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ABSTRACT

The tourism industry in the digital era is undergoing a structural transformation driven
by advanced technologies, particularly Artificial Intelligence (Al), which plays a pivotal role in
reshaping personalized travel planning processes. This academic article aims to review and
synthesize theoretical and empirical knowledge regarding the role of Al in supporting
personalized travel planning within the context of Thailand’s tourism industry. The study
employs a narrative literature review methodology, drawing on relevant academic publications
from the past five years.

The findings indicate that the role of Al can be conceptualized through a systemic
perspective encompassing three dynamically interconnected dimensions: (1) the data layer,
which involves the collection, integration, and analysis of tourists’ behavioral and contextual
data; (2) the intelligence layer, which includes recommender systems, machine learning
algorithms, and adaptive chatbots; and (3) the value delivery layer, which focuses on creating
seamless and personalized travel experiences. The synthesis further reveals a key conceptual
insight: Al functions as a “cognitive infrastructure” that enables the integration of data-driven
insights, consumer behavior, and tourism resources within a digital ecosystem. This integration
enhances demand-resource matching efficiency and facilitates the spatial redistribution of
tourists, particularly toward secondary destinations in Thailand. However, the application of Al in
the Thai context faces several structural challenges, including the digital divide, data privacy and
ethical concerns, and the limited adaptive capacity of local communities. Therefore, this article
proposes policy implications emphasizing the development of an inclusive digital ecosystem,
balanced data governance, and capacity building among stakeholders to ensure the sustainable

and equitable implementation of Al in Thailand’s tourism industry.
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Tnvieaiisusasseldesnaiusyansain (Wang et al., 2025)

msUszgndld Al TuuSungaamnssumsaaiiiervasyszmelne

Tuuszmalneg Al gihanlfiduedeadielunsatvayunisiauinisveadfisrguuuuln
Taglanznsdaasunisveaiioadessos mavieailondeiausssy uaznsviesiioguwu Al Hredug
arwavlavesinvionfioatunineinsuassndnvaivositud 1wy 38330 Tausssu uazAanssuriesiy
FavaoifiuguavesUsaunsainsvieniisnazatuayunisnszanedvesinvieuiivrogramsnzay
nsUszendld Al ludnuarfananaeandesfuulovisnisimuinisvesiistegedduressemelne
Tnesisanmnuuedaluuvasiondiomdn waziinlonamansugialiunyuvuriesdu (Chaivichayachat,
2024; Wudhiwiriya, 2024)

HansENUYas Al deuszaunsalinvieaiisauazyurulne

n51h Al uldlunnsnaurunsvissisanuulewmzyaradwaidauindeUszaunisaives
fnvieadien lasdeiiuanuiiewsls anuddnildiusin wazlonmalunisiFeuiinusssuuayiddin

t%

vosiu Turaiieniu yururesiuanunsodrfnguinreiiiifianuaulanssfuninensvesitud
fetreifiunelfuaraisnmamansvsiauardeay aglsfiniy nansenuidsuandinanienaiiatu
ogsliivinilen osnaruwdondidumalulad anumdeuvesfusznaunisseden uazdedaie
AUTNYERAITA %éal,ﬂuﬂszLﬁuﬁﬁmﬁéfaﬂé’%ﬂmiﬁmsmaﬂwiauéfm Q@ Anfonys wavAy, 2566)

AUTIIMELaTUsAUAUTSEE T

wsl Al agdidnaniwlunisenssdugnaivnssunisvieaiion winsiunldluuiumisemelne
FunFgyanuvimenalslsenis lnslanizlszinusiunisfuasesdeyadiuyana arulussaves
dane3iu uazaudusssilunmsidirfanelulad msdafuwaslideyatnreaienduumndndusies
dudunmsneldnseungmneuazaissaida Weaduanudeslviulinvoniiouasyusuiosdu
(Klarin et al., 2023)

wualduuasdaiauaideulouny

Wielnnsld Al lunsvisaisanuulemzyanainUsslovigean a1nsgaisiunumlunns
atvayunsiaulasaadieiugiufdna nisenseduinusuazainuddumaluladreayaains
Tugnaminssunisvieaiien safnisfuanuavnanisly Al egfianuiuinseuuasfisdaiossau
uenanil msduaiuauTmiiosenineniady nAleNvu uaryuvuTiasiu WeWauLanWoSIAz
s3UU Al idenadesfuuiunvessemelng uazatuayuidvmenisiauinisieaiistegnedsdulu
S¢82817 (Chaivichayachat, 2024; Wang et al., 2025)

N1YIAUINTSUUIAA Al - Personalized Travel - Customer Experience
INNITNUNILITTUNTTNATOFUATILALGI wuaAadygrUsefug (A) n1sviadien

sunuulnel wazmsviesfisanuuianizyana dlMdussdanuiiuenvinaindu mauddasduius

\958UU (systemic interconnection) Meldnsauvemguiuszaun1saliuslaa (Customer Experience
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Theory) %aﬁwwﬁwﬁlL‘ﬂuu,mmaWﬂumﬁa%maﬂﬁsuaumﬁa%q@mm (value creation) Tugnamnssunis
vioadienadelnl lnsidfuunuimvesussaunisallugiusnadnsannufduiusszninadnrionden
winlulad uazuIunveaumamiasilen

Tudmaud mswasusiuanmsvioadisauuuinasy (mass tourism) lugnisvisadieauuy
NIzYAAa (personalized travel) a1115005U18ANULWIAR experience-centric paradigm Faaziiou
mMsdsugaiiuainmsuilanuinis lgnissimairsszaunsal (co-creation of experience) 5eming
Flsnsuaziinviondien InstnviondidliduiiosuuimsuuuiBedu (passive consumer) usitugf
Hunumenlunsmmnue FULUULAEANUVNNEYDIUTEAUNTAINITAUNA

eleusunainan Jyausshvg (A) duwmihidunalnidesunaddyan (cognitive
enabling mechanism) AiT1e1deslestoya nadnssy wazuIunvestinvieadivaiiseiussradunain
Tny Al awnsaiinseideyaidedn (deep insights) wagUsumstnauaiionn duns wagAansauly
donadeItuAURBINISRNIzUARARUULSEAlng dwmaliinszuiunisesnuuuiazdweaulssaunisal
(experience design and delivery) fiarmBavieu (adaptive) uaziimuusiugigey

uon9 NG MIYIAUINITIENIN Al uae Personalized Travel Ssawfoudisntsimunlugszu
fnAnsvieadienndva (digital tourism ecosystem) %ﬁﬂixﬂauéha@’ﬁdaﬂé’mmﬁwmamﬂdm Ly
tinvieaiien fuUszneunts uwasWesuAdvia uazyuwuviesiu Alnsuanivdsudeyanaziufuaiis
@mmaemsimﬁm Tuszuuanan Al vwthidusinaadslyan (ntelligent intermediary) fiveiiiu
Uszavsnmlun1sdueseninaguasd (tourist demand) waggunu (tourism resources)

fatu nsysmnsuuiAaTeauiailugdoasuidedanseiin Al fldduRoanalulas
atjuayu (supporting tool) LwiLﬁuiﬂiﬂa%”lﬂﬁug’luL%anaUmiaf! (experience infrastructure)
Aflunumddglunisiuindeunisasuiiuresgamnssunisvisufisranssuuiiiudinia 1ug
szuviiiunne Anudsiu wazanuamzyanalusziuan

NNALATIZAAITZUY 3 AAVDS Al-Driven Personalized Travel

1NNITIATIZIRALUTBUBUITIUNTIN @unsadaunstziunumusslyyiusehivg (A)
Tunsvisafisauvuiamizyanasonusyuy 3 Safdoulesfusegradunain (dynamic integrated
system) S?fqaxﬁaunwmumia%ﬂq@mmﬁgﬁLwiéfwfﬁqﬂm&J‘ifw laun

1) Data Layer (g1udeyauazdules) fadvimiiidusingiuvesszuy lnsaseuaqunis
U9 Y313 wazdanisteyanundsiivanvans 1wy wginssunsAum nsees Thoeulay
naonIuToyaIBsuTuN (contextual data) 1w 1981 @A wdl wazanumsailindon Teyadananignudas
\Ju data-driven insights fiazvieuaudoin1sidedn (latent needs) veatinvieaiien Tudsduasz
Data Layer laildduiissundsdoya umdunalnlunisadresninudnlaganginssu (behavioral
intelligence foundation) %ﬂﬁﬂuﬁmﬁgﬂﬁu‘uaﬂ personalization

2) Intelligence Layer (nalndaasey) Aaivihminiduauewosszuu Inaldinalulad Al wu
machine learning, natural language processing (NLP) wag recommender systems Tun1suseanana
fnnu uazAnnsalanufesnisvesinvieadisanuunain nalndsnantaeliszuvaansaFeuiann
Foyaluai (continuous leamning) wagUiuteiausliaenndosiunginssuiuasuutadly ludmau
fadaziieuunumaes Al lugnuy adaptive decision-making engine ﬁL%auIEJﬁa;gaﬁumiﬁmﬁuh
WNUINTT (service decisions)

3) Experience Layer (n3dsuaulszaunisal) ST dunadnsUaremeveszuy fadeules
Ingnseiunguijussaunisaliuslaa (Customer Experience Theory) Ingsjaifuniseaniuunagaiuey

personalized journey 11AT8UAGUNNINFUAE (touchpoints) AIUANBU T8I UALNAINITLAUN 19U



onsansuyuernaasiadoaurngas dlagoaonsni Tuws:ususiguiun BT
Ui 21 atui 1 (UnsAU-Onuneu) 2569

nsuuzddunisuuEealng nmsuudsuianssuaivaniunisal wagnisdeansianizyana
Experience Layer ?NL%‘;JuﬁtuiVi@mﬁh (value) Qﬂa§1nﬁﬁuﬁnm"mﬂW3%"U§LLazﬂizaumiaimmﬂ'ﬂﬁmLﬁa’;

nsdaaTeitiidiuin seanudaldldvhauuendn willdnvasdu 1sstoundu (feedback
loop) nanAe Experience — a%lwéﬁjau“asf,mi — ﬂavUVL‘UEj Data Layer 1u°UEu317‘i Data — Qﬂ%LﬂiWﬁ
— Intelligence — d@sWane Experience Imqa%ﬂﬁazﬁauizwmiﬁauﬁt,%wiaL‘ﬁaa (continuous
learning system) %uﬁuqmﬁﬂwmzﬁﬂﬁmmm Al-driven personalization

GELY

memﬁﬁiﬁﬁuuwmwﬁﬂﬁzymadﬁzyfg’lﬂixﬁwﬁ (A) Tumsaduanun1sNuHuLazday
Uszaunisaimsvieaiisauuuianizyanaluuiunuszimalue lag Al ivifissusiu sz
wazUszananadoyasnuatsunas 1y ngAnssunisAum n1saes hesulat wazdedsausoulatl
W%@ﬂ‘i’fmﬂiﬂagﬁﬂﬁm 1AuA Machine Learning, Natural Language Processing Wag Big Data Analytics
eadeanudiladednifeituanudesnisuasnginssuresinoniien ssuunugiinisvieuiien
(Recommender Systems), Unuen uazgtielaiioutieiiunuazmNLaAILILE B IUsEAUNTA]
ﬁgqsihaﬁuawmiﬂizmaé]’waaﬁﬂﬁaaLﬁaﬂﬂﬁaﬁuﬁiamam;muﬁaaﬁu anAMLLEgALAENIEETElA
DE1MMUT AL

Wlefiansaudaszsuy Al amnsadaunsigiunuanlugduuy 3 73 16un Data Layer,
Intelligence Layer uay Experience Layer Ing Data Layer siwthilifugiudeyauazairsanudilaids
NgAnssU (behavioral intelligence) yoainvioaien Intelligence Layer 19 Al Sias1zsinazaianisal
AUABINT WianUSudolaualuuNain du Experience Layer mLuuﬂﬁawawiwaummwaqmm
WUULRNIEUARAATBUAGNYINAGUH (touchpoints) Waou sewing LLamaamimumq aanudavine
Tudnwug 21993599undu (feedback loop) 621\1?1u‘wauiu‘uUmiLiEJugLﬂNmaLuaﬂ (continuous learning
system) vilsinnseanuuuYsEAUNSalaLnsaUT UL Ng AnsIuazuSUnTestinviefiedldegig
walugn

M15YIAUNNTTULIAR Al funisviefisauvulanizyarauaznguiuszaunisaiguilaa
(Customer Experience Theory) @§19nsauuuifnlundiiiu n1sadns A A (value creation)
maqégmawnﬁumwimLﬁ&lﬂ‘w&l Al B experience infrastructure LLazﬂaimﬁyaé"mwﬁﬁﬁigﬁm
(cognitive enabling mechanism) ﬁL%@MIENGﬁ@JJ“a woAnTIy waruIunvesinvieaieadndieiu vinl
personalized travel {usnnnidnden uidunalnlunsasaszaunisaiiddnidenadostuimusssu
i wareudedy

31NA5FUATIEAUNUINBY Al-Driven Personalized Travel wudn Al il g sgaeidiu
Uszan5nmlun1s1lNuLazdInnIsusNIT widsdinadsuansenisidrusiunazainuiianelaves
tnveuien nienatiuayunisnszaedsglovinaasugiauasdsaulSaguvuriosiu dedunuid
uwAdldiud seuuinaRdviavesnmviendlen 4 Aldusianans ilvinisdudsenineanusioonis
yostnvioadieafuninensviesiuiussansnmainiu susieatu msdsegndld Al daatuayuiun
NN sI8g1959TU annanTENUIBIaUIINNITO TN EMUUNIATY WazeNTEFUAMAIN
Uszaunmsallae sy
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a3Ula31 Al-Driven Personalized Travel LﬁuﬂalﬂﬁﬁigslumiLﬂ?iaumuqmamﬂﬁwaqLﬁaa
TngnszuuiiiulTnalgssuuiiniu audn Yszaunisalidedn uazanudsdu Tag Al vimihidu
dananadellynlunsaiassaunsaifiaenedesiuaudesnisianizynnauazuiunvesiud dudu
osdnuilnifiannsnilussgndliidudalouns msvauiumanrlefufina uaznisuimsdanis
gREvNIIUNMIviaaistegnaddu

29ARU3 Ny
osdmudlifldanunard aunseasuldifulssfubuumntnuasdszuu foil
Al Junalna¥enmuAndeuszaunisal (Experience Infrastructure)
1. A lildisanTesfioatuayu udvinninidu dnaradatlyn (cognitive
mediator) WenleadeyanaAnssutinviondieafunsdndulanaznsdsueuuszaunsaliuuiamzyana
2. ¥l3% personalized travel Wunszurumsasisszaunmsaliidanuming denades
fusndnualvesinvioniies waznevaueIUSUNIAL-TALST SO HY
n38u 3 ARva9 Al-Driven Personalized Travel (Data-Intelligence-Experience) 1Uu
FTUUNATA
1. Data Layer: azauuaxuﬂaqsﬁasﬂaﬂu behavioral insights
2. Intelligence Layer: IA51¢%LALAIANITAIAILABINITUUU real-time
3. Experience Layer: @310 personalized journey ATBUARNYN touchpoints
Heamfiivinudu 2995aundy (feedback loop) duaiunisidouiuazUiudmoiiioses

JEUU
N13YIUINIST Al fiu Personalized Travel wag Customer Experience Theory
1. a¥enseuninfnlviil Woulswquiuazmaluladidhiuuiunlne
2. atfuayunisaislszaumsalilsinuaznisnseanedselevinauasvgianasdenug
YuPUTIDIAY

3, duasunsviosiieregediBunarannansznuann mass tourism
wwIRnsTUUdAnIsiaafieaRdvia (Digital Tourism Ecosystemn)
1. Al ity §ananedansey (ntelligent Intermediary) Tun153uAANABINIg
vasinveadienfuninensiiesiu
2. dawalifin N3 co-creation vasUszaunisal sewinenvieadien fUsznaunis
wianlasuAdvia wavyuvy
FodunuBauleuisuaznisussenald
1. MR Al LazunanosnAlItan1580nndoInuuIUNNINEIAL TRIUSTIY LAY
Wenedmuaudbu
2. ?ial,a%uﬂ’muw%amﬁﬂua%ﬁaLLa3ﬁﬂmsuaaéﬂisﬂaumﬂﬁdﬁﬁﬂ personalized,

equitable, and sustainable tourism
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