
The Invisible Concierge 
How AI is Answering Your Visitors' Questions



With You

● 15+ Years in Travel Marketing
● Full Stack LAMP Developer
● Oversee Technology for Miles 
● Hobby of Collecting Hobbies

Gray Lawry
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● Exploring The State of AI In Travel
● Search, Discovery and AI
● Theory AND Actions
● Q&A



»State of AI in Travel 2026
How AI is being used 



Consumers 
increasingly 
expect AI tools 
as part of their 
travel 
planning 
process

51% Have used AI as part 
of their travel 
planning

37% Expect travel sites to 
offer GenAI tools for 
planning

Source: Phocuswright’s U.S. and Europe Consumer Travel Reports 2025



Leisure travel was the 
number one expected use 
for AI in the next 12 months



https://news.booking.com/bookingcom-releases-the-global-ai-sentiment-report/

Booking.com’s Global AI Sentiment report 2025:
62% have used AI to plan/book a trip
61% have used AI on a trip



»How are 
visitors using AI? 

When asked what 
they hoped AI would 
improve, travelers 
defaulted to the 
kinds of behavioral 
changes we hear in 
our own research - 
local focus, cultural, 
avoid overcrowding. 



These Travel Influencers Don’t Want Freebies. They’re A.I.
Social media posts by A.I.-created travel avatars cost far less to produce, yet look and 
sound real. Human influencers worry they’re being elbowed out. Source: NYTimes Dec 9th 2025

https://www.nytimes.com/2025/12/09/travel/ai-influencers.html




2025 Data
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Miles Partnership has been tracking the most important media & sources of 
information for US travelers since 2008.  Key insights from our Q2 2025 Report:

1.  Hotel Staff & Concierges are amongst the most frequently used (5th), trusted 
(3rd) & important (3rd) source of information for US travelers

2. Only word of mouth from friends & family top the trust & importance to US 
travelers of Hotel Staff & Concierges 

3. These rankings of frequency of use, trust and importance  have grown faster for 
Hotel Staff & Concierges than any other source of information used by US 
Travelers over the last 3 years

4. These rankings by US travelers for frequency of use, trust and importance for 
Hotel Staff & Concierges have more than doubled since 2016

5. Investing in, and supporting, great Hotel Staff and Concierges is a critical 
investment as an essential source of information for your potential and current 
guests and visitors
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1. Leisure travel is the number one expected use for AI in the 

next year.
2. Over half of travelers now use AI for their planning and 

booking needs.
3. Travelers want AI to provide local flavor and help avoid 

overtourism.
4. AI-created travel avatars are emerging and may 

displace human influencers.

5. But, Hotel concierges, friends, family, and relatives 
remain highly trusted and important sources of travel 
information.



»Search, Discovery, and AI 



The shift isn’t just what 
people want to do when 
they travel—it’s how they 
find and plan their 
experience.

THE AI PLANNING SHIFT



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



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

In OpenAI'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 
more difficult to get that traffic.”

Matthew Prince, Cloudflare



Search, Discovery and AI

Explore how AI is 
reshaping search 
and discovery in 
the marketplace

Explain how AI 
“search” differs 
from traditional 
search engines

Equip you with 
practical steps to 

improve your 
visibility in 
AI-driven 
platforms



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! 

Grok

DeepSeek

Claude

Perplexity

Copilot

ChatGPT

Gemini



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. 

https://www.similarweb.com/blog/marketing/geo/gen-ai-stats/





Though, ChatGPT’s 
dominance saw a  

decline in late 2025, 
marking a shift to 
Google’s Gemini. 

And even more 
recently, Anthropic’s 
Claude is having a 

moment. 

https://www.similarweb.com/blog/marketing/geo/gen-ai-stats/



Discovery Fundamentals

Miles and Simpleview both show a 25% decrease in 
Organic Search traffic for 2025 YoY

Miles Partnership SimpleView



Similarly, TripTease reports 
an average 33% decline in 

Organic clicks across 
hotels. 



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. 



and when they are 
shown, outbound 

clicks are reduced 
by about 34.5%.



AI Overviews 
are shown for 
about 45% of 
travel queries



Instead of having one method of discovery (Google) 
you now have many to consider. 

Perplexity

Gemini

Claude

ChatGPT

“Conversational” 
Discovery

AI models using (& not 
using) a search index to 

answer.

AI Overviews 
(and AI Mode)

The reverse - a search 
index using an AI to 

answer.

Traditional 
Discovery (SERP)

10 blue links we’re used 
to - still the largest 
discovery source.



Search, Discovery and AI

Explore how AI is 
reshaping search 
and discovery in 
the marketplace

Explain how AI 
“search” differs 
from traditional 
search engines

Equip you with 
practical steps to 

improve your 
visibility in 
AI-driven 
platforms



https://www.similarweb.com/blog/marketing/geo/gen-ai-stats/

First, we’re not comparing apples-to-apples, 
“Search” is only a fraction of AI usage. 



Second, AI interactions are WAY longer than 
traditional search. 

https://www.similarweb.com/blog/marketing/geo/gen-ai-stats/

fewer queries per session

but 17x longer



https://www.similarweb.com/blog/marketing/geo/gen-ai-stats/

News/publishers and reviews account for over 
50% of citations referenced by AI tools



AI citations highly 
preference publishers and 

UGC, with a fraction (17%) 
from travel brands 

specifically. 

Note in particular here the 
Hotel booking prompt 

citations.

https://www.similarweb.com/blog/marketing/geo/gen-ai-stats/



Let’s look at what a 
“search” looks like in 
an AI tool. This is the 
simplest example, 

where the AI 
responds using only 

it’s pre-trained 
knowledge. 

AI response 
based on it’s 
pre-trained 
knowledge

Note search is not 
engaged

Your 86 word 
prompt ;)



When search is 
engaged, the AI is 

combining it’s 
pre-trained 

knowledge with 
results from an 
internal search 

index to generate a 
response.

your 86 
word 
prompt

Accessing 
internal 

search index

response 
including 
search 
result 
contextWebsites 

considered 
in response



And then there are 
certain 

circumstances 
where the AI will 

directly access your 
page in real time

user requests a 
specific URL
or the AI 
determines 
that it needs 
the most recent 
data

basically 
adding the 
entire page 
content to the 
prompt context



One-off, 
user-prompted fetch

Continuous indexing for 
AI search

Bulk content harvesting 
for training

Understanding AI Bot types



Understanding AI Bot types

Optimizing is about on-page 
thematic focus - what does 
this page add to the context 
window? 

Optimizing is about SEO 
fundamentals - clean 
technical presentation, quality 
information, EEAT  

Optimizing is about broad and 
consistent representation - 
PR, Earned vs. owned.

Let’s not forget humans! Increased focus on 
things like credibility, novelty and affinity. 



This is just scratching 
the surface, things 
start to get really 

complex when 
visitors start using 

tools like Deep 
Research 



and when AI has 
agentic capabilities 

that can research, 
provide 

recommendations 
and then complete 

bookings for visitors. 



late in 2025 
OpenAI 

released 
their 

agentic 
browser 
“Atlas” 

which can 
seamlessly 

navigate 
web pages 
on behalf of 

users. 



Search, Discovery and AI

Explore how AI is 
reshaping search 
and discovery in 
the marketplace

Explain how AI 
“search” differs 
from traditional 
search engines

Equip you with 
practical steps to 

improve your 
visibility in 
AI-driven 
platforms



Evolving
Measures

Physical Footsteps

Digital Visitors

Influence



Establish new 
KPIs and set new 

expectations 
with your 

stakeholders

Move away from:

● Views
● Sessions

And towards:

● Impressions
● Awareness
● Conversions

We cannot expect to 
continually grow organic 
search traffic year after year 
after year. Eventually we will 
hit a ceiling.

(But that doesn’t mean that 
every site has hit theirs!)

Knowing that LLMs may be 
absorbing traffic for 
informational queries, we 
should realign our site traffic 
expectations.



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.



Know how AI 
models answer 

questions about 
your brand.









The Content Discovery Shift

What once drove massive traffic now plays just one part.



The Digital 
Visibility 
Venn 
Diagram 

SEO 

Prompt Gap Analysis
 & Fragment URLS

AI Bot Crawling & 
Log File Analysis

Query-Fan Out Analysis

Brand Mentions on AI Cited 
Pages & Sentiment Analysis

Content Writing & Testing 
(E.G. Q&As, FAQs, Passage 
Retrieval Unique Data)

AEO 

Page Alignment

Search Intent

Keyword Research

Backlinks

Page Experience

Competitor Reviews

Brand

EEAT 

Site 
Architecture

Crawling & 
Indexing

Structured 
Data

PromisingProven to Work



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, FAQPage, 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. 

● 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.

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

● Content Types that Feed LLMs – FAQs, “How‑to” guides, 
comparison tables, and “explain‑like‑I‑am‑five” posts are 
highly trainable.



Focus on what an AI CAN’T do…

It’s good at:

● General travel information
● Comparing different 

destinations
● Broad stroke truths
● One-size-fits-all responses

It’s not-so-great at:

● Local flavor
● Hours of operation
● Ground truth 
● Events/what’s happening now
● Individualized information 

*at least without additional context from the 
prompter



● More than ever - if you want an AI to recommend your 
brand as the best in your category… you’ll need to 
actually be the best in your category. 

● That means deeply understanding what visitors value 
about your brand, and then optimizing for delivering on 
that value. 

● Strive for both broad and consistent coverage about your 
brand, across all channels, social, PR, reviews, media 
mentions, etc. 

Zoom out to see 
the full picture



»Theory AND Actions



Not all AI is equal

Deterministic Approaches
● Same input → same output every time (e.g., 

rules, symbolic reasoning, fixed templates).

● Predictable & auditable — good for compliance, 
safety, and reproducibility.

● Less prone to “hallucinations” because outputs 
come from explicit logic or curated data.

● Limited flexibility & creativity; can feel brittle if 
input phrasing changes.

● Scaling is costly — requires manual rule creation 
or labeled data; struggles with open-ended 
tasks.

Probabilistic Approaches
● Outputs vary — model samples from probability 

distributions; can generate multiple valid 
answers.

● Handles ambiguity & nuance well (natural 
language, incomplete data, multi-modal inputs).

● More creative and adaptive, but can hallucinate 
or drift from facts.

● Difficult to fully audit or guarantee correctness; 
requires guardrails & evaluation frameworks.

● Scales efficiently — models learn patterns from 
massive data without hand-built rules.



AI doesn’t “know” 
answers — it predicts 
what comes next based 
on patterns.







You can’t “look 
something up” inside a 
neural network, you can 
only ask it to generate 
based on patterns it has 
learned.





AI That Understands Travel Desires — Not Just Words

Understand your built in advantages and disadvantages
● Traveler enters an interest like “scuba diving”

● AI compares meaning to all destination vectors

● Outputs top matches, not just tagged ones

What a travel interest and 
destination look like in Open AI 

embeddings - 1,536 vectors



Real Example: What Ranks Closest to “Scuba Diving”?

USVI Among Top Semantic Matches

● Shows up alongside Aruba, St. Lucia, and  
Puerto Rico

● Highlights thematic similarity, not 
keyword overlap

● Visual map shows clustered relevance



Real Example: What Ranks Closest to “Scuba Diving”?

USVI Among Top Semantic Matches
● Principal Component Analysis, compresses the 1536 vectors for each destination and “Scuba Diving” into summary dimensions 

● PCA Component 1 is the biggest thematic difference among destination responses (ie. hard-core dive spots vs. general beach spots).

● PCA Component 2 is the second biggest difference (e.g., rustic/adventurous vs. luxury/cultural).

● Color shows relevance — how strongly AI thinks this destination is a match for scuba diving.







AI Visibility &
Citation Audit
lincoln.org
Prepared by Miles Partnership  •  February 2026



What We'll Cover

01 LLM Visibility Snapshot
Where Lincoln appears in Google AI & ChatGPT responses

02 Citation Audit Results
How citation-ready your content is (score: 45/100)

03 Competitive Landscape
Who else gets cited — Reddit, Facebook, peer DMOs

04 Top Priorities & Quick Wins
High-impact fixes ranked by traffic × improvement potential

05 Strategic Recommendations
Content gaps, expansion opportunities, and next steps



LLM Visibility at a Glance
lincoln.org is mentioned in 100% of tracked AI responses across both platforms

100
Google AI Queries
queries analyzed

19
ChatGPT Queries
queries analyzed

95.1K
Total AI Search Volume
combined monthly

100%
Mention Rate
both platforms



Top Queries Driving AI Mentions
Query Platform AI Volume

attractions in omaha nebraska Google 40,500

holmes lake lincoln Google 5,400

lincoln nebraska city Google 5,400

lincoln nebraska concerts Google 2,900

colleges and universities in nebraska Google 2,400

things to do in lincoln Google 1,900

fun things to do in lincoln ne Google 1,900

places to visit in nebraska Google 1,900

is lincoln, ne worth visiting? ChatGPT —

what is lincoln, nebraska known for? ChatGPT —

Google AI drives 98% of AI search volume. ChatGPT surfaces different, conversational queries.



Your Most Cited Pages
12 /things-to-do/attractions/

things to do, fun things to do

4 /listing/university-of-nebraska-lincoln/
colleges in nebraska, UNL address

4 /blog/post/summer-family-fun/
lincoln family activities

4 /things-to-do/itineraries/family-friendly/
family activities in lincoln ne

4 /events/
things to do this weekend, events today

3 /things-to-do/itineraries/outdoor-adventures/
activities, date night ideas

3 /datenight/romantic-date-ideas/
date ideas in lincoln ne

The attractions page dominates with 12 citations. Family content is split across 3+ URLs — consolidation opportunity.



Citation Audit
How AI-ready is your content?

45
out of 100

Score Distribution (50 pages)

Excellent (80+) 0 pages (0%)

Good (60–79) 3 pages (6%)

Fair (40–59) 33 pages (66%)

Poor (<40) 14 pages (28%)

50 pages analyzed  •  501,679 organic sessions  •  0 high performers



Citation Score Breakdown
Authority
Credibility signals, expert voice, official source indicators

52

Structure
Headings, formatting, scannability, schema markup

51

Comprehensiveness
Topic coverage depth, completeness of information

39

Uniqueness
Original content, unique insights vs. generic listings

39

Freshness
Content currency indicators, dates, timely information

31

Freshness is the weakest signal (31/100) — most pages lack publish dates or update timestamps entirely.



Competitive Landscape
Community Sources Dominating

r/lincoln
56 citations — Largest single competitor

Facebook Groups
7 citations — Local activity queries

YouTube
4 citations — Travel guide videos

Instagram (visit_nebraska)
1 citation — State tourism

Peer DMO Benchmarks

Your Score 45
Peer DMOs 51
Regional Neighbors 49
Publishers (OTAs) 39

Reddit's r/lincoln subreddit alone has 56 AI citations — more than all of lincoln.org's pages combined.



What Competitors Do Better

Author Attribution 6 of 8 competitor pages show author bylines 0 of 6 client pages have any 
authorship

Publish / Update Dates 5 of 8 competitors show visible dates 0 of 6 client pages display 
timestamps

Substantive Content High-scorers have 200+ words of editorial 4 of 6 pages have minimal or no 
main content

FAQ Schema 2 of 8 competitors implement FAQ markup 0 of 6 pages use FAQ structured 
data

Editorial Voice 3 of 8 use authentic personal perspective Client pages use generic institutional 
voice

Your competitive advantage: strong LocalBusiness schema (5/6 pages) and consistent contact info across listings.



Top Improvement Priorities
Ranked by impact: traffic × improvement potential

# Page Score Sessions Top Fix

1 /restaurants/ 35 263K Add BreadcrumbList schema, expand overview to 3–5 
paragraphs

2 /restaurants/beer-wine/breweries/ 40 24.6K Add BreadcrumbList schema, expand to 300+ words, add FAQ

3 /things-to-do/attractions/ 42 17.3K Add breadcrumbs, expand overview, add CollectionPage schema

4 /listing/scooters-coffeehouse/ 25 13.3K Add business description — currently has zero content

5 / (homepage) 35 13.8K Add Organization schema, trust signals, destination stats

The /restaurants/ page alone has 263K sessions — fixing its schema and content depth would have massive impact.



Quick Wins
High-impact fixes that can be implemented quickly

Lincoln Monument
Expand description with dimensions, materials, architecture, visitor experience

55 → 65+

NE State Capitol
Enhance schema: add priceRange (free), tourBookingPage, amenityFeature

58 → 68+

Holmes Lake
Add OpeningHoursSpecification schema with seasonal hours

55 → 65+

Sunken Gardens
Add TouristAttraction schema: openingHours, isAccessibleForFree

58 → 68+

5 Must-Visit Bookstores
Add author byline with credentials and staff expertise bio

58 → 68+



Content Gap Opportunities
Queries AI is answering that you're not winning

Free Things to Do "free things to do in Lincoln NE today," "Lincoln NE free attractions"

Create dedicated /free-things-to-do/ page

Hotels & Lodging "best hotels in Lincoln NE," "where to sleep in Lincoln"

Build accommodation guide content

Dog-Friendly Lincoln "is Lincoln, Nebraska dog friendly?"

Create pet-friendly activity guide

Nightlife "does Lincoln have good nightlife?"

Add nightlife / bar guide content

Event-Specific / 
Date-Driven

"Lincoln NE events free today," "events Lincoln today"

Enhance dynamic event calendar



Strategic Recommendations
Technical / Schema Fixes

• Add BreadcrumbList schema to all category and 
subcategory pages

• Implement publish dates and last-updated 
timestamps across all pages

• Add Organization schema to homepage with DMO 
contact and social profiles

• Layer TouristAttraction and FAQ schema on top 
attractions

• Add Event schema to /events/ with structured date 
and location data

Content & Strategy

• Consolidate family activity content from 3+ URLs 
into one authoritative guide

• Create new pages: Free Things to Do, Hotels & 
Accommodation, Dog-Friendly, Nightlife

• Expand thin pages to 300+ words with editorial 
voice and local expertise

• Engage with r/lincoln (56 citations) through AMAs or 
contributed guides

• Add author attribution with credentials to blog 
content and key pages



Next Steps
Now Quick Wins (1–2 weeks)

Implement schema fixes on top 5 listing pages. Add publish dates and author attribution to blogs.

Next Template-Level Fixes (2–4 weeks)
Roll BreadcrumbList schema across all category/subcategory pages. Expand thin content to 300+ 
words per page.

Then New Content (4–8 weeks)
Build Free Things to Do, Hotels, Dog-Friendly, and Nightlife pages. Consolidate family content. 
Engage Reddit.

Full audit details available in the Cite Sight and LLM Visibility reports.













»Wrapping Up



When electricity arrived in the late 1800s, factories 

did the obvious thing: they swapped gas lamps for 

light bulbs. The result was brighter, safer 

workplaces. But the true revolution came later, 

when factories reorganized around electric motors. 

Production lines were redesigned and whole 

industries changed. The light bulb was the headline, 

but the re-engineered factory was the real story.

-Rob Thomas, Senior Vice President Software and Chief 
Commercial Officer, IBM in Fortune Magazine OCT 2025

Perplexity

Gemini

Claude

ChatGPT







Q&A




