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Abstract 

This study aims to investigate the ability of artificial intelligence (AI) 
to imitate CEOs' personalities and communication styles in crisis 
scenarios in the tourism sector. To this end, we adopted the model 
Lovelace et al. (2018) developed, categorising CEO characteristics as 
Creator, Transformer, Rebel, and Saviour. This model allows for 
testing whether AI can generate messages aligned with different CEO 
archetypes. In response to crisis scenarios involving world-renowned 
tourism businesses, AI produced social media posts, press releases, 
and solution proposals that largely reflected the characteristics of 
each CEO archetype. AI was also found to be capable of 
demonstrating core CEO traits such as innovation, transformation, 
bold decision-making, and effective problem-solving. However, AI 
failed to exhibit human-like emotions and could not fully reflect the 
symbolic aspect of leadership. Taken together, the results of this 
study demonstrate that AI can generate effective messages during 
times of crisis, ensure resilience in the corporate sphere, and foster a 
sense of trust among stakeholders. In this way, it offers a new 
perspective to the existing theories in crisis management and 
leadership literature. 

Keywords: Tourism, crisis communication, artificial intelligence, CEO, 

leadership.

Resumo 

Este estudo visa investigar a capacidade da inteligência artificial (IA) de 

imitar personalidades e estilos de comunicação de CEOs em cenários de 

crise no setor do turismo. Para isso, adotamos o modelo desenvolvido por 

Lovelace et al. (2018), que categoriza as características dos CEOs como 

Criador, Transformador, Rebelde e Salvador. Esse modelo permite testar 

se a IA é capaz de gerar mensagens alinhadas com diferentes arquétipos 

de CEOs. Em resposta a cenários de crise envolvendo empresas de 

turismo de renome mundial, a IA produziu publicações nas redes sociais, 

comunicados de imprensa e propostas de soluções que refletiam em 

grande parte as características de cada arquétipo de CEO. Verificou-se 

também que a IA era capaz de demonstrar traços essenciais de um CEO, 

tais como inovação, transformação, tomada de decisões ousadas e 

resolução eficaz de problemas. No entanto, a IA não conseguiu exibir 

emoções semelhantes às humanas e não conseguiu refletir totalmente o 

aspeto simbólico da liderança. Em conjunto, os resultados deste estudo 

demonstram que a IA pode gerar mensagens eficazes em tempos de crise, 

garantir resiliência corporativa e promover um sentimento de confiança 

entre as partes interessadas. Desta forma, oferece uma nova perspetiva 

às teorias existentes na literatura sobre gestão de crises e liderança. 

Palavras-chave: Turismo, comunicação de crise, inteligência artificial, 

CEO, liderança. 

 

1. Introduction 

This study examines whether artificial intelligence (AI) can exhibit the characteristics of several leadership styles previously defined 

as CEO archetypes (Lovelace et al., 2018)—namely, Creator, Transformer, Rebel, and Saviour—in crisis scenarios. Tourism can be 

vulnerable to natural disasters, security threats, pandemics, and political issues (Chevtaeva & Guillet, 2021; Liu-Lastres, Kim & Ying, 

2020). Furthermore, crises may slow down or halt the operational processes of tourism businesses, damage their image, and cause 

a loss of trust among stakeholders. In such situations, crisis communication can prevent the deterioration of relationships with both 

tourists and investors (Huertas & Girotto, 2020; Martínez-Sala, Huertas, Ferrer-Rosell & Marine-Roig, 2024; Ruan, Cheng, Zhang & 

Li, 2024). Accordingly, the communication style adopted by CEOs—who play a critical role in the crisis management process—can 

considerably enhance organisational resilience, reduce uncertainty, and help rebuild trust (Scheuerlein, Chládková & Bauer, 2018; 

Su, 2024). 

In crisis communication, social media that can rapidly deliver messages and establish direct contact with tourists and stakeholders 

are a particularly effective tool (Christensen, Lovett & Curiel, 2022; Islam et al., 2020). Platforms such as Twitter, in particular, can 

influence public perception and shift the image of businesses in a positive direction to rebuild trust (Ketter, 2016; Kwok, Lee & Han, 

2021; Obembe, Kolade, Obembe, Owoseni & Mafimisebi, 2021; Yook & Stacks, 2024). Conversely, social media platforms may also 

lead to the spread of misinformation, thereby creating negative perceptions of businesses and damaging their reputation (Barbe & 

Pennington-Gray, 2018; Möller, Wang & Nguyen, 2018; Renadia, 2022). 

For effective crisis management, tourism businesses need a communication style that would incorporate originality, emotional 

expression, transparency, and credibility (Choudhury, Vanneste & Zohrehvand, 2024; Men, Qin, Fitzsimmons, DiStaso & Heffron, 

2024; Riggio & Newstead, 2022). Advances and updates in the field of AI offer certain opportunities for such communication styles. 
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During crisis periods, AI is frequently preferred for decision-making processes, forecasting, and the analysis of large-scale data 

(Farrokhi, Shirazi, Hajli & Tajvidi, 2020; Harika et al., 2024; Karinshak, 2024; Li, Wang & Wang, 2023; Renadia, 2022). However, the 

use of sincerity, emotional expression, and symbolic language—all of which are key elements of leadership communication—by AI 

in crisis contexts, as well as its capacity to generate messages aligned with CEO archetypes, remains a largely under-explored area 

in leadership communication (Farrokhi et al., 2020; Essien & Petrounias, 2022). 

This gap in the literature is significant, as the communication established by CEOs does not merely involve the transmission of 

information; rather, it also encompasses symbolic meanings essential to leadership communication, trust building among 

stakeholders, and perception management (Hambrick & Lovelace, 2018; O'Reilly, Cao & Sull, 2023; Choudhury et al., 2024). To fill 

this gap in the literature, we used a model developed by Lovelace et al. (2018) that examines different CEO typologies and 

personality traits in the present study. The model categorises CEOs into Creator, Transformer, Rebel, and Saviour, emphasising that 

each typology possesses unique characteristics. This provides a framework within which AI can explore the features of different 

typologies in various crisis scenarios. 

Furthermore, the present study takes into account certain criticisms regarding the credibility and authenticity of AI-generated 

messages (Ao, 2023; Narteni, Orani, Vaccari, Cambiaso & Mongelli, 2022; Umoh, 2024). Accordingly, we examine AI's ability to 

imitate and investigate the extent to which it can reflect the emotional and symbolic meanings specific to CEO archetypes. In the 

tourism sector, where emotional interaction and trust building are of great importance, people may be hesitant to accept AI as a 

leader. This creates uncertainty about whether AI, despite mimicking leadership communication styles during the message creation 

process, can directly influence perception management, emotional depth, and trust building in the way a real CEO does. Therefore, 

in this study, we also evaluate the limitations of AI and address the corresponding ethical debates. 

The specific research questions addressed in this study are as follows: (1) Can AI establish communication compatible with different 

CEO characteristics during times of crisis in the tourism sector? (2) What is the potential of AI-generated communication in fostering 

organisational resilience and stakeholder trust? and (3) Can AI-based CEO communication transform crisis communication 

strategies and leadership practices in the tourism sector? The results contribute to the literature by jointly addressing leadership 

theories, tourism crisis management, and AI's communicative capabilities. Moreover, in this study, we do not regard AI merely as an 

analytical tool, but also associate it with qualities typically attributed to human leaders, such as emotional communication and 

authenticity. 

The Situational Crisis Communication Theory (SCCT), which emphasises timely, accountable, and transparent communication to gain 

stakeholder trust during crisis situations, is significant for the Saviour CEO archetype in terms of the "accountability" characteristic in 

communication. In addition, the Extended Parallel Process Model (EPPM; Liu, Pennington-Gray & Krieger, 2016), which is associated 

with fear and risk perceptions, reflects the emphasis the Saviour CEO archetype places on security and proactive messaging. 

Furthermore, Prospect Theory (Kahneman & Tversky, 1979), which posits that stakeholders respond according to gain or loss framing, 

may serve as a communication tactic for Creative and Rebel CEOs who emphasise urgent change or innovation. 

With their characteristics of "identifying unforeseen challenges and long-term thinking," Transformer CEOs can adapt their 

communication according to the temporal distance of crises, thereby contributing to the understanding of Construal Level Theory 

(CLT; Li, Zhou & Zhou, 2009). In addition, Selective Exposure Theory (Moore, Dorison & Minson, 2023) supports the notion that 

Creative, Transformational, and Rebel CEOs develop visionary and innovative messaging beyond conventional narratives or adopt 

communication styles aligned with the values of specific target audiences. Synthesising this perspective emphasises that AI's 

capability extends beyond merely mimicking the content of communication styles to adapting to target audiences' cognitive and 

psychological factors. By combining behavioural leadership characteristics with evidence-based communication strategies, this 

interdisciplinary approach may reveal AI-CEOs' potential to act as persuasive crisis communicators. 

Finally, the results of the present study contribute to the ongoing theoretical discussions in leadership and communication and 

provide important practical insights for tourism businesses by enhancing organisational resilience and building stakeholder trust. 

The model used in this study (Lovelace et al., 2018) does not view CEOs solely as rational decision makers—rather, CEOs are 

understood as emotional leaders shaped by public influence. Accordingly, the present study provides a multidimensional 

contribution to the literature by analysing how an AI-CEO can imitate human-specific qualities in the context of crises in the tourism 

sector.   

2. Literature review  

2.1 Artificial Intelligence and CEOs’ Crisis Communication 

In recent years, Artificial Intelligence (AI) has initiated considerable advances in decision-making and communication during crisis 

situations. With its high-ranked analytical capabilities, this technology can identify potential risks and subsequently collaborate 

with humans to generate crisis communication strategies (Li et al., 2023). In doing so, AI contributes to organisational resilience 
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and creates actionable predictions and recommendations (Karinshak, 2024). It also enables businesses to pre-test intervention 

methods to be implemented in times of crisis. For instance, by analysing all data from business-related emails, AI can predict crises 

and facilitate appropriate response strategies (Farrokhi et al., 2020). 

As exemplified by Tesla CEO Elon Musk’s posts and direct interventions on Twitter, AI can enable real-time communication during 

crises, particularly through social media platforms. However, for communication to be effective, CEOs must first take ownership of 

the problems, maintain transparent communication, and offer viable solutions (Prahl & Goh, 2021). One advantage of AI during 

crisis periods is its ability to analyse and understand customer needs; accordingly, AI can enhance customer loyalty (Chaudhuri et 

al., 2023). Using natural language processing (NLP) technology, AI can also rapidly analyse large-scale data and thus improve the 

efficiency of crisis management. This capability allows AI to analyse consumer reactions and guide resource allocation accordingly 

(Harika et al., 2024). 

Considering that communication styles shaped by CEOs’ personality traits can have a decisive impact during crises, CEO communication 

plays a critical role in the crisis management process. These styles can influence corporate culture and positively guide the outcomes 

an organisation may achieve (O'Reilly et al., 2023). However, while AI has the potential to mimic the communication styles of CEOs, AI-

generated messages can only be effective if they convey a sense of sincerity and trust (Choudhury et al., 2024). Moreover, such 

messages should inspire trust and align with socially accepted norms (Hambrick & Lovelace, 2018). 

AI-supported applications, particularly large language models (LLMs), offer several advantages in crisis communication. These 

systems can generate adaptable messages based on the nature of the crisis and analyse public reactions to the business on social 

media. In this way, crisis communication can be delivered faster, and response efforts can be effectively facilitated (Imran, Castillo, 

Lucas, Meier & Vieweg, 2014; Lamsal, Read & Karunasekera, 2024). Furthermore, LLMs can imitate the communication style of a 

CEO and assist in delivering real-time messages to large audiences via social media platforms (Lee, Suh, Zhan, Li & Ong, 2024; 

Sreedhar & Chilton, 2024). While LLMs facilitate content production, they can also reduce certain communication costs during crisis 

periods. This convenience allows CEOs to more efficiently manage resources and thus save time in the crisis communication process 

(Matz, Teeny, Vaid, Peters, Harari & Cerf, 2024; Pokhrel & Banjade, 2023). 

Crisis communication is of central importance in the tourism sector, which is sensitive to crises (Huertas & Girotto, 2020). Several 

theories can be used to understand the crisis communication processes in this sector. First, the Situational Crisis Communication 

Theory (SCCT) emphasises that the communication style during crises should be in line with stakeholders' expectations. According 

to this theory, businesses should share accurate information in a timely manner and ensure transparent communication (Barbe & 

Pennington-Gray, 2018). Second, the Extended Parallel Process Model (EPPM) examines the communication process by focusing 

on individuals’ perceptions of risk and fear. This theory specifically highlights the importance of considering the public's or target 

audience's risk perceptions in health-related crises and determining the communication style accordingly (Liu et al., 2016). Third, 

the Prospect Theory states that individuals change their preferences depending on whether a situation is framed as a gain or a loss. 

According to this theory, people take risks when a sense of loss is created, whereas they avoid risks when a sense of gain is 

presented (Hameleers, 2021). Leaders' communication styles during crises can considerably affect risk perceptions (Idoiaga, Gil de 

Montes & Valencia, 2016). Yet another relevant theory, Construal Level Theory (CLT), argues that individuals’ perceptions of crises 

vary depending on their mental representations. According to this theory, people tend to evaluate potential crises in the near 

future from a more rational and concrete perspective, while considering long-term effects more abstractly (Li, Zhou, & Zhou, 2009). 

Finally, the Selective Exposure Theory emphasises that individuals are inclined to accept messages that align with their own beliefs 

and behaviour patterns, while they tend to ignore information that contradicts their beliefs (Moore, Dorison & Minson, 2023). In 

most cases, AI can effectively generate messages compatible with these theories.  

AI applications like large language models can synthesise information from these theories. While SCCT directs artificial intelligence 

toward establishing transparent and accountable communication, CLT can encourage it to adapt content according to the temporal 

distance of crises. However, along with the opportunities that SSCT provides for artificial intelligence in crisis communication, it 

also carries risks such as detection and evaluation errors, the complete absence of human intervention, the risk of misinterpreting 

information, and the potential for increased costs and cybersecurity threats, depending on the crisis type (victim, accidental, or 

intentional) (Coombs, 2004; Zhai, Wibowo & Li, 2024). Furthermore, EPPM and Prospect Theory can enable AI to establish 

communication that incorporates appropriate assurance and urgency by considering emotional and anxiety states. Through 

adaptive algorithms, AI can enhance personalised messaging that is aligned with the selective exposure theory. In this way, AI 

remains compatible with individual theories and mediates between them, dynamically adjusting the tone, framing, and content of 

messages across multiple cognitive and emotional dimensions of stakeholder perception. 

While AI is frequently cited as facilitating communication during crisis situations, several previous studies highlighted significant 

limitations and risks that may diminish AI's effectiveness in this context. For instance, when AI systems are trained on historical or 

insufficiently diverse datasets, they may exacerbate existing inequalities during crises by overlooking certain groups (e.g., 
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minorities), which may lead to erroneous decision-making or inadequate attention to specific populations (Cheng, Lee, & Qiao, 

2024). Furthermore, the deployment of AI may result in privacy violations. In addition, understanding how AI systems make 

decisions can be challenging, as these systems frequently operate as "black boxes." The lack of transparency makes questioning or 

challenging automated decisions difficult, decreasing accountability (Visave, 2024). 

Particularly during crises, AI’s natural language processing (NLP) capabilities may prove to be inadequate. For instance, AI systems can 

misinterpret the context of a message, irony, or cultural nuances, leading to misunderstandings and the oversight of critical information 

(Hohenstein et al., 2023). Individuals’ excessive reliance on AI-generated outputs is referred to as automation bias. This condition may 

result in people ceasing to verify critical information and failing to question AI decisions (Horowitz & Kahn, 2024). Consequently, crisis 

interventions may become detached from actual circumstances. There is an urgent need for ethical guidelines, the development of 

transparent algorithms, monitoring biases, and, most importantly, human oversight to address these challenges. Through these 

measures, AI can genuinely support crisis communication in tourism rather than impede it. 

Although the potential of AI in leadership roles has recently come to be extensively investigated in the literature, there is scarce 

research on the extent to which AI systems can conform to specific leadership archetypal frameworks such as "Creative," 

"Transformer," "Rebel," or "Saviour" as defined by Lovelace et al. (2018), or how they might conflict with these archetypal 

characteristics. On the one hand, considering AI's capacity to process large datasets and generate complex communication 

strategies (Buitrago-Esquinas et al., 2024; Visave, 2024), there exists potential for effectively emulating the innovative messaging 

of "Transformer" leaders or the solution-oriented approaches of "Saviour" leaders. This suggests that, compared to human leaders, 

AI can provide more consistent and rapid responses in data analysis and pattern-based decision-making processes. 

However, on the other hand, it remains uncertain to what extent AI can reflect the abstract qualities exhibited by human leaders, 

such as emotional intelligence, understanding of cultural nuances, empathy, or intuitive leadership. This situation may complicate 

AI's ability to fully embrace the aspects of "Rebel" leaders who challenge societal norms or "Creative" leaders who develop entirely 

original and unexpected strategies. Indeed, the limitation of AI algorithms to historical data presents a potential conflict with the 

radical change or out-of-context thinking capabilities required by archetypal leadership. Consequently, AI's capacity to reflect the 

characteristics of a particular archetype will largely depend on the complexity of AI learning algorithms and the depth of human 

behaviour it attempts to simulate. Accordingly, while AI may achieve full alignment with an archetype in certain crisis scenarios, it 

may also experience conflicts due to the absence of specific human qualities. 

2.2 Crisis Communication in Tourism and Social Media  

Considering both communication opportunities offered by social media and the theoretical approaches (SCCT, EPPM, CLT, Prospect 

Theory, and Selective Exposure Theory) briefly reviewed above, there is a clear need for a multi-channel, transparent crisis 

communication style capable of effectively managing perceptions. Integrating AI’s analytical capabilities with the real-time 

communication potential of social media can significantly contribute to crisis management (Park, Kim & Kim, 2022; Liu, Kim, and 

Pennington-Gray, 2015). Effective use of social media can enhance the power of real-time and strategic interventions while helping 

to mitigate the damage caused by crises (Zhai, Zhong & Luo, 2019). In addition, CEOs’ use of social media during crisis periods to 

provide transparent communication, share apology messages, and publish visual content may strengthen stakeholder trust (Yook 

& Stacks, 2024). 

Messages that include emotional support and elements of trust were previously reported to reduce the uncertainty caused by 

crises and enhance stakeholder confidence (Hang, Aroean & Chen, 2020; Kwok et al., 2021). Trust-based messages shared by CEOs 

were found to be effective in crisis management, particularly during the COVID-19 pandemic (Im, Kim & Miao, 2021). During this 

period, tourism businesses that emphasised social distancing and hygiene provided real-time health updates and implemented 

flexible booking policies, succeeded in gaining customer trust and mitigating the impacts of the crisis (Chevtaeva & Guillet, 2021; 

Kim, Kim & Choi, 2023). These practices highlight the role of transparency, empathy, and real-time communication in building 

customers’ trust during crisis situations (Riggio & Newstead, 2022; Liu-Lastres, 2022). 

However, while social media enables speedy access to wide audiences, spreading misinformation poses a significant risk on these 

platforms (Christensen et al., 2022; Islam et al., 2020). Therefore, sharing accurate information quickly throughout the crisis is 

essential for building trust (Zhai et al., 2019). During crisis periods, tourists’ perceptions related to public health have a strong 

impact on destination choices. In this context, perception management through social media has also become important for 

destinations (Martinez-Sala et al., 2024). Moreover, it should also be noted that international media outlets and press releases can 

also influence the perception of trust regarding destinations (Avraham, 2015). 

Messages delivered as a result of organisational learning through social media can strengthen long-term organisational resilience 

(Obembe et al., 2021). A balanced combination of analytical and emotional content during crisis periods can result in a more 

effective crisis management (Park, Kim & Kim, 2022; Ruan et al., 2024; Men et al., 2024). For instance, sincere and flexible messages 
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may contribute to organisational resilience (Mwandembo, 2024; Wong, Ou & Wilson, 2021). Multi-channel communication 

strategies help organisations reach target audiences more effectively (Capriello & Splendiani, 2019). Therefore, social media 

platforms enable the dissemination of information and facilitate stakeholder participation in the communication process (Burhan, 

Salam, Abou Hamdan & Tariq, 2021). Concrete examples of the effectiveness of social media in times of crisis include the efforts of 

Destination Management Organisations in Fiji via Facebook during tropical cyclone periods, along with the quick responses 

provided by hotels in Orlando through Twitter (Möller et al., 2018; Barbe & Pennington-Gray, 2018). 

To date, businesses operating in sectors such as cruise tourism, health tourism, and the sharing economy (e.g., Airbnb) have employed 

various communication techniques through digital platforms to manage risk perception during times of crisis (Beck, Foster, Kenney & 

O’Rourke, 2016; Liu-Lastres, Schroeder & Pennington-Gray, 2019; Mason Flores, Liu, Tims, Spencer & Gire, 2019). More specifically, 

strategies such as sentiment analysis have been widely used to understand the societal impact of crises (Obembe et al., 2021; Park et 

al., 2022). Furthermore, the effectiveness of communication during crises and their impact on the behaviour of target audiences can 

be enhanced using methods like hashtags (Carvache-Franco, Carvache-Franco & Carvache-Franco, 2022). 

However, while AI enables delivering sentiment-based messages to target audiences through social media (Li et al., 2023; Lee et 

al., 2024), CEOS’ personal and direct communication may be perceived as more trustworthy than AI-generated messages 

(Choudhury et al., 2024). In this context, AI can represent data analysis and content generation, social media can represent speed 

and interaction, while the CEO can represent leadership and trust. Accordingly, in this study, we highlight the multidimensional 

structure of crisis communication in the context of the tourism sector by evaluating these three components together. 

3. Methodology 

This study aims to determine how AI simulates the behaviours of CEOs in response to different crisis scenarios, based on the types 

of CEOs operating in various businesses within the tourism sector. Accordingly, AI was tasked with acting as the CEO of tourism 

enterprises across multiple crisis scenarios, including composing a written press release, drafting a Twitter post, and proposing 

solutions to these crises. 

To this end, we first identified CEOS’ behaviours and characteristics (see Figure 1). To this end, we used the CEO typology developed 

by Lovelace et al. (2018), who categorised CEOs into the following four types: creator, transformer, rebel, and saviour (see Table 

1). These CEO types stand out for their behaviours during critical business periods, such as their inception, growth, and decline 

phases. CEOs play a key role in advancing their organisations to significant stages through their decisions and implementations. The 

CEO models developed by Lovelace et al. (2018) were preferred, as this framework provides valuable insights into understanding 

how leaders behave and are perceived during times of crisis. This model offers significant advantages for sectors such as tourism 

by capturing not only what leaders communicate but also how they communicate. Lovelace et al.’s (2018) classification illustrates 

how each type might respond during a crisis, thereby enabling the assessment of whether an AI-supported CEO can exhibit 

leadership qualities, i.e. act beyond merely providing information. This model also enables observing clear distinctions in the AI-

CEO’s approach during a crisis—whether it acts boldly or cautiously and adopts a solution-oriented or radical stance. In this way, 

the present study acquires a higher degree of realism and greater relevance for sensitive sectors, such as tourism. 

Figure 1. Research model 

 
Source: Own elaboration. 
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Table 1. Archetypes of celebrity CEOs 

Celebrity 
Type 

Description 
Arena/ 

Life-cycle 
Attributions 
of Valiance 

Attributions 
of Prescience 

Adversary 
Prototypical 

Behaviors 

Creator 

the leader 
who creates new 

business/products, 
in some cases, time 

and again 

Founding/ 
Growth 

visionary, 
entrepreneur, 

innovator, 
risktaker 

recognises 
opportunities 
that others do 
not, vision and 
foresight in the 

face of likely 
failure 

nothingness 

commits to 
innovation, 

risk-taking; focuses on 
growth and 

development rather 
than costs and profits 

Transformer 

the leader who 
radically reshapes 

a firm’s 
strategy/culture to 

avoid future 
problems 

Growth/ 
Maturity 

long-term 
thinker, 

reinventer, 
change-agent 

foresight 
regarding 

future unseen 
challenges and 

obstacles 

the firm’s 
past/traditions 

introduces long-term 
vision, repudiates 

firm’s past, convinces 
others of need to 
change, highlights 

successes to support 
new direction 

Rebel 

the leader who 
crafts a new 

strategic direction 
that is at odds 
with industry 

norms/conventions 

Growth/ 
Maturity 

non-
traditional, 

fearless, 
challenger of 

the status 
quo, 

authentic 

insight about 
a new and 

different way to 
prosper in an 

industry 

industry 
norms 

challenges industry 
norms, takes extreme 

actions to 
differentiate 

from competitors, 
aggressively targets 
competitors’ tactics 

Savior 

the leader who 
rescues a firm 

from the brink of 
failure, typically 

through 
disciplined cuts 

and consolidation 

Decline 

accountable, 
tough, 

disciplined, 
problem 

solver 

insight about 
a path 

to survival in 
the face of 

likely failure 

failure/death 
of the 

organisation 

cuts cost, consolidates 
assets to refocus on 
essential function(s), 

centralises operations, 
establishes clear 

policies and 
procedures 

with near-term focus 

Source: Lovelace et al., (2018). 

In the next step, we selected CEOs of tourism enterprises reflecting the characteristics of the CEO types identified by Lovelace et al. 

(2018). Each enterprise was selected based on key activities in tourism, including global hotels, international passenger airlines, food 

and beverage (specifically, second-generation coffee and food), and short-term home rentals. The original names of these companies 

were not disclosed; instead, alternative naming was used to avoid making positive or negative attributions about the companies. The 

short-term home rental company is referred to as “The Platform,” the international hotel chain as “The Hotel,” the coffee-restaurant 

chain as referred to as “The Coffee Shop,” and the global airline passenger transportation company is mentioned as “The Airlines.” The 

primary reason for focusing on these enterprises was the behaviour of their CEOs in advancing their businesses to a distinctive level 

during key phases such as establishment, development, operations, entrepreneurship, and crisis periods. Another reason was that 

these enterprises are globally recognised in their respective operating areas. 

Next, to identify the crises CEOs faced, we reviewed relevant news articles, academic papers, social media posts, and web content 

related to crises experienced by the selected enterprises. Diverse and unique crisis scenarios (e.g., hygiene issues, data breaches, labor 

rights, insufficient support for social responsibilities) were created. Developing various scenarios minimises or eliminates AI’s ability to 

replicate responses to previously known scenarios (Choudhury et al., 2024). This approach encouraged AI to generate newer, better 

solutions as a CEO rather than merely imitating past responses. Our prior experiences with AI also influenced the development of these 

scenarios. Each crisis scenario created in this study was specifically tailored to the operational fields of enterprises. 

In the fourth step of the study, AI (ChatGPT 4o) was tasked with generating separate analyses to predetermine scenarios by considering 

the descriptions, attributions, and behavioural characteristics of the four CEO types developed by Lovelace et al. (2018) (see Figure 2).  
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Figure 2. A sample prompt and scenario 

 

These analyses included a written press release (maximum 500 words), a Twitter post (maximum 250 words), and solution proposals 

(maximum 500 words) for each crisis scenario. All commands were requested in detail by providing commands aligned with the CEOs’ 

typologies. This process ensured that the outputs generated by AI specifically took into account the characteristics of both the CEO and 

the enterprise. To achieve results and solution proposals, AI’s outputs in its CEO role were compared with the outcomes of potentially 

similar past scenarios. Different results were considered among the AI responses to prevent one-to-one imitation. 

Furthermore, we implemented a hybrid validation and expert review process to ensure the reliability of AI outputs. Specifically, three 

experts (two academics and two managers) evaluated the AI-generated crisis responses with experience in tourism management, 

leadership, and crisis communication. The experts analysed the responses' alignment with the identified CEO archetypes and their 

applicability in the context of the crisis (see Table 2). Furthermore, the AI outputs were compared with public responses (e.g., press 

releases, media interviews) given by CEOs of companies in similar sectors, whose names were not disclosed for ethical considerations 

(Claeys & Cauberghe, 2012; Coombs, 2015). With this validation method, we sought to increase the reliability of the study. 

During the qualitative analysis process, we developed a coding framework based on the CEO archetypes proposed by Lovelace et al. 

(2018). Each AI output was analysed according to behavioural and linguistic indicators specific to these archetypes. For instance, the 

key indicators were innovative and visionary language for the "Creator" type; change-oriented strategies for the "Transformer" type; 

anti-normative and aggressive attitudes for the "Rebel" type; and, finally, short-term solutions, cost reduction, and centralised 

discourses for the "Saviour." In this process, conducted using a thematic analysis approach (archetypes of celebrity CEOs), two 

independent researchers conducted content evaluations. To evaluate inter-coder consistency, we resolved differences in 

interpretation through discussion until consensus was reached. This process systematically disclosed how closely AI outputs aligned 

with each CEO type's distinct psychological and communication profiles. 

4. Results 

Based on ChatGPT data, all the CEOs (AI) accepted and embraced crisis scenarios, taking decisive and immediate steps in response. 

They first expressed their concerns regarding these crisis scenarios in their press statements. Although press releases and Twitter posts 

generally contain similar content, the expressions were different. 

The AI-CEO of “The Platform,” who demonstrates characteristics of the Creator CEO archetype, was found to emphasise new industry 

standards, innovation, and significant changes in response to crisis scenarios. The content included information about the timeline for 

implementing crisis solutions and restructuring industry standards. Importantly, the AI-CEO highlighted change for the business and 

the entire industry, emphasising innovation and advocating for solutions such as full refunds and investments without prioritising costs. 

These behaviours are related to the Creator CEO archetype. Examples of innovative and solution-oriented approaches to potential 

threats include the CEO’s proposed AI-driven solutions and participation in current global action plans, such as the Global Tourism 

Plastics Initiative. Instead of taking quick measures to resolve the situation, it proposed long-term solutions by renewing existing 

standards through AI-supported monitoring systems and suggestions for labour rights. Furthermore, AI advocates change and benefits 

from technology. In doing so, it demonstrated the traits of the Creator CEO typology, such as being innovative, promoting long-term 

development, and taking risks. However, AI did not fully present the characteristics of the creator CEO typology of recognising 

opportunities others may not see. Accordingly, while LLMs are skilled at synthesising content, they cannot replicate the nuanced 
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behaviours associated with human leadership, such as generating intuitive innovations and questioning critical norms (Yin et al., 2023). 

The compatibility levels of AI with specific attributes of CEO archetypes are provided in Table 2.  

Table 2. CEO archetypes and AI performance comparison 

Creator-The Platform Transformer- The Hotel Rebel-The Coffee Shop Savior-The Airlines 

visionary ✓  
long-term 
thinker 

✓  non-traditional ✓  accountable ✓  

entrepreneur ✓  reinventor o  fearless ✓  tough o  

innovator ✓  change-agent ✓  
challenger of 
the status quo 

✓  disciplined o  

risktaker ✓   authentic o  problem solver ✓  

✓ : Match o : Partially match 

 

Furthermore, the AI-CEO of “The Hotel,” embodying the characteristics of the Transformer CEO archetype, emphasised radical 

change, transformative action, and reshaping policy. It also highlighted the company’s leadership in the global industry by 

highlighting the core values contributing to its brand value. The AI-CEO noted that these crises are inconsistent with the company’s 

service philosophy, highlighting that long-term measures should be taken. These responses coincide with the transformer CEO 

archetype, characterised by a long-term vision, radically reshaping organisational strategies, and the ability to devise new solutions. 

Focusing on the future, the AI-CEO consistently emphasised the changes implemented with a forward-looking perspective, rather 

than addressing immediate concerns. AI also stressed that the proposed solutions will be applied globally, using AI support while 

maintaining market leadership as part of the solutions. Another characteristic of the Transformer CEO archetype is having a vision 

of future problems and solutions. This is evident in suggestions from AI, such as “…conduct real-time checks and identify high-risk 

areas before they become problems.” The solutions were designed to address issues before they arose, i.e. preventively, as well as 

to generate effective responses. In addition, transparency was found to be strongly emphasised in both operations and the 

proposed solutions. However, the Transformer CEO’s traits of questioning past practices and traditions were not apparent. Instead 

of implementing radical changes, AI suggested a more gradual approach to change. 

Next, the AI-CEO of “The Coffee Shop” exhibited characteristics aligned with responsibility, taking bold measures, and redefining 

industry standards, often stepping outside conventional norms. In this context, the actions and measures proposed in response to 

crises reflect a revolutionary approach within the industry. While some changes and new standards may be perceived as radical 

confrontation from certain groups, the AI-CEO emphasised that collaboration with customers and employees could facilitate their 

implementation. A policy of transparency regarding the adjustments and the importance of real-time feedback were also 

highlighted. The AI-CEO’s behaviour also underscored an unconventional, extraordinary, yet necessary focus on change. This 

change was framed as an internal company effort, a collaborative endeavour involving all stakeholders, urging them to adopt and 

support the industry-wide transformation. The AI-CEO further invited other stakeholders to participate in the proposed measures. 

While acknowledging the unacceptable nature of the crises and the company’s firm disapproval of such issues, the solutions were 

framed with the term “industry-leading change.” This approach reflects behaviours typical of a rebel CEO archetype, characterised 

by a rejection of standard norms and a fearless, innovative approach. The AI-CEO’s commitment to non-traditional methods, which 

challenges conventional industry regulations, and implementing extreme actions exemplifies the behaviours of a rebel CEO. 

However, although AI generally reflected many traits, it did not fully deliver messages targeting the strategies and methods of 

competitor businesses. 

Finally, the saviour CEO archetype, identified as a “rescuing leader” during times of crisis, emphasised traits such as problem-

solving, discipline, and deriving insights from failure. Another key characteristic of this CEO type is their ability to take decisive and 

sharp measures. According to the study's data, these leaders focus on confronting the crisis while emphasising the importance of 

rebuilding trust. The AI-CEO of “The Airlines,” unlike other AI-CEOs, highlighted a desire to conduct a detailed investigation into the 

root cause of the problem, insisting that the company identifies and addresses the source of the issues. This underscores the 

problem-solving nature of this CEO type, along with a strong focus on diagnosing the cause to devise effective solutions. 

Furthermore, reflecting the Saviour CEO’s sharp and short-term decision-making approach, the company discontinues relationships 

with stakeholders who fail to meet its service standards. This AI-CEO type placed significant importance on communication and 

feedback.  

Furthermore, the saviour AI-CEO projected a message of solving crises while positioning the company as an industry leader, 

consistently emphasising innovation and leadership in every solution proposed. Relevant updates regarding changes and 
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implementations were promised to be shared in real time. The AI-CEO also underscored a commitment to innovation, valuing 

customer feedback, and prioritising collaboration with various public or private institutions to support solutions. However, while 

AI advocated for long-term strategies in this CEO typology, short-term survival recommendations—a key characteristic of the 

Saviour CEO—remained somewhat limited. 

5. Discussion 

In this study, we investigated AI’s capacity of to generate communication and propose solutions in crisis situations that tourism 

businesses may face. To this end, we employed four CEO typologies (Lovelace et al., 2018) and asked AI to produce communication 

styles and solutions in alignment with these typologies. Despite certain limitations, AI was able to effectively generate relevant 

solutions for the tourism businesses identified in the study. Furthermore, AI also reflected the personality traits of CEOs and 

produced messages capable of engaging stakeholders. However, although we found that AI can imitate various leadership styles, 

several limitations should be pointed out. For one thing, AI may not fully understand the cultural, social, and emotional nuances 

that are essential for effective crisis communication (Moura et al., 2024). Furthermore, since large language models are trained on 

historical data, they might unintentionally perpetuate existing biases and fail to challenge established norms (Yin et al., 2023). 

In addition, AI was found to be able to mimic the characteristics of the Creator CEO typology; however, certain shortcomings were 

also observed. AI demonstrated this CEO's innovative approach through solutions such as the "AI-Supported Quality Monitoring 

System" and the "Green Accommodation Certificate." Moreover, it emphasised issues such as safety, human rights, hygiene, the 

environment, and social responsibility, and aimed to establish a balance between the actors of the sharing economy, namely guests 

and hosts. For instance, in short-term accommodation platforms, which have gained significant attention in recent years, most 

services are provided by hosts, which may lead to issues in maintaining standardised operational practices. AI also addressed these 

issues and proposed solutions to mitigate potential problems arising from them. 

Furthermore, as the Transformer CEO (The Hotel), AI offered innovative, technology-oriented solutions. Initiatives proposed by AI, 

such as the "Exceed Clean Initiative" and "Unity Forward," reflected a future-oriented perspective, demonstrating a key trait of the 

Transformer CEO as a long-term entrepreneur. AI emphasised the need to reevaluate organisational strategies, advocated for 

internal change, and highlighted the importance of adapting to potential threats or difficulties. For hotel businesses requiring rapid 

solutions, AI has developed innovative tools for real-time guest complaint monitoring. In addition, AI stressed the necessity of 

preserving the brand image that the business has built over many years and emphasised the importance of guest satisfaction and 

trust. Finally, AI also offered change-focused recommendations to improve employee satisfaction. 

In the Rebel CEO (The Coffee Shop) role, AI attempted to go beyond the traditional structure of the sector and focused on 

innovation. Suggestions like “Reusable Cup Rental” and the “Transparent Cleanliness Score System” emphasised the necessity of 

transformation in the sector. Treating crises as opportunities, AI suggested that change should be driven through crises and 

attempted to take bold steps against the risk of receiving negative feedback. Hygiene is of great importance for food and beverage 

businesses, and innovations outside of commonly accepted practices in this area may pose certain risks. In line with the 

characteristics of the Rebel CEO, AI proposed innovative and risk-bearing solutions, thereby successfully reflecting many traits of 

this archetype. Through these solutions, AI demonstrated an approach fully aligned with the fundamental qualities of the Rebel 

CEO, who challenges tradition and critically evaluates the current situation.  

Finally, in the Saviour CEO (The Airline) role, AI addressed problems in detail, adopted a transparent communication style, and 

exhibited a solution-oriented approach. The Saviour CEO viewed crises as opportunities to evaluate internal challenges within the 

business and transform them into positive outcomes. In addition, AI displayed a bold and solution-driven attitude by proposing 

actions such as re-evaluating stakeholders and terminating services that did not adopt a customer-focused approach. AI also 

supported crisis communication strategies aimed at reassuring customers and stakeholders. Overall, in the results, we observed 

that AI was able to mimic the pragmatic and principle-driven approaches of the Saviour CEO archetype.  

That being said, we also observed some differences and similarities between AI's responses to crisis scenarios and those of CEOs in 

real crises. For example, the reaction of the CEO of a vacation rental company (Creator) to allegations of racism highlighted the 

company's history of cultural respect, efforts to develop a monitoring system against discrimination, acknowledging the possibility 

of internal incidents, and emphasising reporting and international collaboration. In addition, the CEO's speech also had explicit 

themes such as trust, addressing prejudice, new product development, and dialogue (Airbnb, 2022). The AI CEO aligned with the 

real CEO's approach in addressing crises by proactively proposing innovative solutions and advocating for long-term change. In the 

real-life example of the data breach crisis (Shepardson, 2019), the AI CEO (Transformer) approached crises with a broad, visionary, 

and transformative perspective, thereby highlighting fundamental changes and proactive solutions to future problems. The CEO of 

a world-renowned international hotel chain responsibly and effectively responded by managing the current crisis, taking 

responsibility, and enhancing operational security. Therefore, while the CEO focused on improving the current situation and finding 

immediate solutions, the AI CEO viewed the crisis as an opportunity to reshape the future and the industry. 
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In the Saviour CEO archetype, during a racism crisis (Reuters, 2020), the CEO of an international airline took a strong social stance 

and emphasised respect for diverse cultures, geographies, and beliefs. In addition, the company's sustainability policy highlighted 

the importance of more sustainable travel for the future, net-zero carbon emissions, short-term carbon reduction measures, and 

an innovative approach to air transportation. The AI CEO focused on identifying the root causes of crises and taking explicit, decisive 

action. By contrast, the real CEO demonstrated a more comprehensive and transformative leadership approach. Specifically, while 

the AI CEO assumed a more "repairing" and "healing" role, the real CEO sought to contribute to social and environmental 

transformation. 

The results briefly outlined above suggest that while AI can provide consistent responses to leadership styles, there may be 

situations where these strategies fail in real life. For instance, Prahl and Goh (2021) noted that AI-generated crisis responses 

frequently lack emotional nuance and accountability. Similarly, Lu and Mojir (2021) showed that the use of AI in banking during the 

COVID-19 pandemic unintentionally resulted in decision-making biases, such as favouritism toward large clients, when human 

judgment was ignored. This caused a decline in institutional fairness and trust. These examples highlight the need to combine AI-

generated outputs with human oversight, particularly during complex and emotionally charged crisis situations. 

The results of the present study make several important contributions to the literature. Specifically, while several previous studies 

examined AI's contributions to crisis processes in areas such as providing predictive data (Farrokhi et al., 2020), conducting real-

time analysis (Karinshak, 2024), offering solutions tailored to target audiences (Harika et al., 2024), enhancing the effectiveness of 

corporate messages (Prahl & Goh, 2021), and making decisions with human support (Essien & Petrounias, 2022), the potential of 

AI to act and communicate like a leader during crises has not been sufficiently explored in the literature.  

The integration of CEO typologies (Lovelace et al., 2018) into crisis communication enabled the customisation of AI-generated 

responses and provided a new perspective. This aligns with previous studies offering recommendations for crisis communication 

strategies (Reyes, Bisbey, Day & Salas, 2021). While earlier research (O’Reilly et al., 2023; Riggio & Newstead, 2022) focused on 

human leaders' communication styles, we explored the potential of AI to behave like human leaders in the present study. One 

relevant example is the Rebel CEO’s attitude of challenging tradition and taking risks. Similarly, the Saviour CEO’s focus on change 

during crises and their approach to protecting brand reputation demonstrate AI’s potential to imitate human leadership. 

The results of the present study contribute not only to crisis periods but also to non-crisis contexts, thus offering value for both 

businesses and researchers. For instance, our findings may support research on how businesses manage and enhance their 

competitive advantage during crises. Leadership also requires relational support and adaptation to dynamic processes (Riggio & 

Newstead, 2022). By integrating AI into this process, the study demonstrates that human leaders can potentially adapt AI-generated 

messages. Moreover, the potential of AI in crisis communication can strengthen corporate reputation and increase stakeholder 

trust. Furthermore, the use of AI raises important ethical considerations within communication processes (Prahl & Goh, 2021; 

Choudhury et al., 2024). The results of the present study contribute to leadership theories by demonstrating that, with ethical and 

well-designed prompts, AI can generate communication that aligns with leadership styles. The findings suggest that AI can 

effectively adapt to different communication styles, thereby contributing to changing the traditional understanding that such 

behaviours are exclusive to humans. 

5.1. Practical Implications 

The results of the present study also provide meaningful practical insights. Specifically, our findings may encourage tourism 

businesses to seek AI support and reconsider their crisis communication processes. They also suggest that CEOs can adopt a new 

perspective and an innovative communication approach through AI. Tourism CEOs can generate rapid, leadership-aligned solutions 

in times of crisis with the help of AI. Legal and ethical regulations (Lu & Mojir, 2021; Prahl & Goh, 2021) concerning AI-generated 

content may facilitate these platforms' adaptation and wider acceptance. In addition, tourism businesses may gain speed and 

effectiveness in ensuring organisational resilience through AI. Human-AI collaboration can help move beyond standard service 

practices and accelerate the transformation process. Traditional service practices in tourism frequently rely on reactive customer 

service, manual crisis coordination, and delayed public responses. AI can help transition these practices towards proactive 

reputation management, automated guest communication, and real-time crisis monitoring systems. By providing quick solutions 

during a crisis, AI ensures real-time communication and service continuity and aids long-term strategies through data-driven 

decision making, predictive risk analysis, and improved crisis preparedness.  

5.2. Theoretical Implications 

The method used in the present study may offer a new perspective on research related to human leadership. The Situational Crisis 

Communication Theory (SCCT) emphasises the importance of adapting crisis communication to specific contexts. The findings 

demonstrate that, when properly guided, AI can generate transparent and empathetic messages tailored to various crisis scenarios. 

While the AI-CEO model produced messages aligned with crisis theories, it also went beyond traditional approaches. Based on this 
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evidence, it can be argued that a leadership style driven by AI was integrated into theories that traditionally examine and explain 

human behaviour. Along with incorporating elements commonly highlighted in traditional theories, such as information delivery, 

message framing, concrete or abstract behaviour, and risk perception, AI also partially reproduced communication elements 

associated with societal perception and leadership styles. Furthermore, AI’s ability to imitate different leadership styles offers a 

more flexible understanding of crisis management compared to traditional theories. 

5.3. Further studies 

Because of deficiencies in crisis communication strategies, tourism organisations may fail to meet customer expectations (Liu, Fu, 

Hua & Li, 2021). In further research, examining the long-term effects and benefits of AI-generated communication styles would be 

necessary. As argued by Choudhury et al. (2024), stakeholders’ perceptions of AI-generated messages may develop over time, 

potentially impacting organisational reputation. Accordingly, future studies could investigate whether stakeholders can distinguish 

between human and AI-generated communications and how this affects trust in the long term. Similarly, further studies can 

examine how Trust Repair Models can rebuild damaged trust in AI-based communication, especially during times of crisis. Another 

important thing that needs to be examined is the cross-cultural suitability of AI in leadership communication. Available evidence 

suggests that leadership expectations and crisis responses differ across cultures (Liu-Lastres, 2022). Therefore, prospective studies 

can analyse how AI-generated communications are compatible with these cultural differences and how leadership archetypes are 

perceived in different cultural contexts. 

Following Prahl and Goh (2021), who underscored the importance of using AI within ethical theoretical accounts, evaluating the 

moral and legal dimensions of AI-generated communication styles for tourism businesses is necessary. The accountability of AI-

supported decisions could also be a topic for further study. Previous research highlighted that crisis strategies could develop 

through cooperation between AI and humans (Essien & Petrounias, 2022). Analysing the dynamics and outcomes of this 

cooperation after implementation will provide valuable insights. Finally, future research could focus on integrating AI into internal 

communication processes during crises and potential consequences. In this respect, Lee and Dong (2023) emphasised the 

importance of effective internal communication. Further studies could analyse how AI-generated communication styles change 

employee morale and alignment with organisational culture according to Affective Events Theory or Organisational Identification. 

5.4. Conclusion 

The results of the present study revealed that AI was largely able to align with the personality traits of different CEO typologies and 

successfully imitate CEOs while generating crisis communication messages. As the Creator CEO, it demonstrated a visionary 

attitude, advocated transformation, and focused on innovation. Moreover, the benefit-oriented solutions it proposed were found 

to be long-term in nature. As the Transformer CEO, AI emphasised structural changes, argued that systematic reforms were 

necessary, and stated that these could be implemented through audits and training. While focusing on current crises, AI also aimed 

to strengthen the business against potential future crises. However, it did not fully demonstrate the tendency to question 

traditional practices within the business, which is one of the defining features of the Transformer CEO.  

As the Rebel CEO, AI rejected traditional methods and proposed bold actions. Suggestions such as composting materials and 

implementing reusable cups reflected an intention to transform existing standards. With its bold stance, AI also invited stakeholders 

to participate in redefining these standards. However, AI failed to demonstrate the characteristic of directly targeting competitors' 

practices. In the Saviour CEO typology, AI focused on stakeholder trust and emphasised transparency, proposing strict inspections 

and mandatory training programs. Furthermore, while AI advocated for organisational resilience and developed solutions in that 

direction, it did not fully reflect measures such as cost reduction, which are specific to this archetype.  

Credit author statement 

All authors have contributed equally. All authors have read and agreed to the published version of the manuscript.  

Declaration of competing interest: None 

References 

Airbnb (2022). A six-year update on Airbnb's work to fight discrimination. Retrieved 08 July 2025 from 
https://news.airbnb.com/sixyearadupdate/ 

Ao, S. (2023). Building safe and reliable aı systems for safety critical tasks with vision-language processing. In: Kamps, J., et al. 
Advances in Information Retrieval. ECIR 2023. Lecture Notes in Computer Science, 13982. Springer, Cham. 
https://doi.org/10.1007/978-3-031-28241-6_47 

Avraham, E. (2015). Destination image repair during crisis: Attracting tourism during the Arab Spring uprisings. Tourism 
Management, 47, 224-232. https://doi.org/10.1016/j.tourman.2014.10.003 

https://news.airbnb.com/sixyearadupdate/
https://doi.org/10.1007/978-3-031-28241-6_47
https://doi.org/10.1016/j.tourman.2014.10.003


                                                           Ülkü & Erol (2025). Tourism & Management Studies, 21(3), 17-31 
 

28 
 

Barbe, D. & Pennington-Gray, L. (2018). Using situational crisis communication theory to understand Orlando hotels’ Twitter 
response to three crises in the summer of 2016, Journal of Hospitality and Tourism Insights, 1(3), 258-275. 
https://doi.org/10.1108/JHTI-02-2018-0009 

Beck, M., Foster, W., Kenney, C., & O’Rourke, J. (2016). Airbnb: crisis communication in the sharing economy. Journal of  
Organizational Behavior Education, 9, 1-15. 

Buitrago-Esquinas, E. M., Yñiguez-Ovando, R., Puig-Cabrera, M., Santos, M. C., & Santos, J. A. C. (2024). Artificial intelligence and 
sustainable tourism planning: A hetero-intelligence methodology proposal. Tourism & Management Studies, 20(SI), 45-59. 
https://doi.org/10.18089/tms.2024SI04 

Burhan, M., Salam, M. T., Abou Hamdan, O., & Tariq, H. (2021). Crisis management in the hospitality sector SMEs in Pakistan during 
COVID-19. International Journal of Hospitality Management, 98, 1-12. 103037. https://doi.org/10.1016/j.ijhm.2021.103037 

Carvache-Franco, O., Carvache-Franco, M., & Carvache-Franco, W. (2022). Coastal and marine topics and destinations during the 
COVID-19 pandemic in Twitter’s tourism hashtags. Tourism and Hospitality Research, 22(1), 32-41. 
https://doi.org/10.1177/1467358421993882 

Capriello, A. & Splendiani, S. (2019). E-communication in crisis communication Best practice for tourism destination management 
organisations In: Walters, G. & Mair, J. (ed). Oxford: Goodfellow Publishers. http://dx.doi.org/10.23912/9781911396673-4114 

Chaudhuri, R., Chatterjee, S., Kraus, S., & Vrontis, D. (2023). Assessing the AI-CRM technology capability for sustaining family 
businesses in times of crisis: The moderating role of strategic intent. Journal of Family Business Management, 13(1), 46–67. 
https://doi.org/10.1108/JFBM-12-2021-0153 

Cheng, Y., Lee, J., & Qiao, J. (2024). Crisis communication in the age of AI: Navigating opportunities, challenges, and future horizons. 
In W. T. Coombs (Ed.), Media and crisis communication (1st ed.). Routledge. 

Chevtaeva, E., & Guillet, B. D. (2021). A review of communication trends due to the pandemic: perspective from airlines. Anatolia, 
32(1), 168-171. https://doi.org/10.1080/13032917.2020.1851094 

Christensen, D. J., Lovett, J., & Curiel, J. A. (2022). Mainstream media recirculation of trust-reducing social media messages. 
American Politics Research, 50(2), 213-226. https://doi.org/10.1177/1532673X211023931 

Choudhury, P., Vanneste, B., & Zohrehvand, A. (2024). The Wade test: Generative AI and CEO communication. CESifo Working 
Paper, 11316. https://doi.org/10.2139/ssrn.4991814 

Claeys, A.-S., & Cauberghe, V. (2012). Crisis response and crisis timing strategies, two sides of the same coin. Public Relations 
Review, 38(1), 83–88. https://doi.org/10.1016/j.pubrev.2011.09.001 

Coombs, W. T. (2004). Impact of past crises on current crisis communication: Insights from situational crisis communication theory. 
The Journal of Business Communication, 41(3), 265-289. https://doi.org/10.1177/0021943604265607 

Coombs, W. T. (2022). Ongoing crisis communication: Planning, managing, and responding (6th ed.), SAGE Publications, Inc: USA. 

Essien, A. E. & Petrounias, I. (2022). An Artificial Intelligence (AI)-based decision-making framework for crisis management. In M. 
Ali (Ed.), Future Role of Sustainable Innovative Technologies in Crisis Management (pp. 84-98). IGI Global Scientific Publishing. 
https://doi.org/10.4018/978-1-7998-9815-3.ch007 

Farrokhi, A., Shirazi, F., Hajli, N., & Tajvidi, M. (2020). Using artificial intelligence to detect crisis-related events: Decision making in 
B2B by artificial intelligence. Industrial Marketing Management, 91, 257-273. 
https://doi.org/10.1016/j.indmarman.2020.09.015 

Hambrick D. C. & Lovelace J. B. (2018) The role of executive symbolism in advancing new strategic themes in organisations: A social 
influence perspective. Academy of Management Review, 43(1), 110–131. https://doi.org/10.5465/amr.2015.0190 

Hang, H., Aroean, L., & Chen, Z. (2020). Building emotional attaching during COVID-19. Annals of Tourism Research, 83, 1-4, 103006. 
https://doi.org/10.1016/j.annals.2020.103006 

Hameleers, M. (2021). Prospect theory in times of a pandemic: the effects of gain versus loss framing on risky choices and emotional 
responses during the 2020 Coronavirus outbreak – evidence from the US and the Netherlands. Mass Communication and 
Society, 24(4), 479–499. https://doi.org/10.1080/15205436.2020.1870144 

Harika, A., Balan, G., Thethi, H. P., Rana, A., Rajkumar, K. V., & Al-Allak, M. A. (2024). Harnessing the power of artificial intelligence 
for disaster response and crisis management. 2024 International Conference on Communication, Computer Sciences and 
Engineering (IC3SE). https://doi.org/10.1109/IC3SE62002.2024.10593506 

Hohenstein, J., Kizilcec, R.F., DiFranzo, D., Aghajari, Z., Mieckowski, H., Levy, K., Naaman, M., Hancock, J. & Jung, M. F. (2023). 
Artificial intelligence in communication impacts language and social relationships. Scientific Reports, 13, 5487 
https://doi.org/10.1038/s41598-023-30938-9 

Horowitz, M. C., & Kahn, L. (2024). Bending the automation bias curve: A study of human and AI-based decision making in national 
security contexts. International Studies Quarterly, 68(2), sqae020. https://doi.org/10.1093/isq/sqae020 

Huertas, A., & Girotto, M. (2020). Crisis communication management by the national tourist organisations of Spain and Italy in the 
face of COVID-19. Profesional De La Informacion, 29(4), 1-18, e290410.  https://doi.org/10.3145/epi.2020.jul.10 

Idoiaga, N., Gil de Montes, L., & Valencia, J. F. (2016). Communication and representation of risk in health crises: The influence of 
framing and group identity. Revista de Psicología Social, 31(1), 59–74. https://doi.org/10.1080/02134748.2015.1101313 

https://doi.org/10.1108/JHTI-02-2018-0009
https://doi.org/10.18089/tms.2024SI04
https://doi.org/10.1016/j.ijhm.2021.103037
https://doi.org/10.1177/1467358421993882
http://dx.doi.org/10.23912/9781911396673-4114
https://doi.org/10.1108/JFBM-12-2021-0153
https://doi.org/10.1080/13032917.2020.1851094
https://doi.org/10.1177/1532673X211023931
https://doi.org/10.2139/ssrn.4991814
https://doi.org/10.1016/j.pubrev.2011.09.001
https://doi.org/10.1177/0021943604265607
https://doi.org/10.4018/978-1-7998-9815-3.ch007
https://doi.org/10.1016/j.indmarman.2020.09.015
https://doi.org/10.5465/amr.2015.0190
https://doi.org/10.1016/j.annals.2020.103006
https://doi.org/10.1080/15205436.2020.1870144
https://doi.org/10.1109/IC3SE62002.2024.10593506
https://doi.org/10.1038/s41598-023-30938-9
https://doi.org/10.1093/isq/sqae020
https://doi.org/10.3145/epi.2020.jul.10
https://doi.org/10.1080/02134748.2015.1101313


Ülkü & Erol (2025). Tourism & Management Studies, 21(3), 17-31   

29 
 

Im, J., Kim, H., & Miao, L. (2021). CEO letters: Hospitality corporate narratives during the COVID-19 pandemic. International Journal 
of Hospitality Management, 92, 1-9, 102701. https://doi.org/10.1016/j.ijhm.2020.102701 

Imran, M., Castillo, C., Lucas, J., Meier, P., & Vieweg, S. (2014). AIDR: Artificial intelligence for disaster response. Proceedings of the 
23rd International Conference on World Wide Web (WWW ‘14 Companion), 159–162. Association for Computing Machinery. 
https://doi.org/10.1145/2567948.2577034 

Islam, M. S., Sarkar, T., Khan, S. H., Mostofa Kamal, A., Hasan, S. M. M., Kabir, A., Yeasmin, D., Islam, M. A., Amin Chowdhury, K. I., 
Anwar, K. S., Chughtai, A. A., & Seale, H. (2020). COVID-19–related infodemic and its impact on public health: A Global social 
media analysis. The American Journal of Tropical Medicine and Hygiene, 103(4), 1621-1629. https://doi.org/10.4269/ajtmh.20-
0812 

Kahneman, D., & Tversky, A. (1979). Prospect Theory: An Analysis of Decision under Risk. Econometrica, 47(2), 263–291. 
https://doi.org/10.2307/1914185 

Karinshak, E. (2024). Simulations in human-AI crisis management systems. Journal of Contingencies and Crisis Management, 32, 1-
3, e12525. https://doi.org/10.1111/1468-5973.12525 

Ketter, E. (2016). Destination image restoration on Facebook: The case study of Nepal’s Gurkha Earthquake. Journal of Hospitality 
and Tourism Management, 28, 66-72. https://doi.org/10.1016/j.jhtm.2016.02.003 

Kim, S. S., Kim, J. and Choi, Y. (2023), Airline communication message strategies during crisis. Tourism Review, 78(6), 1452-1465. 
https://doi.org/10.1108/TR-08-2022-0388 

Kwok, L., Lee, J., & Han, S. H. (2021). Crisis communication on social media: What types of COVID-19 messages get the attention? 
Cornell Hospitality Quarterly, 63(4), 528-543. https://doi.org/10.1177/19389655211028143 

Lamsal, R., Read, M., & Karunasekera, S. (2024). CrisisTransformers: Pre-trained language models and sentence encoders for crisis-
related social media texts. Knowledge-Based Systems, 296, 1-14, 111916. https://doi.org/10.1016/j.knosys.2024.111916 

Lee, Y. K., Suh, J., Zhan, H., Li, J. J., & Ong, D. C. (2024). Large language models produce responses perceived to be empathic. 
arXiv:2403.18148v1. https://doi.org/10.48550/arXiv.2403.18148 

Lee, Y., & Dong, E. (2023). How transparent internal communication from CEO, supervisors, and peers leads to employee advocacy. 
Management Communication Quarterly, 37(4), 878-912. https://doi.org/10.1177/08933189231153869 

Li, G., Wang, J., & Wang, X. (2023). Construction and path of urban public safety governance and crisis management optimisation 
model integrating artificial intelligence technology. Sustainability, 15(9), 1-19, 7487. https://doi.org/10.3390/su15097487 

Li, Y. C., Zhou, T. R., & Zhou, X. (2009). Construal level theory: From temporal distance to psychological distance. Advances in 
Psychological Science, 17(4), 667-677. 

Liu-Lastres, B. (2022), Beyond simple messaging: a review of crisis communication research in hospitality and tourism. International 
Journal of Contemporary Hospitality Management, 34(5), 1959-1983. https://doi.org/10.1108/IJCHM-11-2021-1404 

Liu, B., Pennington-Gray, L. and Klemmer, L. (2015), Using social media in hotel crisis management: the case of bed bugs, Journal 
of Hospitality and Tourism Technology, 6(2), 102-112. https://doi.org/10.1108/JHTT-08-2014-0036 

Liu, B., Pennington-Gray, L., & Krieger, J. (2016). Tourism crisis management: Can the Extended Parallel Process Model be used to 
understand crisis responses in the cruise industry? Tourism Management, 55, 310–321. 
https://doi.org/10.1016/j.tourman.2016.02.021 

Liu, B., Kim, H., & Pennington-Gray, L. (2015). Responding to the bed bug crisis in social media. International Journal of Hospitality 
Management, 47, 76–84. https://doi.org/10.1016/j.ijhm.2015.03.005 

Liu-Lastres, B., Kim, H., & Ying, T. (2020). Learning from past crises: Evaluating hotels’ online crisis responses to health crises. 
Tourism and Hospitality Research, 20(3), 372-378. https://doi.org/10.1177/1467358419857779 

Liu-Lastres, B., Schroeder, A., & Pennington-Gray, L. (2019). Cruise line customers’ responses to risk and crisis communication 
messages: An application of the risk perception attitude framework. Journal of Travel Research, 58(5), 849-865. 
https://doi.org/10.1177/0047287518778148 

Liu, X., Fu, X., Hua, C., & Li, Z. (2021). Crisis information, communication strategies and customer complaint behaviours: the case of 
COVID-19. Tourism Review, 76(4), 962-mc3. 

Lovelace, J. B., Bundy, J., Hambrick, D. C., & Pollock, T. G. (2018). The shackles of CEO celebrity: Sociocognitive and behavioral role 
constraints on “star” leaders. Academy of Management Review, 43(3), 419-444. https://doi.org/10.5465/amr.2016.0064 

Lu, M. Y. & Mojir, N. (2021): CRM and ai in time of crisis. Harvard Business School Marketing Unit Working Paper Forthcoming, 
Available at SSRN: https://ssrn.com/abstract=3973662 or http://dx.doi.org/10.2139/ssrn.3973662 

Martínez-Sala, A.-M., Huertas, A., Ferrer-Rosell, B., & Marine-Roig, E. (2024). Impact of crisis and resilience communication on 
destination image and tourists behaviour. Profesional De La información, 33(2). https://doi.org/10.3145/epi.2024.0203 

Mason, A., Flores, L., Liu, P., Tims, K., Spencer, E., & Gire, T. G. (2019). Disaster communication: An analysis of the digital 
communication strategies used by the medical tourism industry during the 2017 Caribbean hurricane season. Journal of 
Hospitality and Tourism Insights, 2(3), 241-259. https://doi.org/10.1108/JHTI-03-2018-0021 

Matz, S. C., Teeny, J. D., Vaid, S. S., Peters, H., Harari, G. M., & Cerf, M. (2024). The potential of generative AI for personalised 
persuasion at scale. Scientific Reports, 14, 1-16, 4692. https://doi.org/10.1038/s41598-024-53755-0 

https://doi.org/10.1016/j.ijhm.2020.102701
https://doi.org/10.1145/2567948.2577034
https://doi.org/10.4269/ajtmh.20-0812
https://doi.org/10.4269/ajtmh.20-0812
https://doi.org/10.2307/1914185
https://doi.org/10.1111/1468-5973.12525
https://doi.org/10.1016/j.jhtm.2016.02.003
https://doi.org/10.1108/TR-08-2022-0388
https://doi.org/10.1177/19389655211028143
https://doi.org/10.1016/j.knosys.2024.111916
https://doi.org/10.48550/arXiv.2403.18148
https://doi.org/10.1177/08933189231153869
https://doi.org/10.3390/su15097487
https://doi.org/10.1108/IJCHM-11-2021-1404
https://doi.org/10.1108/JHTT-08-2014-0036
https://doi.org/10.1016/j.tourman.2016.02.021
https://doi.org/10.1016/j.ijhm.2015.03.005
https://doi.org/10.1177/1467358419857779
https://doi.org/10.1177/0047287518778148
https://doi.org/10.5465/amr.2016.0064
http://dx.doi.org/10.2139/ssrn.3973662
https://doi.org/10.3145/epi.2024.0203
https://doi.org/10.1108/JHTI-03-2018-0021
https://doi.org/10.1038/s41598-024-53755-0


                                                           Ülkü & Erol (2025). Tourism & Management Studies, 21(3), 17-31 
 

30 
 

Men, L. R., Qin, Y. S., Fitzsimmons, A. B., DiStaso, M. W., & Heffron, E. (2024). An integrated framework for exploring the impact of 
leadership communication on employee trust during disruptive crisis times. International Journal of Business Communication. 
https://doi.org/10.1177/23294884241226567 

Moore, M., Dorison, C. A., & Minson, J. A. (2023). The contingent reputational benefits of selective exposure to partisan 
information. Journal of Experimental Psychology, 152(12), 3490–3525. https://doi.org/10.1037/xge0001463 

Moura, L., Jones, D. T., Sheikh, I. S., Murphy, S., Kalfin, M., Kummer, B. R., Weathers, A. L., Grinspan, Z. M., Silsbee, H. M., Jones, L. 
K., Jr., & Patel, A. D. (2024). Implications of Large Language Models for Quality and Efficiency of Neurologic Care. Neurology, 
102(11). https://doi.org/10.1212/WNL.0000000000209497 

Möller, C., Wang, J., & Nguyen, H. T. (2018). #Strongerthanwinston: Tourism and crisis communication through Facebook following 
tropical cyclones in Fiji. Tourism Management, 69, 272-284. https://doi.org/10.1016/j.tourman.2018.05.014 

Mwandembo, F. (2024). Navigating the storm: Effective crisis communication strategies. International Journal of Innovative Science 
and Research Technology, 9(3), 2685–2697. https://doi.org/10.38124/ijisrt/IJISRT24MAR2080 

Narteni, S., Orani, V., Vaccari, I., Cambiaso, E., & Mongelli, M. (2022). Sensitivity of logic learning machine for reliability in safety-
critical systems. IEEE Intelligent Systems, 37(5), 66–74. https://doi.org/10.1109/MIS.2022.3159098 

Obembe, D., Kolade, O., Obembe, F., Owoseni, A., & Mafimisebi, O. (2021). Covid-19 and the tourism industry: An early stage 
sentiment analysis of the impact of social media and stakeholder communication. International Journal of Information 
Management Data Insights, 1(2), 100040. https://doi.org/10.1016/j.jjimei.2021.100040 

O’Reilly, C., Cao, X., & Sull, D. (2023). CEO Personality: The Cornerstone of Organizational Culture? Group & Organization 
Management, 50(1), 82-118. https://doi.org/10.1177/10596011231176591 

Park, E., Kim, W. H., & Kim, S. B. (2022). Tracking tourism and hospitality employees’ real-time perceptions and emotions in an 
online community during the COVID-19 pandemic. Current Issues in Tourism, 25(23), 3761–3765. 
https://doi.org/10.1080/13683500.2020.1823336 

Pokhrel, S., & Banjade, S. R. (2023). AI content generation technology based on Open AI language model. Journal of Artificial 
Intelligence and Capsule Networks, 5(4), 534–548. https://doi.org/10.36548/jaicn.2023.4.006 

Prahl, A., & Goh, W. W. P. (2021). “Rogue machines” and crisis communication: When AI fails, how do companies publicly respond? 
Public Relations Review, 47(4), 102077. https://doi.org/10.1016/j.pubrev.2021.102077 

Renadia, S. (2022). Organisational learning and post-crisis management at Tesla Inc in facing crisis communications. International 
Journal of Communication and Society, 4(1), 172-181. https://doi.org/10.31763/ijcs.v4i2.575 

Reyes, D. L., Bisbey, T., Day, D.  Salas, E. (2021). Translating 6 key insights from research on leadership and management in times 
of crisis. BMJ Leader, 5(4), 291–294. https://doi.org/10.1136/leader-2020-000394 

Reuters. (2020). Delta CEO, in employee memo, pledges stand against racism and injustice Retrieved 08.07.2025 from 
https://www.reuters.com/article/world/delta-ceo-in-employee-memo-pledges-stand-against-racism-and-injustice-
idUSKBN23C24A/ 

Riggio, R., & Newstead, T. (2022). Crisis leadership. Annual Review of Organizational Psychology and Organizational Behavior, 10, 
201-224. https://doi.org/10.1146/annurev-orgpsych-120920-044838 

Ruan, W. Q., Cheng, Z. C., Zhang, S. N., & Li, X. (2024). Will you forgive it? The interactive effects of crisis news framing and crisis 
communication message framing on tourists’ forgiveness. Asia Pacific Journal of Tourism Research, 29(1), 47–64. 
https://doi.org/10.1080/10941665.2024.2308851 

Scheuerlein, J., Chládková, H., & Bauer, K. (2018). Transformational leadership qualities during the financial crisis: A content analysis 
of CEOs’ letters to shareholders. International Journal for Quality Research, 12(3), 551-572. 
https://doi.org/10.18421/IJQR12.03-01 

Shepardson, D. (2019). Marriott CEO apologises for data breach, unsure if China responsible. Retrieved 08.07.2025 from 
https://www.reuters.com/article/business/marriott-ceo-apologizes-for-data-breach-unsure-if-china-responsible-
idUSKCN1QO1WX/#:~:text=WASHINGTON%20(Reuters)%20-
%20Marriott%20International,to%20protect%20against%20future%20attacks 

Sreedhar, K., & Chilton, L. (2024). Simulating human strategic behavior: Comparing single and multi-agent LLMs. ArXiv. 
https://doi.org/10.48550/arXiv.2402.08189 

Su, M. (2024). Adaptive leadership in times of crisis: Exploring situational responses and contingent factors at sub-national levels. 
Journal of General Management. https://doi.org/10.1177/03063070241250092 

Umoh E. E. (2024) Reliability of AI algorithms in safety applications. International Journal of Engineering and Advanced Technology 
Studies, 12 (2), 74-85 

Wong, I. A., Ou, J., & Wilson, A. (2021). Evolution of hoteliers’ organisational crisis communication in the time of mega disruption. 
Tourism Management, 84, 104257. 

Visave, J. (2024). AI in emergency management: Ethical considerations and challenges. Journal of Emergency Management and 
Disaster Communications, 5(1), 165-183. https://doi.org/10.1142/S268998092450009X 

Yin, Z., Sun, Q., Guo, Q., Wu, J., Qiu, X., & Huang, X. (2023). Do large language models know what they don't know? arXiv. 
https://doi.org/10.48550/arXiv.2305.18153 

https://doi.org/10.1177/23294884241226567
https://doi.org/10.1037/xge0001463
https://doi.org/10.1212/WNL.0000000000209497
https://doi.org/10.1016/j.tourman.2018.05.014
https://doi.org/10.38124/ijisrt/IJISRT24MAR2080
https://doi.org/10.1109/MIS.2022.3159098
https://doi.org/10.1016/j.jjimei.2021.100040
https://doi.org/10.1177/10596011231176591
https://doi.org/10.1080/13683500.2020.1823336
https://doi.org/10.36548/jaicn.2023.4.006
https://doi.org/10.1016/j.pubrev.2021.102077
https://doi.org/10.31763/ijcs.v4i2.575
https://doi.org/10.1136/leader-2020-000394
https://www.reuters.com/article/world/delta-ceo-in-employee-memo-pledges-stand-against-racism-and-injustice-idUSKBN23C24A/
https://www.reuters.com/article/world/delta-ceo-in-employee-memo-pledges-stand-against-racism-and-injustice-idUSKBN23C24A/
https://doi.org/10.1146/annurev-orgpsych-120920-044838
https://doi.org/10.1080/10941665.2024.2308851
https://doi.org/10.18421/IJQR12.03-01
https://www.reuters.com/article/business/marriott-ceo-apologizes-for-data-breach-unsure-if-china-responsible-idUSKCN1QO1WX/#:~:text=WASHINGTON%20(Reuters)%20-%20Marriott%20International,to%20protect%20against%20future%20attacks
https://www.reuters.com/article/business/marriott-ceo-apologizes-for-data-breach-unsure-if-china-responsible-idUSKCN1QO1WX/#:~:text=WASHINGTON%20(Reuters)%20-%20Marriott%20International,to%20protect%20against%20future%20attacks
https://www.reuters.com/article/business/marriott-ceo-apologizes-for-data-breach-unsure-if-china-responsible-idUSKCN1QO1WX/#:~:text=WASHINGTON%20(Reuters)%20-%20Marriott%20International,to%20protect%20against%20future%20attacks
https://doi.org/10.48550/arXiv.2402.08189
https://doi.org/10.1177/03063070241250092
https://doi.org/10.1142/S268998092450009X
https://doi.org/10.48550/arXiv.2305.18153


Ülkü & Erol (2025). Tourism & Management Studies, 21(3), 17-31   

31 
 

Yook, B., & Stacks, D. W. (2024). Should the CEO be the “face” of crisis response? Examining types of visuals on social media in 
corporate crisis communication. Journal of Contingencies and Crisis Management, 32, e12596. https://doi.org/10.1111/1468-
5973.12596 

Zhai, C., Wibowo, S., & Li, L. D. (2024). The effects of over-reliance on AI dialogue systems on students' cognitive abilities: a 
systematic review. Smart Learning Environments, 11, 28. https://doi.org/10.1186/s40561-024-00316-7 

Zhai, X., Zhong, D., & Luo, Q. (2019). Turn it around in crisis communication: An ABM approach. Annals of Tourism Research, 79, 1-
19, 102807. https://doi.org/10.1016/j.annals.2019.102807 

 

https://doi.org/10.1111/1468-5973.12596
https://doi.org/10.1111/1468-5973.12596
https://doi.org/10.1186/s40561-024-00316-7
https://doi.org/10.1016/j.annals.2019.102807

