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About me:



The main differences with 
the advent of AI tools

How Search has 
traditionally worked

What destinations, 
hotels, and attractions 

are navigating this 
successfully

Q&A

How is that affecting 
Search strategy 

What can you do as a 
destination, hotel, or 

attraction

What we’re going to talk about today 



Introducing the first ad unit 

targeted to Travel Intenders, 

offering Conversational 

Marketing powered by AI.

PROPRIETARY TO TIKI



Over 200 travel websites around the world provide access to their audiences for Tiki DMO campaigns

- over 100M targetable travel intenders every month. Here are some of the top domestic publishers we work with:

Where Our Campaigns Are Seen
OUR  DOMESTIC NETWORK



A brief history 
of Search…



“Google has gotten 10 times harder to get 
traffic from over the last 10 years, Open AI is a 
whole different beast.

In Open AI’s case, it’s 750 times harder to get 
traffic than it was from Google just 10 years 
ago.

In the case of something like Anthropic, it’s 
30,000 times more difficult to get that traffic.”

Matthew Prince, Cloudflare



Once upon a time, 
there was only one 
search engine that 

mattered.

Google.com was (and still is) 
about 90% of the global search 

market share.



Now suddenly there 
are a whole bunch of 

new players with 
competitive products 

that want in!

Perplexity

Copilot

ChatGPT
Grok

DeepSeek

Claude

Gemini
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800 X growth in less 
than 3 years or…

doubling roughly 
every 3 months

August
2025

August
2025

And they’re growing fast!

ChatGPT’s user base 
is already about 14% 
the size of Google’s 

and has doubled 
every 3 months

since 2022.

It’s now the 5th most 
visited site on the 

internet.
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SimpleView reports a
-21% YoY decrease in 
Organic Search traffic 
across 421 domains

August
2025

August
2024



TripTease reports an 
average 33% decline in 

Organic clicks.



Where’s the traffic going?

Well… nowhere.

It turns out most of that 
organic traffic is staying 
on Google, because AI 
Overviews already 
already met the user’s 
need.



How AI has changed 
the search landscape



DMO Websites face unique challenges



What sites are LLMs citing the most often for travel related prompts



HOSPITALITY/ATTRACTION WEBSITES ALSO FACE 
UNIQUE CHALLENGES



AI Overviews are 
shown for about 
45% of travel 
queries



Here's Why -
When overviews are 
shown, outbound 
clicks are reduced by 
about 34.5%.



AI is being used for every stage in travel planning

Source: Skift Research, US Travel Trends 2025, as of June 2025



Travel Intender Attitudes To AI 
Are Shifting

Of travelers have used an AI tool
to research/plan a leisure trip.

33%

Source: Oxford Economics/Booking.com consumer survey



Of travellers now trust AI when 
planning their trips.

48%

Source: Booking.com 2025 Travel Predictions

AI Platforms Are Trusted

http://booking.com/


Should we panic?

25% of brands are not showing up in 
AI-powered results at all.

Over 58% of searches in the U.S. no 
longer result in a click, and this figure is 

projected to exceed 70% in the near 
future.

Up to 50% of organic traffic could 
be lost to AI search platforms by 2028.



SEO is gone. It’s now GEO!

Generative  
Engine 
Optimisation

“The practice of structuring and refining content so it's easily understood, trusted, 
and cited by AI-powered search engines.”



GEO Helps Us In These Ways

1. Credibility (who said it)

2. Specificity (why it’s unique)

3. Consistency across trusted sources

4. Recency matters - especially for “latest,” seasonal, and 
event-driven queries.

5. PR + content strategy should produce “stories worth citing”: 
quotable facts, strong spokespeople, and distinct angles.



Fragmented Phrases:

“Hotels in Paris”
“Weather in London”
“European city break”

Fully formed questions:

“Where should I go for a long weekend in 
France?”
“When is a good time to visit London?”
“Where can you recommend for a three- day city 
break in Europe?”

Positive changes to your website content



Your voice must exist beyond your website



How do you get 
found in a world 
where AI designs 
the itinerary?



Proving Expertise

▪ The first-hand experience of the 
creator

▪ The expertise of the creator

▪ The authoritativeness of the creator, 
the content itself, and their site

▪ The trustworthiness of the 
creator



Set up your 
analytics to 

monitor traffic 
from LLMs

^.*ai|.*\.openai.*|.*copilot.*|.*chatgpt.*|.*gemini.*|.*gpt.*|.*ne 
eva.*|.*writesonic.*|.*nimble.*|.*outrider.*|.*perplexity.*|.*goo 
gle.*bard.*|.*bard.*google.*|.*bard.*|.*edgeservices.*|.*astas 
tic.*|.*copy.ai.*|.*bnngpt.*|.*gemini.*google.*$



Know how AI 
models answer 
questions about 

your brand.



Check your 
technical 

fundamentals

▪ Fast, Mobile‑First Pages – LLM‑based ranking engines factor in 

Core Web Vitals

▪ Clean URL Structure – Readable, keyword‑rich slugs (e.g., 
/ai/faq/how-to-ask-questions).

▪ Robust Crawlability – No orphan pages, proper robots.txt, 

XML sitemap, and canonical tags. no broken links.

▪ No Client‑Side Rendering – Ensure bots can fetch the full page

▪ Schema Markup for Core Content Types – Article, BlogPosting, 
FAQ Page, HowTo, Product, etc.

▪ Rich Media Annotation – Alt‑text, captions, and video 
transcripts allow AI to process media.



Realign your
content strategy

▪ User‑Intent‑First Writing – Write for the question or problem a reader is 

asking, not just for keywords.

▪ Natural‑Language Writing – Favor sentence‑length variation, active 
voice, and colloquial phrasing that mirrors spoken queries.

▪ Answer‑the‑Question Format – Start sections with a direct, concise 
answer, then elaborate.

▪ Narrative Structure & Clear Segments – Use headings (H1‑H3), bullet 

lists, tables, and “step‑by‑step” sections so the model can extract 
concise answers.

▪ Content Types that Feed LLMs – FAQs, “How‑to” guides, comparison 

tables, and “explain‑like‑I‑am‑five” posts are highly trainable.

▪ Updated & Authoritative Voices – Keep facts fresh; link to primary 
sources or data sets to signal trustworthiness.

▪ Understand your built in advantages and disadvantages



Realign your content strategy



The New Role of PR

▪ AI leans on trusted sources: An analysis found 89% of links cited by AI 
assistants come from earned media (editorial) sources – not ads or sponsored 
posts . 

▪ From awareness to discovery: Think of PR beyond just awareness – it’s now a 
key driver of digital discoverability . Quality travel journalism and blog features 
help put your destination on the AI “map” when people query where to go.

▪ Credibility is king: It’s not about simply inserting marketing copy; it’s about 
earning a credible presence in the outlets that AI considers reliable . Being 
featured in high-authority travel publications boosts your visibility in both 
traditional and AI-driven search results.



From ChatGPT



Who’s getting it 
right?



Bermuda – 
When AI Goes Island 
Style



2023 & 2024: Named #1 Island in the Caribbean and 

Atlantic, Condé Nast Traveler Readers’ Choice Awards  

2024: HSMAI Silver Adrian, Best Integrated Campaign 

2024: HSMAI Bronze Adrian, Best Advertising Brand 

Campaign 

2024: HSMAI Top 25 Extraordinary Minds in 
Hospitality, Jamari Douglas

2025: HSMAI Gold Adrian, Digital and Social Media 

2025: HSMAI Silver Adrian, Public Relations & 
Communications Influencer Marketing 



http://drive.google.com/file/d/1gBerIkuvu9visGDoTt6DyYk_yAEsu_6R/view
https://docs.google.com/file/d/1gBerIkuvu9visGDoTt6DyYk_yAEsu_6R/preview




MEET



Lodging demand dominates (44.5%) → lead with lodging + value messaging
45% of U.S. travelers expect to increase travel spend (there’s a willingness to 
book) but are seeking perceived value before doing so.

Events drive a big second (28.0%) → “live tourism” packaging pays
Call out “live tourism” (festivals, sports, conventions) as a major revenue 
engine for destinations and hotels.

Access questions (14.1%) → target Canada & flight windows
Travel-access queries pair nicely with Skift’s Canada Caribbean story: flight 
searches for Q3 2025 are up 22% YoY, and Bermuda specifically is +66% 
among Canadian searches. Spotlight summer access (routes, stopovers, entry 
requirements).

Cuisine interest (13.4%) → sell experiences, not just places
Travelers are seeking authentic connection, shift from destination-focused to 
experience-driven travel.

Macro tailwinds: demand is steady to modestly up
Skift’s Travel Health Index shows 2025 running ~2% above 2024 
globally—solid ground for sustained testing of chat-led conversions. 



Actionable Moves

● Event-led routing: If a user taps anything 
“events,” route to an events → nearby stays → 
quick-book path. (Matches “live tourism” revenue 
lift.) 

● Value nudges on lodging: Surface bundles, 
day-pass style amenities, and transparent price 
comps (value without discounting the brand). 

● Geo-target Canada in summer: Auto-inject 
Canadian access tips, currency cues, and weekend 
event picks to exploit the Q3 demand spike. 

● Experiential copy everywhere: Reframe content 
as “what you’ll do” (culinary trails, festival 
weekends, reef-to-table) to match the 
experience-led planning mindset. 





Key Action Items



Stakeholder Alignment

Provide partners with 
actionable data to refine 
products and campaigns

Keep your content fresh

AI systems reward timely 
coverage

Invest in your PR 
strategy

It’s about more than 
awareness now…

Tracking

Make sure that you are 
tracking all LLM model traffic 

in your analytics

Optimise for questions, 
not answers

To take away



What You Can 
Measure Today 
 

And What’s Emerging



Data You Can Measure TODAY… 
These KPIs are achievable now using owned data, partner platforms, and content audits.

Narrative Alignment Score
❖ Compare AI-generated destination summaries vs 

brand pillars
❖ Manual audits + AI output analysis

Prompt Coverage Across the Journey
❖ Test common inspiration, planning, and 

comparison prompts
❖ Track presence across journey stages

Brand-to-Category Association Strength
❖ Analyze how often AI links destination to 

experiences (food, culture, sustainability, events)

First-Party Intent Signal Growth
❖ Conversational queries, planner tools, AI chat 

engagement, saved trips

Content Extractability Rate
❖ Audit schema, structured content, FAQs, long-form guides
❖ Identify which assets AI consistently pulls from



Emerging/Partner-Enabled KPIs (Next 12–24 Months)... 
These are evolving as AI platforms, publishers, and media networks mature.

AI Answer Share
❖ Share of AI travel responses mentioning the 

destination

AI Citation & Attribution Frequency
❖ How often content is referenced, 

summarized, or paraphrased

Zero-Click Influence Index
❖ Measuring influence without a 

session or pageview

AI-Driven Demand Lift
❖ Incremental awareness and intent 

shaped by AI exposure

AI Trust & Authority Score
❖ Frequency of “recommended,” “best,” or “trusted” language



To get a copy of this deck:



tiki.com

Rich Bryant - SVP Destination Strategy - rich@tiki.com - M. (310) 729 0663


