalized booking processes; supports tourism businesses through
improved operational efficiency; and strengthens sustainability by optimizing resource use and
promoting eco-friendly accommodations. The Cozy Cozy case demonstrates how Al-powered
platforms can offer transparent information, accurate recommendations, and diverse
accommaodation options, benefiting tourists, businesses, and policymakers alike.

Keywords: Artificial Intelligence, Tourism Industry, Digital Tourism, Cozy Cozy,
Personalization, Smart Recommendations, Sustainable Tourism.
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Introduction

Artificial intelligence technology is a key pillar in the digital transformation of the
tourism industry, offering broad potential to improve visitor experiences, enhance operational
efficiency, and support the sector's sustainability. As the digital environment for tourism
becomes increasingly complex, it has become essential to understand how to effectively employ
artificial intelligence to strike a balance between meeting travelers' diverse expectations,
ensuring data security, and overcoming technical and economic challenges. Despite the
significant benefits offered by artificial intelligence, tangible challenges emerge, such as
privacy issues, organizational adaptability, and varying levels of user acceptance of the
technology. This requires in-depth study to understand the dynamics of Al adoption in tourism
and its impact on service quality and customer experience. In this context, practical applications
such as cosy cosy play a pivotal role as a model case that reflects the ability of this technology
to provide innovative and balanced solutions that meet the current and future needs of this vital
sector.

From the above, the following problem can be raised:

What are the latest trends and main challenges in the applications of artificial
intelligence in the tourism industry, and how can these applications contribute to achieving a
personalized and sustainable tourism experience? Furthermore, how can an application like
cosy cosy serve as a practical model for this transformation?

Hypotheses

e Al applications improve the overall tourist experience by providing faster, smarter, and
more intuitive trip-planning and booking processes.

e Al-powered recommendations increase travelers’ confidence in their decision-making
by offering more accurate, relevant, and real-time information.

e Tourism businesses that adopt Al technologies achieve higher operational efficiency in
managing bookings, customer service, and dynamic pricing.

e An application like Cosy Cosy demonstrates the potential of Al to deliver personalized
accommodation recommendations and seamless booking experiences, serving as a
practical example of Al-driven innovation in tourism.

e An application like Cosy Cosy demonstrates the potential of Al to deliver personalized
accommodation recommendations and seamless booking experiences, serving as a
practical example of Al-driven innovation in tourism.

e Al-enabled platforms gain a competitive advantage by offering unique features such as
smart recommendations, price prediction, and real-time support, compared to traditional
tourism services.

Importance of the Study

The importance of this study stems from several scientific and practical considerations,
including:

- _Highlighting the growing role of artificial intelligence in the tourism industry




The study analyzes the global shift toward adopting smart applications and demonstrates
how digital technologies have become essential for enhancing tourism competitiveness and
improving service quality.

- Supporting policymakers and tourism institutions

The research provides a scientific framework that helps governments and tourism
organizations understand modern Al trends and make informed decisions regarding
investments in digital infrastructure and smart tourism.

- Addressing the knowledge gap in digital tourism

The study identifies the challenges faced by developing countries in adopting smart tourism
and contributes to a deeper understanding of the limitations that hinder the implementation of
advanced technologies.

- Demonstrating the practical value of smart applications

By analyzing an application like Cosy Cosy, the study offers a concrete model that
illustrates how Al can enhance the tourist experience and improve resource management.

- Promoting sustainable tourism

The research shows how Al can support sustainable tourism principles by optimizing
resource and energy management and reducing the environmental footprint of the sector.

- Keeping pace with global transformations after major crises

The importance of the study increases in the context of global shifts triggered by the
COVID-19 pandemic, which made digital transformation and Al adoption a necessity rather
than an option.

Objectives of the Study
The study aims to achieve several scientific and practical objectives, including:

- Analyzing modern trends in artificial intelligence applications in the tourism sector

This includes studying personalization techniques, big data analytics, automation, virtual
reality, and context-aware intelligence.

- ldentifying the main challenges facing the adoption of Al in tourism

Such as technical limitations, human resource constraints, financial barriers, and issues
related to privacy and cybersecurity.

- Assessing the impact of Al on improving the tourist experience

In terms of personalization, comfort, efficiency, and immediate access to accurate
information.

- Linking Al applications with the concept of sustainable tourism

By demonstrating how these technologies contribute to environmental, economic, and
social sustainability.



- Examining the Cosy Cosy application as a practical model

By analyzing how it employs Al technologies in:
Enhancing user experience

Comparing prices

Providing personalized recommendations
Supporting decision-making

Promoting sustainable accommodation options

- Offering practical recommendations

To help tourism institutions and decision-makers adopt Al effectively, particularly in
countries facing digital transformation challenges.

Research Approach

This study adopts a descriptive—analytical approach, which is suitable for examining
emerging technological trends, identifying challenges, and analyzing how artificial intelligence
(Al) contributes to creating personalized and sustainable tourism experiences. The descriptive
component focuses on reviewing literature, reports, and case studies related to Al in tourism,
while the analytical component evaluates the applicability of these technologies through the
example of the Cosy Cosy application.

Previous Studies

Study N° 01: The Use of Artificial Intelligence Systems in Tourism and Hospitality: The
Tourists’ Perspective (Ana Elisa Sousa, 2024)

Year of Publication: 2024

Objective: To explore how artificial intelligence can enhance user experience in tourism and
hospitality services.

Key Findings: Enhancing the booking experience through Al increases customer satisfaction.
Smart recommendation technologies positively influence travel choices.
There is a need to train staff on Al usage to ensure human-Al integration.

Relevance to the Research: Directly relevant, as it demonstrates AI’s role in improving tourist
user experience.

Study N° 02: Smart Tourist Destinations and the Adoption of Artificial Intelligence
Applications: Case of the Emirate of Dubai (Djebil Samir, 2023)

Year of Publication: 2023

Objective: To examine applications of smart cities and artificial intelligence in modern
tourism.

Key Findings: Smart cities reduce tourist congestion through intelligent analytics.



Real-time tourist data allows for improved service delivery.
Significant contribution to sustainable tourism planning.

Relevance to the Research: Relevant to improving the management of tourist destinations
through Al and smart data.

Study N° 03: With a young spirit, we will be young forever: Exploring the links between
tourism and ageing well in contemporary China (Tingting Elle Li, 2021)

Year of Publication: 2021

Obijective: To analyze digital booking platforms such as Airbnb and Booking.com regarding Al
utilization.

Key Findings: Personalized recommendation algorithms increase booking rates by 15-20%.
Al helps optimize pricing and demand forecasting.
Users prefer platforms that effectively use Al to personalize the experience.

Relevance to the Research: Highlights the importance of Al in enhancing the commercial
performance of digital tourism platforms.

Study N° 04: Study on Tourism Consumer Behavior and Countermeasures Based on Big
Data (Jing Li, 2022)

Year of Publication: 2022

Objective: To use artificial intelligence and big data to understand tourist behavior.
Key Findings: Big data analysis provides accurate insights into tourist preferences.
Al can predict future travel trends.

Helps design more targeted and effective marketing campaigns.

Relevance to the Research: Essential for understanding how Al and data shape tourists’
decisions and marketing strategies.

Study N° 05: Artificial intelligence in the tourism business: a systematic review (Alexandra
Lorena Lépez-Naranjo, 2025)

Year of Publication: 2025

Objective: Evaluate the impact of artificial intelligence on tourist experience and the
management efficiency of digital tourist destinations.

Key Findings (Expected / Anticipated): Al-enabled booking platforms are expected to
increase user satisfaction.

Al applications improve operational efficiency and enhance the management of tourist
destinations.

Big data analytics allow for more personalized and targeted tourism experiences.



Relevance to the Research: Integrates findings from previous studies into a
comprehensive framework, assessing AI’s role in both enhancing user experience and
improving the operational management of tourist destinations.

Table N° 01: Comparison Table Between Previous Studies and Our Study

Study

The Use of
Artificial
Intelligence
Systems in
Tourism  and
Hospitality: The
Tourists’
Perspective

Smart Tourism
and Al
Applications

Al-Driven
Online Travel
Platforms: A
Comparative
Analysis

Tourist
Behavior
Analysis Using
Al and Big Data

Artificial
intelligence in
the tourism
business: a
systematic
review

Year

2024

2023

2021

2022

2025

Objective

Explore how Al
can enhance user

experience in
tourism and
hospitality
Examine
applications  of
smart cities and
Al in modern
tourism

Analyze digital
booking
platforms
(Airbnb,
Booking.com)
regarding
utilization

Al

Use Al and big
data to
understand

tourist behavior

Evaluate  AI’s
impact on tourist
experience and
destination
management

Key Findings

- Al improves booking
experience and
customer satisfaction-
Smart
recommendations
influence travel

choices- Need for staff
training for human-Al

integration

- Smart cities reduce
tourist congestion-
Real-time tourist data
improves service
delivery- Supports
sustainable tourism
planning

- Personalized
recommendations
increase booking rates
15-20%- Al optimizes
pricing and forecasts
demand- Users prefer
platforms using
effective Al
personalization

- Big data provides
precise insights into
tourist preferences- Al
predicts future travel

trends- Enables
targeted marketing
campaigns

- Al platforms expected
to increase user
satisfaction- Al
improves  operational
efficiency and
destination

management- Big data
analytics enable
personalized  tourism

experiences

Source: Prepared by the researcher based on previous studies

Relevance /
Contribution
Directly relevant;
shows AI’s role in
enhancing  tourist
user experience

Relevant for
improving

management of
tourist destinations
using Al and smart

data

Highlights Al’s
impact on
commercial

performance of
tourism platforms;

informs user
experience and
operational
efficiency

Essential for

understanding how

Al shapes tourist
decisions and
marketing

strategies; informs

predictive analysis
Integrates findings

from previous
studies into a
comprehensive
framework
assessing Al’s role
in both user
experience and
destination
management



Knowledge Gaps

Despite the growing body of research on the application of Artificial Intelligence (Al)
in tourism and hospitality, several critical knowledge gaps remain unaddressed. First, most
studies focus on specific digital booking platforms or isolated elements of the tourist
experience, while there is limited research examining the comprehensive management of entire
digital tourist destinations and the operational impact of Al on destination efficiency. Second,
while Al has been studied in the context of booking systems, chatbots, and recommendation
engines, integrated evaluations of user experience across all stages of the tourist journey pre-
travel, during travel, and post-travel are scarce. Third, although some studies acknowledge the
importance of training staff for Al integration, there is a lack of practical frameworks to ensure
effective human-Al collaboration in service delivery.

Moreover, the use of big data analytics has primarily been applied to predicting tourist
preferences, with insufficient attention to how these insights can optimize operational
management and strategic planning at the destination level. Research on smart and sustainable
cities in tourism is largely conceptual, with few comparative or empirical studies evaluating the
real-time impact of Al on visitor flow management and sustainability outcomes. Finally, the
operational and technical challenges—including implementation costs, resistance to change,
regulatory compliance, and data privacy concerns—remain underexplored in existing literature.

Addressing these gaps, the proposed study aims to provide a holistic assessment of Al
applications in tourism by evaluating their effect on both enhancing user experience and
improving the operational management of digital tourist destinations, there by contributing to
theory and offering practical insights for stakeholders.

Key Trends of Al Applications in Tourism
1 .Personalization & Smart Recommendations

Al enables travel and hospitality companies to tailor travel experiences such as
accommodation, tours, transport and activities to individual travelers' preferences, history, and
behavior. Such Al-driven personalization improves satisfaction and can even encourage more
sustainable, eco-conscious travel behavior. (Djamaa, 2025)

2 .Conversational Al: Chatbots & Virtual Assistants

Many tourism platforms now use Al-powered chatbots or virtual assistants to help travelers
24/7 answering questions, helping with bookings, giving travel suggestions, and offering real-
time support (before/during/after travel). (Ana Elisa Sousa, 2024)

3 .Advanced Booking, Search & Reservation Systems

Al helps improve search on travel websites (better matching, personalized suggestions),
optimize booking systems, automate reservation tasks, and reduce human error — improving
convenience for users and efficiency for service providers. (Ana Elisa Sousa, 2024)

4 .Immersive Experience: Virtual Reality (VR), Augmented Reality (AR) & Digital
Previews



Some tourism services leverage Al together with VR/AR to give travelers immersive
previews: virtual tours of hotels, landmarks, or surroundings helping them decide where to stay
or what to visit? (Ana Elisa Sousa, 2024)

5 .Robotics, Biometric Systems, and Smart Infrastructure

In hospitality and travel, Al-based robotics and biometric-driven systems (e.g. facial
recognition, automated check-in, smart kiosks) are increasingly being adopted enabling

smoother, faster, and often contactless services, from airport check-in to hotel room services.
(Ana Elisa Sousa, 2024)

6 .Data Analytics & Predictive Intelligence

Tourism companies use Al analytics to forecast demand, analyze traveler behavior,
manage pricing dynamically, and make strategic business decisions. This helps them optimize
resources, plan for high/low demand periods, and improve service offerings. (EI-Zomor, 2025)

7 .Enhancing Tourist Experience & Satisfaction

From language translation tools to personalized assistance and seamless service flow,
Al helps reduce friction in travel making it easier for tourists, especially in cross-cultural or

foreign-language contexts, to navigate destinations, understand services, and enjoy their trip.
(Ana Elisa Sousa, 2024)

8 .Heritage / Destination Management and Sustainable Tourism

Al can support destination management and heritage preservation efforts: by analyzing
data (like social media photos, tourist behavior, feedback) to understand how tourists perceive
historical/cultural sites which can help planners and policymakers balance tourism growth with
heritage protection and sustainable development. (A Multidimensional Al-powered Framework
for Analyzing Tourist Perception in Historic Urban Quarters: A Case Study in Shanghai, 2025)

Challenges of Artificial Intelligence Applications in the Tourism Industry
1 .Data Privacy and Security

Al systems in tourism collect large amounts of sensitive information, including tourists'
personal preferences, travel history, payment details, and behavioral patterns. Protecting this
data from breaches and ensuring compliance with privacy regulations such as GDPR or local
data protection laws is a major challenge. (Calveras, 2019) Failure to secure data can result in
financial losses, reputational damage, and loss of customer trust.

2 .High Implementation and Maintenance Costs

Developing, deploying, and maintaining Al solutions, including recommender systems,
chatbots, predictive analytics, and personalized travel platforms, requires substantial financial
investment. Small and medium-sized enterprises often struggle to afford these costs, which
limits widespread adoption. (Aarni Tuomi, 2024)

3 .Technical Complexity and System Integration

Integrating Al into existing tourism infrastructure, such as booking platforms, property
management systems, and customer relationship management software, is technically complex.



Without proper integration, Al systems may fail to deliver accurate recommendations or
seamless experiences. (Sakyté-Statnicke, 2025)

4 .Lack of Skilled Workforce and Human Capacity

Operating, managing, and analyzing Al tools in the tourism industry requires personnel
with specialized skills in data analysis, machine learning, natural language processing, and
system integration. Many tourism organizations, especially in developing countries or smaller
enterprises, lack sufficient skilled staff, creating barriers to Al adoption and effective use. Even
when staff are available, continuous training and upskilling are necessary to keep up with
evolving Al technologies. Without these resources, organizations may face reduced efficiency,
lower service quality, and operational risks. (Sakyté-Statnicke, 2025)

5. Continuous training and upskilling

The adoption of Al in the tourism sector requires continuous employee training and
upskilling to keep up with evolving tools and data-driven systems. Small and medium-sized
tourism enterprises (SMTESs) often face financial, logistical, and human-resource constraints
that limit their ability to provide ongoing training. Without consistent skill development, even
advanced Al systems may fail to improve efficiency, customer experience, or strategic decision-
making. For SMTEs, limited budgets and smaller teams make establishing a sustainable
learning culture challenging, potentially widening the digital competence gap with larger
organizations. Successful Al adoption therefore depends on investing in human capital,
continuous learning, and digital literacy. (Silva Susana, 2025)

6 .Customer Trust and Acceptance

Al technologies offer efficiency, personalization, and convenience in tourism services,
customer trust and acceptance remain critical factors influencing their adoption. Some tourists
prefer human interaction for specific services, such as booking complex itineraries, consulting
on travel decisions, or managing unexpected changes like cancellations, delays, or emergencies.
This preference stems from the perception that human agents are more flexible, empathetic, and
capable of handling nuanced or unpredictable situations than Al systems. (Ana Elisa Sousa,
2024)

7. Lack of transparency

Another major challenge in adopting Al in tourism is the lack of transparency in
decision-making. Many Al systems operate as “black boxes,” where users cannot fully
understand how recommendations, pricing, or personalized offers are generated. This opacity
can undermine customer trust, reduce acceptance, and make users hesitant to rely on Al for
travel planning or service management. The OECD (2024) emphasizes that without
transparency and explainability, tourists may perceive Al decisions as unfair, biased, or
unpredictable, especially in complex or high-stakes scenarios such as dynamic pricing, itinerary
changes, or personalized recommendations. Therefore, ensuring Al explainability, clear
communication, and accountability is crucial for building user confidence and promoting
broader adoption in the tourism sector. (OECD, 2024)

8 .Ethical and Regulatory Challenges



Algorithmic bias is a significant ethical concern. Al systems trained on historical or
social data may inadvertently replicate societal biases, leading to unfair recommendations,
pricing, or service prioritization for certain groups of tourists. (Longdom, 2023)

Moreover, in many regions, regulatory frameworks and legislation governing Al use in tourism
are either weak or nonexistent, particularly regarding data privacy, security, and transparency.
The absence of clear rules may increase risks for both tourists and service providers. (Jinsheng
Jason Zhu, 2023)

9. Digital Infrastructure Gap

In some countries or tourist destinations, the digital infrastructure necessary to support
advanced Al systems including reliable internet connectivity, secure servers, and regular system
updates may be inadequate. (Cvetko, 2025)

This lack of infrastructure creates barriers to global deployment of Al tools and can result in
uneven service quality across different geographic locations, limiting the potential benefits of
Al in tourism.

10 .Insufficient Research and Field Studies

As highlighted in the systematic survey of Al applications in tourism, the number of
empirical studies remains limited compared to Al adoption in other sectors.

This scarcity of research makes it difficult to fully understand the practical challenges, validate
Al tools’ effectiveness, and develop generalized best practices for widespread implementation
in the tourism industry. (Luis Duarte, 2021)

Key Opportunities
1.Smart & Digital Tourism Ecosystems

The rise of smart tourism underpinned by ICT, 10T, and digital platforms enables more
efficient, responsive, and personalized tourist services .

Destinations can evolve into smart destinations by integrating digital solutions that improve
mobility, visitor management, and overall service delivery .

Digital platforms such as online travel agencies, review sites, mobility applications facilitate
global market access, improved visibility of smaller destinations, and more flexible travel
offerings. (Karimov, 2014)

2 .Artificial Intelligence as a Catalyst for Sustainable & Efficient Tourism

Al adoption has been shown to significantly enhance tourism efficiency and
sustainability improving resource use, optimizing operations, and enabling smarter destination
management .

Through Al-driven innovations, tourism businesses can elevate service quality, offer
personalized experiences, and influence tourists continued use of services. (Edward C.S. Ku,
2024)

AT’s role extends beyond business it can support broader goals tied to sustainability,
economic development, and resilience in the face of crises or changing demand patterns.



3 .0pen Innovation & Co-creation of Value

The concept of open innovation in tourism promotes collaboration among stakeholders'
destinations, businesses, communities enabling co-creation of experiences, improving
competitiveness and fostering creative tourism products .(Ruben Pinhal, 2025)

Such collaborative models help diversify tourism offerings, adapt to changing traveler
expectations, and leverage local assets more effectively.

4 .Integration of Sustainability and Digital Branding

Digitalization offers tourism destinations a chance to develop a sustainable brand
appealing to environmentally-conscious travelers and promoting eco-friendly tourism practices.
(Kummitha, 2025)

Smart tourism and sustainable destination frameworks contribute to more balanced
economic, environmental, and social outcomes mitigating over tourism while supporting long-
term

5 .New Forms of Tourism and Diversified Experiences

Advances in digital tourism including virtual tours, augmented reality AR, immersive
experiences open doors to novel tourism forms beyond traditional travel, expanding market
reach and accessibility. (Wenshuai Wu, 2024)

These new forms can attract different traveler segments tech-savvy youth, remote
workers, eco-tourists and adapt to constraints pandemics, environmental limits.

6 .Data-Driven Decision Making and Destination Management

The increasing use of big data, digital tools, and analytics enables destinations and
tourism businesses to make evidence-based decisions on marketing, resource allocation, visitor
flow management, and crisis response .(Carvalho, 2025)

This strategic use of data supports better planning, long-term sustainability, and more
adaptive tourism systems.

The Cozy Cozy application and its contribution to improving digital tourism
What is Cozy Cozy?

Cozy Cozy is an online search comparison engine for accommodations hotels, vacation
rentals, apartments, guesthouses, etc. not a booking site itself. Aggregates listings from over
100 booking platforms like Airbnb, Booking.com, Expedia, and others, meaning it collects all
available offers in one place. Huge inventory millions of accommodations worldwide, including
hotels, apartments, holiday homes, tents, treehouses, boat houses, and more.
(https://www.cozycozy.com, n.d.)

Features and Services

One-click comprehensive search: Instead of opening multiple websites in different tabs,
Cozy Cozy gathers all offers in a single interface for easy comparison .(Dillet, 2019)




Price transparency: The displayed price is often “all-in,” including taxes and fees,
reducing surprises during booking.

Advanced filtering: Users can filter results by accommodation type (apartment, hotel, villa,
etc.), price, cancellation policies, amenities (air conditioning, Wi-Fi, pet-friendly, etc.).

Global accessibility: Available in dozens of countries, supporting searches in many cities and
regions worldwide.

Free to use: Cozy Cozy itself is free for users; revenue comes from commissions when
redirecting visitors to the booking platforms.

Benefits for Tourism or Researchers/Users

Travelers can view a wide variety of accommodations from traditional hotels to unique
stays (boats, tents, cabins, etc.) supporting alternative tourism and unique experiences.

Reduces the effort of checking multiple websites especially useful for multi-destination
trips saving time and providing a variety of offers.

From a research perspective, Cozy Cozy data can help study the global accommodation
market diversity of types, prices, prevalence of non-traditional stays, booking flexibility, and
other tourism economy indicators.

For travelers in countries like Algeria, Cozy Cozy helps choose suitable
accommodations based on price, location, and features easily.

Limitations and Notes

Cozy Cozy is not a booking site itself: when selecting accommodation, you are usually
redirected to the original platform (e.g., Airbnb, Booking.com) to complete the booking.

Service quality: (communication, customer support, cancellation policies, accuracy of photos,
etc.) depends on the original accommodation provider Cozy Cozy is not responsible for these
details.

Some features: (like “pet-friendly” options) may not always be available or clearly visible.

How Cozy Cozy serves tourists directly?

It brings together all types of accommodation in one place: tourists do not need to search
10 different sites (Booking, Airbnb, Expedia...). Cozy Cozy displays all options on one page.
It provides a direct benefit to the tourist, saves time and facilitates decision-making.

Compare prices instantly: Shows you the cheapest price for the same room across multiple
sites. It gives a direct benefit by saving money quickly and effortlessly.

Accurate search filtering to suit tourist needs: Filters include Price, The site, Its
proximity to the city center, Number of beds, Facilities (kitchen, air conditioning, swimming
pool, parking...), Degree of safety in the neighborhood, Free cancellation

A direct benefit to the tourist as he finds accommodation that best suits his
circumstances.



User friendly and easy to use: A simple interface that suits even a person who is not an
expert in technology. The immediate benefit is a convenient search experience without
complexity for the user.

Displays accommodation types that do not exist in some locations, such as: Country
houses, wooden huts, luxury tents, complete villas, budget apartments. Direct benefit Provides
tourists with innovative options and new tourism experiences.

Displays accommodation reviews from multiple locations: Collects reviews from
different platforms and displays them in one place. The immediate benefit is seeing a
comprehensive evaluation that reduces the risk of choosing a bad place.

Helps in quick planning of trips: Tourists can search by destination, date, budget, type
of trip (family, romantic, business...). The immediate benefit is that the trip is organized and
designed quickly and skillfully.

Supports the principle of security and transparency: Cozy Cozy does not request
payment data because it is not a booking site. It just searches, compares and redirects you to the
original site. Direct benefit is greater security Do not share payment card information with a
new site. All reservations are made on reliable international sites.

Table N° 02: how Cozy Cozy helps tourists.

Benefit

Saving time

and effort

Saving money

Diverse travel
experiences

Information
transparency

Explanation

Instead of searching on multiple
websites (Airbnb, Booking,
Expedia...), the traveler can view all
options in one place.

Easily comparing prices across
different platforms helps choose the
cheapest or most suitable option
according to the budget.

Access to unique types of
accommodation: houseboats,
trechouses, mountain cabins...

Displays user reviews, photos,
cancellation policies, and available
amenities.

Practical Example

A traveler going to Paris wants a
hotel + an apartment + a
guesthouse; Cozy Cozy shows all
options at once with prices.

An apartment in Barcelona may
cost €80 on Airbnb and €85 on
Booking; the platform shows the
cheaper option.

A traveler wanting a “glamping”
experience can easily find luxury
tents in Switzerland.

Shows whether a property allows
pets, offers Wi-Fi, has a kitchen,
or provides parking...

Source: Prepared by the researcher based on previous paragraph.

How does Cozy Cozy serve the tourism sector?

Increase tourist bookings: by bringing together all accommodation options in one place and

attracting more visitors.

Supporting small and medium-sized enterprises: such as apartments and guest houses by

improving their visibility without significant marketing costs.



Enhancing the transparency of the tourism market: by comparing prices and ratings, which

stimulates improved quality and fair competition.

Providing important data to decision makers:a bout tourism demand behaviors and the most

popular destinations.

Supporting the digital transformation of tourism: by facilitating search and booking

processes and relying on modern technologies.

Diversifying the tourism product: by offering innovative types of accommodation (huts,

glamping, chalets...), which attracts new tourist segments.

Table N° 03: how Cozy Cozy helps the tourism sector.

Benefit Explanation Impact on the Tourism
Sector
Increasing Small sites and independent hotels A small hotel in Morocco can

consumer reach

appear on a large platform that reaches
millions of users worldwide.

be seen by visitors from
Europe and Asia without
major marketing investment.

Promoting Cozy Cozy showcases non-traditional Increases the number of
alternative accommodations (villas, treehouses, tourists seeking  unique
tourism and boats...) expanding tourism beyond experiences, generating new
unique conventional hotels. income for lesser-known
experiences destinations.

Effective  digital Platform analytics help A hotel sees rising demand
marketing accommodation providers understand for “glamping” in the

trends and demand for different types
of stays.

summer and can prepare
suitable offers.

Facilitating entry The platform supports over 50 A guesthouse owner in

into global countries and multiple languages, Algeria can easily reach

markets opening international  marketing visitors from Europe or
opportunities  without creating a America.

personal website.

Source: Prepared by the researcher based on previous paragraph.

How does it serve stakeholders?

Owners of hotels, apartments and independent houses: Increase the number of bookings by
reaching a global audience. Ability to compare competitors' prices and improve pricing
strategies. Promote your brand through positive reviews and ratings.

Tourist destinations / cities/municipalities: Understand travel trends to their regions through
available data._Improving infrastructure or developing demand-driven tourism (e.g., holiday
homes, unique activities, local entertainment).




Academic and research sector: A huge database to analyze the digital tourism market, travel
trends, and preferred accommodation types._Study the impact of technology on travel choices,
the local economy, or sustainability.

Cozy Cozy's contribution to tourism innovation:

Encouraging the experience economy: by providing unconventional accommodation,
encouraging sustainable and alternative tourism.

Big Data Analysis (Big Data): Demand, seasonal patterns, accommodation prices can be
analyzed to create targeted tourism offerings.

Supporting sustainability: The platform offers environmentally friendly or energy-efficient
options, encouraging green tourism.

Promote fair competition: Small, independent hotels can compete with larger networks on
unified platforms.

Discussion of Hypotheses

The study examined several hypotheses regarding the impact of Al applications on the
tourism industry, particularly through the example of the Cosy Cozy application. The findings
support the following conclusions:

Al improves the overall tourist experience: Al-powered tools facilitate faster, more
intuitive, and personalized booking and travel planning processes. The integration of
recommendation systems, price comparison, and immersive previews ensures that travelers can
make informed choices, confirming the first hypothesis.

Enhanced decision-making confidence: Personalized recommendations and predictive
analytics increase travelers’ confidence in selecting accommodations, activities, and travel
options. This confirms that Al helps reduce uncertainty and enhances trust in digital tourism
platforms.

Operational efficiency for tourism businesses: The study found that companies adopting
Al technologies, as exemplified by Cosy Cozy, achieve significant efficiency gains in managing
bookings, dynamic pricing, and customer support. This validates the third hypothesis.

Al-driven competitive advantage: The presence of unique features such as real-time
support, smart recommendations, and price predictions gives Al-enabled platforms a
competitive edge over traditional tourism services. Cosy Cozy demonstrates this through its
aggregation of listings, transparent pricing, and global accessibility.

Personalization and sustainability alignment: Al applications not only cater to
individual preferences but also promote sustainable tourism by enabling eco-friendly
accommodation selection, efficient resource management, and reduced environmental impact.

Results
Based on the descriptive and analytical review:

Tourist Benefits: Cosy Cozy provides tourists with time savings, cost-effective options,
diverse experiences, and secure, transparent booking processes.



Sector Benefits: The platform increases bookings, supports small and medium
enterprises, diversifies the tourism product, facilitates global market access, and provides data-
driven insights for destination management.

Stakeholder Benefits: Accommodation owners, destination planners, and researchers
gain actionable insights for operational, strategic, and policy decisions, enhancing
competitiveness and sustainability in tourism.

Recommendations

For Tourism Businesses:

Integrate Al-driven tools like Cosy Cozy to optimize bookings, pricing, and
personalized recommendations.

Invest in staff training to effectively manage Al systems and enhance human-Al
collaboration.

For Policy Makers and Tourism Authorities:

Encourage the adoption of smart tourism infrastructure and Al platforms to improve
destination management.

Establish regulations for data privacy, cybersecurity, and transparency in Al-enabled
tourism services.

For Technology Developers:

Focus on integrating sustainability metrics and eco-friendly recommendations in Al
tourism applications.

Enhance usability and accessibility features to cater to diverse tourist segments.
For Researchers:

Conduct empirical studies evaluating AI’s long-term impact on tourist behavior,
operational efficiency, and sustainability outcomes.

Explore Al integration across multiple stages of the tourist journey (pre-, during, and
post-travel).

Conclusion

Artificial intelligence represents a transformative force in modern tourism, offering
enhanced personalization, operational efficiency, and sustainability benefits. Platforms such as
Cosy Cozy exemplify the practical application of Al by aggregating accommodation data,
providing smart recommendations, and facilitating secure, informed decision-making. The
study confirms that Al adoption not only improves tourist experiences but also empowers
tourism businesses and stakeholders with actionable insights and competitive advantages. As
the tourism industry continues to embrace digital transformation, integrating Al responsibly
while ensuring privacy, transparency, and sustainability will be essential for fostering resilient,
innovative, and inclusive tourism ecosystems.



The findings highlight a clear pathway for tourism stakeholders to leverage Al for both
commercial success and sustainable development, aligning technological advancement with the
evolving expectations of global travelers.
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