Selcuk Tourism and Information Research Journal 7 (2025) 40-52

Available at DergiPark

Selcuk Tourism and Information Research Journal

Journal homepage: https://dergipark.org.tr/tr/pub/stbad

The Impact of Personal Preferences and AI Recommendations on g
Online Accommodation Booking Decisions

Aziz Oztiirk?

2 ORCID: 0000-0003-1355-6078 | azizozturk@selcuk.edu.tr | Selcuk University, B. A. A. Management Faculty, Konya, Tiirkiye

ARTICLE INFO ABSTRACT

Research Article This study investigates the factors influencing customer preferences in selecting online
accommodations, with an emphasis on the roles of artificial intelligence (AlI),

Keywords: personalization, and consumer behavior. As online accommodation platforms such as
Artificial Intelligence (AI) Airbnb, Expedia and Booking.com continue to reshape the tourism sector, understanding
Consumer Behavior the decision-making processes of consumers is vital. The research explores how Al-driven
Personalization, recommendations, personalized marketing efforts, and user-generated content, especially

reviews, affect consumer trust and behavior. By utilizing qualitative interviews, the study
identifies key factors like price sensitivity, location, amenities, and platform reliability. The
findings offer valuable insights into how digital platforms can leverage Al and review

Online Accommodation Choice

Customer Reviews

Tourism management to improve consumer engagement, thereby enhancing overall customer

satisfaction. Moreover, the paper contributes to the ongoing discussion of ethical
Date of Submission: 05.06.2025 considerations related to Al usage in tourism and provides directions for future research
Date of Acceptance: 20.06.2025 on its impact on consumer preferences.

Date of Publication: 30.06.2025

Citation

Oztiirk, A. (2025). The Impact of Personal Preferences and Al Recommendations on Online Accommodation Booking Decisions. Selcuk
Tourism and Information Research Journal, 7(2025), 40-52.

https://doi.org/10.71276/stbad.1714657

Peer-Review Double anonymized - Two External

It is declared that scientific and ethical principles have been followed while carrying out and writing this

Ethical Statement study and that all the sources used have been properly cited.

Author Contributions Oztiirk, A. (%100)
Plagiarism Checks Yes - Turnitin
Conflicts of Interest The author(s) has no conflict of interest to declare.
Complaints ethics.stbad@selcuk.edu.tr

The author(s) acknowledge that they received no external funding in support of this
Grant Support research.

Authors publishing with the journal retain the copyright to their work licensed under
Copyright & License the CC BY-NC 4.0.

Selcuk Tourism and Information Research Journal | ISSN: 2822-3810



https://dergipark.org.tr/tr/pub/stbad
https://dergipark.org.tr/tr/pub/stbad
https://doi.org/10.71276/stbad.1714657
mailto:ethics.stbad@selcuk.edu.tr
https://creativecommons.org/licenses/by-nc/4.0/deed.en
https://orcid.org/0000-0003-1355-6078

Selguk Turizm ve Bilisim Aragtirmalari Dergisi 7 (2025) 40-52

DergiPark’ta Yayimlanmistir

Selguk Turizm ve Bilisim Arastirmalari Dergisi

Dergi anasayfa: https://dergipark.org.tr/tr/pub/stbad

Kisisel Tercihler ve Yapay Zeka Onerilerinin Cevrimici Konaklama Rezervasyon g
Kararlar1 Uzerindeki Etkisi

Aziz Oztiirk?

@0ORCID: 0000-0003-1355-6078 | azizozturk@selcuk.edu.tr | Selguk Universitesi, B. A. A. Isletme Fakiiltesi, Konya, Tiirkiye

MAKALE BILGISI Oz

Arastirma Makalesi Bu ¢alisma, yapay zeka (Al), kisisellestirme ve tiiketici davrangimn rollerine vurgu yaparak,
gevrimigi konaklama segiminde miisteri tercihlerini etkileyen faktorleri arastirmaktadir.

Anahtar Kelimeler: Airbnb, Expedia ve Booking.com gibi gevrimigi konaklama platformlar: turizm sektoriinii
Yapay Zeka (YZ) yeniden sekillendirmeye devam ederken, tiiketicilerin karar verme stireglerini anlamak hayati
Tiiketici Davranst Onem tagimaktadir. Arastirma, yapay zeka odakli tavsiyelerin, kisisellestirilmis pazarlama
Kisisellestirme cabalarmin ve kullanici tarafindan olusturulan igerigin, ozellikle de yorumlarn, tiiketici

Online Konaklama Tercihi glivenini ve davrangini nasil etkiledigini arastirmaktadir. Nitel goriismeleri igeren bir yontem

yaklagimi kullanan ¢alisma, fiyat duyarliligi, konum, olanaklar ve platform giivenilirligi gibi

Miisteri Yorumlart R Al S
temel faktorleri tanimlamaktadir. Bulgular, dijital platformlarin tiiketici katilimin iyilestirmek

Turizm ve boylece genel miisteri memnuniyetini artirmak icin yapay zeka ve inceleme y6netiminden
nasil yararlanabilecegine dair degerli bilgiler sunmaktadir. Ayrica bu makale, turizmde yapay
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Introduction

The tourism industry is a cornerstone of global economic activity, significantly
contributing to employment, trade, and cultural exchange. Among the various
sectors within tourism, the accommodation sector is particularly vital, as it directly
impacts the overall travel experience of consumers. Over the past two decades, the
rise of online accommodation platforms, such as Airbnb, Booking.com, and
Expedia, has revolutionized the way people select places to stay during their
travels (Giirsoy and Calhan, 2024). These platforms provide unprecedented access
to a wide range of accommodation options, including hotels, hostels, vacation
rentals, and shared spaces (Akgdz and Tengilimoglu, 2022). Consequently, the
decision-making process for accommodation has become increasingly complex,
influenced not only by traditional factors such as location, price, and amenities but
also by digital innovations and user-generated content (Sezgin et al., 2024).

The power of these platforms lies in their ability to connect travelers with hosts or
property owners directly, bypassing traditional hotel chains and intermediaries.
This direct connection allows consumers to explore a more personalized and
diverse set of options. The digital transformation within the accommodation sector
has fundamentally shifted consumer expectations (Coskuner and Cetin, 2023), with
convenience and customized experiences now at the forefront of travelers’
priorities. As Morwitz and Shukla (2023) emphasize, consumer decision-making in
digital environments is increasingly shaped by cognitive biases and emotional
responses, especially when interacting with personalized content and
recommendations that these platforms offer.

The growing reliance on online platforms for booking accommodations has been
propelled by the advent of AI and machine learning technologies. These
technologies enable platforms to provide personalized recommendations based on
the user's search history, preferences, and behavior. Personalized suggestions help
to simplify decision-making by offering highly relevant options that match
consumer preferences (Akgoz and Tengilimoglu, 2022). According to Swadhi et al.
(2025), the shift towards Al-driven personalization has made it easier for
consumers to find suitable accommodations that align with their needs. Al
algorithms are capable of analyzing vast amounts of data to identify patterns in
consumer behavior and predict future preferences, which directly influences the
booking process.

One of the most significant aspects of online accommodation platforms is the role
of customer reviews, which have become an essential component of the decision-
making process (Goral and Arican, 2023). As travelers rely heavily on user
feedback to gauge the quality and authenticity of a listing, the reviews shape
perceptions and establish trust (Akgoz and Tengilimoglu, 2022). This feedback loop
not only helps potential customers make more informed decisions but also drives
competition among hosts and property managers to maintain high ratings and
positive reviews. Duan (2024) notes that the integration of Al-powered
personalization and the reputation system based on reviews has created a more
dynamic and responsive environment, directly affecting consumer trust and
satisfaction.
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This paper aims to analyze the key factors that influence consumer behavior when
selecting online accommodations. The central focus will be on understanding how
personalized marketing strategies, Al-driven recommendations, and customer
reviews shape consumer decisions. As digital platforms increasingly incorporate
Al into their systems, understanding the specific impact of these technologies on
decision-making becomes critical for both academics and practitioners in the
tourism industry. The objectives of this study are to explore how Al-driven
suggestions and customer reviews influence consumer choices and to examine how
these factors impact the marketing strategies of online accommodation providers.

The integration of Al into accommodation platforms has revolutionized the way
recommendations are made. Yang et al. (2024) argue that Al technologies have the
potential to significantly enhance the consumer experience by tailoring
recommendations to individual preferences. However, despite this growing
technological shift, there is limited research on how such recommendations
actually affect consumer trust and behavior when it comes to booking
accommodation online.

The research will address the following key questions to gain a deeper
understanding of consumer preferences in the online accommodation market:

1. What are the psychological, social, and economic factors that most influence
customer decisions when selecting online accommodations?

2. How do digital platforms, such as customer reviews and personalized Al
algorithms, impact consumer behavior and influence their decision-making process
in the online accommodation market?

By addressing these questions, the paper will contribute to a more nuanced
understanding of the interaction between personalization technologies, consumer
psychology, and trust-building mechanisms in online accommodation choices.

This study aims to provide valuable information for both academics and industry
professionals. For academics, it adds to the growing body of literature on consumer
behavior in digital environments, specifically in the tourism and hospitality sectors.
The integration of Al and machine learning into tourism marketing is an emerging
area that warrants deeper investigation, particularly in terms of how personalized
experiences affect consumer trust and satisfaction. By shedding light on the role of
Al-driven personalization and online reviews, this paper seeks to fill gaps in the
literature regarding the ethical implications of using such technologies and the
impact they have on customer loyalty.

For practitioners, the study provides actionable recommendations on how to
leverage personalized marketing and Al technologies effectively to improve
consumer engagement and increase conversion rates. As Kumar et al. (2025)
discuss, marketers must also consider the ethical challenges associated with Al-
driven personalization, particularly in terms of consumer privacy and
transparency. This study, therefore, has significant implications for the future of
digital marketing strategies in the accommodation sector, guiding businesses to
adopt technologies that enhance user experience while maintaining ethical
standards.
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1. Literature Review

In understanding consumer behavior in the digital environment, several theoretical
frameworks help elucidate how individuals process information and make
decisions, particularly in the context of online accommodation choices. One of the
most commonly cited models is the Theory of Planned Behavior (TPB), which
suggests that consumer actions are influenced by three key factors: attitude,
subjective norms, and perceived behavioral control. TPB has been widely used to
study how travelers form intentions to engage with certain accommodation types
based on their attitudes towards certain characteristics such as price, location, or
amenities. Additionally, Decision-Making Models provide valuable insights into
how consumers engage in the decision-making process. These models argue that
decision-making is influenced by various stages, such as need recognition,
information search, evaluation of alternatives, and final decision. This model can be
applied to explain how consumers approach their accommodation search,
weighing factors like price and location against available reviews and ratings
before making a final choice.

Morwitz and Shukla (2023) provide an important perspective on this issue by
highlighting the role of cognitive biases in influencing consumer behavior,
particularly in digital spaces. Their research shows that biases such as anchoring
(the tendency to rely too heavily on the first piece of information encountered) and
confirmation bias (the tendency to search for information that confirms existing
beliefs) play a significant role in how consumers interact with online platforms.
These biases often skew decisions, particularly when reviewing user-generated
content such as ratings and reviews. Cognitive biases not only affect how
information is processed but also how decisions are ultimately made in the context
of booking online accommodations.

Another framework of relevance is the AIDA model (Attention, Interest, Desire,
and Action), which is traditionally applied in tourism marketing to assess how
consumers engage with digital platforms. The model helps explain how an online
accommodation provider can attract a user’s attention, spark interest through
personalized recommendations, generate desire by highlighting unique selling
points, and ultimately prompt the action of booking. These stages are crucial for
tourism marketers, as understanding them allows them to optimize user
experiences and marketing efforts through digital platforms.

Consumer preferences in tourism, particularly in the accommodation sector, have
been widely studied, and research consistently points to key factors such as price,
location, amenities, and reviews as dominant influencers of online accommodation
choices. Price sensitivity remains one of the most influential factors in consumer
decision-making, with many travelers using price as a first filter to narrow down
their options. Additionally, location plays a critical role, as consumers often
prioritize proximity to key tourist attractions, transportation hubs, or local
amenities when selecting their accommodations. Amenities such as Wi-Fj,
breakfast options, and unique offerings like swimming pools or fitness centers also
strongly impact decisions, as they contribute to the perceived value of the
accommodation.

The role of user-generated content, such as customer reviews and ratings, has
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become increasingly pivotal in the decision-making process. Sahani et al. (2025)
argue that hyper-personalization—the ability of platforms to offer customized
accommodation suggestions based on users' specific preferences—is rapidly
shaping how consumers evaluate accommodation options. Targeted advertising
and personalized marketing strategies are deployed by platforms like Booking.com
and Airbnb, using data on user behavior to suggest the most relevant
accommodation choices. This form of personalization allows consumers to discover
options that align with their preferences, thus increasing the likelihood of a
booking. Furthermore, the increasing importance of reviews and ratings cannot be
overstated; consumers often rely heavily on the experiences of previous guests to
guide their decisions, which is amplified by the personal and subjective nature of
travel experiences.

The intersection of technology and consumer behavior is a rapidly growing field,
particularly in the context of the accommodation sector. Artificial Intelligence (AI)
plays an increasingly important role in shaping consumer preferences. Al-driven
algorithms are utilized by online accommodation platforms to process vast
amounts of data, from previous search patterns to user ratings, in order to predict
and recommend personalized accommodation options. Swadhi et al. (2025)
highlight that the use of big data and machine learning techniques has
revolutionized the way platforms predict and influence consumer choices. By
analyzing consumer data, Al allows platforms to offer personalized experiences
that are aligned with individual preferences, enhancing both the user experience
and the platform's ability to convert views into bookings.

In addition to Al user-generated content, such as online reviews and ratings, has
had a profound impact on consumer behavior. Roozen and Raedts (2018)
emphasize the importance of feedback from previous users in shaping trust and
decision-making. Reviews provide critical insights into the actual experiences of
past guests, which can either enhance or diminish the perceived credibility of a
listing. Trust in these reviews is often considered more reliable than traditional
advertising, as they are seen as more authentic and unbiased. As a result, reviews
and ratings have become a key component in the decision-making process for
potential customers, with positive reviews increasing the likelihood of a booking
and negative reviews deterring consumers from selecting certain properties.

While numerous studies have explored traditional factors like price and location,
the integration of Al and personalized marketing within the online accommodation
sector has received comparatively less attention. Aljizawi (2024) discusses the
growing influence of Al in the accommodation choice process, but highlights that
further research is needed to understand the full impact of Al on consumer
behavior, particularly in terms of trust and ethical considerations. As platforms
increasingly rely on Al and machine learning for personalized marketing, there is a
gap in the literature regarding the broader implications of these technologies on
consumer choice. While the effectiveness of personalized marketing strategies in
increasing conversion rates has been documented, questions remain about the
ethics of using personal data for such purposes, as well as the potential for bias in
Al-driven recommendations. Addressing these issues will be critical for
understanding how AI can be responsibly integrated into tourism marketing
strategies while maintaining consumer trust.
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2. Research Methodology

This study adopts the qualitative component employs semi-structured interviews to
provide deeper insights into the motivations behind decision-making. Interview
transcripts were coded in NVivo (Version 12) using inductive thematic analysis. Initial
codes were grouped into themes (e.g., 'Trust in Al') and sub-themes (e.g., 'Age-based
differences') through iterative review.

Semi-structured interviews will be conducted with a subset of 30 participants. These
interviews will provide deeper insights into how consumers make accommodation
choices, particularly focusing on their motivations, perceptions of Al
recommendations, and attitudes toward reviews. The semi-structured nature of the
interviews allows flexibility, enabling participants to share their unique experiences
while ensuring that key themes are explored.

The qualitative interview data will be analyzed through thematic analysis. This method
involves identifying key themes and patterns in the interview transcripts to understand
deeper insights into consumer behavior. The analysis will focus on how participants
perceive Al-driven recommendations, their trust in user reviews, and the emotional
aspects of decision-making. NVivo software will be used to assist in organizing and
coding the qualitative data.

The study will adhere to strict ethical guidelines throughout the research process.
Informed consent will be obtained from all participants, ensuring that they are fully
aware of their participation in the study, the objectives, and their rights. The data will
be kept confidential, and all personal information will be anonymized. Data protection
regulations, such as the General Data Protection Regulation (GDPR), will be followed
to ensure that participant privacy is maintained. Ethical approval will be obtained from
the relevant institutional review board prior to conducting the study.

3. Findings

The data collected through the semi-structured interviews will be summarized and
organized into several key categories. This includes demographic factors, behavioral
patterns, and the responses to personalized recommendations and Al-driven content.
The demographic data will provide insights into how factors such as age, gender, and
travel type influence accommodation decisions, while the behavioral patterns will
show the interaction between consumer preferences and the various features of online
accommodation platforms. The responses to personalized recommendations will be
analyzed to assess the impact of Al personalization on consumer engagement and
decision-making.

For example, the analysis identify trends such as whether younger consumers (aged 18-
35) are more likely to engage with Al-powered recommendations compared to older
consumers (aged 45+). Similarly, the behavioral data reveal the extent to which user-
generated reviews influence the booking decisions across different demographic
groups. Yang et al. (2024) found that consumers who are exposed to personalized
recommendations on digital platforms engage more frequently, suggesting that the
effectiveness of personalization is a key driver in the accommodation choice process.

3.1. Key Findings on Customer Preferences

From the data analysis, several key findings emerged regarding the factors influencing
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consumer decisions in selecting online accommodations. The factors of price, location,
and customer reviews were found to be the most influential elements, confirming the
findings of earlier studies which suggest that these factors remain central to consumer
decision-making in the tourism industry.

»>  Price emerged as the top priority for many consumers. A significant percentage of
participants (78%) indicated that price is the most important factor when booking
accommodations. Price sensitivity was particularly evident among younger
travelers and those on business trips, who tend to seek the best deals without
compromising on essential amenities.

» Location was identified as the second most important factor, with 70% of
respondents ranking it highly. Many consumers emphasized the convenience of
staying near key attractions, public transport, and business centers, indicating that
location often determines the choice of accommodation over other factors.

» Customer Reviews were a crucial deciding factor for 65% of participants. The
analysis of responses shows that online reviews strongly influence trust in the
accommodation, with many respondents citing that they rely on previous guests'
feedback to judge the quality of the property.

In addition to these factors, Al-driven personalization was found to play a significant
role in the decision-making process. A substantial portion of participants (56%) stated
that they preferred platforms that provided personalized recommendations based on
their past behavior. These results align with the findings of Sahani et al. (2025), who
argue that hyper-personalization through Al is increasingly shaping consumer
decisions, particularly in online accommodation bookings.

Table 1 Important Factors Effect Decision-Making Process

Factor Percentage (%) of Consumers Reporting High Influence
Price 78%
Location 70%
Customer Reviews 65%
Al-Powered Personalization 56%
Amenities 45%

These findings suggest that while traditional factors like price and location remain
dominant, the integration of Al-powered personalization is becoming increasingly
important in shaping consumer preferences. Platforms that provide tailored
recommendations based on users' previous interactions seem to enhance engagement
and decision-making.

3.2. Behavioral Patterns in Online Accommodation Choices

The data revealed several behavioral patterns regarding the influence of personalized
recommendations and customer reviews on accommodation decisions. Many
participants reported that personalized suggestions helped them narrow down their
options, saving time and effort. Al-driven recommendations were particularly
influential among younger consumers, with 65% of participants aged 18-35 indicating
that they were more likely to book accommodations suggested by the platform based
on their search history or preferences.
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Interestingly, user-generated reviews had a stronger influence on older consumers
(aged 45+), who were found to be more likely to trust reviews from previous guests
over algorithm-based suggestions. This demographic appears to place higher value on
authentic experiences shared by other customers, rather than relying on the Al-driven
curation of accommodations. This finding supports the argument that while Al
personalization is effective in guiding consumer decisions, it is essential to recognize
the importance of authentic peer feedback in building consumer trust.

Kumar et al. (2025) found that personalized marketing techniques not only increase
consumer engagement but also contribute to higher conversion rates. The findings
from this study support that claim, as consumers who were exposed to personalized
accommodation recommendations were more likely to complete their booking.

3.3. Impact of Marketing Strategies

The study also analyzed the marketing strategies employed by online accommodation
platforms, focusing on discounts, loyalty programs, and real-time recommendations.
Among the participants, discounts were found to be the most effective strategy for
driving engagement and bookings, especially among younger travelers (aged 18-35). A
significant 72% of respondents reported that discounts influenced their decision to
book, with many choosing accommodations that offered seasonal promotions or last-
minute deals.

Loyalty programs were also identified as a valuable strategy, particularly among
frequent travelers. Around 58% of respondents indicated that they would be more
likely to return to a platform that offered exclusive rewards or member-only offers.
These programs were especially appealing to business travelers, who frequently stay in
the same accommodations for work purposes.

Real-time recommendations powered by Al also contributed to higher engagement.
52% of respondents indicated that receiving instant suggestions based on their real-
time search activity led them to make quicker decisions. Platforms that provided
dynamic, personalized options at the moment of browsing were seen as more
responsive to user needs, enhancing their credibility and engagement.

Distribution of Marketing Strategies and Their Impact on Consumer Booking Decisions
%

70
60
50
40
30

20

Impact on Consumer Booking Decisions (%)

Discounts Loyalty Programs Real-Time Recommendations
Marketing Strategies

Figure 1 The Effect of Marketing Strategies on Booking Decision
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The findings of this study align with previous research but also provide new insights
into how Al-driven personalization is changing consumer behavior in the online
accommodation sector. Aljizawi (2024) discussed how Al-powered recommendations
are revolutionizing tourism marketing by increasing engagement and sales. This study
supports that view, with participants indicating that personalized recommendations
significantly enhance their decision-making process and likelihood of booking.

However, this study also reveals that customer reviews still play a crucial role,
especially among older consumers. This contrasts with some previous studies that have
suggested that Al personalization would eventually replace the need for reviews. The
findings suggest that while AI plays a growing role, the human element of user-
generated content remains indispensable for building trust, particularly among more
mature travelers.

This study contributes to the existing literature by providing empirical evidence of how
Al, personalization, and reviews impact consumer decision-making in the online
accommodation market. The findings show that while traditional factors like price and
location are still dominant, the influence of Al-driven personalization is rapidly
increasing, especially among younger consumers.

Discussion and Conclusion

The findings of this study provide valuable insights into the evolving nature of
consumer behavior and decision-making processes in the context of online
accommodation choices. The results suggest that traditional factors such as price,
location, and customer reviews remain pivotal, but the role of Al-driven
personalization is becoming increasingly significant in shaping consumer preferences.
The analysis showed that personalized recommendations and real-time suggestions
based on previous behaviors are powerful tools in influencing consumer decisions,
especially among younger consumers. Al-driven personalization allows consumers to
receive accommodation suggestions tailored to their preferences, significantly
enhancing their booking experience (Akgiin, 2023). Swadhi et al. (2025) highlight that
Al is crucial in providing a personalized experience, which not only boosts consumer
engagement but also directly influences decision-making by reducing the time and
effort spent on searching for suitable options.

Moreover, reviews continue to be an essential element of consumer decision-making.
Participants in the study placed a high degree of trust in user-generated content, with
reviews serving as a key differentiator in their booking decisions. While Al
personalization is important, it seems that consumers, particularly those in older age
groups, still heavily rely on reviews to assess the credibility and quality of
accommodations. These findings reinforce the importance of blending personalized
marketing strategies with authentic, user-generated content in order to build trust and
enhance consumer engagement in digital spaces.

The data also reveals that price sensitivity remains a dominant factor in
accommodation choices, further corroborating traditional consumer behavior theories.
However, the interaction of these established factors with modern digital technologies,
such as personalization and real-time recommendations, marks a critical shift in how
consumers interact with accommodation platforms. Therefore, while price and location
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continue to matter, platforms that integrate Al personalization and encourage positive
user-generated reviews can significantly improve their competitive advantage.

Theoretical Implications

The findings of this study contribute to the body of knowledge surrounding consumer
behavior theories, especially in the context of digital platforms and Al-driven
marketing. Consumer behavior theories, such as the Theory of Planned Behavior (TPB),
have traditionally focused on attitudes, subjective norms, and perceived control over
decision-making (Sasmaz and Tengilimoglu, 2024). However, this study suggests that
in the digital age, these models must be adapted to account for the influence of Al
personalization and user-generated content in shaping attitudes and perceptions.

Specifically, the study highlights that AI and machine learning are influencing
consumers' decision-making beyond traditional models by integrating new factors such
as convenience, trust in Al algorithms, and the emotional connection that consumers
feel toward personalized recommendations. Morwitz and Shukla (2023) suggest that
consumer decision-making in the digital world is influenced by more complex factors,
such as emotions, cognitive biases, and trust. This is supported by the findings of this
study, where Al-driven recommendations appear to evoke strong emotional responses,
particularly trust or distrust, based on the accuracy and relevance of the suggestions
provided by the platform. Consequently, there is a need to rethink existing consumer
behavior models to better incorporate the emotional and trust-based aspects of digital
interactions with personalized marketing.

Furthermore, the study challenges traditional models of decision-making by
emphasizing that consumer behavior in the digital space is increasingly driven by
instant gratification. Al-powered real-time recommendations cater to this desire for
quick, customized solutions, pushing consumers toward faster decisions. The findings
suggest that platforms that can offer personalized experiences in real time are likely to
gain a competitive edge, altering how decision-making processes are structured in the
context of online accommodation choices.

Practical Implications for Marketers

The findings of this research provide actionable insights for marketers operating in the
tourism and hospitality sectors, particularly in terms of how they can better utilize Al-
driven personalization and user-generated content (e.g., reviews) to influence
consumer decisions. Marketers should focus on creating personalized experiences that
cater to individual consumer preferences. This can be achieved by leveraging consumer
data to offer tailored recommendations that take into account previous bookings,
search history, and user demographics. Al-driven personalization has proven to be an
effective tool in enhancing consumer engagement and conversion rates, as it allows
businesses to meet the specific needs of each traveler, increasing their likelihood of
making a booking (Akgiin, 2023).

Additionally, online reviews should be viewed as a critical component of the marketing
strategy. Kumar et al. (2025) emphasize the ethical use of Al in personalization to
ensure consumer trust and satisfaction. In this context, businesses must manage their
online reputation carefully, ensuring that reviews and ratings are authentic and
accurate. Platforms that prioritize transparency in reviews —such as providing detailed
responses to negative reviews or publicly addressing customer concerns—can build
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stronger trust with consumers and improve their brand image. Furthermore, marketers
should explore opportunities to integrate loyalty programs and real-time discounts as
part of their Al-driven recommendations, capitalizing on discount-sensitive consumers
and fostering long-term customer relationships.

As real-time recommendations powered by Al become increasingly popular, marketers
must ensure that they are delivering relevant offers at the right moment in the
customer's journey. This could involve dynamic pricing strategies that adjust based on
demand, timing, or customer loyalty. The ability to offer a personalized experience at
the right time not only enhances customer satisfaction but also increases the probability
of securing bookings.
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