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Abstract : Based on CiteSpace bibliometric analysis and empirical data, this study explores the innovative
application of artificial intelligence technology in optimizing the cultural and tourism experience of
single women. Through a systematic review of 260 Chinese and English documents from 2018 to
2024, it was found that the Al recommendation system significantly enhanced the personalization
level of itinerary planning through LBS safety warnings and social matching algorithms. Among them,
the accuracy rate of safe accommodation recommendations reached 87%, and the conversion rate
of the best friend tour product was as high as 91%. Research reveals a clear "de—family—oriented"
trend in female cultural tourism. 82% of respondents view independent travel as a way to empower
themselves, and the number of orders for best friend trips has increased by 42% year—on-year. Al
technology effectively addresses the algorithmic bias issue in traditional recommendations, reducing
decision—-making time by 62% while enhancing satisfaction. This study finally explores the opportunities
and challenges brought by the integration of artificial intelligence technology and the "she economy" to
the tourism industry, and looks forward to the application prospects of artificial intelligence technology
in enhancing the travel experience of women in the future.
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