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Abstract. Nowadays, the tourist product is a multi-component service, which provides a wide range of
opportunities for the implementation of innovations, especially given the current pace of technological
progress.

The main goal of this study was to analyze the specific features of modern relations related to
innovations in the tourist product. The synthesis of the latest theoretical and practical achievements showed
that artificial intelligence is of particular importance in the process of implementing innovations in almost all
elements of the tourist product. The changes that are taking place in the markets of tourist services, modern
technological services, labor and relevant education were discussed. Attention was also paid to the processes
of replacing human resources with modern technologies in tourism.

The study found that in the final phase of the life cycle of a tourist product based on technologies, the
level of service improvement no longer affects the quality of the impression received by the consumer. At
the same time, the increase in the scale of innovations in the tourism product leads to the formation of two
radically different segments in the tourism services market. One category of travelers chooses services based
on digital technologies and artificial intelligence, while the second category prefers to travel without any
intervention of modern technologies. The latter is their reaction to the current pace of introducing new
technologies in tourism. Thus, innovations in the field of tourism create new markets and respond to diverse
consumer demands.
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Introduction. The modern pace and characteristics of technological progress create completely new
conditions in tourism. There are wide opportunities for implementing innovations in the tourism product.
Through virtual reality, artificial intelligence, communication systems and other means of technological
progress, companies operating in the tourism industry manage to establish their own position in the
competitive market and maintain a consumer segment. The object of this study is the system of specific
relationships within the modern tourism sector, through which new developments are created and
implemented in various elements of the tourism product's value chain. The subject of the study is the
characteristics, features that distinguish the relationships related to innovation in the tourism product.

The opinion that the increasing role of modern technologies in the tourism sector reduces the degree of
personalization of tourism services, creates a trend of job reduction in some elements of tourism services,
but increases the demand for labor force employed in the field of information technologies, is the working
hypothesis of this paper.

The aim of the research was to study the specific characteristics of modern relations related to
innovations in the tourism product. Accordingly, several tasks were solved in the research process: 1)
theoretical understanding of relations related to innovations in the tourism product; 2) identification of
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modern characteristics of innovations in the tourism product; 3) identification of the directions of influence
of the characteristics of modern innovative relations in the tourism product on the field. The latest theoretical
and practical achievements, official press releases and reports served as the basis for the implementation of
the research tasks, the formulation of the main findings and conclusions of this study.

Literature Review. Researchers in the field focus on such features of innovation in tourism products as
collaboration, entrepreneurial characteristics, networking, technological development, environment,
sustainability-oriented innovations, intellectualization, robotization, the role of artificial intelligence, virtual
and augmented reality, the Internet of Things, cloud computing, non-technological and “hidden” innovations,
etc.

Cardoso, Sohn, Ferraso, and Junior talk about the importance of open innovation in the dynamic field of
tourism (Cardoso, Lisboa Sohn, Ferraso, & Junior, 2024). This study emphasizes the multi-component nature
of the innovation process in tourism - in the modern tourism industry, it is impossible to develop and
implement innovations within the framework of a single company.

Ergashev and Jabborova consider the growth of innovation processes as a vital element for the trans-
formation of economic systems and gaining competitive advantage (Ergashev & Jabborova, 2021). The study
focuses on virtual tours, virtual travel. Omerzel identifies the following main factors of innovation in tourism:
entrepreneurial characteristics, network, technological development and environment (Omerzel, 2015). The
study lists several characteristics of innovation, in contrast to Cardoso, Son, Ferraso and Junior, who mainly
focus on the collaboration factor. Tuzlinkan focuses on smart tourism. It discusses such features of modern
tourism as artificial intelligence, cloud computing and the Internet of Things and indicates the reduction of
the human factor in services (Tlizinkan, 2017). Sardak, Dzhyndzhoian, and Samoilenko discuss the interaction
of global processes on tourism innovations, such as intellectualization, informatization, cooperation, the
formation of a global tourism market, the liberalization of national tourism markets, increased competition,
and the spread of transnationalization (Sardak, Dzhyndzhoian, & Samoilenko, 2016). llieva and Todorova in
their article discuss the importance of sustainable management principles, especially for the tourism
industry, as it depends on environmental, economic, and socio-cultural aspects (llieva & Todorova, 2023).
The study highlights one important characteristic of innovation in tourism - sustainability. Archi, Benbba,
Kabil, and Denis David discuss the role of digital technologists in the development of sustainable tourism
(Archi, Benbba, Kabil, & David, 2023). There is also an interesting study on digital technologies (Gutierriz,
Ferreira, & Fernandes, 2023).

Sustacha, Banos-Pino, and Valle confirm a positive relationship between smart technology and tourism
experience. In addition, they point to a negative relationship between privacy and security issues (Sustacha,
Banos-Pino, & Valle, 2023). Camiséna and Monfort-Mir (2012) talk about the importance of non-techno-
logical innovations. Focusing on non-technological innovations is very important, because it complements
the picture of modern tourism innovation with another factor. Irawan (2023) talks about the importance of
artificial intelligence in the tourism industry, highlighting the many directions of application of artificial
intelligence in the industry. The author argues that through artificial intelligence, tourism service providers
are provided with certain advantages, including increased productivity and operational efficiency, the crea-
tion of personalized experiences, the promotion of environmentally friendly travel, etc. The author discusses
this issue from a broad perspective. The reports of the World Travel & Tourism Council on the development
of artificial intelligence (World Travel & Tourism Council, Introduction to Arificial Intelligence (Al) Technology,
2024) and its role (World Travel & Tourism Council, Artificial intelligence in action: use cases and impacts of
Al in society, business and travel & tourism, 2024) present conclusions about the special importance of the
role of artificial intelligence in various elements of the tourism product.
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Gidumal, Secin, O’Connor, and Buhalis argue that the use of Al in tourism is essential, both as a prere-
quisite for organizational and technological integration and synergy, as it allows companies to co-create value
and respond to individual customer segments (Gidumal,, Secin, O’Connor, & Buhalis, 2023). Jayamani, Priya,
and Sangeetha’s research revealed that immersive technologies have a significant impact on the pre-trip
planning phase by creating opportunities for virtual exploration; augmented reality applications allow tou-
rists to navigate unfamiliar places, and artificial intelligence, through personalization and recommendations,
ensures the best possible traveler experience (Jayamani, Priya, & Sangeetha, 2024). Majan, Mishra, Tiwari,
and Vemuri discuss how Al is changing marketing in the tourism industry, reducing costs and improving
service quality (Majan, Mishra, Tiwari, & Vemuri, 2024). Pratisto, Thompson, and Potdar explore the role of
immersive technologies in the tourism industry. The study also presents the challenges of using immersive
technologies (Pratisto, Thompson, & Potdar, 2022). The authors expand their knowledge on the use of
augmented and virtual reality in tourism based on an analysis of contemporary articles. Colak's study showed
that 15 new job positions will emerge through Al and that its integration in the tourism industry can achieve
certain advantages for employees (COLAK, 2023). Henriques, de Almeida, and Quiterio Ramos aim to provide
information on how artificial intelligence can be used to improve the customer experience in various aspects
of tourism operations and services, both online and offline (Henriques, de Almeida, & Ramos, 2024). Gidumal
discusses how Al is widely used in almost all areas of tourism and travel, including apps, smart travel agents,
chat-bots, bots, recommendation systems, voice assistants, and translation applications (Gidumal, 2020). The
author analyzes three main challenges related to the use of Al in the study: how consumers accept it, what
is its impact on the tourism and travel economy, and how it affects the workforce or employment. Hao and
Chon’s study details the impact of technological developments on travel from the World War Il era to the
present and forecasts their impact until 2050 (Chon & Hao, 2024). Gurjar’s study highlights the significant
impact of artificial intelligence on the tourism industry, especially in enhancing customer experience
management. The focus is on the use of artificial intelligence in the hotel industry (Gurjar, 2024). Abd El-Kafy,
Eissawy, and Hasanein consider the tourism and hospitality industry as one of the first to adopt new
technologies, including robotics and artificial intelligence. 319 tourists were interviewed. As a result of the
study, it was determined that the use of artificial intelligence has many advantages (Abd El-Kafy, Eissawy, &
Hasanein, 2022). A report prepared by researchers at the University of South Australia Business School for
the Australian Regional Institute also identifies artificial intelligence as a key element of the impact of
technology and innovation on the Australian tourism industry (Hallak, et al., 2020).

The OECD Tourism Committee Work Programme Report on Preparing the Workforce for a Digital Future
highlights the following activities: Coordinated policy collaboration between ministries and stakeholders to
digitalize tourism and develop skills; Support the transformation potential of higher education institutions;
Upskill the existing workforce; Facilitate digitalization initiatives for SMEs to improve efficiency; Effectively
support workers displaced or at risk of displacement due to the digitalization of tourism; Creating value chain
linkages to secure digital transformation practitioners, based on industry clusters or local coalitions, with the
aim of stronger digital security and risk management; Greater support for funding youth learning projects to
provide new knowledge related to digital technologies, as well as training on existing ones. (OECD, Preparing
the Tourism Workforce for the Digital Future, 2021). The OECD report on 4 key megatrends for 2050 talks
about growing visitor demand, sustainable tourism growth, technology inclusion and travel mobility. (OECD,
Analyzing Megatrends to Better Shape the Future of Tourism, 2018).

The analysis of the findings of the academic community on the modern characteristics of tourism
reveals a key trend that underlies all other technological innovations in the industry - the increasing role
of artificial intelligence. Three main elements arising from artificial intelligence are distinguished:
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assistance/recommendations; enhancement of impressions; simplification of production operations.
Three key results are distinguished from the main socio-economic results: changes in the labor market;
changes in marketing activities; changes in decision-making processes.

Short and long-term socio-economic changes as a result of the increase in the scale of innovations in
the tourism product

The impact of modern technologies on the tourism product market occurs simultaneously by affecting
both the demand and supply sides. With the help of tools created in the market of artificial intelligence and
IT technologies, the quality of the customer experience increases, and the number of formalities decreases.
Accordingly, the demand for the tourism product increases, as travel becomes more valuable, this is reflected
in the shift of the demand curve from Doto D; (Diagram 1). At the same time, the degree of personalization
of services decreases to some extent.

Tourism product market
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At the same time, due to the reduction of errors, the speed of operations and the increase in quality,
the overall production efficiency increases, which is reflected in the increase in the supply of tourist packages
(the supply curve shifts from So to S;). As a result, the market for tourist products experiences two effects of
increasing demand (the equilibrium volume of production shifts from Qg to Qi). Changes in the tourist
product market are transmitted to the market for various types of technological services (for the purposes
of the study, various types of services related to modern technologies were generalized under the name
“technological services market”), on which two effects of increasing demand are manifested (Diagram 2).
These effects are shown by the transition of the demand curve from Do to Di;, and then to p;, with a
simultaneous increase in the equilibrium quantity and equilibrium price (to the levels Q; and P,, respectively).
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Technological services market
Diagram 2.
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Changes in the tourism product market are also reflected in the corresponding segment of the labor
market (Diagram 3). The increase in the importance of modern technologies in the tourism product, the
decrease in the degree of product personalization reduces the demand for labor (the demand curve shifts
from Do to D), the equilibrium quantity and equilibrium wage (to Li and Wi levels, respectively) and the
motivation of those seeking employment in a particular sector.

Labor market employed in tourism services
Diagram 3.
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Changes are also taking place in the segment of the labor market that provides employment in various
sectors of technological services (Diagram 4). On the one hand, the increase in the role of modern

technologies in the tourism product leads to an increase in demand for technological services from
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companies employed in tourism, and therefore, directly or indirectly, an increase in demand for the
corresponding labor force (a shift of the demand curve from Do to D1), at the same time, a greater number
of people seeking employment in the given segment is recorded in the market, which is reflected in an
increase in supply (a shift of the supply curve from So to S1). Overall, there are two effects of increasing the
equilibrium quantity (a shift of the equilibrium volume of employment from Lo to L;).

Labor force market employed in technological services

Diagram 4
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The third stage of changes concerns the education sector. Diagram 5. presents the changes in the
education services market in the tourism sector (for generalization, the relationship between the number of
educational credits earned during the period of stay in an educational institution and the price of one
educational credit is presented).

Education in Tourism

Diagram 5.

Credit
Price

So

Po

P

Q Qo dit

v

Source: Created by the author based on the analysis of the literature

Changes in the labor market employed in tourism services, as already noted, reduce the motivation to
search for work in this market, and therefore reduce the demand for education in the tourism sector (shift
of the demand curve from Doto Ds).
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The opposite process is developing in the field of education related to technological services (Diagram
6). Changes in the relevant segment of the labor market increase the number of people wishing to receive
education in this field, which is reflected in the increase in demand for this type of education (shift of the
demand curve from Do to D).

IT Education

Diagram 6.
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The main characteristic of the above processes will be time lag. First of all, because the employer has a
social responsibility and, despite the fact that modern technologies can replace the need for human
resources in everyday work processes, he cannot dismiss them from work en masse. Second, those already
employed in the tourism services sector have the opportunity to master modern technologies to a certain
extent on the spot, in practice or through various trainings. Third, in order to move from one segment of the
labor market to another, it will take some time for job seekers to acquire new skills and knowledge.

Accordingly, among the socio-economic consequences of increasing the scale of innovations in the
tourism product, one can single out a decrease in the degree of personalization of the tourism product and
a relatively slow redistribution of labor resources from the tourism services segment of the labor market
to the technological services segment.

The life cycle of a tourism product based on modern technologies

The process of strengthening the technological component in a tourism product and changing the
demand for it can be described using the concept of the product life cycle. For the purposes of the study, the
concept of the life cycle of a tourist area was used, which considers the tourist area as a single tourism
product (Diagram 7).

Diagram 7. shows that the increase in the importance of artificial intelligence and digitalization in the
tourism product leads to an increase in both demand and supply in the market and is reflected in an increase
in the number of supplied tourism products. At the stage of product development, demand for tourism
products that are planned using artificial intelligence and modern technologies is emerging. Accordingly, the
increase in consumer demand leads to a reduction in the role of personnel in the product creation and service
process by manufacturers and the addition of technological elements.
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At the discovery stage, consumers are offered innovative tourism products, which can be a completely
innovative tourism product focused on a new segment of demand, or an existing tourism product that integ-
rates technological or other innovative elements. The new offer takes into account the wishes and preferen-
ces of individual consumers more, and artificial intelligence plays a greater role in both the consumption and
service production processes. Obviously, at this stage there is a certain distrust on the part of a large part of
travelers, therefore, the scale of consumption of the new product is smaller, and the growth rate of sales is
small.

At the engagement stage, interest in the given product increases on the part of the consumer, and a
tendency to repurchase also appears. The number of consumers of innovative tourism services increases, as
does the growth rate of sales. Along with the growth of consumer interest, companies operating in the tou-
rism industry become interested in starting to implement similar innovations in their own production or
working on their own, original changes, so as not to lose in the competitive struggle.

In the development stage - the growth rates of consumption of tourism products based on innovations
are increasing, as most travelers have received a new product and its consumption has become massive. The
share of modern technologies in the tourism products they form is increasing on the part of service providers,
the involvement of artificial intelligence, virtual or augmented reality elements, the investment and educa-
tion sectors are becoming more closely involved in order to prepare for the current upswing in the tourism
services market.

In the consolidation stage - the interest of consumers in tourism products “saturated” with technologies
is gradually stabilizing, the growth rates of consumption are decreasing. The tourism industry, investors and
the education system continue to meet the growing demand for services, finances and human resources,
although signs of stabilization are also observed here.

In the stagnation stage of the tourism product, the market finally stabilizes, a segment of travelers is
created for tourism services based on innovations, which continue to purchase this service for a certain pe-
riod of time. Relevant investments are made by the industry on a small scale or the business sector is looking
for a solution, the beginning of a new cycle, in order to protect itself from the transition to the decline phase.

Life cycle of a modern tourism product

Diagram 7
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In the decline stage, tourist products and services “saturated” with novelties, technological innovations,
and artificial intelligence are no longer interesting to the consumer. Moreover, a segment of travelers
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appears on the market that demands tour packages that are less loaded with modern technologies, or
packages without any technological elements.

Ultimately, it can be said that a tourist product based on modern technologies has its own life cycle -
despite the constant development of technologies, at some stage the increase in the quality of service
modernization may no longer be a factor in increasing the quality of his impressions for the consumer.
Moreover, in the final phases of the cycle, two radically different sub-segments of travelers may emerge:
a) travelers who choose tourist services saturated with innovations, ultra-modern, created with the
maximum participation of artificial intelligence; b) Travelers whose aversion to modern technologies leads
them to plan and carry out their trips without any intervention from modern technologies.

Conclusion. The research revealed a key trend that underlies all other technological innovations in the
industry - the increasing role of artificial intelligence. Three main elements emerging based on artificial
intelligence are distinguished: assistance/recommendations; enhancement of impressions; simplification of
production operations. Three key results are distinguished from the main socio-economic consequences:
changes in the labor market; changes in marketing activities; changes in decision-making processes.

Among the socio-economic consequences of increasing the scale of innovations in the tourism product,
one can single out a decrease in the degree of personalization of the tourism product and a relatively slow
reallocation of labor resources from the tourism service segment of the labor market to the technological
service segment.

A tourism product based on modern technologies has its own life cycle - despite the constant
development of technologies, at some stage the increase in the quality of service modernization may no
longer be a factor in increasing the quality of his impressions for the consumer. Moreover, in the final phases
of the cycle, two radically different sub-segments of travelers may emerge: a) travelers who choose tourism
services saturated with innovations, ultra-modern, created with the maximum participation of artificial
intelligence; b) travelers whose reaction to modern technologies pushes them to plan and carry out their trip
without any intervention of modern technologies.
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