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THIS IS YEAR THREE
Two years ago, this was a forecast. This year it's a field report.

2024
UNDERSTAND I T

"The good, the bad,
and the unknown"

What is AI doing to search?

2025
SE E THE SHI FT

"SERP's Up"
Traffic, CTR, and discovery

behavior were changing visibly.

2026
RE SPOND TO I T

The question is no longer
"is AI changing search?"

It's "how do we respond?"



O B L I G A T O R Y  D I S C L A I M E R

This presentation was not
written by AI.

It was, however, built by AI. Designed by AI. And proofread by AI.
I mostly just talked at a computer until it gave me something I didn’t hate.
So if anything looks weird, blame the machine. If it’s brilliant, also blame the 
machine.



PROBABILISTIC VS DETERMINISTIC EVALUATION
EVALUATION

P R O B A B I L I S T I C

›  Uses probability and statistics

›  More flexible, scalable

›  AI Recommendations, LLMs

D E T E R M I N I S T I C

›  No randomness

›  Rule based

›  Database queries, traditional algorithms, calculators
calculators

›  More accurate, harder to scale›  Great at data analysis, pattern recognition



WHAT ACTUALLY CHANGED

Discovery is answer-first now — the click is downstream, and it’s 
not guaranteed

AI Overviews intercept informational queries before anyone gets a 
anyone gets a click

Destinations get mentioned in AI answers

Visibility is fragmented: Google AIO, ChatGPT, Gemini, Perplexity 
all serve different answers, and use different sources

Generic 'things to do' pages are more vulnerable — the quality bar 
moved

SEARCH BEHAVIOR
OR SERP

SCREENSHOT

Search isn't dead. Demand is still there. But click distribution is changing and discovery is being intermediated.



SEARCH ISN'T DEAD.  BUT THE CLICK
IS  NO LONGER GUARANTEED.

58%
Lower CTR for top-ranking page
when an AI Overview is present

Ahrefs, Feb 2026

8%
Click rate when AI summary 

shown
vs. 15% without

Pew via Ahrefs

–2.5%
U.S. organic traffic YoY decline

decline
across large-scale sites

Search Engine Land, Jan 2026



TRAFFIC LOSS IS A SYMPTOM.
INFLUENCE LOSS IS THE DIAGNOSIS.

W H A T  W E  S E E

›  Organic sessions down across most DMOs

›  Miles / Simpleview benchmark: ~25% YoY decline

›  Discovery pages hit hardest

T H E  B I G G E R  Q U E S T I O N

›  Is your destination still shaping consideration 
consideration before the click happens?

› ›  If AI answers the planning question upstream, 
upstream, traffic acquisition is only part of the job.
the job.

› ›  The right response depends on your specific 
specific vulnerability: informational loss, ecosystem 
ecosystem weakness, or demand softness.



A U D I E N C E  C H E C K - I N

Raise your hand if you’ve Googled
your own destination this year.

Now keep your hand up if you also asked ChatGPT or Perplexity the same 
question.

Did you like the answer it gave?



FROM TRAFFIC KPIs  TO INFLUENCE KPIs

L E G A C Y  M E T R I C S

Sessions

Pageviews

Traditional rank alone

Last-click attribution

I N F L U E N C E  M E T R I C S

AI Presence Rate Are we showing up in the answer?

Citation Frequency Are our domains or URLs the source?

Recommendation Share How often are we chosen over 
competitors?

Prompt Coverage Which traveler queries include us vs. exclude us?

Source Mix Owned, partner, third-party, or competitor?

Brand Framing How are we positioned in AI responses?

Economic Impact Did we influence actual traveler behavior?

Success = moving from traffic acquisition to influence over answers.



WHO IS GETTING CITED NOW?

A G G R E G A T E  L E A D E R S

Reddit

Wikipedia

Quora

YouTube

Top 50 domains = 28.9% of all AIO mentions
Ahrefs, May 2025

T R A V E L  &  T O U R I S M

Tripadvisor dominates

OTAs & aggregators

Attraction-owned sites

Reddit

The better question isn't 'is Reddit winning?' — it's which sources shape answers in your market.



BEING MENTIONED ≠ BEING THE SOURCE

M E N T I O N E D

Your destination name 
appears

in the AI response

C I T E D

Your domain or URL is linked
as a source

R E C O M M E N D E D

AI actively suggests your
destination over competitors

Only ~28% of brand mentions include a link. In AI Overviews, ~11%.  //  Ahrefs, 2025



THE WEBSITE STILL MATTERS
Maybe more than ever.

PRIMARY DATA LAYER Not just a brochure — the structured source 
source feeding AI systems

ENTITY CLARITY The cleanest p lace to  estab lish your official 
and  partner context

MACHINE-READABLE Schema, crawlability, freshness — if it's not 
accessible, AI fills the gap with someone else

EXPERTISE SIGNALS N am ed contributors, local exp erts, 
observations A I can trust

The website matters not because it always gets the click —but because it needs to deserve the citation.



AI VISIBILITY IS ONLY PARTLY CENTRALIZED

DMO
WEBSITE

Google Business
Profiles

Partner
Listings

Review
Platforms

Event &
Attraction PagesLocal Publishers & Social

Incomplete partner listings weaken the machine-readable footprint AI systems rely on.



T H E  N E W  S T R A T E G I C  Q U E S T I O N

Are we in the answer?

If AI answered your destination's most important traveler questions today,
would you like the answer it gives?



USING AI vs. SHAPING AI

P R A C T I C A L  U S E

What most partners do today

›  Content generation & rewriting

›  Research & summarization

›  Workflow acceleration

›  Trip-planning chat assistants

S T R A T E G I C  W O R K

What destinations need to do

›  Making destinations more visible and citable in 
citable in AI

›  Identifying content gaps from AI response 
patterns

›  Shaping how AI represents and recommends 
destinations

›  Monitoring and benchmarking AI presence at 
scale



Q U I C K  P O L L

Who here is using AI mostly
to write content faster?

And who is using it to understand how your destination shows up in AI answers?
That gap is exactly what the next section is about.



AI MARKET CHECK — COMPONENTS

PROMPT LIBRARY
Organized by traveler planning categories

PLA TFO RM  C O VERAGE
C hatGPT, G oog le A IO , G em ini, Perp lexity

PRESENCE SCORING
Are we in the answer? How prominently?

C ITA TIO N  A N A LYSIS
Which dom ains and  URLs g et cited

C O M PETITO R BEN C H M ARKIN G
Side-by-side share of AI answers

GAP DETECTION
Missing  narratives, underrep resented  them es

TECHNICAL AI-READINESS
Crawlability, schema, machine readability

REC O M MEN D ATIO N S
Prioritized  response p lan





THIS EXISTS BECAUSE THE MARKET
CHANGED, NOT BECAUSE WE WANTED
A SHINY NEW AI PRODUCT

The old question: How are we ranking?   The new question: How are we represented when AI helps a traveler decide?

W H A T  W E  H A D

Rankings
Traffic

Referrals

W H A T  W E  N E E D E D

AI presence monitoring
Citation tracking

Competitive answer share



PRO MP TS  OR GA NIZED ARO U ND HO W  T RA VELER S A SK

Seasonal
Inspiration

Things
to Do

Family
Travel

Food &
Dining

Planning &
Logistics

Comparison &
Inspiration

Not abstract branded/non-branded buckets — real traveler queries.



HOW DOES AI REFLECT YOUR BRAND 
AI Market Check / Meridian

Single run Temporal Analysis



DESTINATION NARRATIVE INTELLIGENCE
Vibe Check



DESTINATION NARRATIVE INTELLIGENCE
Vibe Check



CLEANING THE SIGNAL
Vibe Check  //  Destination narrative intelligence

01
B OOL E AN P ASS

Custom Mention queries tuned with 
with tourism signals

02
MODE L  P ASS

OpenAI evaluates tourism relevance; 
relevance; noise filtered out

03
HUMAN P ASS

Manual review, exclusions, 
dashboard recalculation

If LLMs learn from the public web, then weak or off-brand destination narratives
don't just hurt your listening dashboard — they become an AI representation problem.

Meridian tells us where and how we're appearing. Vibe Check reveals the upstream narrative travelers and 
travelers and AI absorb.



WHY NARRATIVE QUALITY MATTERS MORE

Generic 'things to do' pages that restate what's already on the web are getting flattened

First-party, locally attributed content is harder for AI to replace or ignore

Pages with genuine information gain are more defensible than pages with mere coverage

If your ecosystem has weak corroboration, AI won't confidently recommend your destination

Citation half-life is ~4.5 weeks — yesterday's win is not tomorrow's guarantee

Citation activity drops by half in ~4.5 weeks on average.  //  Scrunch, March 2026



AI IS CREATING A K-SHAPED
CAPABILITY CURVE
Access alone is not enough.
The advantage comes from adoption quality.

COMP OU NDI NG

S T A G NA T I NG
G

DE L I B E RAT E  ADOP T I ON

›  Repeatable workflows

›  Better prompts and judgment

›  Connected tools and proprietary context

›  Automation, monitoring, and delegation

›  Compounding gains

CASUAL  ADOP T I ON

›  Occasional use

›  Generic prompts

›  No workflow change

›  No integration with data or systems

›  Small efficiency gains

The gap won't be between destinations that use AI and those that don't. 
It will be between those that experiment casually and those that build AI 
into how they create content, manage listings, monitor visibility, and 
shape their narrative.

AI won't reward access alone. It will reward integration.





MAKE THE MODEL FIGHT ITSELF
LLMs produce fluent first drafts, not finished judgment. Try out Ouroboros .

01 Ask for an answer

02 Ask the model to critique that answer

03 Ask it critique it’s critique 

04 Repeat 

LLMs produce fluent first drafts, not finished judgment. Self-critique exposes vagueness and fake certainty.



W H Y  S T R A N G E  L O O P S  W O R K

Intelligence emerges from
self-reference.
In Gödel, Escher, Bach, Douglas Hofstadter argued that meaning and intelligence
emerge from strange loops — systems that turn back on themselves. Gödel proved
math can talk about itself. Escher drew hands drawing themselves. Bach wrote
fugues that consume their own themes. The Ouroboros is the oldest version of this idea.

When you make an LLM critique its own output, you’re creating a strange loop.
That’s not a prompting trick — it’s the mechanism by which better thinking happens.



W H Y  S T R A N G E  L O O P S  W O R K







P E R S O N A L  K N O W L E D G E  M A N A G E M E N T

Karpathy Method

Store all of your notes in an /raw, unstructured folder. Then let  Claude Code / Codex ingest  them 
Codex ingest  them and create you a clean, well structured personal /wiki. You will want to ingest 
want to ingest the /raw folder regularly. As notes get added, connections get made. This is the best 
This is the best way to provide an LLM with context. Then, when you’re asked to do something you 
do something you know know you’ve documented in the past, the LLM can access that 
that information.

10:30 PM
Dump everything into a single raw folder — notes, bookmarks, highlights, voice memos, half



P E R S O N A L  K N O W L E D G E  M A N A G E M E N T



T H E  P A I D  S I D E  I S  S H I F T I N G  T O O

Google Ads: AI Max replaces
Dynamic Search Ads by September 2026.

DSA, auto-created assets, and campaign-level broad match all sunset in September.
AI Max uses real-time intent signals beyond your site content. Google claims 7% more
conversions at similar CPA. Independent tests show wide variance. Migrate now or lose
control of your settings. The 2026 Power Pack: Demand Gen + AI Max + Performance Max.



A D S  A R E  I N S I D E  T H E  A I  A N S W E R  N O W

Paid placement: above, below,
and inside AI Overviews.

Google now serves ads within AI-generated summaries, not just around them.
Shopping ads and sponsored links can appear embedded in the AI answer itself.
AI Mode ads are testing in the US. Travel vertical ads may allow direct booking
inside AI summaries without a landing page click. Organic and paid are converging
into a single AI-mediated experience. Your SEM and SEO strategies can’t be siloed.



WHAT ORGANIZATIONS SHOULD DO NEXT

MEASURE DIFFERENTLY
Add AI presence, citation frequency, prompt coverage, and competitive answer share alongside traditional 
alongside traditional metrics

STRENGTHEN THE SOURCE LAYER
C ore p ag es, p artner listing s, schem a, freshness, authorship , m achine readability — consid er 
hig h- value p ag es (sug g ested, not p roven)

CLOSE NARRATIVE GAPS
Build content around the categories, experiences, and comparisons AI travelers actually ask about —
about — prioritize information gain

MONITOR CONTINUOUSLY
C itation wins are not p erm anent — benchm ark com p etitors, find  m issing  narratives, track 
across p latform s

The future DMO challenge is not just getting found. It's becoming the source AI systems trust when they help travelers decide.



B E F O R E  W E  W R A P  U P

The good news: your job isn’t
being replaced by AI.

The bad news: it’s being replaced by someone who’s better at using AI than you 
are.

Just kidding. Mostly. The point is: this isn’t about replacement.
It’s about whether you’re shaping the narrative or letting the machine do it for 
you.



ANTHROPIC MYTHOS

Anthropic has withheld the general release of
Claude Mythos because the model exhibits 
"frontier" cybersecurity capabilities that could 
pose a severe risk if misused. During internal 
testing, Mythos demonstrated the ability to 
autonomously identify and exploit complex 
"zero-day" vulnerabilities—security flaws that 
were previously unknown even to their 
developers.



B E F O R E  W E  W R A P  U P

Einstein on Compounding Interest

“He who understands it, earns it… he who doesn't, pays it”



2026
Dream

2 0 27
What’s Next

If AI answered your destination's
most important traveler questions today,

would you like the answer it gives?


