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Rector’s Allocution

We have the special pleasure to let you know that the Review of our
University, ,Bulletin of Scientific Information”, having ten years of consecutive
issue, it achieved the recognition of the National Council for Scientific Research in
Higher Education (NURC), being comprised in the category ,,National Reviews — C
Category’.

So, Bioterra University review ,Bulletin of Scientific Information” works as
a real platform for the information and exhibition of the most recent and valtuable
research in the agricultural field and connected sciences (food industry, agro-
tourism, ecology, environment protection, agricultural economics etc).

This way, I express my gratitude to the contributors to our science magazine,
to the authoritative academic and universitary personalities of whose studies are
Jound in the selection done by the scientific board of our magazine with whom we
have strong relations of partnerships in the development of jointed research
projects.

I wish to our scientific science magazine many and consistent issues.

Prof. Floarea Nicolae, PhD
Rector of Bioterra University Bucharest






Bulletin of Scientific Information
2022; 43
Published online JUNE (http://bsi.bioterra.ro)

CONTENTS

1. HOW ARTIFICIAL INTELLIGENCE IMPACTS THE
TOURISM INDUS T RY .cetiiiiiiiiiiiiiiiieiieieeeeeetneetaneeenneeenneeennes 5
- Camelia COLESCU

2. HUMIDITY DETERMINATION FOR WHEAT FLOUR AS A

TECHNOLOGICAL QUALITY INDICATOR .....ccoviiiiiiiiiiiieieeiann, 11
Florentina EREMIA, Corina NISTOR, Ana Maria Ramona
DUMITRASCU, Carmen Georgiana STOIAN

3. USE OF PERSONAL DATABASES WITHIN TRADE AND
AGRICULTURAL UNIT S eitiiiiiiiiiiiiititeteteseetnterseensesneesseesseenees 16
- Camelia COLESCU

4. METHODS OF ANALYSIS AND STANDARDS FOR THE
CERTIFICATION OF BEE HONEY ..ottt eiieeeeieeeeeenaeeennes 22
- Florentina EREMIA

5. ORGANIC COMPOUNDS OF BIOLOGICAL IMPORTANCE. 30
- Cerasela CIOBANU, Mariana MAMAUA

6,ADVANTAGES AND DISADVANTAGES OF GENETIC
ENGINEERING ON POPULATION HEALTH .......ccocvviiiiiiiiiniiinenenne. 35
- Georgeta BURLACU, Florentina EREMIA, Liana NICULAIE

3|






Bulletin of Scientific Information
2022; 43
Published online JUNE (http://bsi.bioterra.ro)

HOW ARTIFICIAL INTELLIGENCE IMPACTS
THE TOURISM INDUSTRY

Author - Lecturer PhD. Camelia COLESCU
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e-mail - ca papuc@yahoo.com

Abstract

Artificial intelligence is defined as the ability of a computer system to perform, by
imitating, human cognitive processes, such as thinking, perceiving, learning and solving
problems. Artificial intelligence opens a path to innovative strategies and has a crucial role in
reducing the losses suffered by the tourism sector, lately, especially during the pandemic.
Through the adoption of artificial intelligence, countries around the world have seen an
increase in the number of tourists and that has enabled the recovery from post-crisis economic
recessions. The question is how much tourists will accept generative artificial intelligence,

which depends on sharing more and more of their private data, to enable real personalization.

Keywords: artificial intelligence, innovative strategies, tourism industry, private data

protection

Introduction

Artificial intelligence [Al] refers to the creation of algorithms and technologies that
allow a computerized machine to solve complex problems, make decisions and even improve
itself, based on the data it interacts with, all these activities being carried out independently of
the presence of a human. Artificial intelligence can analyze a huge amount of data from various
sources — social media, blogs, review sites, thus being able to identify trends in the field and
train itself on what type of content customers prefer. As a result, it can help travel agencies
create content that is engaging and relevant to their audience, from blog posts to reviews
responses or social media posts.

Tourism is an economic branch based on the offer of tourist services and at this moment,
worldwide, it is highlighted by two components: the informational component and the physical
component. The experience of recent years has proven that in tourism, the informational
component is most often the most important. This is due to the fact that tourism is an intensive

information-based industry, an industry that undergoes rapid, radical changes. Tourism is thus
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a suitable environment for the implementation of artificial intelligence, due to its role regarding

the supply and exchange of information in the production and distribution chain.

Materials and methods

Using artificial intelligence in tourism - modern information technology, especially
the peak of development represented by artificial intelligence, affects the tourism industry in
four main areas: in the offer of tourist services, in tourist management, in tourist marketing and
in the field of relations between producers and consumers.

First of all, artificial intelligence has radically changed the way information is
transmitted.

Secondly, artificial intelligence has deep implications in the management of the tourism
industry because information is the chain that unites various producers in this field. It is very
important that all sectors of activity in tourism, such as airlines, tour operators, travel agencies,
hotels, rental services, cruise lines and other suppliers adapt to the new management methods.

Modern information technology allows an efficient cooperation between these sectors,
but above all it ensures a major advantage in terms of costs. By monitoring the prices charged
by competing establishments, tourism sectors can quickly modify and adapt their own price
offers. From the experience of recent years, it has emerged that investment in the field of
artificial intelligence, information technology and the predominant use of distribution via the
Internet lead to serious financial savings.

Thirdly, the use of new information technologies is imposed by increasing the
complexity of requests, as well as the rapid expansion and diversification of the products. We
are witnessing a rapid development of both demand and supply in tourism, which makes
artificial intelligence a key element in global tourism marketing, which changes organizational
competitiveness. Fourthly, artificial intelligence reduces the distance between consumers and
suppliers. It implements the best operational practices allowing inventive operators to use and
take advantage of various operational tools to get as close as possible to customers. Major
agencies in the tourism industry are advocating a proactive approach, highlighting the immense
potential of artificial intelligence in promoting historical attractions and landscapes, thus
attracting a diverse range of tourists.

The current landscape presents an opportune time to highlight stability, ensuring the
tourism sector remains resilient in times of uncertainty. As a pioneer in redesigning tourism
marketing strategies, Jordan has adopted alignment with global digital tourism platforms, thus

ensuring a successful redesign for the future.
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Using artificial intelligence, a travel agency can automate certain repetitive and time-
consuming tasks, such as answering frequent customer questions or processing reservations.
At the same time, artificial intelligence has succeeded in creating a detailed profile of travelers,
offering personalized experiences that surprise and retain them. Personalization is key to
attracting and retaining customers, and artificial intelligence is the perfect tool to do this
effectively. The artificial intelligence was designed to use algorithms and "machine learning"
techniques, which allows it to understand the preferences, behavior and specific needs of each
customer and thus be able to offer holiday recommendations regarding hotels, destinations,
activities or menus which perfectly matches the tastes expressed by them.

According to a study by Euromonitor International [1], 66% of all reservations in 2023
were made online, and 35% of all online sales were made using the mobile phone. The
conclusion is that the travel industry has become highly digitized, and the changes determined
by generative artificial intelligence are already big and will be even bigger.

In October 2023, the International Air Transport Association successfully tested the
first fully integrated digital identity travel experience based on biometrics. All activities were
coordinated by artificial intelligence, from the purchase of plane tickets to the arrival at the
destination, the trip was made from London Heathrow (LHR) to Rome Fiumicino (FCO), with
British Airways. The International Air Transport Association said the test flight illustrated the
potential of a future fully integrated digital travel experience that leverages biometrics by
optimizing five key steps: personalized offers, simplified ordering, effortless verification of
travel requirements, simplified and secure check-in and airport experiences without human
contact.The emergence of this experiment has led to a new accelerated phase of automation,
tasks as diverse as offers, various operations, communication, marketing, promotion, sales,
coding and even sustainability are all undergoing transformation.

According to Euromonitor International, 97.8% of travel executives said that artificial
intelligence will have a resounding impact in the coming years.

*%%*[1] - Euromonitor International Ltd is a London-based market research company
founded in 1972, leads the world in data analytics and research into markets, industries,
economies and consumers.

ChatGPT - as in many other fields around the world, ChatGPT is also making waves
in the travel segment. This new technology is present in the travel industry in a multitude of
ways, reshaping the customer journey and fundamentally transforming the way travel
operations are managed. Chatbots provide real-time information and answer questions about

tourist destinations, optimize flight and accommodation prices based on customer demand and
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