
A I  D I S C O V E R A B I L I T Y  &  P R E S E N C E

Evaluating the AI 
visibility question. 



AI already has a view 
of your destination.

T H E  S T A R T I N G  P O I N T

Your website

Travel Press

Wikipedia

Reddit

Reviews

Operators

AI's view
of your destination

one input 
among many



Ranking on Google 
no longer means 
being seen.

T H E  B R E A K



T H E  B R E A K

T H E N

Google 
Links

~70%
overlap

THE BREAK

N O W

AI 
Sources Google Links < 20%

overlap
AI Sources



AI trusts what others 
say about you.

T H E  M E C H A N I S M

94%
UNIVERSITY OF TORONTO GEO STUDY, 2025 ·  MUCK RACK 

W H E R E  A I  C I T A T I O N S  C O M E  F R O M

Earned media
third-party sources, press, reviews 94%

6% Brand-owned
your own website

Your own website is the weakest lever you have.



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

How AI reads 
a destination



Three layers 
of visibility.

Ecosystem
where you accept the story
or work to change it

03

Narrative
what gets said about the destination

02

Foundational
earning the right to be read at all

01

Each layer rests on the previous



Earning the 
right to be read.

YOUR SITE

Schema · JSON-LD

Canonical

robots.txt

T H E  C R A W L E R S  ·  N A M E D ,  A L L O W  O R  B L O C K

GPTBot

ClaudeBot

PerplexityBot

Google-Extended

A curated llms.txt index 
at the site root is 
becoming standard 
practice. 

llms.txt



The old metrics
miss it.

W H A T  W E  T R A C K E D

Clicks

Sessions

Keyword rankings

W H A T  M A T T E R S  N O W

Share of voice
presence for category prompts

Citation sentiment
and factual accuracy

AI-referred traffic
as its own channel



T H E  C H O I C E

Reactive 
or proactive



Two ways to work 
with the model.

REACTIVE

Become legible to the 
model AI already holds. 

Challenge the bias and put 
an alternative view of the 
destination forward into the 
sources AI trusts.THE RISK

Reinforcing existing bias, 
a permanent catch-up

PROACTIVE

AI's current 
views of you

Work to reshape 
the model itself. 



Depth over volume.

C H A S I N G  E V E R Y  Q U E R Y

thin, diluted

A  F E W  O W N E D  N A R R A T I V E S

Signature 
landscape

Cultural 
Identity

Distinct
Experience

deep, defensible



Consistency scales 
when the industry 
shares it.

One documented narrative

Operators

Partners

Travel Press

Reviews

a reinforced destination narrative

AI
surfaces it



AI defaults to the 
places already 
crowded.

Paris

Rome

Venice

alternatives, dim unless prompted



The cost of 
being absent.

01
Someone else 
tells your story

Perception, recommendations 
and brand narrative pass out of 
your control. 

02

SMEs fall behind

03
Hallucinations 
where it matters

Commercial bias pushes small 
operators behind OTA’s and 
intermediaries. 

False information on safety, 
accessibility and culture does 
real harm. 



B R E A K O U T S  A T  1 1 : 1 5

Shape the story
or inherit it.
The Strategy Room · The Lab · The Debating Room · The Advisory Clinic


