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Abstract

Increasing tourist satisfaction is a key challenge in the tourism
industry. In recent years, the application of artificial intelligence to
address this challenge has garnered significant attention, resulting in
a surge in related research. This study analyzes existing literature
using a bibliometric approach to map the scientific landscape, identify
emerging trends, and suggest future research directions. After
applying appropriate search strategies and screening criteria, 499
articles were retrieved from Scopus and analyzed using the
Bibliometrix package in R. The findings highlight that sentiment
analysis and review of tourists' online feedback, primarily through
natural language processing tools, are crucial for understanding
customer needs and enhancing satisfaction. Machine learning
algorithms that identify behavioral patterns and predict future
demands significantly enhance tourist experiences. Additionally,
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electronic word-of-mouth, as an emerging concept, has a direct impact
on tourist satisfaction.

Keywords: Tourism and Hospitality Industry, Tourist Satisfaction,
Artificial Intelligence, Bibliometric Analysis

1. Introduction

Undoubtedly, the concept of tourist satisfaction has attracted
significant attention in recent decades (Contu et al., 2024). The
application of artificial intelligence technologies in the tourism
industry holds tremendous potential for enhancing tourist satisfaction.
Leveraging the power of Al can lead to the personalization of tourist
experiences, improvements in travel processes and resource
allocation, enhancements in experience quality, and increased tourist
satisfaction (Ma, 2024). Al innovation can also strengthen the
competitive advantage of tourism businesses. Therefore, these
businesses must learn how to use Al to transform tourist experiences
into more valuable services (Ku & Chen, 2024).

2. Literature Review

In the tourism industry, there has been a significant rise in scientific
research related to this topic. According to the researcher's review, no
study has been conducted so far on the application of artificial
intelligence in customer satisfaction studies within the tourism and
hospitality industry. Therefore, this research aims to provide an
overview of the application of Al in customer satisfaction studies
within the tourism and hospitality sector, analyze and interpret
existing research in this field to understand the conceptual framework
and knowledge production status, examine current research trends,
and offer an agenda for future research. This study employs
bibliometric analysis, a well-established method known for its ability
to summarize knowledge and document research in a specific area
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using quantitative metric indicators. Based on the objective, the
following research questions are addressed.

- What has been the temporal trend in the publication of scientific
works related to the application of artificial intelligence in customer
satisfaction studies within the tourism and hospitality industry?

- Which are the most influential scientific works, sources, and
researchers concerning the application of artificial intelligence in
customer satisfaction studies within the tourism and hospitality
industry?

- What are the most frequently used keywords, the co-occurrence
network, and the temporal evolution of these in research related to the
application of artificial intelligence in customer satisfaction studies
within the tourism and hospitality industry?

- What are the driving topics, emerging concepts, and fundamental
ideas related to the application of artificial intelligence in customer
satisfaction studies within the tourism and hospitality industry?

3. Methodology

In this study, we used bibliometric analysis to review the literature.
This study aims to examine the evolution of published studies in the
Scopus database related to the application of artificial intelligence in
customer satisfaction studies within the tourism and hospitality
industry. We selected research articles, conference papers, and book
chapters in English for this research. After applying the inclusion
criteria, we reduced the number of records from 536 extracted
documents to 499. We used the Bibliometrix package in R (version
4.4.2) for data analysis in this study. The bibliometric package in the
R software provides a set of tools for quantitative research
encompassing all the primary methods for bibliometric analysis
(Kemeg¢ & Altinay, 2023).

4. Results
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The research findings show that scientific production in this field has
increased from one paper in 1999 to 114 papers in 2024. Given the
upward trend in document publications, this trend is expected to
continue in the coming years, with new concepts and trends emerging
in the near future.

The co-occurrence analysis of keywords revealed that the following
terms were repeated more than 20 times: "customer satisfaction” (84),
"text mining" (49), "big data" (43), "machine learning" (39),
"sentiment analysis™ (38), "artificial intelligence™ (36), "online
review" (36), "tourism" (31), "data mining" (29), "service quality"
(29), "hospitality" (24), and "satisfaction™ (22).

Based on the keyword co-occurrence network, these keywords were
grouped into five clusters.

The red cluster shows the relationships between concepts such as "big
data," "online reviews," "sentiment analysis,” "guest satisfaction,"

"social media,” "topic modeling,” "user-generated content," "text
analysis," and "hotel."

The purple cluster links concepts like "customer satisfaction,” "text
mining," "service quality,” "artificial neural networks,” "tourists'

expectations,” "electronic word-of-mouth," and "robotic services."
The green cluster explores connections between "data mining,"
"customer relationship  management,”  "segmentation,” and
"prediction.”

The vyellow cluster illustrates relationships between "machine
learning,” "natural language processing,” "tourism and hospitality,"
and "deep learning."”

The blue cluster connects concepts like "artificial intelligence,”
"hospitality,” "guest expectations,” "smart tourism,” "robotic
services," and "anthropomorphism.”

By constructing a strategic diagram, the study identified driving, core,
emerging, and singular themes.
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This research highlights the driving themes of increased customer
satisfaction through improved service quality in hotels.

The core and fundamental themes were identified in three clusters:
The first cluster encompasses the main concepts of text mining,
sentiment analysis, and online reviews. This research stream focuses
on using Al technical and analytical methods to understand and
predict tourist sentiments based on data shared by users through
various social media platforms.

The second cluster refers to research centered on machine learning and
its contributions to tourism development. These studies employ
methods and models to predict tourism demand or tourist arrivals
using machine learning.

The third cluster includes big data, the hospitality industry, and
satisfaction. This category also addresses other concepts, such as guest
expectations, customer reviews, social media, user-generated content,
and the use of robots.

The emerging themes explored in this study are customer experience,
online reviews, and electronic word-of-mouth advertising.

5. Discussion & Conclusion

Customer experience is a key aspect of service interaction,
encompassing various customer responses to a market offering. Based
on the research findings, three directions for future research can be
considered:

Focusing on sentiment analysis and online reviews of tourist opinions
using text mining (first cluster of core themes).

Focusing on machine learning and its role in tourism studies (second
cluster of core themes).

Focusing on the use of big data in the hospitality industry to enhance
tourist satisfaction (third cluster of core themes).

Furthermore, based on the study's findings, electronic word-of-mouth
(e-WOM) has emerged as a new concept. This concept can enhance
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tourists' experiences through online reviews and contribute to their
overall satisfaction. Electronic word of mouth is a highly effective tool
for decision-making. In this type of advertising, physical or face-to-
face communication is transformed into electronic communication. e-
WOM is a powerful tool for analyzing customer needs, perceptions,
and experiences from their perspectives (Moreno Brito et al., 2024).
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1. Latent Dirichlet allocation (LDA)



Y54 | G5 bl | il anlllas K 5 8 stamn i gn lane 3101803 8 ol Jubow

a5 b s e (ST Dle 5 50 S et D) 50t 055 o0 LDA Juke 1 oLz
Bt b K S IS 5 o e et S e o5 K
Se L (Y1) 01, Kan 5 5a 5 F/AF Hluie L (Y410) 01a 5 ¢Sl Sladlas s S
6 (Y10) 01, 5 el il [ stddle i glastiwl o 2 o5 54 O/FA
5 Dladst 3wty 23 553 Sl e o 5 Lnosls0IS” Sl eslizl (K68 (o 2
e Jalow 5 LaoslsONS” s o OLES G ol izl o Oblage a8l
sl azils (6 2 (615 e g Ob zie (slas 55U 51 S oSS b s 4 Ll e
) Oblege 4 205 CodS et jsba 503,87 (ile el |) 55 Slods (pimen
Sla e &S (glaslal 3la s (linn 4 okBdle 3 (slaslial . iiiu 3 pgy
g;.:a.alol.a)'ﬁ?‘l}ui.ALnglJ.{)@\#:)ydbjsaﬁfm:bww:m\;uﬁ
(i) wlazals glrsl S3los slp Gk Ol 5 pemts DYl & 1z byl

OF)

s o gabiaul p N Jgde

Mining meaning from online ratings and

VIA? reviews: Tourist satisfaction analysis using Gugot?Yal.,
latent Dirichlet allocation ( )
SIA¥ What can big data and text analytics tell us Xiang et al.,
about hotel guest experience and satisfaction? (2015)
S/EA What do hotel customers complain about? Text Hu et al.,
analysis using structural topic model (2019)
Big data for big insights: Investigating Liu et al
\fAng language-specific drivers of hotel satisfaction (2017) "
with 412,784 user-generated reviews
An SEM-artificial-neural-network analysis of
v the relationships between SERVPERF, Leong et al.,
customer satisfaction and loyalty among low- (2015)

cost and full-service airline
(Goloss glaaily) 1o



VECE Sl [ VY oyled | ¥ dlo | K838 ey pie Slalllas | YV

&b
ol i Calitee SWame )3 () 5 3) 00 b s b LT e L FAR Sl ¢ e 53
sldas cCMJ:SMJ@ O 1) aise ol 93 i dloms gy 31l F gl .
International dlows Jsdor ool 5 (Ao )5 YY) 53u) Liles S hze llia Vo F
Sustainability Journal of Contemporary Hospitality Management
53 dlis VY VY 00 HLisl L s s« Tourism Management , (Switzerland)
JB 55 e o islaaly dader cpl 53 Sumpen 515 13 paw b oKl
2 bessm rle Ol o pall SIS 5 6 Kas 8 (slass i Coale ol ouali
ol 33 Sl CS 5l 6l 1y s Sles (6)Ken So b 5 S ety ol JalSS

CTT TP G U Y -2 RN 1 PRV S [P FRFCH FR-E CWAIOE % I PR
OREs S Call; 53 (b geas

Lastees! slass o
b LiS o sl b LS gk
(H-index) S Gty o 2 e (R R
International Journal of ~ International Journal of
A Contemporary Hospitality " Contemporary
Management Hospitality Management
\. Sustainability vy Sustainability
(Switzerland) (Switzerland)
Expert Systems with .
A 1)
Applications Tourism Management

International Journal of

A i )
Tourism Management Hospitality Management
y International Journal of q Advances in Intelligent
Hospitality Management Systems and Computing

(d?bdéuwli)c..ﬁ
O‘i“.-”}f S 522 ..,\A:‘_s.e QW‘)JA\:.&LAGLLAJJ uﬁd‘: ..L:bf ‘S:L») M})NJ&JA
Lg\.ﬁd\.w BY) &,.,p}n &L\ ;,-:M‘ u:‘.‘)é‘ odlasOlis Q\i)&; rl.a.? BSERERR Jl BIEYS)

b



YA | G731 bl | oS anlllan K 5 8 stamn i g jlane 31 01,803 8 ol Jubow

O REs 8 Culd) )3 (Sswn Jhsp S Ogol s Bl A, Ly, ¥ SS
Sources' Production over Time

Cumulate occurrences

S
%)
o L
H 5 3 3 & % = o ‘a = = 5 3
Year
Source

INTERNATIONAL JOURNAL OF CONTEMPCRARY HOSPITALITY MANAGEMENT
INTERNATIONAL JOURNAL OF HOSPITALITY MANAGEMENT

SUSTAINABILITY (SWITZERLAND)

TOURISM MAMAGEMENT

(Guzs gaasly) e

Ol Ka g,
LS i L, F S Liles 5 s DY e LT 53 iy 33 OA SIS § gazes 5
SN O g STl oS ok i o g s o LS Sl 3 08 s 5 ke
G515 5 enble (6,5 5L sladie 3 )8 bies Oliyl Slidios .ol 03 5 i \F
(ol o Lol S eza (6 e a5 01 K88 Lul s o sl b 0L
s 5 01,85 8 ks, (iledde 5 b ) LeslsadS” 31 eslizal 53 (g5
Kim & Kim, 2022; Zhang & Kim, ) ol axils late 5 i s 5 Ol L
o (2021; Wei & Kim, 2022; Tang & Kim, 2022; Tao & Kim, 2022
D8 W 55 2 F S0 Ol ot o T Win P AL 5500 S 5 (3L idm g 5l )
50k @ osls UK 3 bOT dr g b6 CS Lt 45 Wgd oo wlid o) s oyl

D ASTU e opl )3 Ryl St

1. Natural Language Processing (NLP)
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y. Text Mining
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. Online Reviews
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