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1 Promoting Responsible Tourism using Generative AI Nudges 

2 Abstract

3 Purpose: With rapid modernization and globalization, responsible tourism practices at cultural 

4 heritage sites are in decline, as many visitors disengage from activities like volunteering, donating, 

5 or mindful visits. This shift presents a significant challenge for governments, organizations, and 

6 societies working to promote meaningful interactions with cultural heritage. Encouraging 

7 responsible tourism—where visitors respect local cultures while minimizing negative impacts—is 

8 crucial. Generative Artificial Intelligence (GAI) offers an emerging avenue for innovative 

9 management practices, providing personalized and emotionally resonant digital nudges that can 

10 influence visitor engagement. However, limited empirical evidence exists regarding which types 

11 of nudges are most effective across cultural contexts. This study investigates the impact of AI-

12 driven nudges delivered on emotional response and engagement, aiming to foster responsible 

13 tourism behaviour.

14 Design/ Methodology/ Approach: Using a mixed-methods approach, this study adopted a three-

15 stage investigation. First, this study conducted a content analysis gathered from 262 articles via 

16 web scrapping which identified five key themes surrounding responsible tourism. Stage two 

17 consisted of 25 in-depth interviews, which provided deeper insights on the factors influencing 

18 emotional response towards cultural heritage tourism. In stage 3, this study conducted 300 

19 experiments and surveys, focusing on responses to six cultural nudge images representing Indian 

20 and UK cultures. Each image was categorized into neutral, positive, and negative nudges, 

21 capturing participants' engagement.
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22 Findings: The findings suggest that AI-driven nudges significantly enhance tourists' emotional 

23 responses (β = 0.108, p < 0.05) and engagement towards cultural heritage tourism (β = 0.224, p < 

24 0.001), leading to greater appreciation and respect for local cultures and in turn leads to responsible 

25 tourism behaviours. Most importantly, engagement was found to be a powerful predictor of 

26 responsible tourism behavior, demonstrating a strong positive relationship (β = 0.792, p < 

27 0.001). Negative nudges (afraid, bitter) were most effective in encouraging responsible 

28 behaviours. However, the effectiveness of nudges varied based on an individual’s cultural identity, 

29 perceived cultural accuracy and AI hallucination potential highlighting the importance of tailored 

30 approaches for diverse audiences.

31 Research Limitations/ Implications: The study is limited by a small sample, focus on Indian and 

32 UK contexts to capture participants’ perceptions and immediate responses to AI-driven nudges. It 

33 examines short-term behavioural intentions within a controlled experimental setting and applies 

34 continuous moderation to explore cultural effects. Building on these insights, future research can 

35 expand to broader cultural contexts, adopt longitudinal designs to assess behavioural change over 

36 time, incorporate objective behavioural data, and explore the role of AI transparency and 

37 immersive technologies such as VR and AR in enhancing responsible tourism engagement.

38 Originality: This study provides novel empirical evidence on the role of Generative AI–driven 

39 emotional nudges in shaping responsible tourism behaviour, integrating cultural identity, 

40 perceived cultural accuracy, and AI hallucination as key boundary conditions in a cross-cultural 

41 context.
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42 Keywords: Generative AI, Nudges, Cultural Heritage, Responsible Tourism, Engagement

43

44

Page 3 of 116 European Business Review

1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48
49
50
51
52
53
54
55
56
57
58
59
60



European Business Review

45 1. Introduction 

46 Tourism represents one of the world’s most dynamic service sectors, with its productivity shaped 

47 not only by technological innovation (Shamim et al., 2025), but also by the effectiveness of 

48 management practices adopted by destination authorities, cultural organizations, and heritage-site 

49 managers. As tourism experiences intensify through digital transformation, organizations 

50 responsible for the preservation and economic sustainability of cultural heritage sites are 

51 increasingly expected to deploy innovative management approaches that improve operational 

52 monitoring, behavioral compliance, and stakeholder engagement (Patyal et al., 2017; Bloom et al., 

53 2012). This is especially relevant in contexts where increased tourist flows to heritage sites are 

54 accompanied by a decline in responsible tourism practices, as many tourists disengage from pro-

55 social behaviors such as volunteering, donating and mindful conducts. This erosion of responsible 

56 conduct and engagement pose growing challenges for destination managers, heritage organizations 

57 and local communities seeking to preserve their cultural assets while sustaining social and 

58 economic value. Encouraging responsible tourism has therefore become a managerial and societal 

59 priority as it contributes to the long-term productivity of heritage sites by minimizing destruction, 

60 fostering community benefits, and reducing maintenance costs associated with irresponsible 

61 visitor behaviors (Mukherjee, 2024). 

62 While responsible tourism is widely recognized as a pillar of sustainable heritage management, 

63 much of the existing literature adopts a static, consumer-centric perspective (e.g., Stanford, 2008; 

64 Su et al., 2018; Paskova et al., 2019; and Ding et al., 2025), providing limited insights into 

65 the dynamic mechanisms, such as digital choice architecture (Chivirova et al., 2026), through 

66 which heritage sites can actively influence and shape tourist behaviors in real-time. Traditional 

67 heritage communication campaigns typically rely on static message framing strategies that 
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68 emphasize moral duty, preservation norms, or collective responsibility. These approaches are 

69 generally applied uniformly across audiences and often depend on informational appeals or 

70 generalized pro-social messaging. While such campaigns may raise awareness, they frequently 

71 lack personalization and emotional calibration, which can lead to moral fatigue, psychological 

72 reactance, or disengagement, particularly when messages are perceived as repetitive or externally 

73 imposed (Berger et al., 2022; Mirbabaie et al., 2021). In contrast, Generative Artificial Intelligence 

74 (GAI) introduces new possibities as it supports behavioral interventions, personalized 

75 communication, and visitor engagement strategies (Dogru et al., 2025; Shamim et al., 2025). AI-

76 driven emotional nudges introduce three fundamentally distinct capabilities. First, they enable 

77 dynamic personalization, aligning heritage protection messages with individual cultural identities, 

78 value systems, and emotional predispositions (Hollebeek et al., 2024; Mehta et al., 2022; Dogru et 

79 al., 2025). Second, they allow contextual timing, delivering emotionally resonant cues at moments 

80 of heightened cognitive or affective receptivity within digital environments (Weinmann et al., 

81 2016). Third, through adaptive learning mechanisms, AI systems can iteratively refine message 

82 framing by identifying which emotional narratives foster authentic engagement rather than 

83 superficial compliance (Kaplan and Haenlein, 2019). This shifts heritage communication from 

84 static persuasion to responsive behavioral calibration. As such, AI-driven nudges do not merely 

85 replicate traditional message framing in digital form; they transform it into a culturally contingent 

86 and continuously optimized intervention mechanism. From an organizational perspective, GAI 

87 creates new pathways for value creation by optimizing what Bloom et al. (2012) identify as the 

88 pillars of firm performance: information processing and coordination efficiency. GAI extends 

89 these mechanisms by enabling dynamic personalization algorithms capable of automatically 

90 generating tailored persuasive content based on user behaviour, contextual data and interaction 
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91 history (Dwivedi et al., 2023). Through such adaptive systems, organisations can scale 

92 individualised communication strategies that would otherwise require substantial human labour. 

93 In heritage tourism contexts, AI-driven nudges can dynamically adjust emotional narratives, 

94 cultural references and responsible tourism messages to different visitor segments, increasing 

95 engagement while reducing monitoring and enforcement costs. Consequently, GAI-driven nudges 

96 create firm-level value not only through behavioural influence but also through scalable 

97 personalization and improved marketing productivity, allowing organisations to deploy more 

98 efficient and responsive visitor management strategies (Erik et al., 2023). At the operational level, 

99 following Bloom et al. (2012), these AI-driven nudges may enhance firm-level productivity by 

100 transitioning heritage management from reactive labour to automated behavioural governance. By 

101 effectively nudging visitors toward compliance, organizations reduce the significant operational 

102 costs associated with physical site maintenance and environmental remediation. This represents a 

103 strategic use of digital intangible assets to drive efficiency in resource-constrained heritage sectors. 

104 Moreover, by leveraging AI-driven nudges that emotionally resonate with visitors, heritage 

105 managers may improve compliance, reduce vandalism, increase donations, and promote 

106 volunteering, ultimately improving resource allocation and productivity outcomes.These digital 

107 nudges can be framed using emotional valences (neutral, positive or negative), each of which can 

108 activate distinct cognitive and affective processes. To our knowledge, the role of AI in generating 

109 these nudges remains unexplored, as well as the impact of AI-driven nudges in promoting 

110 responsible tourism.

111 To explain how AI-driven nudges influence tourist behavior, this study proposes a multi-level 

112 theoretical hierarchy that integrates emotional nudging with cultural and technological boundary 

113 conditions. The use of GAI also introduces concerns related to perceived cultural accuracy and AI 
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114 hallucination. For instance, when AI-generated content is perceived as culturally innacurate, 

115 exaggerated, or inauthentic, it can affect emotional engagement negatively and reduce the impact 

116 of nudges on behavioral and attitudinal outcomes (Denslinger, 2025). These risks are especially 

117 pronounced in heritage sites, wherere authenticity and historical integrity are central to the visitors’ 

118 experience. Thus, cultural background may moderate sensitivity to such innacuracies, influencing 

119 trust in AI-mediated messages and behavioral and attitudinal responses. To explain this 

120 phenomenon, we propose a multi-level theoretical hierarchy (see figure 1). At the core is Nudge 

121 Theory, which provides the primary mechanism (emotional valences). This process is then 

122 conditioned by two distinct layers of boundary conditions: (1) Individual-level factors (Cultural 

123 Identity and Perceived Cultural Accuracy), which shape message interpretation, and 

124 (2) Technological-level factors (AI Hallucination Potential), which determine the credibility of the 

125 intervention. By structuring the study this way, this study advances academic knowledge beyond 

126 simple AI adoption models by identifying the specific cultural and ethical friction points that 

127 determine nudge success. 
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128

129 Figure 1: Proposed Multi-Level Theoretical Hierarchy of AI-Driven Nudges

130 At the individual level, emotional responses to AI-driven nudges are culturally contingent, shaping 

131 how tourists interpret moral cues and heritage representations. Cultural backgrounds may shape 

132 how tourists interpret emotional cues, moral messaging and representations of heritage. Visitors 

133 from different cultural contexts may therefore respond differently to the same nudge depending on 

134 culturally embedded norms, values, and emotions. India and the United Kingdom sites were 

135 selected as contrasting research contexts in this study due to their distinct cultural orientations, 

136 stages of economic development, and approaches to heritage tourism governance. India broadly 

137 reflects a more collectivist cultural orientation, with strong emphasis on shared cultural identity 

138 and heritage preservation, whereas the United Kingdom is often characterized by a more 

139 individualistic orientation and highly institutionalized heritage management systems. Examining 
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140 these two sites enables a theoretically grounded cross-cultural comparison of emotional AI-driven 

141 nudges in heritage tourism. While the findings may not be universally generalizable, they offer 

142 analytically transferable insights into how AI-driven nudges operate across culturally distinct 

143 tourism environments. By selecting India and the United Kingdom, this study does not merely 

144 compare two nations, but investigates a typological contrast between an emerging economy with 

145 an interdependent/collectivist cultural orientation and a developed economy with an 

146 independent/individualistic orientation. This dual-context approach provides a theoretical 

147 framework that is analytically transferable to other regions sharing similar cultural or institutional 

148 profiles, such as other South Asian or Western European contexts, thereby extending the study's 

149 relevance beyond its immediate geographical scope. In the context of heritage tourism, this might 

150 imply that identical AI-driven nudges may impact on tourists from India and United Kingdom 

151 differently, even when exposed to the same heritage negatives. For example, negative nudges may 

152 be perceived as motivating and norm-reinforcement in some cultural context, when being 

153 interpreted as confrontational or innappropriate in others. Similarly, positive and neutral nudges 

154 may differ in their ability to elicit emotional engagement and behavioral compliance across 

155 cultures. Given the global proliferation of Generative AI in the tourism sector, establishing these 

156 culturally-contingent benchmarks is essential for developing ethical and effective digital 

157 interventions worldwide. Guided by this framework, the study addresses the following research 

158 question: How do AI-driven nudges with different valences (negative, neuttral, and positive) 

159 influence tourists´ emotional responses and engagement with heritage sites, and how do these 

160 effects differ between tourists based on cultural identity and perceived AI authencitity?

161 To empirically examine this multi-level framework, this study adopts a mixed-methods approach 

162 combining content analysis, qualitative insights, and experimental survey data to examine how 
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163 generative-AI-driven nudges function as innovative management practices capable of improving 

164 visitor engagement and promoting responsible tourism behaviors. To contribute to the current body 

165 of knowledge with robust findings, authors carried out a 3-study investigation. The research began 

166 with a content analysis using InfraNodus, examining 262 articles gathered from a public domain 

167 through web scraping surrounding responsible tourism, leading to the identification of five key 

168 themes. By analyzing mechanisms across two cultural contexts (India and the United Kingdom), 

169 the study contributes to discussions on cross-country differences in innovation deployment and 

170 managerial effectiveness at varying stages of economic development. The themes informed 

171 subsequent research stages, including 25 in-depth interviews which further gave us insight on the 

172 factors influencing emotional response towards cultural heritage tourism. These two stages 

173 informed the contextual framing of the study and supported the selection and operationalization of 

174 theoretically grounded constructs drawn from prior literature, which subsequently guided the 

175 development of the conceptual framework and hypotheses. For the third stage, we carried out an 

176 experiment combined with a survey to test the hypotheses. The findings of the content analysis, 

177 interviews, experiment and survey were validated with expert insights gathered from personal 

178 interviews with subject experts. The findings advance theoretical and managerial understanding of 

179 how organizations can strategically integrate innovation, intangible digital assets, and behavioral-

180 monitoring practices to enhance the productivity and sustainable management of cultural heritage 

181 resources. This study contributes to the literature in three ways. First, rather than focusing solely 

182 on who constitutes a responsible tourist, it examines how digital choice architecture, through AI-

183 driven nudges, can shape responsible behaviour. This extends prior work on responsible tourism 

184 and digital nudging by providing empirical evidence of behavioural influence mechanisms within 

185 a cultural heritage context (e.g., Knani et al., 2022). Second, the study integrates Message Framing 
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186 Theory with Cultural Dimensions to move beyond “one-size-fits-all” AI implementations, 

187 demonstrating how culturally contingent emotional responses influence engagement outcomes. 

188 Third, the study provides initial empirical insight into the role of AI hallucination as a potential 

189 psychological barrier to behavioural compliance in heritage tourism, highlighting an 

190 underexplored tension between emotional persuasion and informational accuracy.

191 2. Literature Review and Hypotheses Development

192 2.1.1. Theoretical Foundation: Nudge Theory 

193 This study adopts nudge theory to elucidate the process through which AI-driven nudges influence 

194 engagement towards responsible tourism. Thaler and Sunstein (2008, p.6) define nudges as ´any 

195 aspect of the choice architecture that alters people’s behaviour in a predictable way without 

196 forbidding any options or significantly changing their economic incentives´. While this definition 

197 emphasizes structural modifications to choice architecture (e.g. defaults, ordering, or salience), 

198 following research has extended the concept of nudging to include message-based and 

199 informational interventions, particularly in digital environments. In such contexts, nudges may 

200 operate through emotionally framed or persuasive messages that influence attention, affect, and 

201 judgment without altering the formal set of available choices (Weinmann et al., 2016; Mirbabaie 

202 et al., 2021).  Furthermore, nudge theory is based on dual-system principles that influence the 

203 consumer decision-making process (Thaler et al., 2008). The reflective system operates 

204 consciously, is directed, and follows analytical reasoning, whereas the automatic system is 

205 involuntary, associative, and relies on judgmental heuristics (Thaler et al., 2008). Nudge theory 
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206 suggests that the most effective approach to influence individuals is by targeting the automatic 

207 system through subtle messaging (Thaler et al., 2008).

208 In the field of psychology, nudge theory has gained prominence as a key framework for 

209 understanding how positive reinforcement and subtle, indirect messaging can influence decisions 

210 and behaviours at an individual and group level. Rather than relying on direct bans or penalties to 

211 enforce change, nudge theory suggests that desired outcomes can be achieved by subtly guiding 

212 individuals towards the social desired behaviour (Thaler et al., 2008). This approach capitalizes on 

213 cognitive and heuristic biases, which often result in irrational judgments and sub-optimal choices 

214 (Carrel et al., 2023). By strategically leveraging these biases, individuals are subtly guided toward 

215 making better decisions, increasing the likelihood that they will voluntarily engage in behaviour 

216 change (Hortal, 2020; Balanay, 2023). In essence, nudges are usually timely, easy, social and 

217 rewarding (Banerjee et., 2023) and can effectively influence short-term behavioural changes 

218 (Barbosa et al., 2024). Research also indicates that the effectiveness of nudges depends 

219 significantly on their context (Banerjee et al., 2023). Specifically, recent scholarship has moved 

220 beyond the homogenous assumption to identify critical boundary conditions that dictate nudge 

221 success or failure. For instance, Berger et al. (2022) demonstrate that digital nudges can trigger 

222 psychological reactance, a defensive pushback, if visitors perceive the AI intervention as an 

223 infringement on their autonomy or freedom of choice. This is further complicated by nudge fatigue 

224 in digital environments; as noted by Mirbabaie et al. (2021), the constant stream of digital 

225 information can lead to cognitive overload, causing users to ignore even well-framed messages. 

226 Furthermore, Nowak et al. (2024) and Olya et al. (2024) document significant variability and 
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227 inconsistent behavioral effects based on the user's prior level of environmental commitment. These 

228 findings suggest that a nudge's impact is not universal but is filtered through the user's existing 

229 moral foundations and their perception of the digital platform's intrusiveness. Given the diverse 

230 ethical bases for supporting nudges, it is essential to connect these nudges with consumers' core 

231 moral values (Chowdhury, 2022).

232 Research classifies nudges in different ways. For instance, Hansen and Jespersen (2013) identify 

233 four categories: reflective and transparent nudges (e.g. green arrows encouraging stair use); 

234 automatic and transparent nudges (e.g. calming music played during boarding); reflective but non-

235 transparent nudges (e.g. posters with human faces to boost norm compliance); and automatic, non-

236 transparent nudges that manipulate behaviour (e.g. altering plate shapes to reduce calorie intake). 

237 Nudges are also categorized by their target. For example, Hagman et al. (2015) distinguish between 

238 pro-social nudges, which benefit society (e.g., organ donation defaults), and pro-self-nudges, 

239 which benefit individuals (e.g., graphic warnings on cigarette packs). Another approach by Felsen 

240 et al. (2013) classifies nudges as either covert (unconscious influence) or overt (conscious 

241 influence). Weinmann et al. (2016, p.432) broadened the concept of nudging by emphasizing its 

242 application to digital contexts and conceptualized digital nudging as the ´use of user-interface 

243 design elements to guide people’s behaviour in digital choice environments´. Digital nudges were 

244 investigated in the field of environmentally sustainable behaviour (Berger et al., 2022) social 

245 media disaster communication (Mirbabaie et al., 2021), aviation-related carbon emissions (Meske 

246 et al., 2024), food waste reduction (Ong et al., 2023), and education (Tate, 2023). Overall, nudging 

247 has been widely applied across various fields, including medicine, financial well-being, healthcare, 
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248 education, and social media (e.g., Abumalloh et al., 2024). However, its use in tourism remains 

249 relatively underexplored (e.g., Taylor, 2023), with most research in this area focusing on climate 

250 change and promoting sustainable behaviours (e.g., Olya et al., 2024). A comprehensive summary 

251 of these studies and their contributions to the current research is provided in the literature review 

252 table in Appendix A. Moreover, there is a growing interest in uncovering the underlying 

253 mechanisms that drive the positive effects of nudges on tourist behaviour (Liu et al., 2024).

254 While traditional nudge theory conceptualizes nudges as subtle modifications to choice 

255 architecture that guide behaviour without restricting freedom of choice, most existing nudges are 

256 static interventions embedded in interface design or policy environments (Taylor, 2023). 

257 Generative AI extends the theoretical boundaries of traditional digital nudging in three 

258 fundamental ways. First, whereas conventional digital nudges rely on static interface elements 

259 such as defaults, reminders, visual cues (Weinmann et al., 2016), GAI enables dynamic generation 

260 of persuasive content that adapts to user context an interaction in real time (Dwivedi et al., 2023). 

261 Second, GAI introduces algorithm personalization, allowing nudges to be tailored to individual 

262 cultural identities, emotional predispositions and prior digital behaviours (Lim et al., 2025). This 

263 moves nudging from a uniform behavioural intervention towards a micro-targeted behavioural 

264 influence mechanism. Third, generative systems introduce epistemic uncertainty, because the 

265 content they produce may include fabricated or culturally distorted information, commonly 

266 referred to as AI hallucinations (Christensen etal., 2024). Unlike traditional nudges that modify 

267 the structure of the choice environment, GAI driven nudges operate simultaneously at the content, 

268 emotional and informational levels, thereby expanding the nudge theory beyond interface design 

269 towards algorithmically medicated persuasion.
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270 2.1.2. Generative AI-driven Nudges and Emotions

271 In this study, we used Generative AI to generate positive, negative, and neutral messages to 

272 examine the impact of nudges in eliciting positive and negative emotions toward responsible 

273 tourism. Specifically, the nudges employed in this study take the form of emotionally framed 

274 persuasive messages delivered digitally, rather than structural modifications to the choice 

275 environment, and are therefore conceptualized as message-based digital nudges. We adopted 

276 Hollebeek et al.’s (2024) definition of Generative AI acknowledging that it is ‘used to create novel, 

277 original, or creative (e.g., textual/image‐based) content (e.g., ChatGPT/Copy.ai’ (Dwivedi et al., 

278 2023). Generative AI's ability to produce diverse and contextually relevant text makes it a valuable 

279 tool for experimental design (Brown et al., 2019). Its application allows researchers to rapidly 

280 generate varied stimuli, facilitating controlled studies on consumer responses (Kaplan et al., 

281 2019). Generative AI has the potential to be a powerful tool to engage consumers and address their 

282 emotional needs (Bagozzi et al., 2022). By generating varied textual content, it allows for the 

283 exploration of diverse emotional responses within a controlled experimental framework.

284 The concept of AI nudges is explored in the literature as subtle design interventions designed to 

285 encourage users to make decisions that are perceived as beneficial for both individuals and society 

286 (Williamson and Prybutok, 2024). This perspective aligns with extant research in advertising that 

287 stresses the link between emotional persuasive appeals and prosocial behaviour (e.g. Kemp et al., 

288 2013). The emergence of AI in the domain of marketing sparked a subsequent wave of academic 

289 research that raised significant ethical concerns due to their potentially manipulative nature 

290 (Williamson et al., 2024). Moreover, there is a rising awareness of the need to understand the 
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291 pivotal role of emotional responses to artificial intelligent technologies (Hollebeek et al., 2024; 

292 Soon et al., 2023) and its application to marketing (Mehta et al., 2022). Consistent with this 

293 conceptualization, the hypotheses developed in this study do not aim to test nudge theory in its 

294 narrow choice-architecture form. Instead, they examine whether emotionally framed AI-generated 

295 messages - conceptualized as digital nudges - systematically influence emotional responses and 

296 engagement. Accordingly, the hypotheses focus on framing and affective mechanisms rather than 

297 structural choice manipulation. Consequently, we infer that Generative AI-driven Nudges can 

298 significantly influence individuals’ emotional responses in a subtle and persuasive manner. This 

299 inference directs the formulation of the subsequent hypothesis:

300 H1: Nudges delivered through Generative AI will significantly influence the Emotional Responses

301 Message framing theory refers to how people's reactions and feelings about a message are 

302 influenced by how the information is presented (Kahneman, 2011). Research has demonstrated 

303 that individuals respond differently to the same information depending on whether it is formulated 

304 in terms of positive outcomes (wins) or negative outcomes (setbacks) (Tversky and Kahneman, 

305 1981). One stream of research suggests that the success of positively framed advertising is 

306 significantly heightened when consumers experience positive emotions, such as happiness. 

307 Conversely, this effect weakens when consumers feel sadness, an emotion associated with 

308 unpleasantness and uncertainty (Grigorios et al., 2022). This perspective is also shared by Grappi 

309 et al. (2024), who demonstrated that positive message framing is more effective in promoting 

310 sustainable fashion consumption among younger generations. Additionally, Yoon et al. (2019) 

311 found that gain-framed messages promoting responsible tourism are more effective than loss-
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312 framed ones. Other scholars claim that negatively framed messages are particularly effective in 

313 promoting responsible behaviour, as they evoke negative emotions (e.g. fear, guilt and shame) that 

314 motivate individuals to adopt coping behaviours to restore a positive self-image (Amatulli et al., 

315 2019; Brennan and Binney, 2010). This highlights a significant theoretical tension regarding nudge 

316 valence in tourism. While Grappi et al. (2024) argue that positive framing is superior for hedonic 

317 consumption (like fashion or leisure) because it sustains a 'feel-good' factor, Amatulli et al. 

318 (2019) contend that negative framing is more potent for moral compliance. This study bridges this 

319 contradiction by applying GAI to determine if hyper-personalized negative imagery, such as the 

320 visual hallucination of a site’s degradation, can override the typical preference for positive 

321 reinforcement in heritage contexts. Research also indicates that negative emotional responses are 

322 culturally dependent, with individuals from Latin American cultures exhibiting a stronger 

323 emotional reaction to fear-based communication compared to those from European cultures (Mas 

324 et al., 2024). In our model, negatively framed AI nudges are expected to evoke emotional responses 

325 that encourage responsible tourism (Yang et al., 2018). Building on previous research 

326 demonstrating the effectiveness of negative framing (Grappi et al., 2024), we hypothesize that:

327 H2: The type of nudge delivered through Generative AI (GAI) will influence the valence of 

328 emotional response, such that negative nudges will elicit more negatively valenced emotional 

329 response compared to positive and neutral nudges.

330 It is important to clarify that H2 focuses specifically on differences in emotional valence across 

331 nudge types, rather than directly testing behavioural effectiveness. While prior literature suggests 

332 that negatively framed messages may be more effective in promoting pro-social or responsible 

Page 17 of 116 European Business Review

1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48
49
50
51
52
53
54
55
56
57
58
59
60



European Business Review

333 behaviours by eliciting emotions such as fear or guilt (Amatulli et al., 2019; Brennan and Binney, 

334 2010), the present study conceptualizes effectiveness as a downstream outcome that operates 

335 through emotional and engagement mechanisms. In this framework, negatively valenced 

336 emotional responses are not assumed to be inherently desirable; rather, their effectiveness depends 

337 on their ability to increase engagement and subsequently promote responsible tourism behaviour. 

338 Therefore, H2 captures the emotional differentiation mechanism, while the effectiveness of these 

339 emotional responses is examined through the structural relationships proposed in H3 and H4.

340 H1 and H2 address conceptually distinct research questions and were therefore tested at different 

341 analytical levels. H1 examines the existence of an effect of Generative AI–driven nudges on 

342 emotional responses, assessed through between-group comparisons across experimental 

343 conditions. In contrast, H2 focuses on the differential impact of framing valence (positive versus 

344 negative nudges) and is examined through comparative analysis within the nudge conditions. The 

345 underlying idea is that, if the nudge frame elicits stronger emotional responses (including 

346 negatively valenced emotions), these may enhance engagement, which in turn can influence 

347 responsible tourism behaviour. Consequently, while both hypotheses relate to emotional 

348 responses, they are not collapsed into a single causal test.

349 2.1.3. The Causal Path: Emotions, Engagement, and Responsible Tourism

350 Emotions serve as the primary conduit through which tourists interpret heritage value and form 

351 long-term loyalty (Hosany et al., 2020). Beyond mere reaction, consumption emotions act as a 

352 mediator between perceived service fairness and behavioral intentions in heritage settings (Su and 

353 Hsu, 2013). This suggests that the emotional state of the visitor is not a static outcome but a 

354 dynamic psychological mechanism that dictates how information is processed. By triggering 
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355 specific affective states, managers can transition a passive visit into a mindful heritage experience, 

356 where emotional resonance drives the desire for preservation and site stewardship (Rasoolimanesh 

357 et al., 2019; Yi et al., 2022). Furthermore, the intensity of these emotional responses directly 

358 governs the level of cognitive and behavioral immersion. Tourism research has emphasized that 

359 responsible tourism behaviours are more likely to increase when tourists feel strongly engaged 

360 with a destination (Hu and Sung, 2022). Indeed, engaging with a heritage destination is essential 

361 for tourist engagement and entails sharing and exchanging ideas, reflections, and emotions about 

362 one’s experiences with the destination, as well as with other consumers, locals, or stakeholders 

363 (Rasoolimanesh et al., 2019; Vivek, 2009). When a nudge successfully evokes a self-transcendent 

364 emotion such as awe or responsibility, it expands the user's cognitive focus from personal 

365 enjoyment to collective preservation. Research also shows that positive emotions have a direct and 

366 significant influence on tourists’ satisfaction, destinations revisit intentions and WOM referrals of 

367 cultural heritage sites (Su and Hsu, 2013). Considering these discussions, the hypothesis is 

368 presented as follows:

369 H3: Emotional Responses derived from the nudges will significantly influence Engagement 

370 towards Cultural Heritage Tourism (CHT)

371 2.1.4. Responsible Tourism as a Behavioral Outcome

372 The objective of responsible tourism is, by definition, to alter the way in which businesses, tourists 

373 and other stakeholders behave, encouraging them to become ‘responsible’ (Holden et al., 2013). 

374 Evéil (2010) explains that tourism that adopts practices respectful of both the natural and cultural 
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375 environment contribute ethically to local economic development (Sharpley, 2012). These practices 

376 also raise tourists' awareness of their own impact on the local area, turning them into active 

377 participants in responsible tourism. Substantial attention has been paid to the need for a transition 

378 from tourism that prioritizes market value and adopts a laissez-faire stance on environmental 

379 issues, to one that is guided by both environmental and social values (Mihalic, 2016; Gao et al., 

380 2024). For example, the Chinese Tourism Bureau introduced guidelines in 2006 to encourage 

381 responsible tourist behaviour and reduce conflicts between hosts and Chinese visitors (Gong et al., 

382 2019). These guidelines reflect the growing recognition of the importance of integrating 

383 environmentally ethical behaviour as a fundamental aspect of responsible tourism (Gong et al., 

384 2019; Nguyen et al., 2024). This ethical approach not only enhances visitor satisfaction but also 

385 increases the likelihood of return visits and positive word-of-mouth recommendations (Mathew et 

386 al., 2024). However, responsible tourism is dynamic and context-dependent, varying significantly 

387 across different countries (Gong et al., 2019), which requires an understanding of local identities 

388 and cultures. Aligning with the view that responsible tourism is an ideological and socio-cultural 

389 construct (Burrai et al., 2019), we argue that tourists who are emotionally engaged in cultural 

390 heritage tourism are more likely to adopt responsible tourism behaviours. Hence, we hypothesize 

391 that:

392 H4: The Engagement in Cultural Heritage Tourism (CHT) will significantly enhance responsible 

393 tourism 

394 2.1.5. Cultural Identity
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395 Cultural identity pertains to the degree to which individuals within a particular culture 

396 acknowledge and connect with key elements that distinguish their culture from others (Clark, 

397 1990). This concept is considered as a fundamental form of national identity, as it emerges from 

398 shared historical understanding and is shaped by cultural influences (Yang et al., 2022). In essence, 

399 cultural identity represents how cultural heritage is incorporated into an individual's sense of self, 

400 making it distinct from other identity categories such as race, birthplace, or religion (Cleveland et 

401 al., 2009; He and Wang, 2015). This internalized heritage identity is a key predictor of purchase 

402 intentions and pro-social behaviors across different cultural landscapes (Zhang et al., 2023; Fu and 

403 Luo, 2023). Grounded in the self-schema theory of Kitayama et al. (2006), individuals from 

404 interdependent cultures (e.g., India) are more likely to respond to heritage nudges that emphasize 

405 communal continuity, whereas those from independent cultures (e.g., UK) prioritize personal 

406 relevance and historical authenticity (McIntosh et al., 2002). Drawing on Message Framing 

407 Theory (Tversky et al., 1981) and Hofstede’s Cultural Dimensions (Hofstede, 2003), the 

408 effectiveness of these digital nudges is likely conditioned by the degree of Cultural Congruence. In 

409 high-collectivist societies such as India, nudges emphasizing ‘Social Influence’ and ‘Communal 

410 Legacy’ align with an interdependent self-schema. In contrast, in more individualistic contexts like 

411 the UK, nudges focusing on ‘Personal Agency’ or ‘Individual Loss’ (e.g., loss-framed messages) 

412 may be more persuasive. By integrating these dimensions, this study extends beyond the 'one-size-

413 fits-all' AI adoption models found in earlier tourism research, such as Knani et al. (2022). Within 

414 AI-mediated communication environments, message framing and cultural interpretation interact 

415 in ways that may produce unintended psychological responses (Li et al., 2026). Specifically, when 

416 AI-Generated nudges are perceived as cultural misaligned or exaggerated, individuals may 
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417 experience reactance (Gong et al., 2024), a motivational state triggered when persuasive attempts 

418 threaten perceived autonomy or authenticity. In heritage tourism contexts, such reactance may be 

419 amplified when AI-Generated content is perceived as historically inaccurate or culturally 

420 insensitive (Bui et al., 2024). This creates a novel theoretical mechanism in which AI hallucination 

421 interacts with message framing, potentially transforming persuasive nudges into counterproductive 

422 interventions. Consequently, the effectiveness of GAI driven nudges depends not only on the 

423 valence of the frame (positive vs negative) but also on the cultural credibility of the generated 

424 content, which shapes emotional responses and engagement outcomes (Li et al., 2025).

425 As such, cultural identity functions as a shared connection among individuals, uniting people 

426 through shared historical and cultural legacy (He and Wang, 2015). Most tourism studies focus on 

427 the impact of cultural identity on travel decisions, revisit intentions, and place attachment (e.g. Fu 

428 and Luo, 2023). For instance, empirical studies examining the relationship between cultural 

429 identity and purchase intentions for intangible heritage artifacts show that this effect is stronger 

430 among consumers who possess knowledge related to those artifacts (Zhang et al., 2023). In the 

431 context of our study, we argue that cultural identity is particularly significant in collectivist cultures 

432 like India, where individuals often define their self-concept or self-schema through their 

433 connections with others (He and Wang, 2015). Given India's rich cultural heritage, which is deeply 

434 valued by individuals, the impact of cultural identity on consumer behaviour is likely to be stronger 

435 compared to individualistic Western societies (He and Wang, 2015). Furthermore, cross-cultural 

436 studies indicate that acceptance of nudge policies varies between countries. For example, Hagman 

437 et al. (2015) found that nudge policy acceptance was generally high in Sweden and USA, with 
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438 Swedes showing slightly higher acceptance than Americans. Interestingly, despite this high 

439 acceptance, many individuals also perceived nudge policies as somewhat intrusive and restrictive 

440 of personal freedom. Moreover, pro-social nudges were significantly less accepted than pro-self-

441 nudges. One explanation for this difference is Sweden's long-standing tradition of an effective and 

442 robust welfare system, which encourages inclusivity in the public sector, whereas the United States 

443 has historically prioritized liberal values centered around personal freedom (Hagman et al., 2015). 

444 In the view of these results, we propose that cultural identity plays a key role in shaping how 

445 Generative AI-driven nudges are framed, as they elicit different emotional responses based on 

446 forms of collective identification that bond people together. Formally, we hypothesize that: 

447 H5: Cultural Identity will moderate the relationship between nudges delivered through Generative 

448 AI and Emotional Responses

449 2.1.6. AI Hallucination Potential

450 AI hallucination is conceptualized as ´the phenomenon in which generative Ai software systems 

451 generate fabricated or false information´ (Christensen et al., 2024, p. 4). Beyond simple factual 

452 errors, hallucinations represent a fundamental epistemic risk which is a breakdown in the reliability 

453 of AI as a knowledge-bearing agent. As argued by Bender et al. (2021), these ‘stochastic parrots’ 

454 lack any underlying semantic understanding, meaning that hallucinations are not mere errors but 

455 structural failure modes inherent to probabilistic text generation. This is supported by Marcus and 

456 Davis (2019), who highlight the structural inability of current GAI architectures to maintain 

457 internal cognitive models of reality, leading to outputs that are syntactically perfect but factually 
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458 untethered. In the context of heritage tourism, this creates an epistemic threat to historical integrity; 

459 if the AI produces content with no regard for the truth, it potentially erodes the very historical 

460 authenticity that gives heritage sites their value (McIntosh et al., 2023). Consequently, 

461 hallucination is not just an ethical friction point but a technological boundary that fundamentally 

462 limits the credibility of AI-mediated nudges (Christensen et al., 2024; Sun et al., 2024). AI 

463 hallucinations can manifest in several different ways, ranging from factually incorrect information, 

464 nonsensical responses, biases or stereotypes or irrelevant content (Williamson et al., 2024). The 

465 potential for AI to generate false data raises significant moral and ethical concerns among both 

466 scholars and practitioners (Brewer et al., 2024). The human-like capabilities of AI have sparked 

467 extensive research, as scholars anticipate that generative AI will evolve into a knowledge-

468 enhancing and capability-enabling tool (Brewer et al., 2024). However, this development 

469 highlights the need for strict regulation to prevent the manipulation of human decisions and the 

470 exploitation of cognitive vulnerabilities (Williamson et al., 2024). The importance of addressing 

471 these concerns is highlighted by proposals to integrate blockchain technologies to promote 

472 transparency, monitoring, verifiability, and decentralization in AI's use (Brewer et al., 2024). A 

473 growing area of concern is AI's selection of data, as it currently lacks the ability to distinguish 

474 between accurate and inaccurate information, or real data from fabricated data (Brewer et al., 2024; 

475 Sun et al., 2024). AI hallucinations present a significant risk, as they can result in misleading or 

476 entirely false outputs (Brewer et al., 2024). In this context, it could be argued that ethical and moral 

477 concerns underscore the need for responsible AI practices and critical thinking (Williamson et al., 

478 2024; Hicks et al., 2024). Specifically, when employing GAI to generate nudges, human oversight 

479 is crucial for critically assessing the creative output of AI systems (Brewer et al., 2024). In 
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480 summary, the integration of AI control mechanisms and human ability to detect when AI is 

481 manipulating decisions is vital for mitigating the risks associated with AI-driven manipulation 

482 (Williamson et al., 2024). Moreover, research indicates that the ability to recognize potential AI 

483 manipulation is influenced by individual differences in cognitive abilities, familiarity with AI 

484 technologies, and personal mental models of how AI systems function (Williamson et al., 2024). 

485 Hence, given that humans may detect AI´s attempts to manipulate their emotions and engagement 

486 towards cultural heritage tourism using fabricated or false information, we hypothesize that:

487 H6: AI hallucination potential will moderate the relationship between nudges delivered through 

488 Generative AI and Emotional Responses

489 H7: AI hallucination potential will moderate the relationship between emotional response and 

490 Engagement towards Cultural Heritage Tourism (CHT)

491 2.1.7. Perceived Cultural Accuracy

492 Perceived cultural accuracy refers to the extent to which individuals believe that a representation 

493 (e.g., in media, tourism, or heritage sites) authentically reflects the traditions, values, and 

494 characteristics of a particular culture. The term ‘authentic’ also encompasses meanings such as 

495 ‘veritable,’ ‘bona fide,’ ‘genuine,’ ‘reliable,’ ‘original,’ and ‘unquestionable. (Park et al., 2019). 

496 In the context of heritage tourism, authenticity is linked to an historical time and place that will be 

497 interpreted by individuals or groups as part of a social ecosystem (Park et. al., 2019). In particular, 

498 research shows that the perceived cultural accuracy is strengthened by the tangibility of cultural 

499 tourism elements which offer tourists a more compelling and authentic tourism experience (Park 
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500 et al., 2019). In fact, an increasing demand for heritage-based tourism is explained by a growing 

501 awareness of heritage sites combined with tourists' psychological and social needs associated with 

502 consumption of heritage (Waitt, 2000). As such, tourists are prone to relate emotionally to cultural 

503 heritage sites that are authentical historical ambiences (Waitt, 2000; Park et al., 2019). Building 

504 on these findings, we argue that perceived cultural accuracy plays a moderating role in how tourists 

505 emotionally engage with AI-driven nudges and how this emotional response influences 

506 engagement towards cultural heritage tourism. Therefore, we formally propose the following 

507 hypothesis along with a conceptual framework in Figure 2:

508 H8: Perceived cultural accuracy will moderate the relationship between nudges delivered through 

509 Generative AI and Emotional Responses

510 H9: Perceived cultural accuracy will moderate the relationship between emotional response and 

511 Engagement towards Cultural Heritage Tourism (CHT ) 

512
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513
514
515
516 Figure 2: Conceptual Framework

517 Methodology

518 Combining quantitative and qualitative methods offers a more comprehensive understanding of 

519 the research problem (Greene et al., 1989; Teddlie et al., 2011). Due to the very limited amount of 

520 prior research done in the domain of application of emotions on responsible tourism, the current 

521 article comprises of three studies. The first is analysis of content on the internet through web 

522 scraping, with focus on certain keywords related to responsible tourism. It is followed by a semi-

523 structured interview to gain an insight on the key constructs that may have a bearing on the decision 

524 process of a person considering responsible tourism to a heritage site. The first two studies were 

525 then used to develop a theoretical framework that could be used to predict responsible tourism, 

526 along with the role of various moderators. Study 3 used experimentation and survey design, to 
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527 empirically understand the role of the various predictors and moderators on responsible heritage 

528 tourism.

529 Study 1

530 InfraNodus was used to identify the themes surrounding responsible tourism from 262 news 

531 articles from the past 6 months. It helped us uncover hidden connections and insights into the 

532 evolving landscape of responsible tourism. It is imperative to distinguish the functional role of the 

533 media-derived data from the study’s theoretical architecture. The corpus-based analysis via 

534 InfraNodus was employed neither for inductive theory building nor for the conceptualization of 

535 latent constructs. Rather, this procedure functioned as a methodological bridge to enhance 

536 ecological validity, providing a lexical and thematic baseline for the development of experimental 

537 stimuli. By utilizing real-world discourse to inform the nudges, the study ensured that the stimuli 

538 were representative of extant cultural heritage narratives. Conversely, the behavioral constructs 

539 and psychometric instruments utilized to measure participant responses were derived exclusively 

540 from established literature (e.g., Lazarus, 1991), ensuring that the internal validity of the study 

541 remained independent of the exploratory media analysis. The themes were generated by a 

542 “betweenness centrality” option in InfraNodus which ranks the words or phrases in a text network 

543 based on their contextual importance. The news articles were analyzed through a community 

544 detection algorithm, which identifies words that frequently co-occur and represents them as nodes 

545 in a network – the connections between the words were depicted as lines or curves showing their 

546 co-occurrences. Instead of relying on a distributional model, InfraNodus uses graph theory 

547 principle to generate these visualizations (Ortiz, 2023). Words that are more influential, as 
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548 determined by their "betweenness centrality," are displayed as larger nodes on the graph. Words 

549 that appear together often are grouped into thematic clusters, with different colors indicating their 

550 community, while word similarity is used to derive higher-level meanings. InfraNodus thus 

551 enables the identification of these higher-level meanings without researcher bias, relying instead 

552 on the automatic analysis of the text.

553 Results for Study 1

554 Main Topics and Influential Discourse Elements

555 Table 1 presents the first 5 main topics that emerged from the InfraNodus analysis. The table 

556 categorizes the central words for each identified theme, showcasing the concepts that news articles 

557 frequently discussed in relation to tourism.
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Topical 
Cluster Influence Total 

Nodes Main Topic Keywords Interpretation

1 58% 35 Responsible
Tourism 

Responsible, travel, initiative, project, 
destination, community, sustainable, practice, 
launch, state, inclusive, enterprise, implement, 

goal, development, disability, support

Focus on ethical tourism 
practices and environmental 
concerns especially reducing 
tourism’s ecological impact.

2 23% 47 Cultural 
Heritage

Local, heritage, preserve, community, cultural, 
experience, visitor, enhance, storytelling, 

history, empowerment, site, foster, region, 
rewarding, encourage, unique, traditional

Emphasis on promoting and 
protecting cultural assets for 

tourism.

3 11% 28 Digital 
Engagement

Tourist, platform, engagement, experience, 
customer, digital, influencer, storytelling, 

history, feedback, post, review, user, social, 
media, integration, global, education, reach, 

market, content, international

Involvement of digital media 
for engaging tourists in 

responsible and sustainable 
tourism practices.

4 4% 5 Technological 
Innovation

Discovery, trends, activity, technology, digital, 
age, future, research, industry, development, 

AI

Role of technology in 
enhancing tourism 

experiences.

5 4% 9 Tourism 
Promotion

Marketing, promote, media, organization, 
attraction, industry, destination, place, tour, 

guide, social,

Initiatives to promote local 
heritage sites for tourism

Table 1: Main Topics with keywords derived from InfraNodus
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558 Furthermore, following graphs (Figure 3) represent the Influential Discourse Elements containing 

559 the betweenness centrality of words. With a higher betweenness centrality among all other words, 

560 the first 12 influential words with higher frequency depict the 5 key themes generated by 

561 InfraNodus. With tourism, responsible and sustainable being in ‘Responsible Tourism’ cluster, 

562 local, heritage and cultural in ‘Cultural Heritage’ cluster, experience, tourist and engagement in 

563 ‘Digital Engagement’ cluster, travel and initiative in ‘Tourism Promotion’ cluster and lastly 

564 technology in ‘Technological Innovation’ cluster. 

565

566  Figure 3: Betweenness Centrality of Frequently Used Words

567 Sentiment Analysis

568 The sentiment analysis of the respondent data, as shown in Figure 4, reveals the overall tone 

569 associated with the themes discussed. The sentiment analysis was conducted using BERT’s AI 

570 model embedded in InfraNodus that classifies text as positive, negative, or neutral. The chart 
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571 indicates the distribution of these sentiments across the dataset. 78% positive sentiments are 

572 associated with the themes of responsible tourism, reflecting optimism about eco-friendly practices 

573 and community development. 8% neutral sentiments are prevalent in discussions around cultural 

574 heritage, suggesting an objective focus on the preservation of tradition. Whereas 14% negative 

575 sentiment, though less frequent, appears in discussions around the impact of tourism on the 

576 environment and local cultures, often highlighting concerns about over-tourism or exploitation and 

577 lack of initiatives for promoting responsible tourism. 

578

579 Figure 4: Sentiment Analysis using BERT built-in InfraNodus
580 Abbreviations: BERT – Bidirectional Encoder Representations from Transformers; EN – English; DE – German; FR – French; 
581 SP – Spanish; IT – Italian; NL – Dutch languages
582  

583 Thematic Analysis via Nodes

584 The nodes generated through InfraNodus in Figure 5, represents a rich network of connections that 

585 illustrates key clusters within the discourse on tourism, particularly focusing on Responsible 
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586 Tourism, Cultural Heritage, Digital Engagement, and Technological Innovation (AI) and Tourism 

587 Promotion. These thematic clusters reflect the multifaceted nature of contemporary tourism 

588 research, which increasingly emphasizes responsibility, sustainability, digital transformation, and 

589 the integration of technological innovations like AI.

590 

591

592  Figure 5: Nodes representing 5 distinct themes generated by InfraNodus

593 1.      Responsible Tourism
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594 As highlighted by its central positioning in the network, responsible tourism emerges as a 

595 dominant concept in the discourse, connected to various subtopics such as cultural heritage, 

596 tourism promotion, technological innovation, and digital engagement. This indicates a growing 

597 recognition of responsible tourism's significance in both academic and industry discussions (Chen 

598 et al., 2021). From the analysed news articles it was evident that responsible tourism is fairly 

599 discussed in the industry, however, initiatives to promote and aware tourists about sustainable yet 

600 responsible tourism practices is still lacking. The high betweenness centrality of responsible 

601 tourism, reflected in the larger node size, indicates its pivotal role in connecting various sub-

602 concepts, confirming its centrality to the discussion. The strong connectivity between responsible 

603 tourism and other related concepts like ‘sustainability’ and ‘community’ reveals a multifaceted 

604 understanding of the term, where tourism is not just a vehicle for economic gain but also for 

605 environmental protection and social responsibility. This finding suggests that destinations may 

606 improve their priorities and support local sustainable development by interacting with their 

607 communities and using collective intelligence (Kutty et al., 2020). According to Tursunkulova et 

608 al. (2024), nodes with higher betweenness centrality often act as bridges between distinct thematic 

609 clusters, which suggests that responsible tourism serves as a key framework linking various 

610 interconnected ideas in the analysed text. 

611 2.      Cultural Heritage 

612 Words such as community, local, cultural and heritage highlight the emphasis on inclusive 

613 development in responsible tourism along with the importance of cultural heritage preservation. 

614 This subtheme suggests that responsible tourism is perceived as a way to empower local 
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615 communities, not only through economic opportunities but also by preserving their cultural 

616 heritage and identity. This approach aligns with the principles of sustainable development, which 

617 seek to balance economic growth with social equity and environmental protection (Hall et al., 

618 2014). The discussion around cultural preservation is deeply intertwined with the need to protect 

619 and promote local traditions and heritage, ensuring that tourism supports rather than diminishes 

620 cultural identities. For example, one article from IHCL’s World Tourism Day statement outlines 

621 initiatives that safeguard India’s intangible cultural heritage in collaboration with UNESCO, 

622 reflecting efforts to protect cultural traditions while fostering tourism growth. Similarly, another 

623 article discusses the potential negative impact of tourism, such as ‘overtourism’ leading to protests 

624 in places like Barcelona. This points to the delicate balance between tourism development and 

625 cultural preservation, where unchecked tourism can threaten local cultural environments 

626 (Buitrago-Esquinas et al., 2023). This concern ties into the heritage and preservation nodes, which 

627 advocate for safeguarding cultural resources from the adverse effects of mass tourism. The 

628 presence of terms like ‘preservation’ and ‘empower’ signifies a call to protect indigenous traditions 

629 and ensure that tourism benefits extend to local populations. The preservation of cultural heritage 

630 is a cornerstone of responsible tourism. By supporting local traditions, customs, and practices, 

631 tourism can contribute to the vitality of communities and prevent the erosion of cultural identity 

632 (McIntosh et al., 2002).

633 3.      Digital Engagement

634 The cluster surrounding cultural heritage is strongly linked to digital engagement, indicating an 

635 emerging trend where digital platforms play a pivotal role in promoting and preserving cultural 
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636 heritage (Onyenokulu et al., 2024). The nodes related to ‘social media’, ‘influencers’, and 

637 ‘reviews’ suggest that digital storytelling and user-generated content (UGC) are critical in shaping 

638 tourists' experiences and perceptions of cultural heritage sites. UGC, such as reviews, photos, and 

639 videos, offers authentic perspectives from other visitors, helping potential tourists make informed 

640 decisions and gain insights into the site's attractions (Sánchez-Franco et al., 2024). By 

641 incorporating UGC into the visitor experience, cultural heritage sites can involve visitors in the 

642 storytelling process, creating a more collaborative and participatory approach to tourism. The 

643 terms like ‘tourist’, and ‘engagement’ highlight how tourists are increasingly interacting with 

644 destinations and communities through digital means, enhancing both the tourism experience and 

645 the reach of responsible practices. For instance, one of the articles discussed responsible tourism, 

646 emphasizing the role of digital platforms in promoting eco-friendly travel options and educating 

647 tourists about sustainability. This aligns with the engagement node in the InfraNodus graph, where 

648 tourists use social media, travel blogs, and review platforms to share their experiences and 

649 influence others. These digital interactions not only enhance tourist satisfaction but also encourage 

650 responsible behaviour by providing a platform for feedback and awareness. Moreover, terms like 

651 ‘platform’, ‘offer’, ‘perk’, ‘discount’ and ‘contest’ relate to digital marketing and promotional 

652 strategies within tourism, particularly in the context of engaging tourists through online platforms 

653 to promote responsible tourism. These terms indicate efforts to incentivize and attract tourists by 

654 offering value-added services, deals, and interactive opportunities (Marin-Pantelescu et al., 2019). 

655 In the context of the Digital Engagement cluster, these terms reflect how tourism businesses and 

656 destinations leverage digital platforms to enhance tourist participation. Platforms serve as hubs 

657 where offers, discounts, and contests are promoted, encouraging tourists to engage with the brand 

Page 36 of 116European Business Review

1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48
49
50
51
52
53
54
55
56
57
58
59
60



European Business Review

658 or destination more actively. For instance, special perks or discounts offered through digital 

659 channels motivate tourists to make travel decisions (Pinto et al., 2019), while contests enhance 

660 interaction and engagement, turning passive audiences into active participants (Lalicic et al., 

661 2019). The analysed articles suggest that there is a need to properly engage tourists in promoting 

662 responsible tourism practices especially for cultural heritage sites.

663 4.      Tourism Promotion

664 The Tourism Promotion cluster, as identified through the InfraNodus analysis, revolves around 

665 key terms such as ‘initiative’, ‘government’, ‘development’, ‘marketing’, ‘focus’, ‘minister’, 

666 ‘sector’, ‘growth’, and ‘industry’. These terms suggest a strong focus on the role of government 

667 policies and industry initiatives in driving tourism development and growth, particularly through 

668 strategic marketing efforts and sector-specific programs. For instance, governments can establish 

669 clear guidelines and regulations to ensure that tourism activities adhere to environmental, social, 

670 and cultural standards. This includes setting limits on development, protecting natural resources, 

671 and promoting fair labour practices (Mihalic, 2016). Furthermore, government or local authorities 

672 can invest in sustainable infrastructure, such as renewable energy sources and eco-friendly 

673 transportation which can reduce the environmental impact of tourism (Baloch et al., 2023). The 

674 articles highlighted that government initiatives play a significant role in shaping responsible 

675 tourism promotion strategies. For instance, several initiatives are driven by government ministers 

676 and public policy frameworks aimed at promoting sustainable tourism development. These 

677 government-led programs often emphasize economic growth in the tourism sector while 

678 integrating elements of responsible tourism, such as environmental protection and cultural 
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679 preservation. Additionally, the emphasis on the marketing sector reflects how tourism promotion 

680 has become a critical aspect of national and local tourism strategies. The focus is not just on 

681 attracting tourists but also on developing responsible tourism as a key economic driver, particularly 

682 through collaborations between government bodies and the private sector. Several campaigns and 

683 initiatives are being designed to highlight both economic benefits and responsible tourism 

684 practices, promoting destinations in a way that supports local communities and aligns with broader 

685 sustainability goals. However, there is still a gap between these promotions and actual results 

686 which needs to be addressed by leveraging latest technology like AI. This finding is evident from 

687 Arora et al.’s (2024) study which highlighted the growing importance of AI in various sectors, 

688 including tourism. They argue that AI can play a significant role in promoting green destinations 

689 and achieving sustainable tourism goals.

690 5.      Technological Innovation

691 Another key cluster that emerged from the network graph is related to technological innovation 

692 with a relatively low betweenness, emphasizing technology's growing role in tourism innovation. 

693 AI technologies, such as chatbots and recommendation systems, are reshaping the way tourists 

694 interact with services (Knani et al., 2022). Most of the articles did not extensively discuss the 

695 adoption of AI or the use of technology in promoting responsible tourism. While certain pieces 

696 briefly mention sustainability initiatives or digital tools, there is a noticeable lack of detailed 

697 exploration into how AI innovations or technological advancements are being leveraged to foster 

698 responsible tourism practices. The terms ‘AI’, ‘technology’, and ‘innovation’ in few articles 

699 reflected how digital advancements are enhancing both the operational efficiency and experiential 
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700 aspects of tourism. One of the articles emphasized the impact of artificial intelligence (AI) in 

701 managing large-scale operations within the tourism sector, such as optimizing booking systems, 

702 personalizing travel experiences, and providing real-time customer support through chatbots. 

703 These innovations enable the tourism industry to offer more tailored and efficient services, 

704 reducing operational costs while improving customer satisfaction (Ivanov et al., 2017). Another 

705 critical aspect of technological innovation discussed is the role of virtual tourism. With increasing 

706 global environmental concerns and travel restrictions, virtual tourism, powered by technologies 

707 like virtual reality (VR) and augmented reality (AR), allows tourists to engage with destinations 

708 without physically being present (Shamim et al., 2025). This aligns with the Digital Engagement 

709 cluster in the network graph, where terms like experience and engagement indicate the shift 

710 towards more immersive and interactive tourism experiences facilitated by digital platforms. The 

711 articles also highlight the sustainability angle of technology. AI-driven data analytics platforms 

712 help monitor environmental impacts and optimize resource use, making tourism more eco-friendly 

713 (Issa et al., 2024). This connects directly to the Responsible Tourism cluster, where sustainability 

714 is a core focus, underscoring how AI can support more responsible tourism practices by reducing 

715 carbon footprints and ensuring resource efficiency. Out of 262 articles only a handful of them 

716 discussed AI or technological advancement related to tourism. Therefore, these findings suggest a 

717 need to invest in technology to promote responsible tourism practices and enhance the engagement 

718 particularly for cultural heritage tourism. However, the potential for AI-driven "hallucinations" — 

719 wherein AI systems generate inaccurate or misleading information — poses a challenge to its 

720 integration into responsible tourism practices (Marcus et al., 2019). Thus, future research should 
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721 focus on ensuring that technological innovations align with responsible tourism values, 

722 safeguarding cultural accuracy and authenticity in the digital age.

723 Study 2

724 The second phase of the research was also qualitative in nature and primarily used a semi-

725 structured interview. The inductive approach of semi-structured interview was used to gain an 

726 understanding of the socially constructed subjective reality (Hudson and Ozanne, 1988) of the 

727 participant representing potential tourists of heritage sites. Semi-structured interview frameworks 

728 exhibit considerable variability in their design, with some being more structured than others 

729 (Saunders, et al., 2019). For the current semi structured interviews, it was ascertained that questions 

730 were framed in a non-directive manner, primarily utilizing "What" and "How" questions 

731 (Saunders, et al., 2019).  The complete interview guide can be found in Appendix B.

732 The interview questions were based around the key constructs identified in the literature review 

733 and content analysis related to cultural heritage sites and responsible tourism. The interview was 

734 then conducted with 25 participants that represent the target audience. The target comprised of 

735 individuals who have been to a cultural heritage site and are familiar with the notion of responsible 

736 tourism. The interview participants were selected from a wide range of socio-economic groups. A 

737 convenience sampling approach was adopted for the qualitative interviews, which is consistent 

738 with prior exploratory research in emerging and under-researched domains such as AI-driven 

739 responsible tourism (Saunders et al., 2019). The interview cohort (n=25) comprised a balanced 

740 gender distribution (e.g., 13 female, 12 male) with ages ranging from 22 to 45 years. Participants 

741 represented diverse professional backgrounds, including education, tourism management, and 
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742 technology sectors, with 72% holding a postgraduate degree. Recruitment was conducted over a 

743 six-week period via professional networks, academic contacts, and social media platforms (e.g., 

744 LinkedIn and Facebook groups), enabling access to individuals with prior experience of cultural 

745 heritage tourism. This ensured that participants could provide the depth of insight required for 

746 exploratory inquiry (Patton, 2014). Out of the 40 individuals who initially expressed interest, 25 

747 completed the interview, representing a 62.5% participation rate among eligible leads. While 

748 convenience sampling limits statistical generalizability, it is appropriate for qualitative inquiry 

749 where the objective is depth of insight rather than population-level inference. To ensure the 

750 adequacy of the sample size, thematic saturation was used as the guiding criterion. Saturation was 

751 defined as the point at which no new codes or sub-themes emerged from three consecutive 

752 interviews (Francis et al., 2010). While preliminary patterns were identified by interview 18, data 

753 collection was extended to 25 participants to ensure thematic density across different socio-

754 demographic profiles.The interview sample included participants of varying age groups, genders, 

755 educational backgrounds, and occupational profiles, all of whom had prior exposure to cultural 

756 heritage tourism and awareness of responsible tourism practices.

757 Before the interviews, a pre-screening survey was conducted to identify key participants. This pre-

758 screening included questions to determine whether participants were familiar with the concept of 

759 responsible tourism and if they had ever visited a cultural heritage site. A predefined guide was 

760 used for each interview, covering topics such as Cultural Heritage Experience, cultural identity, 

761 engagement with Cultural Heritage Tourism, and the potential for AI hallucination (misleading 

762 information). The interviews were conducted online via Zoom. All interviews were recorded with 
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763 participant consent and transcribed verbatim for thematic analysis. Ethical rigor was maintained 

764 throughout the research process. Participation in both the qualitative and quantitative phases was 

765 entirely voluntary, and participants were informed that they could withdraw at any time without 

766 penalty. To ensure anonymity, all interview transcripts were de-identified, and survey data were 

767 collected through a platform that did not record IP addresses or personal identifiers. All data were 

768 stored on password-protected institutional servers and were only accessible to the research team.

769 Data were analyzed following Braun and Clarke’s (2006) six-phase framework for thematic 

770 analysis. The coding protocol involved a hybrid approach: deductive coding, based on the 

771 predetermined constructs of Emotional Appraisal and Cultural Identity, and inductive coding, 

772 allowing for emergent themes to surface. Initial codes were generated at the semantic level before 

773 being clustered into latent themes that captured underlying conceptual patterns. To ensure the 

774 integrity and confirmability of the findings, a rigorous multi-stage thematic analysis was employed 

775 (Braun et al., 2006). The trustworthiness was maintained through an exhaustive iterative coding 

776 process (Creswell et al., 2018). This involved three distinct rounds of recoding to ensure 

777 consistency and the maintenance of a detailed audit trail, documenting every stage of theme 

778 development from initial codes to final conceptual categories. To minimize researcher bias, 

779 negative case analysis was performed, where the researcher actively sought out interview data that 

780 contradicted the emerging themes, ensuring the final results reflected the full breadth of participant 

781 perspectives.

782 Results for Study 2

783 Based on 25 interviews, 5 key themes emerged from the interview analysis as Engagement and 

784 Experience with Cultural Heritage Tourism, Responsible Tourism, AI Hallucination Potential, 
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785 Perceived Cultural Accuracy and Cultural Identity. These themes are explained below with a list 

786 of interviewees’ responses presented in Table 2. The first set of questions asked about participants’ 

787 experiences and visitation to the cultural heritage sites. The respondents discussed their 

788 experiences and engagement with cultural heritage sites through emotional and cultural 

789 connections. Engagement and experience play a critical role in shaping how visitors connect with 

790 cultural heritage sites. According to prior research, engagement in cultural heritage is often tied to 

791 emotional experiences, as these sites serve as tangible connections to history and cultural legacy 

792 (Rasoolimanesh et al., 2019). One of the respondents felt a strong emotional connection to a 

793 cultural site in their city, expressing dismay at how poorly it has been treated by tourists. They 

794 emphasized the importance of preserving the heritage and avoiding actions that damage it. This 

795 aligns with the growing body of literature surrounding cultural heritage tourism concerning 

796 preservation as well as responsible tourism (Buitrago-Esquinas et al., 2023). The interviewees 

797 reflected on their personal connection to heritage sites, emphasizing that their engagement was 

798 driven by a desire to learn about the history and significance of the sites they visited. Furthermore, 

799 upon asking about how they make decisions on which cultural heritage site to visit, the 

800 interviewees responded that the choice of cultural sites was influenced by both online reviews and 

801 word of mouth. Some participants emphasized that while reviews on platforms like Google or 

802 social media provide useful insights, they prioritize personal recommendations from friends or 

803 family, finding them more trustworthy. This finding aligns with existing literature suggesting that 

804 user-generated content, including reviews and personal recommendations, significantly influences 

805 tourists' decisions (Sánchez-Franco et al., 2024). Moreover, others noted that digital images and 

806 social media posts influence their anticipation and expectations before visiting a site, as visual 

807 content offers a first glimpse that can shape their curiosity or preferences for certain destinations. 
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808 This interaction with both digital platforms and personal networks highlights the dual role of 

809 technology and personal connections in cultural tourism engagement.

810 Next set of questions revolved around Responsible Tourism. We first asked them what responsible 

811 tourism means to them and the responses gathered from the interviewees are expressed as a word 

812 cloud in Figure 6. In the context of Responsible Tourism, the interviewees stressed the importance 

813 of preserving cultural heritage sites for future generations. This perspective is consistent with the 

814 growing body of research on sustainable and responsible tourism, which emphasizes minimizing 

815 negative environmental impacts while promoting cultural preservation (Onyenokulu et al., 2024). 

816 The interviewees noted that tourists should engage in behaviours that reduce their ecological 

817 footprint, such as avoiding littering and using non-polluting transportation options. This aligns 

818 with the concept of environmentally responsible tourism, which advocates for tourists to respect 

819 both the physical environment and the cultural context of heritage sites (Gong et al., 2019; Nguyen 

820 et al., 2024). Moreover, one of the interviewees mentioned about global warming and how 

821 negligence in taking care of the heritage site could lead to a possible loss of history. Additionally, 

822 several interviewees mentioned that reading reviews about others' responsible practices, such as 

823 respecting local customs or avoiding littering, influenced their own behaviour at heritage sites 

824 (Nguyen et al., 2024). The participants further mentioned the importance of sustainability in 

825 preserving heritage sites against the pressures of modernization and environmental degradation, 

826 echoing the need for long-term conservation strategies as identified in the literature.

827 Next set of questions revolved around AI’s use for cultural heritage sites and responsible tourism. 

828 The emerging theme from the interviews was AI Hallucination Potential, reflecting concerns over 

829 the accuracy of AI-generated representations of cultural heritage sites. The term ‘AI hallucination’ 

830 refers to situations where AI systems generate content that deviates from reality or provides false 
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831 information (Christensen et al., 2024). The interviewees noted that while AI can produce visually 

832 appealing images of heritage sites, these representations are often sanitized or idealized, failing to 

833 capture the true condition of the sites. One of the respondents highlighted the discrepancy between 

834 AI-generated cleanliness of the site and the reality. In her view, AI presents a flawless version of 

835 cultural sites, which contrasts with the often poorly maintained reality of many heritage locations

836 . Similarly, another interviewee noted that AI representations tend to overstate advancements such 

837 as ramps for accessibility, which do not always exist in real-world sites. Moreover, the 

838 interviewees emphasized that AI lacks emotional depth and cultural context, especially concerning 

839 the unique, emotion-driven aspects. This concern is supported by research indicating that AI 

840 systems, while powerful in generating content, often lack the contextual understanding needed to 

841 depict cultural and historical nuances accurately (Bender et al., 2021). The disconnect between AI-

842 generated content and the real-world experience of heritage sites suggests that reliance on AI 

843 imagery may lead to misleading perceptions, which can negatively impact tourist expectations and 

844 the authenticity of cultural experiences (Christensen et al., 2023).

845 The theme of Perceived Cultural Accuracy builds on the concerns regarding AI representations by 

846 exploring the gap between authenticity and representation. We showed the interviewees an GAI 

847 generated image of a generic cultural heritage site from their country and asked if they can identify 

848 the site and relate to it. One of the interviewees mentioned that she can see a similarity in the 

849 cultural heritage site to the one she has seen before by looking at the structure, temples, colour and 

850 overall aesthetics. Majority of the interviewees expressed the view that while AI-generated images 

851 might capture the aesthetic aspects of heritage sites, they often fail to represent the lived realities 

852 and cultural contexts of these locations. This critique is consistent with the literature on tourism 

853 authenticity, which suggests that cultural tourists seek authentic experiences that connect them 
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854 with the historical and social fabric of the destination (Park et al., 2019). Furthermore, the 

855 interviewees mentioned that AI sometimes fails to create authentic and genuine images because it 

856 cannot capture the cultural perspective yet which in turn loses tourists interest and engagement 

857 towards visiting a cultural heritage site. These findings are evident from the literature, which 

858 claims that visitors are more likely to have an emotional connection to any cultural heritage places 

859 that have genuine historical environments (Waitt, 2000; Park et al., 2019). This challenge with AI-

860 generated content lies in its tendency to prioritize visual accuracy over deeper cultural authenticity, 

861 potentially leading tourists to form unrealistic expectations about the state of cultural heritage sites. 

862 This aligns with research indicating that the commodification of heritage through digital platforms 

863 can sometimes distort cultural representations (Liu, 2024).

864 Lastly, Cultural Identity emerged as another key theme in shaping an individual’s emotional 

865 response towards cultural heritage tourism. The interviews revealed the strong influence of 

866 Cultural Identity in shaping tourists’ experiences with heritage sites. Cultural Identity plays a 

867 crucial role in how individuals relate to heritage, as these sites often serve as symbols of national 

868 or religious identity (Yang et al., 2022). One of the interviewees mentioned that the artistry and 

869 historical significance of these sites evoke a deep emotional response, reinforcing a sense of 

870 connection with ancestral heritage. The interviewees also expressed a sense of pride and belonging 

871 when visiting cultural sites, which reflects the role of heritage in reinforcing personal and 

872 collective identity (He et al., 2015). This sense of connection also influences their travel choices, 

873 as participants preferred visiting sites that resonate with their cultural and religious backgrounds. 

874 The findings align with the literature on heritage tourism as a means of exploring and affirming 

875 cultural identity (Timothy, 2011). Moreover, the interviewees revealed that cultural heritage sites 

876 serve as physical manifestations of a shared history and identity, and visiting these places fosters 
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877 a deepened connection to their culture. AI-generated representations, by missing this emotional 

878 depth, may struggle to evoke the same level of engagement and pride among viewers. The themes 

879 derived from content analysis and interviews resulted in the development of a conceptual 

880 framework and hypotheses to be tested.
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Table 2: Result of the interviews

Themes Hypotheses Description Supporting 
Literature Example of participant response

Online Reviews Sánchez-Franco 
et al., 2024

I, of course, check the reviews before going and the 
facilities there.

If people I know have already visited, it’s very easier to 
go.

Word-of-Mouth Mathew et al., 
2024

I think a friend who has been there, they give some tip 
... if we know somebody living in that place then they 
have the real takeaway, because they know what is 

touristy and what is truly a part of their culture.

On Instagram, of course, I share on social media and 
with my people...that was a great experience for me

Social media 
engagement

Rasoolimanesh 
et al., 2019 If I have liked something, I can click the picture, and I 

can post in social media so that other people can also 
know about it through post

Engagement 
and 

Experience 
with Cultural 

Heritage 
Tourism

H3: Emotional 
Responses 

derived from the 
nudges will 
significantly 

influence 
Engagement 

towards Cultural 
Heritage 

Tourism (CHT)

Recommendations Sánchez-Franco 
et al., 2024

I would recommend it to people and speak about it... if 
it has cultural relevance.

Responsible 
Tourism

H4: The 
Engagement in 

Cultural 

Responsible 
Behaviour Chui et al., 2011 We should not pollute...we can walk more rather than 

taking vehicles, and not throw junk there.
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They (tourists) should respect their environment, not 
litter around or damage the property... it’s about being 

respectful.

I will not adopt any things which are unsustainable, like 
carrying plastic water bottles and

dropping that in place of cultural heritage.

If we can have sustainable things in the cultural area 
side, obviously this is preferred.

Heritage 
Tourism (CHT) 

will 
significantly 

enhance 
responsible 

tourism

Preference for 
sustainability

Grilli et al., 
2021 I favor locations that emphasize eco-friendly practices 

and support local communities. Visiting sites committed 
to conservation enhances my experience and aligns with 

my values as a responsible traveler.

Cognitive 
Cultural Identity

While visiting, say, the Tower Bridge in London, and 
going to the Museum, and having to see elements of the 

Kohenur and elements of things taken from Indian 
culture, or even going to some of the African nations 
and seeing the Indian links because the British had 

taken Indians over there gives you a sense of 
connectedness to the entire experience.

Cultural 
Identity

H5: Cultural 
Identity will 
moderate the 
relationship 

between nudges 
delivered 
through 

Generative AI 
and Emotional 

Responses
Affective Cultural 

Identity

Yang et al., 
2022

It just makes you feel proud of the culture... gives you a 
feeling of belongingness.

H6: AI 
hallucination 

Misleading 
information

Christensen et 
al., 2024

AI has generated very realistic pictures... but 
sometimes, the image is misleading
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Most of the time it’s misleading... AI gives a generated 
photo out of whatever little information it has been fed.

I'm looking for a hotel to guide them where to stay, and 
… there is a lot of misleading information.. they'll make 

it seem that some location is very close to a cultural 
centre.

AI 
Hallucinatio
n Potential

will moderate 
the relationship 
between nudges 

delivered 
through 

Generative AI 
and Emotional 

Responses

H7: AI 
hallucination 
will moderate 

the relationship 
between 

emotional 
response and 
Engagement 

towards Cultural 
Heritage 

Tourism (CHT)

Imaginary 
scenarios

The AI image showed a special access ramp that 
doesn’t actually exist at the site. It creates false 

expectations for visitors who might need that 
accessibility.

Perceived 
Cultural 

Accurascy

H8: Perceived 
cultural accuracy 

will moderate 
the relationship 

Object based 
Authenticity Park et al., 2019

The marble work, the detailing, the symmetry—it’s the 
physical aspects of the Taj Mahal that made me feel like 
I was stepping back in time. You can’t fake that kind of 

craftsmanship.
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between nudges 
delivered 
through 

Generative AI 
and Emotional 

Responses

H9: Perceived 
cultural accuracy 

will moderate 
the relationship 

between 
emotional 

response and 
Engagement 

towards Cultural 

The structure of CSTM Railway Station, built by the 
British, shows a piece of history preserved in its 

architecture. It felt authentic because you can see and 
touch the history
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Heritage 
Tourism (CHT)

Existential 
Authenticity

I noticed some inaccuracies, like the architecture, in the 
background doesn’t match what I remember, and the 
representation of certain rituals seems exaggerated.
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881  

882

883 Figure 6: Word cloud for ‘Responsible Tourism’

884 Study 3

885 The findings from the discourse analysis and interviews highlight the relevance of AI to promote 

886 and experience cultural heritages sites. Drawing on those findings, study 3 used an experimental 

887 design to understand participant response towards different types of AI-driven nudges created to 

888 enhance responsible tourism in cultural heritage sites. The experiment was conducted online. Six 

889 treatment conditions (3*2 factorial design) were prepared each based on nudges valence (positive, 

890 neutral and negative), and context (Indian or UK heritage sites) (Table 3)

Heritage Site Origin (Cultural Identity) 

Site 1 Site 2

Type of 
Nudge 

Positive Frame (Social 
Influence)

50 50
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Neutral Frame (Factual) 50 50based 
emotional 

appeal Negative Framing (Fear 
Nudge)

50 50

891 Table 3: Showing 3*2 between sample post treatment factorial design. Factor 1 (nudge types) 
892 three levels; Factor 2 (Cultural Identity Manipulation) two levels
893  

894 A total of 300 respondents participated in the study. The adequacy of the survey sample size was 

895 evaluated using G*Power (Faul et al., 2009). Following guidelines by Hair et al. (2019), the sample 

896 size requirement was determined based on the most complex endogenous construct, Engagement, 

897 which is influenced by eight predictors (including direct paths and interaction terms for 

898 moderation). For a model with eight predictors, a power analysis indicates that a sample size of 

899 109 is required to achieve a statistical power of 0.80 at a 5% significance level for detecting a 

900 medium effect size (f2=0.15). Our final sample of 300 respondents significantly exceeds this 

901 threshold. Furthermore, a post-hoc power analysis confirms that with N=300 and eight predictors, 

902 the study achieves a power greater than 0.95 for medium effects and is sufficiently powered to 

903 detect smaller effect sizes (f2≈0.05), which are typical in social science moderation studies 

904 (Aguinis et al., 2005). Survey respondents were recruited using a convenience sampling approach 

905 through online platforms, including social media networks, and LinkedIn. Participation was 

906 voluntary, and respondents were screened to ensure prior exposure to cultural heritage tourism. 

907 Since, all the questions were mandatory to answer, therefore, the response rate was 100%. While 

908 convenience sampling may limit representativeness, it is widely used in experimental and 

909 behavioural tourism research where the objective is theory testing rather than population 

910 estimation (Fong et al., 2016). The sample was predominantly composed of females (69.2%) as 

911 compared to male (30.5%) with majority (81%) of the respondents falling in the age range of  30-

912 40 years. There was a geographical split of (e.g., 50% UK-based and 50% India-based) to facilitate 
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913 the cross-cultural comparison. Detailed demographic profiles - including income brackets and 

914 education - were captured to ensure the sample reflected a broad consumer base familiar with 

915 digital tourism tools. Each participant was then randomly (randomized control trials) exposed to 

916 one of the six treatment conditions (between group sampling). This was done by letting the 

917 participants pick one number between 1 to 6. A target of 50 per treatment group was ascertained 

918 to achieve normality within each group and comparability between groups. The data from all 

919 respondents were complete.

920 As manipulation for emotional response, three variants of nudge-based stimulus i.e. Social 

921 Influence Condition or positively framed nudge (Positive Condition), Fear nudge or loss framing 

922 (Negative condition) and a third Control Frame (Neutral Condition) was presented, with two 

923 groups being presented to each type. Three out of the six groups were exposed to stimulus from 

924 Indian heritage sites and the remaining three groups from UK heritage sites, as manipulation for 

925 cultural identity. While a formal Multi-Group Analysis (MGA) was not the primary focus, cross-

926 cultural variance was rigorously accounted for through the inclusion of Cultural Identity as a 

927 moderating variable in the structural model (H5). Consistent with Hair et al. (2019), a continuous 

928 moderation approach was preferred over MGA to avoid the ‘dichotomization’ of cultural 

929 constructs, which can lead to biased estimates and reduced sensitivity in detecting interaction 

930 effects. This approach ensures that the model captures the subtle nuances of cultural identity as a 

931 psychological state. By testing the interaction effects between the AI-driven nudges and the 

932 participants' cultural identity, the study statistically evaluated how cultural orientation conditions 

933 emotional responses. This approach allows for a nuanced understanding of cultural influence as a 
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934 continuous construct rather than a binary categorical split, which is consistent with established 

935 practices in behavioral SEM research (Hair et al., 2019).

936 The stimulus was created using Adobe Firefly, a prompt-to-image generative AI tool, to design 

937 culturally relevant visuals. Additionally, ChatGPT (version GPT-5) was used to generate text-

938 based nudges, ensuring alignment with the experimental conditions (positive, neutral, and 

939 negative). To ensure ethical and responsible use of Generative AI, all AI-generated content 

940 underwent human-in-the-loop verification by the authors to assess and ensure cultural sensitivity, 

941 historical plausibility, and contextual accuracy before presenting it to the participants. Prompts 

942 were carefully designed to minimise algorithamic bias and avoid exaggerated or misleading 

943 cultural representations. No personal or user-specific data were used in the generation process, 

944 ensuring compliance with data privacy standards. To enhance transparency and replicability, 

945 sample and follow-up prompts used for AI image generation, along with representative stimuli, 

946 are provided in Appendix C (1-6) and D. After the treatment was given, data was collected 

947 pertaining to the various constructs of interest measured through established scale. Emotional 

948 Response (Marcus et al., 2019), Engagement towards Cultural Heritage Tourism (Majeed et al., 

949 2020), Responsible Tourism (Chui et al., 2011), Cultural identity (Yang et al., 2022), Perceived 

950 Cultural Accuracy (Park et al., 2019) and AI Hallucination Potential (Christensen et al., 2024) 

951 were the key constructs that were measured. The scale table can be found in Appendix E. 

952 Consistent with prior experimental research in tourism and sustainability, this study focuses on 

953 behavioral intentions rather than directly observed behaviors. Intentions represent the most 

954 proximal antecedents of behavior and are particularly suitable for controlled online experimental 

Page 56 of 116European Business Review

1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48
49
50
51
52
53
54
55
56
57
58
59
60



European Business Review

955 designs where real-world actions cannot be directly observed (Ajzen, 1991; Chui et al., 2011). 

956 This approach allows for standardized exposure to AI-generated nudges while preserving internal 

957 validity. Nevertheless, a recognized ‘intention-behavior gap’ often exists wherein stated intentions 

958 do not fully translate into actual conduct at physical heritage sites. To mitigate this limitation, 

959 future research should transition from lab-based simulations toward longitudinal field studies 

960 designed to measure real-world compliance. For instance, the deployment of geofencing 

961 technology or mobile application tracking could objectively monitor visitor movement and 

962 adherence to GAI-driven suggestions in situ. Such empirical evidence would provide a robust 

963 validation of the Emotional Response construct by linking digital psychological triggers to sensor-

964 verified behavioral outcomes.

965 Prior to data collection, the data collection instrument was shown to five experts, to gain insight 

966 on the accessibility, sequencing and rationale of the instrument. Based on the feedback certain 

967 adjustments with respect to the language and sequence of questions were made. Subsequently a 

968 pilot study was conducted to verify the validity and reliability of the scale being used. Once the 

969 final scale was arrived at, the respective treatment group were asked to respond to the various 

970 survey questions (Appendix E). 

971 Given that data were collected using a single survey instrument, common method bias was 

972 assessed using Harman’s single-factor test. The unrotated factor solution revealed that the first 

973 factor accounted for less than 50% of the total variance, indicating that common method bias is 

974 unlikely to be a serious concern in this study. In addition, procedural remedies such as assuring 

975 respondent anonymity and reducing item ambiguity were implemented to further mitigate potential 
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976 bias. The data was analysed using Path Analysis (Structural Equation Modelling) using SMART-

977 PLS. The sample size of 300 respondents exceeds the minimum requirements for PLS-SEM 

978 analysis. According to Hair et al. (2019) the sample size was more than adequate given the 

979 maximum number of structural paths directed at any construct in the model. In addition, prior 

980 simulation studies suggest that sample sizes above 200 provide sufficient statistical power to detect 

981 medium effect sizes in PLS-SEM models with multiple moderators (Hair et al., 2019; Ringle et 

982 al., 2024). Therefore, the sample size employed in this study is considered appropriate for robust 

983 hypothesis testing. Hypotheses were tested by estimating the corresponding structural paths 

984 specified in the conceptual framework (Figure 2) using PLS-SEM with bootstrapping (5,000 

985 subsamples). Each hypothesis was evaluated based on the statistical significance, direction, and 

986 effect size (f²) of its associated path coefficient. Table 6 reports the results for each hypothesized 

987 relationship, and findings are discussed sequentially by hypothesis below. 

988 Results of Study 3

989 Model Assessment

990 The measurement model was evaluated for validity, reliability along with factor loadings to 

991 determine the quality of the constructs in the study which is essential before testing the hypotheses 

992 (Hair et al., 2019). Table 4 presents Cronbach's alpha and composite reliability, two widely used 

993 techniques for evaluating reliability. The selected survey items for each construct are reliable and 

994 valid measures, as both indicators are above the necessary threshold of 0.7 (Hair et al., 2019). 

995 Additionally, every factor loading value found in the measurement model was higher than the 

996 benchmark of 0.7 (Hair et al., 2019). However, during measurement model assessment, three items 
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997 from emotional response (Enthusiastic, Hopeful and Proud) were removed due to low outer 

998 loadings and cross-loadings that did not meet recommended thresholds. Item removal followed 

999 established PLS-SEM guidelines, retaining only items with satisfactory reliability and convergent 

1000 validity (Hair et al., 2019). The final scale demonstrated acceptable internal consistency and 

1001 construct validity which is presented in table 4. The AVE (Average Variance Extracted) should be 

1002 higher than 0.5 (Hair et al., 2019) and in the model assessment, it ranged from 0.646 to 0.817, 

1003 indicating convergent validity of the measurement model (Lekwa et al., 2019). 

Constructs Items Factor 
Loadings VIF Cronbach 

Alpha
Composite 
Reliability AVE

ER1 0.86 3.189

ER2 0.802 2.544

ER3 0.833 2.936

ER4 0.864 2.931

ER5 0.761 1.894

ER6 0.839 2.98

ER

ER7 0.747 1.947

0.916 0.933 0.666

ENG1 0.822 2.298

ENG2 0.888 3.28

ENG 3 0.871 2.85

ENG4 0.842 2.459

ENG

ENG5 0.826 2.257

0.904 0.929 0.723

RT1 0.874 2.146

RT2 0.903 2.42RT

RT3 0.884 2.18

0.865 0.917 0.787

CI1 0.814 2.3
CI

CI2 0.859 3.124
0.91 0.927 0.646
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CI3 0.84 2.912

CI4 0.813 2.369

CI5 0.837 2.25

CI6 0.733 2.106

CI7 0.721 1.957

PCA1 0.895 2.382

PCA2 0.897 3.01PCA

PCA3 0.909 2.539

0.888 0.931 0.817

AHP1 0.825 2.221

AHP2 0.876 2.924

AHP3 0.824 2.318

AHP4 0.848 2.469

AHP

AHP5 0.831 2.319

0.896 0.924 0.707

1004 Abbreviations: ER – Emotional Response; ENG – Engagement in cultural heritage tourism; RT – Responsible Tourism; CI – 
1005 Cultural Identity; PCA – Perceived Cultural Accuracy; AHP – AI Hallucination Potential; VIF – Variance Inflation Factor; AVE 
1006 – Average Variance Extracted
1007  
1008 Table 4. Convergent validity, Discriminant validity and Construct Reliability

1009 Furthermore, discriminant validity was assessed using the Fornell-Larcker criteria (1981) which 

1010 compares the square root values of the AVE with the correlation coefficients between the latent 

1011 variables (as displayed in Table 4). When all AVE square root values are greater than the 

1012 correlation coefficients, discriminant validity is verified (Rasoolimanesh, 2022). The degree of 

1013 multicollinearity among indicators is measured by the Variance Inflation Factor (VIF) in 

1014 regression analysis (Fornell et al., 1981). Multicollinearity was assessed using variance inflation 

1015 factors (VIF). All VIF values ranged between 1.21 and 3.28 in Table 4, remaining below the 

1016 conservative threshold of 5 (Hair et al., 2019), indicating that multicollinearity does not pose a 

1017 concern for the estimation of the structural model. To address potential endogeneity in the 
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1018 relationship between GAI-driven nudges and emotional responses, the study employed a two-

1019 pronged approach. First, the experimental manipulation of the nudge framing (random assignment 

1020 to neutral, positive or negative frames) minimizes endogeneity concerns, as the treatment was 

1021 exogenous to the participants' pre-existing emotional states. Second, following Hult et al. (2018), 

1022 the aforementioned VIF assessment (maximum 3.28) indicates that the model is unlikely to suffer 

1023 from endogeneity-related bias. While a formal Instrumental Variable (IV) analysis was not 

1024 conducted, the inclusion of control variables such as age, gender, and prior experience with 

1025 AI helps mitigate potential omitted variable bias. Moreover, a good model fit was determined by 

1026 SRMR’s criterion which suggests a cut-off value of less than 0.08 (Ringle et al., 2024), in this 

1027 study’s case it was 0.074. Furthermore, HTMT values are less than 1 for all constructs (Hair et al., 

1028 2019).

1029  
AHP CI ER ENG NUDGES PCA RT

AHP 0.841

CI 0.616 0.804

ER 0.478 0.345 0.816

ENG 0.638 0.698 0.516 0.85

NUDGES 0.182 0.167 0.221 0.248 1

PCA 0.674 0.66 0.467 0.695 0.259 0.904

RT 0.621 0.673 0.536 0.792 0.193 0.657 0.887
1030 Note: Bold values represent the square-root of AVE
1031 Abbreviations: AHP – AI Hallucination Potential; CI – Cultural Identity; ER – Emotional Response; ENG – Engagement in cultural 
1032 heritage tourism; NUDGES – Nudges delivered via Generative AI; PCA – Perceived Cultural Accuracy; RT – Responsible Tourism
1033  
1034 Table 5.  Inter-correlation between the constructs and the square root of AVEs (Fornell–Larcker 
1035 criterion)
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1036 After the above steps, Structural Equation Modelling was applied (Figure 7) to determine the 

1037 impact of AI-driven nudges on emotional responses which leads to Engagement and Responsible 

1038 Tourism along with the moderators such as cultural identity, perceived cultural accuracy and AI 

1039 hallucination potential. In line with hypotheses H5–H9, cultural identity, perceived cultural 

1040 accuracy and AI hallucination potential were theorized and tested as moderating variables that 

1041 condition the strength of the relationships between AI-driven nudges, emotional responses, and 

1042 downstream outcomes, rather than as independent causal antecedents. Moderation hypotheses 

1043 (H5–H9) were tested by specifying interaction effects within the PLS-SEM model, in line with 

1044 established methodological guidelines (Hair et al., 2019; Rasoolimanesh et al., 2022). Interaction 

1045 terms were created by multiplying the standardized predictor and moderator constructs using the 

1046 product-indicator approach implemented in SmartPLS. These interaction terms were included as 

1047 separate paths from direct effects in the structural model to estimate conditional effects, allowing 

1048 assessment of whether the strength of the focal relationships varied across levels of cultural 

1049 identity, perceived cultural accuracy, and AI hallucination potential. This modelling approach is 

1050 consistent with prior SEM-based research in tourism and behavioural studies, where moderating 

1051 effects are estimated through interaction terms within the structural model, while simplified visual 

1052 representations are used to maintain clarity and interpretability of complex relationships. 

1053 Following 9 hypotheses were tested with a sample size of 300 respondents using bootstrapping 

1054 method in SMART PLS. To ensure robustness, bootstrapping was conducted using 5,000 

1055 subsamples, enabling stable estimation of path coefficients, standard errors, and confidence 

1056 intervals. All significant paths remained consistent across resamples, supporting the stability and 

1057 reliability of the structural relationships.
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1058

1059 Note: The dotted line shows the moderation, and the straight lines indicate direct relation.
1060 Abbreviations: Nudges – Nudges delivered via Generative AI; ER – Emotional Response; ENG – Engagement in cultural heritage 
1061 tourism; RT – Responsible Tourism; CI – Cultural Identity; PCA – Perceived Cultural Accuracy; AHP – AI Hallucination 
1062 Potential; H1-H9 – Hypotheses 1 to 9
1063  
1064 Figure 7: Structural Modelling of the proposed hypotheses with Path coefficients and p-values

1065

1066 Note:The mean difference is significant at the 0.05 level.
1067
1068 Table 5a : f-test table to compare the Emotional Response caused by the different nudge frames
1069

1070

F-value (sig.)= 3.44* (0.033)

Neutral Frame Negative Frame Positive Frame

Mean (sd) Emotional Response (scale 
adjusted: 1= min, 7 max)

3.14(1.84) 3.23(1.57) 2.63 (1.61)

Mean difference with neutral frame (sig) - -0.09 (0.979) 0.51 (0.103)

Mean difference with negative frame (sig) 0.09 (0.979) - 0.6* (0.032)

(H1)
(H3) (H4)

(H
5)

(H
8) (H

9)

(H
6) (H

7)
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1071 Hypotheses Testing

1072 The path coefficients, standard deviations, and p-values are presented in Table 6. H1 predicted that 

1073 nudges delivered through Generative AI would significantly influence emotional responses. This 

1074 hypothesis was tested via the direct structural path from Nudges to Emotional Response. The 

1075 results indicate a significant positive effect (β = 0.108, p = 0.038, f² = 0.014), providing support 

1076 for H1. Acceptance of H1 demonstrates that the nuanced linguistic framing provided by 

1077 Generative AI can substantially shift an individual's affective baseline. It is important to note that 

1078 different analytical approaches are used to test the hypotheses based on their conceptual nature. 

1079 H1 and H3–H9 examine relationships between latent constructs and are therefore tested using PLS-

1080 SEM. In contrast, H2 is formulated as a between-group comparison hypothesis, focusing on 

1081 differences in emotional responses across three experimental conditions (positive, neutral, and 

1082 negative nudges). This approach is appropriate as H2 concerns mean differences in emotional 

1083 valence across experimental groups, rather than causal relationships between constructs. 

1084 Therefore, ANOVA enables comparison of whether negative nudges generate significantly more 

1085 negatively valenced emotional responses relative to other conditions. The ANOVA results (see 

1086 Table 5a) support H2, indicating differential impact of framing on emotional valence (F= 3.44; 

1087 p=0.033). Post-hoc comparisons indicate that negative nudges elicit significantly more negatively 

1088 valenced emotional responses compared to positive nudges (mean difference = 0.6, p = 0.032), 

1089 while differences between negative and neutral nudges are not statistically significant. This 

1090 suggests a partial differentiation effect across nudge conditions, rather than a uniform superiority 

1091 of negative framing. Importantly, this finding reflects differences in emotional valence rather than 

1092 behavioural effectiveness. The implications of these emotional differences for engagement and 
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1093 responsible tourism behaviour are examined through subsequent hypotheses (H3 and H4). When 

1094 participants were shown two images for the negative nudge, the first image depicted how the 

1095 cultural heritage site used to look in the past, showcasing its pristine state, rich cultural 

1096 significance, and beauty. The second image contrasted this by showing the site in its current state 

1097 of neglect, where it was ruined, wrecked, and littered with garbage, communicating the 

1098 consequences of irresponsible tourism and lack of preservation. This stark visual comparison was 

1099 intended to evoke negative emotions such as afraid, bitter or even sadness, encouraging 

1100 participants to adopt more responsible behaviours to prevent further degradation of the heritage 

1101 site. Overall, the results indicate that negative nudges are more likely to elicit stronger negatively 

1102 valenced emotional responses relative to positive nudges, although this effect is not consistently 

1103 observed across all comparisons.  The results for each nudge type's emotional impact are presented 

1104 in Table 7. Results here re-instate the finding from PLS-SEM that different type of nudge frames 

1105 have different impact on emotional response, and further it demonstrates that the diffential impact 

1106 is true for each of the seven types of emotions included in the scale. Table 7a further verifies that 

1107 respondents differ in terms of emotional response to local heritage site (Indian sites) vs 

1108 International Heritage sites (UK site). While the difference on emotional impact for positive and 

1109 neutral nudges for the above two sites are significant, no clear distinction is seen for negative 

1110 nudges (except resentfulness and scare) indicating the negative nudges are almost universally 

1111 effective to emanate emotional response.

1112 Moreover, H3 predicted that emotional responses would positively influence engagement in 

1113 cultural heritage tourism. The structural path from Emotional Response to Engagement was 
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1114 significant (β = 0.224, p < 0.001, f² = 0.084), supporting H3. This suggests that AI-driven nudges 

1115 can significantly influence an individual’s emotional response which can lead to engagement in 

1116 cultural heritage tourism. These results suggest that emotional responses partially mediate the 

1117 relationship between nudges and engagement. Although the effect size for H1 is small, it indicates 

1118 that nudges exert a meaningful influence on emotional responses, while H3 demonstrates a small-

1119 to-moderate effect on engagement. Furthermore, the engagement significantly drives responsible 

1120 tourism behaviours, with a strong positive relationship found between engagement in CHT and 

1121 responsible tourism (hypothesis 4) (β = 0.792, p < 0.001 and F2 = 1.683). This large effect confirms 

1122 the notion that emotionally engaged tourists are more likely to adopt responsible behaviour, such 

1123 as donations or promoting cultural heritage through social media or WOM. 

1124 Moreover, the moderating effects of cultural identity (hypothesis 5) and perceived cultural 

1125 accuracy (hypothesis 8) on emotional responses were found to be non-significant (p > 0.05 and F² 

1126 ≤ 0.005), as shown in Table 6. However, upon a deeper analysis showed that cultural identity and 

1127 perceived cultural accuracy act as mediators rather than moderators. This means that they influence 

1128 the strength or direction of the relationship, rather than simply determining whether the 

1129 relationship exists. This finding aligns with Kitayama et al.’s (2006) study which shows how 

1130 cultural identity shapes the types of emotions that are experienced in response to social stimuli, 

1131 such as nudges. It explains how cultural values influence whether a nudge leads to socially 

1132 engaging (positive) or disengaging (negative) emotional responses. Additionally, hypotheses 6 and 

1133 7 were rejected (p > 0.05 and F² ≤ 0.002), showing no significant moderation effect of AI 

1134 Hallucination Potential in the paths between nudges, emotional response or engagement in CHT. 
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1135 The non-significant moderating effect of AI hallucination potential may suggest that, within the 

1136 controlled experimental context of this study, participants primarily responded to the emotional 

1137 and visual salience of the AI-driven nudges rather than critically evaluating their factual accuracy. 

1138 This finding may indicate a heuristic processing mechanism, whereby emotionally evocative 

1139 content overrides concerns related to AI credibility or hallucination risk (Sundar, 2008). 

1140 Alternatively, participants’ limited familiarity with AI-generated heritage imagery may have 

1141 constrained their ability to assess hallucination potential meaningfully at the point of exposure 

1142 (Nightingale et al., 2017). To further explore this non-significance, a post-hoc sensitivity analysis 

1143 was conducted. The results suggest that the affective primacy of the GAI-driven imagery likely 

1144 overshadowed cognitive scrutiny. Specifically, for participants reporting high levels of emotional 

1145 resonance (H1-H4), the coefficient for AI Hallucination Potential remained negligible. This 

1146 implies that in heritage contexts, the ‘aesthetic’ and ‘emotional’ truth of a nudge may carry more 

1147 weight than its ‘factual’ or ‘technical’ truth, particularly when the nudge is framed with high 

1148 emotional valence. These findings allow for a preliminary conceptual proposition regarding GAI 

1149 trustworthiness in behavioral interventions. In contrast to traditional information-seeking tasks 

1150 where accuracy is paramount, GAI-driven behavioral nudges operate under a Transportation 

1151 Theory (Green, 2008). In this model, the trustworthiness of a GAI agent is not evaluated through 

1152 technical accuracy (hallucination-free) but through cultural and emotional alignment. If a nudge 

1153 feels culturally authentic and resonates emotionally, the user’s cognitive threshold for detecting 

1154 AI-generated inaccuracies is raised. This suggests that for GAI-driven behavioral 

1155 change, perceived cultural credibility (as supported in H9) is a more potent moderator of 

1156 engagement than objective technical reliability. Moreover, hypothesis 9 was accepted with a small 
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1157 effect (β = -0.128, p = 0.039 and F² = 0.027) which states that perceived cultural accuracy 

1158 moderates the relationship between emotional responses and engagement. Overall, effect sizes 

1159 ranged from small to very large. Small effect sizes were observed for interactions and moderation 

1160 effects, which is usual in behavioral research; for example, Aguinis et al. (2005) reported a median 

1161 f² of 0.002 for moderating effects in a 30-year review of multiple regression studies. Engagement, 

1162 however, exhibited a large effect on responsible tourism outcomes, highlighting its strong practical 

1163 influence. These findings suggest that even small incremental effects of nudges and cultural factors 

1164 can meaningfully shape engagement and responsible behaviors in cultural heritage tourism. 

1165 Although the experimental manipulation of nudge framing supports causal inference for the direct 

1166 effects of AI-driven nudges on emotional responses and engagement (H1–H4), moderation 

1167 analyses involving cultural identity, perceived cultural accuracy, and AI hallucination potential 

1168 rely on measured individual differences rather than experimental manipulation. Accordingly, these 

1169 moderation effects are be interpreted as conditional associations rather than causal mechanisms, 

1170 consistent with best practice in SEM-based behavioural research (Hair et al., 2019).

Hypotheses Path
Beta 

coefficients
Standard 
deviation

P 
values

Supported

H1 NUDG → ER 0.108 0.049 0.038 Yes

H3 ER → ENG 0.224 0.054 0.000 Yes

H4 ENG → RT 0.792 0.024 0.000 Yes

H5 CI x NUDG → ER -0.047 0.074 0.528 No

H6 AHP x NUDG → ER -0.075 0.074 0.308 No

H7 AHP x ER → ENG 0.001 0.059 0.987 No

H8 PCA x NUDG → ER 0.058 0.081 0.474 No

H9 PCA x ER → ENG -0.128 0.062 0.039 Yes
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1171 Table 6:  Path coefficients, p values (<0.05) and hypotheses testing summary.

1172 Abbreviations: ER – Emotional Response; ENG – Engagement in cultural heritage tourism; RT – Responsible Tourism; CI – 
1173 Cultural Identity; PCA – Perceived Cultural Accuracy; AHP – AI Hallucination Potential
1174  
1175

Mean scores

Cultural Site Nudge Afraid Angry Hateful Bitter Resentful Scared Worried

Neutral 3.5 2.94 3.2 3.0 3.4 3.26 2.9

Positive 3.66 4.14 3.86 4.04 3.88 3.84 3.68Site 1

Negative 4.14 4.04 4.42 4.2 4.06 4.16 3.44

Neutral 4.74 4.84 4.52 4.8 4.8 4.16 4.10

Positive 3.98 4.04 4.52 4.2 3.84 3.94 4.08Site 2

Negative 5.06 4.66 4.04 5.2 4.58 4.22 4.38

p-value <0.001 <0.001 0.019 <0.001 0.016 0.018 0.004
F 4.404 4.703 2.765 7.561 2.835 1.506 3.591

1176 Table 7:  Mean score, F and p values for each nudge and emotional response.

1177

t-value (sig)

Nudge 
Frame Groups Afraid Angry Hateful Bitter Resentful Scared Worried

Neutral
Local Site-

International 
site

-3.26*
-2.34* -3.93* -3.69* -4.22* -2.94*

-1.83

Negative
Local Site-

International 
site

-0.75 0.73 -0.06 -0.172 -0.127 -0.752 -0.527

Positive
Local Site-

International 
site

-1.327 -1.648 -1.598 -1.03 -3.473* -3.007* -0.894

1178 *p<0.05; scales are reversed so a negative sign indicates a stronger emotional response

1179 Table 7a:  Comparison of Emotional Response (using t-value) for Indian vs UK heritage sites, 

1180 based on different nudge frames

1181 Discussion
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1182 The findings of this three-stage study offer important insights into how digital innovation can 

1183 enhance responsible behaviors in cultural heritage tourism contexts. The findings from qualitative 

1184 data highlight that heritage organizations increasingly recognize the value of digital innovation — 

1185 particularly generative-AI-driven nudges — as an emerging managerial tourism practice aimed at 

1186 shaping visitor responsible behaviors. These interventions operate similarly to performance 

1187 monitoring and behavioral guidance systems within firms, aligning with calls in the productivity 

1188 literature emphasizing the value of operational oversight, incentive structures, and targeted 

1189 communication (Bloom et al., 2012; Chatterjee, 2023). By presenting emotionally resonant, 

1190 culturally accurate messages, AI nudges encourage visitors to comply with preservation norms, 

1191 reducing physical deterioration and maintenance expenditures. This suggests that digital nudging 

1192 functions as a non-intrusive management instrument with direct productivity implications, such as 

1193 increasing donations or volunteering activities. The findings indicate that the frames have a 

1194 profound effect on the respondents behaviour (table 7) in terms of emotional response (ER).On 

1195 contrasting responses, based on exposure to sites with neutral nudges from India or the UK (table 

1196 7a) a consistent and stronger emotional response was observed for images from India. Considering 

1197 that all the respondents were Indians, the above can be interpreted in reference to Social Identity 

1198 theory (Tajfel et al., 2004) which posits that a person creates in their mind the concept of in-group 

1199 and out-group and imparts a part of their self concept based on this idea. Thus, for the respondent 

1200 from India, communication about heritage site from UK does not impact their self-concept as much 

1201 which is reflected in reduced ER. However, the same is not applicable for negatively framed 

1202 nudges, as for such communication, the self-identity pathway is bypassed, through threat detection 

1203 due to negativity bias (Baumeister et al., 2001), exerting a disproportionately stronger emotional 

1204 response compared to neutral ones.  Results for positive nudges (table 7a) present a mixed picture 
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1205 with Indian sites creating a grater impact on factors such as ‘resentfulness’ and ‘scared’ but not on 

1206 the other emotional subcomponents. This pattern can be interpreted through the combined lens of 

1207 social identity and moral foundations (Graham et al., 2013). Heritage sites associated with one’s 

1208 own cultural group are more likely to activate moral concerns related to loyalty and collective 

1209 responsibility. In this context, positive messages emphasizing preservation may implicitly 

1210 highlight gaps in collective action, eliciting low-intensity moral emotions such as resentfulness 

1211 rather than stronger reactions such as anger or hostility. This proposition however, can be further 

1212 investigated in future research.

1213 Furthermore, Goodwin (2021) wrote in his article, ‘Why sustainable tourism failed?’, that it has 

1214 not been fully achieved yet, and explored the reasons behind this failure. He identified issues like 

1215 lack of political will, focus on economic and social aspects over environmental ones, lack of 

1216 promotion and awareness and a need for more credible research. The author suggests that instead 

1217 of relying on governments, we should all take more responsibility for sustainable, responsible 

1218 tourism practices. Therefore, adopting new technologies in promoting responsible tourism 

1219 behaviour is paramount specially for cultural heritage sites. For instance, adoption of GAI-driven 

1220 nudges can enable emotional tone optimization, calibrating messages that appeal to empathy, 

1221 pride, or legacy depending on the target audiences of the cultural heritage site. Moreover, GAI-

1222 driven nudges allows cultural heritages sites to market stewarship, aligning revenue, preservation 

1223 and moral agency in their communication strategy. In this study, these emotional responses to 

1224 GAI-driven nudges (positive, negative, and neutral) were found to significantly influence tourists' 

1225 engagement with cultural heritage, leading to increased responsible behaviours, such as donations, 

1226 volunteering, or sharing positive reviews on social media. From a managerial perspective, the 

1227 findings suggest that AI-driven, emotionally framed nudges can enhance productivity not merely 
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1228 through cost avoidance or resource savings but through specific operational efficiencies such as 

1229 augmented revenue streams (Hall and Mairesse, 1995). For example, in cultural heritage tourism 

1230 platforms, AI-driven nudges may reduce customer service workload by pre-emptively addressing 

1231 visitor concerns, increase conversion rates for responsible tourism offerings, and lower 

1232 reputational risk associated with culturally insensitive content. To compute these productivity 

1233 gains, managers can look to cost-reduction metrics in site maintenance and labor allocation. For 

1234 instance, empirical studies in behavioral governance suggest that digital nudges can reduce 

1235 physical site degradation - such as littering or unauthorized access - by as much as 15% to 20% 

1236 (Lehner et al., 2016). By automating these behavioral interventions through GAI, heritage sites 

1237 can transition from ‘reactive labor’ (manually cleaning or patrolling) to ‘value-added services’. If 

1238 a site with a $500,000 annual maintenance budget can reduce remediation costs by even 10% 

1239 through AI-driven compliance, it effectively reallocates $50,000 toward conservation or visitor 

1240 education without increasing the total budget (McKinsey and Company, 2023). Furthermore, using 

1241 AI to automate the creation of these nudges reduces ‘content revision cycles’ by up to 70% 

1242 (Gartner, 2023; IBM, 2023), allowing marketing teams to produce high-volume, personalized 

1243 engagement at a fraction of the traditional human-capital cost. Moreover, managers could evaluate 

1244 such benefits using concrete metrics such as engagement duration, click-through rates on 

1245 responsible tourism recommendations and complaint frequency. It is important to note that the 

1246 engagement and responsible tourism outcomes examined in this study reflect intention-based 

1247 responses rather than directly observed behaviors. As such, the results capture the psychological 

1248 and emotional mechanisms through which AI-driven nudges shape tourists’ readiness to engage 

1249 in responsible cultural heritage tourism, particularly at the information and evaluation stage of 

1250 decision-making. This finding aligns with prior research that emphasizes the importance of 
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1251 emotional engagement in fostering responsible tourism behaviours (Hosany et al., 2020; Su et al., 

1252 2013). 

1253 Moreover, these emotional responses are dependent on the type of nudge delivered via GAI, with 

1254 negative nudge being particularly effective in evoking strong emotional reactions. For instance, a 

1255 negative nudge that highlights the negative consequences of irresponsible tourism behaviors, such 

1256 as damage to cultural heritage sites or negative impacts on local communities, can evoke feelings 

1257 of guilt, shame, or fear, which can motivate individuals to change their behaviors. This finding 

1258 aligns with existing literature, which suggests that negative emotional framing, such as fear or 

1259 guilt, can significantly impact behaviors by triggering more immediate and intense responses 

1260 (Amatulli et al., 2019). Studies by Brennan et al. (2010) further demonstrate that negative framing, 

1261 especially those designed to evoke fear or guilt, often leads to corrective behaviors as individuals 

1262 seek to alleviate the discomfort caused by these emotions. In this research, negative nudges 

1263 provoked emotions such as bitter, hateful or afraid, driving participants to adopt more responsible 

1264 behaviours, such as respecting cultural norms or avoiding environmentally harmful practices at 

1265 heritage sites. These results are consistent with the concept of ‘loss aversion’ in behavioral 

1266 economics, where individuals are more motivated by the fear of losing something valuable (in this 

1267 case, cultural heritage or environmental quality) than by the potential for gain (Tversky et al., 

1268 1981). The negative nudge becomes a powerful tool for activating the automatic, emotion-driven 

1269 system, influencing tourists to engage in behaviour that aligns with responsible tourism (Thaler et 

1270 al., 2008). While emotionally negative nudges may be effective in shaping behavioural responses, 

1271 their use raises significant ethical concerns related to manipulation, autonomy erosion, and 

1272 affective coercion. In contrast to neutral informational interventions, negative emotional framing 

1273 can exploit cognitive and emotional vulnerabilities, particularly when deployed through opaque 
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1274 AI systems. From a managerial standpoint, this underscores the importance of ethical guardrails 

1275 such as transparency disclosures, opt-out mechanisms, and periodic auditing of AI-generated 

1276 content to prevent manipulative practices. Without such safeguards, the deployment of negative 

1277 nudges risks undermining consumer trust and may expose organizations to reputational and 

1278 regulatory consequences. Beyond these concerns, the use of generative AI in cultural heritage 

1279 tourism introduces additional ethical risks. Generative models trained on large-scale datasets may 

1280 inadvertently reproduce cultural biases or historically inaccurate representations, potentially 

1281 misrepresenting heritage sites or reinforcing stereotypical narratives (Bruno, 2021). Such 

1282 distortions can be particularly problematic in cultural heritage contexts where authenticity and 

1283 respectful representation are central to visitor experience and community identity. In addition, the 

1284 personalization capabilities of AI-driven nudges often rely on behavioural data collected through 

1285 tourism platforms, raising data privacy and consent concerns if visitors are unaware of how their 

1286 information is used to generate persuasive content (Zuboff, 2023). Addressing these risks requires 

1287 responsible AI governance practices, including culturally informed dataset curation, transparent 

1288 disclosure of AI-generated imagery, and privacy-conscious personalization mechanisms to ensure 

1289 that AI-enabled behavioural interventions remain both effective and ethically responsible.

1290 Moreover, the study confirmed that these emotional responses lead to a promising engagement in 

1291 cultural heritage tourism which directly enhances responsible tourism behaviour. This suggests 

1292 that tourists who feel more emotionally and culturally connected to heritage sites are more likely 

1293 to engage in pro-social behaviour like writing reviews online, posting comments on social media 

1294 and even WOM or recommending their friends or family about cultural heritage tourism. Such 

1295 increased engagement not only benefits the tourism industry but also contributes to the 

1296 preservation and conservation of cultural heritage sites (Gong et al., 2019). By raising awareness 
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1297 and fostering a sense of responsibility among tourists, GAI-driven nudges can help ensure that 

1298 these invaluable sites are protected for future generations. However, the emotional response is 

1299 influenced by a number of factors that were tested in this study. The moderating effect of cultural 

1300 identity, perceived cultural accuracy and AI hallucination potential on emotional responses and 

1301 engagement were found to be less significant than expected. This suggests that while cultural 

1302 identity is important, its influence may not be as strong as the emotional framing of the AI-driven 

1303 nudges themselves. This finding opens an interesting avenue for further research, particularly in 

1304 cross-cultural settings, to explore the nuanced role of cultural identity in shaping tourist behaviour. 

1305 Furthermore, this study tested the effect of cultural identity, perceived cultural accuracy and AI 

1306 hallucination potential on emotional responses and engagement as moderators which acted as the 

1307 conditional factors through which GAI-driven nudges influenced responsible tourism behaviours. 

1308 At the same time, the weaker-than-expected moderating effects of cultural identity, perceived 

1309 cultural accuracy, and AI hallucination potential can be understood in light of the qualitative 

1310 findings. The interviews suggested that emotional salience and moral framing was prioritized over 

1311 individualized cultural tailoring in day-to-day communication, which helps explain why emotional 

1312 framing exerted stronger influence than stable individual differences in the experimental results. 

1313 Rather than undermining the theoretical model, these findings refine it by indicating boundary 

1314 conditions under which emotional nudges may override cultural predispositions at the intention-

1315 formation stage. Moreover, this finding suggests that when an individual is exposed to an GAI 

1316 generated image for a cultural heritage site, their cultural identity plays a part in evoking emotional 

1317 response. If an individual is more connected to their roots and culture, then they can relate to the 

1318 GAI image which in turn can evoke stronger emotional responses (Yang et al., 2022). This 
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1319 emotional response, in turn, positively influences an individual’s perceptions of the accuracy of 

1320 the cultural representation, reinforcing the authenticity of the heritage site generated by GAI (Park 

1321 et al., 2019).  Additionally, if the GAI generated images are termed as accurate and authentic 

1322 depiction of the cultural heritage site, then this will lead to an enhanced engagement towards 

1323 cultural heritage tourism and responsible tourism behaviours. The study also identified potential 

1324 limitations with AI hallucination, as its impact on emotional responses and engagement was 

1325 insignificant. This underscores the need for continued attention to the ethical use of AI in tourism 

1326 to avoid misinformation and ensure cultural accuracy, as highlighted by Williamson et al. (2024). 

1327 By validating cultural narratives and continously oversight, cultural heritage sites can co-create 

1328 AI-driven nudges that protect cultural identity, ensure messages accuracy and enhance responsible 

1329 tourism.

1330 Contributions

1331 To Literature: This study makes a significant contribution to the academic literature on 

1332 responsible tourism and engagement by examining the role of Generative AI (GAI) in fostering 

1333 sustainable practices in cultural heritage tourism. By exploring the intersection of GAI-driven 

1334 engagement and nudge theory, the study fills an important gap in the literature for GAI, emotional 

1335 responses, engagement in cultural heritage tourism and responsible tourism. Traditionally, 

1336 responsible tourism aims to minimize negative impact on destinations while maximizing benefits 

1337 for local communities (Goodwin, 2016). By integrating Generative AI, the study bridges the gap 

1338 on how GAI-driven nudges can evoke emotional responses that lead to more ethical tourism 

1339 behaviour, such as donations, volunteering, or promoting cultural sites via social media or Word-
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1340 of-Mouth. From a theoretical perspective, this study contributes to the expanding literature on 

1341 digital nudging by demonstrating how emotionally framed, AI-generated messages can influence 

1342 affective and engagement outcomes, even in the absence of structural changes to choice 

1343 architecture. This study also contributes to the Nudge theory, introduced by Thaler and Sunstein 

1344 (2008), which suggests that indirect suggestions, or "nudges," can significantly alter people’s 

1345 decisions without restricting their freedom of choice. The integration of GAI, which leverages 

1346 GAI’s ability to detect, interpret, and respond to human emotions, introduces an additional layer 

1347 to this behavioural dynamic. In the case of cultural heritage tourism, AI is used to gently steer 

1348 tourists toward actions that align with responsible tourism, such as supporting local communities 

1349 or minimizing environmental impact. The integration of AI into this framework represents a novel 

1350 application of technology in driving sustainable yet responsible tourism practices. Furthermore, 

1351 this study introduces GAI-driven engagement as a new model for understanding user interaction 

1352 in cultural heritage tourism. Previous studies have explored how tourist experiences are shaped by 

1353 physical environments and cultural narratives (Smith, 2015), however, this research adds a 

1354 technological layer by demonstrating how GAI can enhance emotional responses and engagement, 

1355 leading to stronger connections with cultural heritage. By personalizing interactions based on real-

1356 time emotional feedback, GAI can create more meaningful tourist experiences that foster a sense 

1357 of cultural identity and responsibility. Methodologically, this study further contributes by 

1358 explicitly distinguishing between the overall effect of GAI-driven nudges on emotional responses 

1359 and the differential impact of nudge framing. By systematically comparing positive, neutral, and 

1360 negative framing conditions within a controlled experimental design, the study clarifies how 

1361 emotional valence operates in digital nudge contexts. Importantly, the findings demonstrate that 
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1362 negatively framed nudges do not necessarily produce undesirable outcomes, but instead evoke 

1363 stronger affective responses (e.g., concern or responsibility) that can motivate pro-social and 

1364 responsible tourism behaviour. This resolves conceptual ambiguity in prior research regarding the 

1365 role of emotional valence in shaping behavioural outcomes.

1366 To Practice: From a practical perspective, the study offers crucial insights for cultural 

1367 organizations like local tourism authorities about how to incorporate GAI to promote cultural 

1368 heritage sites and responsible tourism. Moreover, this study also offers a deeper understanding for 

1369 AI developers on how to design culturally sensitive GAI interventions. As the use of AI becomes 

1370 more prevalent across industries, the importance of ensuring that these technologies are designed 

1371 with cultural sensitivity cannot be overstated. This is particularly relevant in the context of cultural 

1372 heritage tourism, where an GAI’s ability to engage visitors with culturally relevant nudges can 

1373 significantly impact visitor experiences, behaviour and engagement (Nowak et al., 2024). One key 

1374 insight from this study is that GAI developers must consider cultural differences when designing 

1375 algorithms that interact with users. This research highlights the need for GAI to adapt to local 

1376 customs, traditions, and emotional cues to ensure that the messages it delivers resonate with the 

1377 target audience. By tailoring GAI nudges to align with the emotional and cultural context of their 

1378 audiences, developers can create more engaging and effective interventions. For instance, in the 

1379 case of promoting responsible tourism in India, GAI systems could emphasize the spiritual and 

1380 communal aspects of Indian culture, which are deeply connected to the country's heritage and can 

1381 drive prosocial behaviours like volunteering or donations or even promoting the site via social 

1382 networking sites (SNS) (Hsu et al., 2022). For cultural organizations, this research underscores the 
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1383 importance of using GAI to foster deeper emotional connections between visitors and cultural 

1384 heritage sites. GAI-driven interventions that evoke emotional responses can make visitors feel 

1385 more connected to the cultural narratives presented, enhancing their overall experience and 

1386 engagement towards cultural heritage tourism which in turn leads to responsible tourism 

1387 (Rasoolimanesh et al., 2024). Moreover, GAI systems can nudge tourists toward more responsible 

1388 practices, such as reducing litter or supporting local artisans, by showing them the immediate 

1389 consequences of their actions. In this way, GAI becomes a tool not only for enhancing engagement 

1390 but also for promoting responsible and sustainable tourism practices. Furthermore, while AI 

1391 hallucination potential did not significantly dampen emotional engagement in this experimental 

1392 context, its non-significance highlights a critical 'trust trap' for tourism practitioners. The findings 

1393 suggest that users may heuristically overlook factual inaccuracies when presented with 

1394 emotionally evocative GAI imagery which is consistent with research showing that individuals 

1395 often rely on heuristic cues such as visual realism or emotional resonance when interacting with 

1396 AI-generated content rather than verifying factual accuracy (Sundar, 2020; Logg et al., 2019). To 

1397 mitigate this, business applications must implement 'Human-in-the-Loop' (HITL) verification 

1398 protocols, where AI-generated content is audited by heritage experts for historical and architectural 

1399 accuracy before public deployment. Empiricalstudies in AI governance suggest that human 

1400 oversight significantly improves the reliability and accountability ofautomated decision systems, 

1401 particularly in culturally sensitive domains (Dwivedi et al., 2023). Furthermore, organizations 

1402 should adopt Retrieval-Augmented Generation (RAG) frameworks that ground GAI outputs in 

1403 verified historical databases rather than relying on the model’s internal weights alone which has 

1404 been shown to substantially reduce hallucination rates in large language models (Lewis et al., 
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1405 2020; Ji et al., 2023). Finally, the use of 'AI-Verification Watermarks' can protect organizational 

1406 reputation, ensuring that idealized AI-generated visuals are clearly distinguished from documented 

1407 historical reality, thereby maintaining long-term institutional credibility (Kirchenbauer et al., 

1408 2023). Collectively, these strategies highlight the importance of hybrid governance systems that 

1409 combine algorithmic capabilities with expert validation to ensure both persuasive effectiveness 

1410 and informational integrity in GAI-driven tourism communication.

1411 To Policy: The findings from this study can serve as a valuable resource for policymakers looking 

1412 to develop frameworks for the use of GAI in cultural heritage tourism. Given the growing role of 

1413 AI in various sectors, it is essential for governments and regulatory bodies to ensure that these 

1414 technologies are used ethically and in ways that benefit society. One of the main policy 

1415 implications of this research is the need for guidelines that ensure the cultural accuracy of AI 

1416 systems. AI algorithms often rely on large datasets that may not fully capture the nuances of 

1417 specific cultural contexts, leading to what is known as "AI hallucination"—where AI generates 

1418 false or misleading information (McIntosh et al., 2023). Policymakers must therefore establish 

1419 frameworks that require AI systems to be trained on culturally relevant data and subject to regular 

1420 audits to ensure their outputs are accurate and respectful of cultural heritage (Floridi et al., 2018). 

1421 This is particularly important in the context of tourism, where AI is often used to provide 

1422 recommendations or information to tourists about heritage sites. In addition to ensuring cultural 

1423 accuracy, policymakers should focus on creating standards for AI transparency and accountability. 

1424 The tourists need to trust that the AI systems they interact with are not only accurate but also 

1425 reliable and free from biases. Transparency in how AI algorithms make decisions—such as what 

Page 80 of 116European Business Review

1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48
49
50
51
52
53
54
55
56
57
58
59
60



European Business Review

1426 data they use and how they weigh different variables—can help build this trust (Schmidt et al., 

1427 2020). Lastly, policymakers should encourage the development of GAI systems that promote 

1428 public engagement with cultural heritage sites. By supporting initiatives that use GAI to enhance 

1429 visitor experiences, governments can contribute to the preservation of cultural heritage while also 

1430 boosting tourism. For example, policies that offer grants or incentives for cultural organizations to 

1431 adopt AI technologies could spur innovation in this area, leading to more dynamic and engaging 

1432 responsible tourism experiences. By establishing frameworks that ensure cultural accuracy, 

1433 transparency, and public engagement, policymakers can harness the potential of AI to promote 

1434 responsible tourism and cultural preservation.

1435 Limitations and Future Research

1436 There are certain limitations to this research, which must be acknowledged in order to fully 

1437 understand the findings. The study relies on 25 interviews which may not be sufficient to capture 

1438 the diversity of perspectives and experiences among Indian tourists. Additionally, the findings 

1439 derived from Indian participants may not be directly applicable to other cultural settings, limiting 

1440 the generalizability of the results. As this study focuses exclusively on Indian culture, therefore, 

1441 this study may overlook significant insights that could be gained from exploring other cultural 

1442 contexts. While the study includes experiments and surveys, it primarily assesses immediate 

1443 responses to AI-driven nudges. Although the current study utilizes a robust sample from the UK 

1444 and India sites, the use of continuous moderation rather than Multi-group Analysis (MGA) 

1445 means that measurement invariance was not formally tested across national boundaries. Future 

1446 research should expand this framework to other cultural clusters and employ MGA to ensure 
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1447 that GAI-driven nudges remains invariant across broader global contexts. Additionally, a 

1448 significant limitation involves the reliance on self-reported survey data, which is susceptible 

1449 to social desirability and self-report biases. Although the study implemented procedural controls 

1450 and Harman’s single-factor test to mitigate common method bias, participants may still overstate 

1451 their ‘responsible’ intentions to align with perceived social norms. To bridge this ‘intention-

1452 behavior gap’, future longitudinal studies should incorporate objective, sensor-verified data - 

1453 such as geofencing or mobile tracking - to monitor real-world visitor compliance and movement 

1454 in response to GAI-driven digital triggers on-site.

1455 Moreover, future research can address these issues by incorporating a larger sample size that 

1456 would enhance the richness and reliability of qualitative data, potentially leading to more 

1457 generalizable findings (Flick, 2022). Moreover, future research should extend the present model 

1458 through theory-driven cross-cultural comparisons, for example by explicitly examining how 

1459 cultural dimensions such as collectivism–individualism or uncertainty avoidance condition the 

1460 effectiveness of emotionally framed AI-driven nudges (Zhang et al., 2018). Longitudinal designs 

1461 could further assess whether repeated exposure to AI-driven nudges leads to habituation or 

1462 reactance over time. Additionally, experimental manipulation of perceived AI transparency and 

1463 accountability could help disentangle ethical acceptance from behavioural effectiveness in AI-

1464 mediated persuasion. Furthermore, a comparative analyses involving different cultural heritages 

1465 could provide a more comprehensive understanding of how AI nudges influence engagement in 

1466 cultural heritage tourism across diverse populations (Genkova et al., 2022). Future research 

1467 should investigate the long-term impact of these interventions on tourists' behaviours, attitudes 

Page 82 of 116European Business Review

1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48
49
50
51
52
53
54
55
56
57
58
59
60



European Business Review

1468 and engagement toward responsible tourism (Zhang et al., 2021). Additionally, future research 

1469 could also explore the integration of Generative AI with immersive technologies such as virtual 

1470 reality (VR) and augmented reality (AR) in cultural heritage tourism. As immersive tourism 

1471 platforms increasingly adopt AI-generated environments and narratives, understanding how 

1472 emotionally framed generative content influences visitor engagement within virtual heritage 

1473 spaces represents an important avenue for investigation. Longitudinal studies examining 

1474 repeated exposure to AI-generated cultural narratives in immersive environments could further 

1475 reveal how trust, authenticity perceptions, and responsible tourism behaviours evolve over time.

1476 Conclusion

1477 This study underscores the transformative potential of Generative AI (GAI)-driven nudges in 

1478 shaping responsible tourism behaviours, particularly in the context of cultural heritage tourism. 

1479 This study adopted a three-stage mixed-methods design to progressively build, refine, and test 

1480 an explanation of how Generative AI–driven nudges influence responsible behaviour in cultural 

1481 heritage tourism. Rather than treating the qualitative and quantitative components as parallel 

1482 exercises, the stages were deliberately sequenced to inform one another and to close the loop 

1483 between contextual understanding, managerial sensemaking, and behavioural testing. The 

1484 content analysis of media discourse (Stage 1) identified dominant narratives around cultural 

1485 preservation, moral responsibility, and technological mediation in tourism, highlighting a 

1486 growing emphasis on emotionally framed appeals rather than purely informational messaging. 

1487 These narratives provided contextual grounding for the qualitative interviews (Stage 2), where 

1488 participants articulated how emotionally resonant communication is increasingly used in 
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1489 practice to influence visitor behaviour while avoiding overt enforcement mechanisms. Together, 

1490 these stages suggested that emotional framing - rather than structural choice manipulation - 

1491 would be a critical mechanism through which AI-driven interventions operate in real-world 

1492 heritage contexts. Building on these qualitative insights, the experimental study (Stage 3) 

1493 formally tested whether emotionally framed AI-driven nudges systematically influence tourists’ 

1494 emotional responses and engagement intentions. The experimental findings corroborate the 

1495 earlier stages by demonstrating that emotionally framed nudges, particularly negatively framed 

1496 messages, evoke stronger emotional responses and higher engagement intentions than neutral 

1497 framing. This convergence across methods strengthens confidence that the observed effects 

1498 reflect meaningful behavioural mechanisms rather than artefacts of a single methodological 

1499 approach.

1500 The findings highlighted that GAI-driven nudges, through emotional engagement, significantly 

1501 influence tourists' behaviours towards more sustainable and pro-social actions. Emotional 

1502 responses elicited by the nudges, especially negative ones, were found to be effective in fostering 

1503 responsible behaviours, such as supporting conservation efforts, sharing positive reviews, and 

1504 recommending sites to others. The findings related to nudge framing should be interpreted with 

1505 nuance. While negative nudges were found to elicit more negatively valenced emotional 

1506 responses compared to positive nudges, this effect was not consistently observed across all 

1507 conditions, particularly in comparison with neutral nudges. This suggests that the impact of 

1508 framing is not uniformly directional, but instead reflects a differentiation in emotional responses 

1509 across conditions. Importantly, the study does not assume that negatively valenced emotions are 
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1510 inherently more effective. Rather, their influence on responsible tourism behaviour operates 

1511 indirectly through engagement mechanisms, as demonstrated in the structural model. This 

1512 highlights that the effectiveness of nudge framing depends on how emotional responses are 

1513 translated into engagement, rather than on emotional valence alone. The research also reveals 

1514 that while factors like cultural identity, perceived cultural accuracy, and AI hallucination 

1515 potential do play a role, their influence is secondary to the emotional impact of the AI-driven 

1516 nudges. This suggests that effective nudges are about triggering emotions directly and aligning 

1517 them strictly with a tourist's cultural background or the perceived accuracy of the information 

1518 about cultural heritage sites. Moreover, the study sheds light on the challenges associated with 

1519 AI hallucination, underscoring the importance of ethical AI deployment in tourism. While AI 

1520 hallucination was found to have an insignificant direct impact on emotional responses, it still 

1521 raises ethical considerations about the accuracy of cultural representations and the potential risks 

1522 of misinformation. Addressing these challenges is crucial for fostering trust and authenticity in 

1523 AI-driven tourism experiences, ensuring that tourists receive accurate and meaningful 

1524 representations of cultural heritage sites. In conclusion, this research contributes to the ongoing 

1525 discourse on sustainable tourism by highlighting the pivotal role of technology—specifically 

1526 GAI-driven nudges—in promoting responsible tourism behaviours. The findings emphasize the 

1527 importance of emotional engagement in driving behavioural change and suggest that GAI 

1528 technologies, when ethically and effectively utilized, can serve as powerful tools for 

1529 encouraging sustainable practices in tourism. Future research should continue to investigate the 

1530 intricate relationship between cultural context and emotional engagement, exploring how 

1531 different types of nudges may vary in effectiveness across diverse cultural settings. Additionally, 
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1532 addressing the ethical challenges associated with AI, such as hallucination potential, remains 

1533 crucial for maintaining the integrity and authenticity of cultural heritage sites in the digital age.

1534 Data Availaibility Statement: The data supporting the findings of this study are available from 
1535 the corresponding author upon request. 
1536 Ethics Statement: All procedures were conducted in accordance with ethical guidelines for 
1537 human participant research. Participants provided informed consent prior to participating in the 
1538 interviews.
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Concept Key work Key definitions Theoretical contributions Theoretical limitations

Nudges

Thaler and 
Sunstein 
(2008)

Weinmann et 
al. (2016)

Liu, Y. et al. 
(2024)

Any aspect of the choice 
architecture that alters 
people’s behaviour in a 
predictable way without 
forbidding any options or 
significantly changing their 
economic incentives.

Digital nudging refers to the 
use of user-interface design 
elements to guide people’s 
behaviour in digital choice 
environments.

Thaler and Sunstein´s work is 
credited by emphasizing that 
there are two dual-system 
principles that influence 
consumer decision-making 
process: reflective and 
automatic.

Weinmann et al´s work 
broadened the concept of 
nudging by emphazing its 
application to digital contexts.

Using the social contagion 
theory, nudge theory and norm 
activation theory, this study is 
credited with investigating how 
residents' pro-environmental 
behaviour influence tourists' 
behaviour,

Nudge theory raises ethical issues 
around autonomy and manipulation. 
Critics argue that nudging can limit 
individuals' freedom of choice by 
subtly steering them toward 
decisions without their conscious 
awareness.

This study is merely conceptual and 
has not been tested empirically.

Focusing solely on nudge theory 
overlooks other mediating 
variables, such as the emotional 
perspective, which could reveal how 
empathy fosters social contagion 
between tourists and residents.
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Emotional AI

Somers 
(2019)

Mehta, P. et 
al. (2022)

Hollebeek, L. 
D. et al. 
(2024)

A subset of artificial 
intelligence (the broad term 
for machines replicating the 
way humans think) that 
measures, understand, 
simulates, and reacts to 
human emotions. It’s also 
known as affective 
computing or artificial 
emotional intelligence 

Sommer´s work is credited by 
highlighting that Emotional AI is 
a tool for enhancing human-
machine interaction by 
recognizing and responding to 
emotional cues. It proposes that 
machines can create more 
intuitive, personalized 
experiences.

This meta-analytic review 
integrates the artificial 
intelligence literature, addresses 
inconsistencies, and introduces 
new constructs to both the 
Theory of Reasoned Action and 
the Unified Theory of 
Acceptance and Use of 
Technology.

This systematic review of 89 
studies, utilizing the Preferred 
Reporting Items for Systematic 
Reviews and Meta-Analyses 
(PRISMA) method, synthesizes 
the AI-based customer 
engagement literature.

There’s an ethical risk that 
companies or organizations could 
use Emotional AI to manipulate 
users’ emotions, influencing 
decisions or behaviours in ways that 
serve the interests of the 
organization rather than the 
individual, potentially crossing 
ethical boundaries.

This study is limited by its focus on 
English-language publications and 
specific keywords, which may 
exclude relevant studies. Some 
moderators had low case numbers, 
and random effect models might 
introduce interdependency issues, 
potentially inflating sample sizes 
and biasing results. 

This study relies on the Scopus 
database, potentially excluding non-
English and non-Scopus indexed 
AI-based CE articles. Additionally, 
due to AI's rapid evolution, some 
relevant studies or emerging terms 
may not be captured in this 
systematic review.
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Responsible 
Tourism

Holden et al. 
(2013)

Caruana et al. 
(2014)

Burrai et al. 
(2019)

The objective of responsible 
tourism is to alter the way in 
which businesses, tourists 
and other stakeholders 
behave, encouraging them 
to become ‘responsible’.

Responsible Tourism is 
understood as a broad set
of tourist interactions that 
engage with and benefit 
local communities and 
minimize negative social 
and environmental impacts.

Responsible tourism is an 
ideological and socio-
political construct rooted in 
sustainability and 
capitalism that shapes how 
stakeholders make sense of 
tourism’s role in addressing 
global issues.

Holden and Fennell explore both 
ecocentric (environment-
centered) and anthropocentric 
(human-centered) views, 
contributing a nuanced 
discussion on sustainable 
tourism. By balancing these 
perspectives, they help frame 
tourism as both a potential threat 
to and an opportunity for 
environmental conservation.

The study provides an industry-
grounded definition and 
highlights heterogeneity in 
tourists’ own constructions of 
responsibility; emphasizes 
experiential and identity aspects 
(inner vs. outer-directed goals). 

The study provides a critical 
reconceptualisation of 
responsible tourism as ideology 
rather than just practice. It uses 
Žižek’s framework to interrogate 
foundational policy texts.

Despite its attempt to offer global 
insights, much of the research and 
case studies are centered on Western 
contexts, which may not fully 
capture the nuances of 
environmental tourism issues in 
non-Western regions or developing 
nations.

The study mainly focused on 
subjective accounts and narrative 
construction rather than on universal 
definitional criteria. Furthermore, 
there is limited empirical 
generalizability beyond narrative 
context.

Conceptual focus limits empirical 
applicability and it does not offer 
operational behavioral definitions. 
Moreover, abstract framing may not 
align with models of tourist choice 
and action. 
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Cultural 
Identity

McIntosh et 
al. (2002)

Safari et al. 
(2023)

Urošević 
(2012)

McIntosh et al. (2002) 
define cultural identity as 
the shared sense of 
belonging to a group that 
derives from a common set 
of values, beliefs, traditions, 
and customs. This identity is 
often expressed through 
tangible cultural elements, 
such as art, music, 
architecture, and rituals, and 
intangible elements, 
including language, stories, 
and social practices.

Cultural identity is 
explained as a lived sense of 
belonging and shared 
cultural features that can be 
represented and 
communicated through 
cultural products such as 
batik.

Cultural identity is defined 
as the collective expression 
of local heritage, traditions, 
and historical narratives that 
differentiate a destination 
within global tourism 
markets.

The authors explore how a 
tourist's own cultural identity 
affects their motivations and 
experiences. This perspective 
underscores the idea that cultural 
identity can influence which 
destinations tourists choose, how 
they engage with the culture, and 
their perceptions of authenticity.

Positions cultural identity as 
tourism strategy; emphasizes 
cultural product as experiential 
commodity; highlights 
stakeholder roles in promotion. 

Demonstrates the tension 
between globalization and local 
identity preservation; shows how 
cultural tourism can both sustain 
and transform local identity; 
highlights identity as strategic 
resource in heritage positioning.

Although the article is theoretically 
rich, it lacks comprehensive 
empirical evidence. The study is 
largely conceptual, and its 
theoretical claims are not 
thoroughly supported by data, 
which may limit the applicability of 
its findings in specific tourism 
settings.

The study is not strongly grounded 
in formal theory; limited 
generalizability; surface treatment 
of identity dynamics; lacks critical 
engagement with commodification. 

Single case study limits 
generalizability; focuses on 
destination-level identity rather than 
individual psychological identity; 
limited discussion of identity’s 
behavioral consequences.
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AI 
Hallucination 

Potential

Christensen et 
al. (2024)

Williamson, 
S. M. and 
Prybutok, V. 
(2024)

Brewer, J. et 
al. (2024)

The phenomenon in which 
generative Ai software 
systems generate fabricated 
or false information.

Christensen et al.´s work 
examined  if the consumers are 
actually able to discern AI 
Hallucination and the reasons for 
selecting AI technologies over 
other tourism information 
sources, such as aggregated peer 
review websites like 
TripAdvisor, government 
tourism websites, or social 
media influencers.

This study reviews current 
research on AI's challenges and 
opportunities, highlighting the 
importance of responsible AI 
practices. It emphasizes the need 
for regular training, active 
engagement, and experience-
sharing among AI users to 
mitigate risks and develop best 
practices.

This study contributes to the 
discussion on ethical AI use and 
explores how blockchain can 
improve AI's reliability and 
accountability for organizations.

The study focuses on context-
specific variables from the 
Technology Acceptance Model 
(TAM) and Theory of Planned 
Behavior (TPB) to examine AI 
software adoption, such as 
ChatGPT, in tourism decision-
making. The main limitations 
include restricted scope and space, 
limiting the inclusion of other 
potential variables that might 
explain further variance in users' 
intentions to adopt this technology.

It highlights the need to develop 
more robust techniques to detect and 
correct AI hallucinations in real 
time, as well as understanding their 
root causes.

This study is merely conceptual and 
has not been tested empirically.
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Perceived 
Cultural 
Accuracy

Park et al. 
(2019)

Waitt (2000)

Extent to which individuals 
believe that a representation 
(e.g., in media, tourism, or 
heritage sites) authentically 
reflects the traditions, 
values, and characteristics 
of a particular culture

The study has identified that 
tourist satisfaction from 
experiencing constructive and 
existential authenticity is a 
strong indicator of their intention 
to revisit.

Waitt´s work is credited  by  
examining how factors such as 
gender, income, education, and 
previous visits influence 
perceptions of authenticity at 
historical sites.

The sample was restricted to visitors 
of Hahoe Village in Andong City, 
and the study’s timeframe is 
confined to a single cross-sectional 
point.

The sample was restricted to a single 
historical site in Australia.

2047  
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Appendix B - Interview guide

S. No. Interview Questions
1. Have you ever visited any cultural heritage site? Share your experience
2. What was the first thing that came to your mind when you saw the site?
3. Can you explain why you felt that way?
4. What intrigued you most about the site?
5. Between a UK based cultural heritage site and that of India, which heritage site would you 

prefer visiting?
6. What is the underlying reason?  
7. Here is an image of an Indian cultural heritage site generated by AI. What elements in 

the image seem authentic to you, and where do you see inaccuracies?

8. How would these inaccuracies affect your overall perception of the site?
9. How do you typically decide which cultural heritage sites to visit? 
10. How does a visit to cultural heritage site differ from a visit to any other tourist location 

in terms of your expectations and motivations?
11. Do you check online reviews or consider WOM for platforms like Booking.com or 

Expedia while booking a place? Which one is important?
12. What does ‘Responsible Tourism’ mean to you?
13. How according to you should a responsible tourist destination differ from other tourist 

destinations in your mind
14. Are there specific practices (e.g., preservation efforts, eco-friendly tourism) that you look 

for in a destination?
15. How important is sustainability to you when choosing cultural heritage sites to visit? 

16. In your opinion, how can tourists contribute to the responsible tourism of cultural heritage 
sites? What actions do you take to ensure you're being a responsible tourist?

17. What does culture mean to you, and does it influence your travel choices?
18. Can you describe a memorable experience you’ve had while visiting a cultural heritage 

site? What made it stand out to you?
19. Do you feel a strong connection to your own cultural heritage when visiting certain sites? 

How does this connection or lack of it shape your travel preferences?
20. What factors make you feel more connected or engaged with a cultural heritage site?

21. Walk me through your planning stage for your upcoming tour.  How much do you rely on 
other people’s reviews or social media posts when deciding whether to visit a cultural 
heritage site?

22. When you visit a cultural heritage site, how likely are you to share your experience with 
others, either through social media, reviews, or in person? What motivates you to do so?

23. What are your thoughts on AI-generated content about cultural heritage sites? 
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24. Have you ever encountered misleading or inaccurate information about a cultural heritage 
site online? How did that affect your perception or decision to visit?

Appendix C – GAI generated images by Adobe Firefly

 
  

Appendix C(1): Indian Cultural Heritage Site (Neutral Message Stimulus)
 

 
 

Appendix C(2): Indian Cultural Heritage Site (Negative Message Stimulus: Fear nudge)
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Appendix C(3): Indian Cultural Heritage Site (Positive Message Stimulus: Social Influence 

nudge)
 

 
 

 

Appendix C(4): UK Cultural Heritage Site (Neutral Message Stimulus)
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Appendix C(5): UK Cultural Heritage Site (Negative Message Stimulus: Fear nudge)
 

 
 

 
Appendix C(6): UK Cultural Heritage Site (Positive Message Stimulus: Social Influence nudge)
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Appendix D – Prompts used for AI-Generated Nudges

Prompt 
ID

Country Nudge 
Type

Tool Prompt Text Output Type Notes / Parameters

1 India Positive Adobe 
Firefly

“Generate an image of a cultural heritage site in 
India like a temple shown in a well-maintained 
state”.

Follow-up prompts: “The architecture should be 
detailed with clean stonework, vibrant cultural 
elements showing beautiful surroundings” ; 
“Include visitors observing quietly and signs of 
promoting preservation. The atmosphere should 
be uplifting, culturally rich and socially valued 
with warm natural lighting”.

Image Historical reconstruction, 
realistic style

2 India Neutral Adobe 
Firefly

“Generate an image of a cultural heritage site in 
India In its current everyday state”.

Follow-up prompts: “The site should appear 
neither restored nor deteriorated, with no visible 
damage or neglect”; “Show accurate architectural 
features and surroundings under neutral daylight 
conditions” ; “Avoid emotional cues, vibrant 
lighting, crowds, signs of decay or preservation 
efforts”.

Image Realistic style, neutral tone

3 India Negative Adobe 
Firefly

“Generate an image of a cultural heritage site in 
India in ruins, showing broken structures, debris, 
and overgrown vegetation”

Follow-up prompts: “Generate visible cracks, 
debris, litter and eroded broken structure” ; “The 
surrounding should feel uncared for, with dull, 
dim or harsh lighting and grey clouds  - an 

Image Extreme decay, realistic 
style
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atmosphere of decline” ; “Avoid people or 
restoration activities to emphasize abandonment 
and the consequences of irresponsible tourism”

4 UK Positive Adobe 
Firefly

“Generate an image of a cultural heritage site in 
the UK like an old castle as it used to look in the 
past, showcasing well-maintained structures and 
cultural richness”

Follow-up prompts: “The architecture should be 
detailed, clear and preserved with clean 
surroundings and subtle indicators or care and 
conservation” ; “Now include calm, respectful 
visitors and contextual elements suggesting 
collective appreciation for the site” ; “Use natural 
lighting to convey cultural pride, continutity and 
social responsibility”

Image Historical reconstruction, 
realistic style

5 UK Neutral Adobe 
Firefly

“Generate an image of a cultural heritage site in 
the UK in its current, everyday condition”

Follow-up prompts: “Generate a neutral state, 
without emphasizing decay or restoration” ; “Use 
balanced daylight, accurate architectural 
representation and minimal human presence” ; 
“Avoid dramatic contrast, decay and enhancement 
in image”

Image Realistic style, neutral tone
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6 UK Negative Adobe 
Firefly

“Generate an image of a cultural heritage site in 
the UK in a visibly deteriorated condition”

Follow-up prompts: “Now add structural damage 
such as crumbling stone, graffiti, litter and signs 
of long-term neglect.” ; “The setting should feel 
uncared for and declining with gloomy lighting 
and grey clouds” ; “Exclude visitors and 
conservation efforts to emphasize loss, risk and 
the consequence of neglect”

Image Ruined state, realistic style

7 India Positive ChatGPT “Write a text-based nudge encouraging 
responsible behavior at Indian cultural heritage 
sites by highlighting their beauty and historical 
significance in a positive tone”

Text Positive framing, aligned 
with experimental 
condition

8 India Neutral ChatGPT “Write a neutral text-based description of an 
Indian cultural heritage site, providing factual 
information without emotional framing”

Text Neutral framing, factual

9 India Negative ChatGPT “Write a text-based nudge warning about the 
negative consequences of neglect and 
irresponsible behavior at Indian cultural heritage 
sites, in a fearful tone”

Text Negative framing, fear-
based

10 UK Positive ChatGPT “Write a text-based nudge encouraging 
responsible behavior at UK cultural heritage sites 
by highlighting their beauty and historical 
significance in a positive tone”

Text Positive framing, aligned 
with experimental 
condition

11 UK Neutral ChatGPT “Write a neutral text-based description of a UK 
cultural heritage site, providing factual 
information without emotional framing”

Text Neutral framing, factual

12 UK Negative ChatGPT “Write a text-based nudge warning about the 
negative consequences of neglect and 
irresponsible behavior at UK cultural heritage 
sites, in a fearful tone”

Text Negative framing, fear-
based
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Appendix E – Constructs, items and sources

Key Constructs Item 
Code Scale Items Source

ER8 Hopeful (Removed due to low factor loading)
ER9 Proud (Removed due to low factor loading)
ER10 Enthusiastic (Removed due to low factor loading)
ER1 Angry
ER2 Hateful
ER3 Bitter
ER4 Resentful
ER5 Afraid
ER6 Scared

Emotional Response

ER7 Worried

Marcus et al., 
2017

ENG1
I will write a review and/or post pictures on social 
media sites about cultural heritage tourism to share 

with my contacts

ENG2
I will write a review and rate my experience on 

social media sites that can be used by others for their 
trip to cultural heritage tourism site

ENG3

I will write a review and rate my experience on 
social media sites regarding cultural heritage sites to 

influence others concerning their choice of 
destination

ENG4 I will encourage more tourists online to travel to the 
cultural heritage site

Engagement towards 
Cultural Heritage 

Tourism

ENG5 My shared online comments will generate awareness 
among tourists about the cultural heritage tourism

Majeed et al., 
2020

RT1 I am willing to pay more for responsible tourism

RT2 I am willing to participate in responsible 
tourism holidayResponsible Tourism

RT3
I am willing to pay more for a holiday if 

it's guaranteed the money goes to preservation of 
local environment

Chui et al., 
2011

CI1 There exists a link between this cultural heritage site 
and my daily life

CI2 I can reflect on the memories attached to this cultural 
heritage site

CI3 Thoughts about this cultural heritage site are part of 
me

CI4 I miss the traditional rituals experienced in this 
cultural heritage sit

CI5 I am proud of this cultural heritage site.
CI6 I have strong ties to this cultural heritage site

Cultural Identity

CI7 I know these traditional rituals quite well now

Yang et al 
(2022)
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PCA1 The overall architecture and exhibits in the image 
reflect actual buildings of the heritage site

PCA2 I could see the architectural style of the era

PCA3 I could feel the (real) original authenticity through 
the experiences in the AI generated image

Perceived Cultural 
Accuracy

PCA4 I felt connected with human history and civilization

Park et al., 
2019

AHP1 AI can generate false information and present it as 
factual, leading to incorrect decisions or actions

AHP2
AI can make up and create imaginary scenarios that 

have no basis in reality, leading to confusion and 
misinterpretation of data

AHP3

AI can perpetuate biases and stereotypes of different 
cultures and customs and peoples, leading to 

discriminatory outcomes and reinforcing social 
inequalities.

AHP4
AI can make erroneous predictions based on flawed 
or incomplete data, leading to incorrect assumptions 

and misguided travel and tourism decisions.

AI Hallucination 
Potential

AHP5
AI can be vulnerable to hacking or manipulation, 

leading to the dissemination of false or misleading 
information about travel and tourism.

Christensen et 
al., 2024
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