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Abstract

Using Al technology, every trajectory of consumers on the Internet will be tracked by the brand's marketing
techniques. During this period, advertisements with relevant interest are continuously pushed, and the rate of return
and accuracy are high. A large number of traditional marketing channels have been replaced. The feedback of the
experience value of the consumer in the process of the entire purchase behavior will be the focus of the business owner.
The researcher wants to explore that for such a market of tourism and sightseeing, when the goods are not an object
but a service, the current overall tourism market is based on the Internet platform as the main marketing method, and
the 24-hour service of the Internet is the consumer. It is necessary to determine the quality of service. In the smart
business, can it help consumers to have stronger brand identity and trust? Such recognition will be due to the extra
points of smart business, and other worries will be the researcher. Explore the topic.
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