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Abstract

The tourism industry has undergone exponential transformation, reshaped by online travel
agencies (OTAs), shifting consumer preferences, and technological advancements.
Established OTAs like TripAdvisor and Travelocity face pressures to adapt their strategies
to capitalize on these disruptive landscape changes. This research involves a comparative
analysis examining the key challenges confronting TripAdvisor and Travelocity, with a
focus on opportunities to leverage artificial intelligence (Al) in enhancing personalization
and the traveler experience. The study utilizes publicly available data on the companies
and academic literature on Al innovation diffusion. Findings reveal that while TripAdvisor
has actively developed Al-based trip planning tools, Travelocity has limited autonomy to
implement emerging technologies due to its subsidiary status within Expedia Group.
Effectively harnessing Al presents challenges including privacy risks, infrastructure
constraints, and integration complexity. However, thoughtfully executed Al innovations
can assist TripAdvisor and Travelocity in delivering customized experiences that uplift
traveler satisfaction and retention. This underscores AI’s evolving role as a competitive
resource for established OTAs disrupted by industry transformation. The study provides
strategic insights into leveraging Al applications aligned with organizational capabilities
and market realities, contributing implications for research and practice.

Keywords: tourism industry, artificial intelligence applications, modern technology.
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Introduction

The tourism industry has undergone exponential transformation in recent
decades, reshaped by the rise of online travel agencies (OTAs), rapidly
evolving consumer preferences, and continuous technological
advancements (Buhalis & Law, 2008; UNWTO, 2017). Established OTAs
now face pressures to adapt their strategies and business models to
capitalize on these disruptive landscape shifts in order to strengthen
competitiveness (Gossling, Scott, & Hall, 2018). This research involves a
comparative analysis examining the key challenges confronting two
leading OTAs — TripAdvisor and Travelocity. It explores opportunities to
leverage artificial intelligence (Al) in enhancing personalization as a
competitive resource amidst industry disruption.

TripAdvisor operates the world’s largest travel guidance platform,
offering over 859 million reviews and opinions from travelers on
accommodations, restaurants, experiences, airlines, and cruises
(TripAdvisor, 2023). Travelocity is a subsidiary of Expedia Group,
operating as a value-focused OTA since its 2015 acquisition (Expedia
Group, 2015). Both companies face an evolving landscape presenting
competitive threats and innovation imperatives. This study utilizes
publicly available data on TripAdvisor and Travelocity, as well as
academic literature on Al diffusion, to conduct an informed comparative
analysis. It examines challenges related to declining relevance of user
reviews, brand differentiation, legacy systems, and resource constraints.
The role of Al in driving personalized recommendations and experiences
is evaluated as an emerging opportunity.

Findings provide strategic insights into leveraging Al applications aligned
with organizational capabilities, revealing AI’s growing influence as
online travel entities aim to uplift customer experiences amidst disruptive
change. This research holds valuable implications for OTAs seeking
strategies to capitalize on Al innovation. It contributes both theoretical and
practical perspectives to scholarship on technology adoption and tourism
industry dynamics. In recent years, websites have become one of the
primary sources providing information about the study area, owing to the
wider availability of the internet during this period (Ali Gh Saeid Al-
Ghaithi, Tehane alzrouk ali alzntani 2023).

e Literature Review
Online Travel Agencies and Industry Disruption
The advent of online travel agencies in the 1990s sparked a revolution in
tourism distribution, unlocking unprecedented access to travel information
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and bookings for consumers (Buhalis & Law, 2008). OTAs such as
Expedia, Travelocity and TripAdvisor emerged as new intermediaries,
competing intensely to attract travelers through convenient digital
platforms (Cheyne, Downes, & Legg, 2006). This phenomenal growth
also disrupted traditional travel agents and tour operators, challenging
established players to adapt or face decline (Kracht & Wang, 2010).
Recent years have seen ongoing disruption, as OTAs now face pressures
from shifting consumer behaviors and emerging competitors. Younger
travelers increasingly turn to visual social media platforms for inspiration
and recommendations (Mazareanu, 2021). Google's entrance into flight
and hotel aggregation challenges OTA dominance (Ting, 2018). While
OTAs brought transparency, consumers sometimes distrust their ratings
and reviews (Xie, Zhang, & Zhang, 2014). These landscape shifts
underscore the need for agility and continuous innovation.

e Artificial Intelligence Trends in Tourism
Al has rapidly diffused through the travel industry, adopted in applications
like personalized recommendations and predictive analytics (Tussyadiah,
2020). Machine learning algorithms enable systems to improve
progressively based on iterative training data (Jarek, 2022). However,
successfully implementing Al presents challenges around data privacy,
security, infrastructure constraints and bias risks (McKercher, 2020).
Tourism scholars urge a measured approach balancing ethical risks and
benefits (Sigala, 2020).
Research also reveals mixed consumer sentiments around Al. Young,
educated travelers are most receptive to Al-enabled services (Lopez,
2018). But concerns exist around privacy intrusions, dehumanization and
problematic automation (Lu, Cai, & Gursoy, 2019). Carefully
communicating Al benefits and transparency is advised (Kiatkawsin &
Han, 2021). Overall, while Al innovation garners immense interest,
thoughtful strategies are required for effective adoption.

e Theoretical Framework
Diffusion of Innovations Theory
Rogers’ (1995) diffusion of innovations theory provides a valuable
framework for examining the adoption of Al within the online travel
ecosystem. The theory outlines a five-stage diffusion process -
knowledge, persuasion, decision, implementation and confirmation. In the
early knowledge stage, a firm learns about the innovation and gains
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understanding. Next, it forms attitudes and opinions, deciding whether to
adopt or reject the innovation. The implementation phase involves
practical integration. Finally, it evaluates the results to determine wider
adoption. This model indicates Al diffusion in travel involves gradual
persuasion of stakeholders through piloting focused applications and
validating benefits.

e Resource-Based View
The resource-based view (RBV) analyzes how firms leverage unique
internal resources to achieve competitive advantages (Barney, 1991).
Valuable, rare, inimitable and non-substitutable resources enable strategic
differentiation and growth. From an RBV lens, proprietary Al capabilities
developed by OTAs like TripAdvisor constitute intangible assets
generating personalized recommendations more tailored than competitors.
However, imitation risks necessitate constant innovation. As Al
proliferates across the sector, its differentiating value diminishes without
continual advancement.
Technology-Organization-Environment Framework
The technology-organization-environment (TOE) framework highlights
three dimensions influencing technological innovation adoption — the
innovation’s characteristics, organizational resources, and environmental
context (Tornatzky & Fleischer, 1990). Applying this framework,
effective Al adoption depends on assessing suitability, weighing required
investments, and environmental scanning. For instance, as an Expedia
subsidiary, Travelocity must consider shared platforms in adopting Al,
while TripAdvisor retains more flexibility. The TOE lens emphasizes
aligning innovations with organizational and industry realities.

e Methods
A comparative analysis of TripAdvisor and Travelocity was conducted
using publicly available data from industry reports, financial disclosures,
technology publications, and academic literature. Information was
gathered on the companies’ business models, competitive landscapes,
technology adoption, and innovation initiatives. Data collection focused
on current sources within the past five years.
Thematic analysis identified patterns related to the disruptive tourism
environment, Al capabilities, and strategic technology considerations.
Findings were categorized to draw out comparisons between TripAdvisor
and Travelocity across four key dimensions:
1. Competitive landscape and disruption threats
2. Current Al adoption strategies
3. Potential of enhanced personalization through Al
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4. Implementation challenges and mitigation approaches
Finally, conclusions were formed based on synthesis of the structured
comparative analysis. The study’s findings contribute insights into Al
innovation aligned with organizational constraints, consistent with the
TOE framework.

e Analysis
Competitive Landscape and Disruption Threats
While TripAdvisor and Travelocity leverage distinct business models,
they share common disruptive threats in today’s shifting online travel
environment. TripAdvisor, which generates revenue through advertising
and commissions, faces declining relevance of user reviews, credibility
concerns, and competition from visual platforms (Forno, 2022;
Mazareanu, 2021). Travelocity, as an Expedia subsidiary focused on
value, struggles with differentiation pressures and aging branding and
technology (Travel Weekly, 2014). Both require innovation to attract
youthful travelers. However, heavy dependence on legacy systems poses
constraints.

e Current Al Adoption Strategies
Regarding Al adoption, findings showed TripAdvisor has actively
developed innovative trip planning tools leveraging machine learning
algorithms (TripAdvisor, 2023). This aligns with diffusion of innovations
theory, demonstrating efforts to pilot Al aimed at enhancing
personalization. In contrast, Travelocity has limited autonomy to
implement emerging technologies due to its subsidiary status within
Expedia Group (Ting, 2018). While Expedia has invested in shared Al
capabilities, Travelocity relies on these centralized platforms.
Potential of Al-Enabled Personalization
The analysis revealed significant potential for TripAdvisor and
Travelocity to harness Al in providing personalized recommendations and
customization. Al systems can analyze user data to continuously improve
suggestions tailored to traveler preferences (Smith, 2021). Such machine
learning approaches align with Tussyadiah’s (2020) research showing
AT’s promise for tourism personalization. For TripAdvisor, Al can address
declining engagement through targeted recommendations. Travelocity
could differentiate itself through Al-generated bundled offerings.
Implementation Challenges
However, findings also highlighted multifaceted Al implementation
obstacles related to data privacy, infrastructure constraints, integration
difficulties, algorithmic bias risks, and design complexity (Wang & Zhou,
2020). Travel companies must evaluate technical landscapes and resources
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to develop compatible, ethical Al systems aligned with the TOE
framework. Implementation further requires mitigating regulatory
compliance and user adoption risks, consistent with diffusion of
innovations theory.

e Discussion
This comparative analysis provides important insights into AI’s evolving
role as TripAdvisor and Travelocity aim to capitalize on personalization
opportunities while navigating disruption. The findings highlight AI’s
potential but also underscore pragmatic challenges in translating that
potential into customer value. As the resource-based view suggests,
sustaining competitive advantage from Al requires continuous innovation
beyond basic applications.
Furthermore, effective Al adoption necessitates alignment with
organizational capabilities and industry conditions, as the TOE framework
emphasizes. For Travelocity, this entails integration with Expedia’s shared
platforms, while TripAdvisor retains greater flexibility. Adopting Al also
involves measured diffusion across user and partner networks, consistent
with diffusion of innovations theory.

e Conclusion
This research has examined Al innovation as a tool for TripAdvisor and
Travelocity to address disruptive challenges and capitalize on
personalization opportunities. The comparative analysis provides data-
driven insights into the nuanced, evolving role of Al within the online
travel sector. Key findings reveal that while Al harbors immense potential,
realizing this potential and generating sustainable competitive advantage
requires mitigating implementation risks and aligning adoption with
organizational constraints.
For established yet pressured OTAs, prudently leveraging focused Al
applications that complement existing resources and capabilities emerges
as an advised approach, versus swift organization-wide transformation.
Future studies can build on these findings through quantitative modeling
of Al adoption drivers. Scholars may also further explore consumer
perspectives on Al innovation. As rapid technology change persists,
cultivating organizational agility and carefully translating Al advances
into customer value will grow ever more crucial.
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