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| “The rise in Al adoption is not a
technological trend but a response to
rising global tourism demand and
consumer expectation for
hyper-personalized service.” l



Al ADOPTION BY GENERATION

GenZ Millennials Gen X Boomers Total Canada
72% 59% 50% 27% 49%
National Avg.

Sources: Phocuswright, Travel's Fastest Behavioural Shift, March 2026. Blue Cross
Travel Study, 2026
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Al ADOPTION BY GENERATION
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“For small business owners, this gap is the most
critical insight: the traveler is using Al to find you,
but they are visiting your official website or
verified review profiles to verify that the Al's

information is correct.”



Al Tool Ecosystem



THREE LAYERS OF TRAVEL Al
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General Purpose
Al

Broad LLMs used for diverse
tasks, including initial travel
inspiration and basic itinerary
drafting.
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Mainstream
Travel Platforms

Established brands
integrating Al into existing
engines for personalized,
data-driven search.

Specialized Al
Planners

Tools built specifically for
travel, evolving into agentic
assistants with B2B and
high-growth focus.



GENERAL PURPOSE Al MODELS

Although chatGPT is the dominant tool, we have seen unprecedented growth across all the big players
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GOOGLE: Al OVERVIEWS
& Al MODE

Al Overviews embedded in
Google Search.

Al Mode adds
conversational search.

ACTIVE USERS

e 2B+ monthly users
exposed via Search.
e ~100M users in Al Mode

GOOGLE
GEMINI

Google's standalone Al
assistant.

Integrated into Android
and Workspace.

ACTIVE USERS

e ~450M+ monthly users

globally

CHATGPT

Category leader in
conversational Al.

Used for research,
creation, coding and
productivity.

ACTIVE USERS

o ~900M+ weekly users

globally

MICROSOFT
COPILOT

Al assistant...
integrated across

\Windows, Microsoft 365
and Edge.

ACTIVE USERS

e ~300M+ across

Microsoft ecosystem

PERPLEXITY

Al-native search engine.

Known for real-time info
and citations.

ACTIVE USERS

e ~20-25M+ monthly
users

Source(s): Initiative Media, Techcrunch, Economic Times, SQ Magazine

CLAUDE

Anthropic’s Al assistant.

Known for strong writing
and reasoning.

ACTIVE USERS

e ~30M+ monthly users



MAINSTREAM TRAVEL PLATFORMS

72 Expedia Booking.com = @Tipadvisor [AENRAENEE Erivc go

Integration: Established brands with Al integration into existing booking engines.
Personalization: Al makes search more personal - beyond the checkboxes and filters.
Data Advantage: Benefit from decades of data collection for superior insights.

Reliability: Trusted platforms for secure transactions and bookings.



DEDICATED Al TRIP PLANNERS

a * mindtriF - Wonderplan %& Trip Planner Al Trip com

GuideGeek

Market Maturity: Matured since 2024 with high-growth winners and strategic acquisitions.
Evolution: Evolved from simple planners into sophisticated agentic assistants.

Strategic Pivot: Significant shift from consumer-only models to B2B enterprise focus.



Al Impact on Search



EXPAND OUR VIEW OF “SEARCH"”

RATIONAL

s 4
C
Educate with empathy — Validate, build trust through
mix logic with emotion community or peer voices

ACTIVE

Do @@ &

Deliver clear answers, Inspire, spark discovery,
conversion paths, proof points plant emotional seeds

EMOTIONAL

PASSIVE




AlMode ¥ All Images Videos News More ~

where is the best place to eat dinner in cornwall with a work
colleague | love local

For a dinner with a work colleague in Cornwall, Ontario, that prioritizes local flair and

establishment known for sourcing local ingredients to create a unique, "nouvelle" take on
classic dishes. @ Yelp +4

Below are the best local-focused spots in Cornwall, ON, categorized by their dining
atmosphere:

Refined & Local-Focused

Edward's Bistro
4.6 (401)
Restaurant

Open - 27 Second St E

This bistro features a menu created by a Red Seal Chef that emphasizes fresh, local
produce. It offers an eclectic mix of regional standards like "Cornwall pizza" and elevated
dishes like Chicken Cordon Bleu or quinoa paella. It provides a professional yet
"individualistic" atmosphere suitable for a business discussion.

@m 9 sites

Recommendations please : r/g
May 31, 2024 — Comments SeCid

rnwallOnt - Reddit

* PeacefulSummerNight.
cellent Thai food. I...

@ Reddit - r/CornwallOnt

Restaurant recommendations in
Cornwall, Ontario?

Dec 6, 2025 — A real cafe. ... Thank you very
much, Angie! ... Spicy Pearl is my favourite... ‘

Qo Facebook - Damien Lazore

THE 10 BEST Restaurants for Group
Dining in Cornwall

Cornwall Restaurants for Group Dining *
Casa Paolo Ristorante Italiano. 4.4. (379...

@ Tripadvisor

Show all



20-60%

Estimated Industry decline
N Organic Web Traffic
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THE HARD TRUTH

THERE WILL BE UNEQUAL IMPACT ACROSS THE SECTOR

May Benefit
Websites with strong
transactional clarity
Websites with
strong content
‘authority’

Websites focused on
aggregation &
business listings
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While organic CTR on search is Al-referred traffic converts at 23x
down by 61%, the quality of traffic the rate of standard organic
Is significantly higher. search traffic.



2026 SEARCH PLATFORMS FOR TRAVEL

While Google remains the leader, travellers prioritize utility and visual content.

Rank Platform Usage/Reach (2026) Primary Role
1 Google Maps 80% Navigation & Local Proof
2 YouTube 66% - 85%* Intentional Research & Deep Dives
3 Google Search 73% High-intent factual research
4 Expedia 46% Transactional research

5 ChatGPT 33% - 39% Itinerary building & brainstorming



“Increasingly, would-be travelers
are beginning their online searches
without a destination in mind”

Phocuswright Consumer Traveler Report, 2026



Trust and Influence



Sample Galleries
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TRAVEL AGENT

Al Endangering Tourists hy Sending Them to Nonexistent
Landmarks in Hazardous Locations

"The proliferation of Al is an impending threat to travel"

By Sharon Adarlo / Published Oct 4,2025 3:45 PM EDT




BlBJC

The perils of letting Al plan your next
trip

29 September 2025 Share «§  Save []

Lynn Brown




A Trust Disconnect

®
41%

of users report that Al
overviews make the
search process more
frustrating than
traditional search

61%

of consumers wish they
had an option to toggle
the Al summaries off

0
53%

actively distrust or lack
confidence in the
reliability and impartiality
of Al search results




A Trust Disconnect

O
35%

The rate of false claims
nearly doubled in one
year; from 18% in 2024 to
35% in 2025

x
90%

of Al generated itineraries
contained at least one
error

A
33%

of travelers who used Al
reported their
recommendations
included false
information




“For small business owners, this gap is the most
critical insight: the traveler is using Al to find you,
but they are visiting your official website or
verified review profiles to verify that the Al's

information is correct.”



Travel Influence Journey

INSPIRATION

“Where Should | Go?”

1 Social Media:

TikTok & Instagram
2 Friends and Family
3 Generative Al

4 Traditional Search

Source: Adobe Analytics Report, 2026; Amadeus Report 2025; Travel & Tour World



Travel Influence Journey

INSPIRATION
“Where Should | Go?” “What Should | Do?”
1 Social Media: 1 Traditional Search
TikTok & Instagram (Google + Maps)

2 Friends and Family Specialized Trip Planners

. 3 Generative Al
3 Generative Al

o 4 Travel Review Sites
4 Traditional Search

Source: Adobe Analytics Report, 2026; Amadeus Report 2025; Travel & Tour World



Travel Influence Journey

INSPIRATION (={ele] ¢], [
“Where Should | Go?” “What Should | Do?” “l am Ready to Pay”
1 Social Media: 1 Traditional Search 1 OTAs: Booking.com,
TikTok & Instagram (Google + Maps) Expedia
2 Friends and Family 2 Specialized Trip Planners 2 Operator Websites
3 Generative Al 3 Generative Al 3 Traditional Travel Agents

o 4 Travel Review Sites
4 Traditional Search

Source: Adobe Analytics Report, 2026; Amadeus Report 2025; Travel & Tour World


http://booking.com

“Travelers use different tools for different
jobs, moving from creative Al for ideas to
logistical search for facts, and finally to
trusted platforms for transactions.”



What To Do Today



= Audit

Test relevant queries in ChatGPT and Gemini to see if
your place and photos appear.

e Search for your name directly

e Ask "What are the best things to do in [Your Location]?"

e Verify if recent photos from your website are being used



Be The Source of
Truth

Ensure your operating hours, seasonal dates, and
exact pricing are identical across:

e Your Official Welbsite
e Google Business Profile
e Social Media Channels

If Al tells a traveler you're open and you're not, the traveler loses trust
in the Al—but they will blame you.



#  Write Al Friendly

Create "Snippable" Summaries

Al models prioritize concise, direct information. Optimize your content.

"Start key pages (FAQs, Guides) with a direct 50-70 word summary
that answers a specific question.”

Example: "The best time to visit our orchard is mid-September for
Honeycrisp apples.”



Pursue Photo-Rich
Reviews

He

Visual Proof Advantage

Displaying reviews can increase sales by 270%

Acts as a "confidence multiplier" that Al systems use to verify your
business is real

Launch an automated review request campaign via email/SMS to
aggressively pursue visual UGC



#s  Keep It Fresh

Recency Requirement

Al algorithms and travelers alike prioritize recent information.

Aim to generate at least 2-3 new photo reviews every month to
maintain your "freshness" signal for Al crawlers.

Update your business listings with "localized" photos (GPS enabled)
and respond to all recent reviews.



#6 Format Your Facts

Complete Your "Digital Fact Sheet"

Fill in your official name, address, hours, and pricing in your website's
"SEO Settings"

Use built-in settings or plugins (Rank Math/Yoast) to convert facts into
machine-readable digital tags.



#  Optimize for Google Maps A

Top Tool To Update

Google Maps is now the #1 tool for verification

Treat your Maps profile as your new "front door"—keep it updated with
fresh photos, videos, and responses to every review.

A complete and active profile is your strongest signal of legitimacy to
both Al and human visitors.



#8 Be Human

“Out-Human"” The Machine with Real Stories

Al can't replicate a "lived experience" or a personal recommendation
Use short-form video to build an emotional bond with humans

Share raw, behind-the-scenes footage, "day in the life" stories, and
guest narratives
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