
AI is Changing How Travellers Search & Book

WITH DEAN WARWICK



Agenda for Today

Welcome & Why This Matters (5 mins)
Introduction of hosts and session purpose.
Why AI is transforming traveller behaviour and bookings.
The forgotten P - "Place" when you don't have a physical product

What is AI? (10 mins)
Simple definition and real-world examples.
Interactive Poll: "Where have you seen AI in action?"

What is an LLM? (10 mins)
What Large Language Models are and how they work (in simple 
language).
Analogy: Librarian vs Research Assistant.

AI Search vs Traditional Search (10 mins)
Key differences: keywords vs context, 10 blue links vs direct 
answers.
Tourism Example: "Best tours in Queenstown" in Google vs AI 
Overview.

Why Tourism Businesses Should Care (10 mins)
AI-driven search is influencing bookings.
Visibility in AI results = future revenue.
Look at what's coming with AI mode (Demo)

Quick Demo (5 mins)
Live example of Google AI Overview or ChatGPT 
answering a travel query.

Key Takeaways & Next Steps (5 mins)
AI is here to stay.
Start preparing for AI visibility now - Tips.

Q&A (5 mins)



Disclaimer – Before We Dive In

The information I'm sharing today about AI search ranking and what might help in the future 
comes from my personal observations and opinions.

Let's be clear, no one has all the answers when it comes to AI LLMs or algorithms. This field is 
constantly evolving, and my thoughts are based on what I've seen and interpreted. 

Consider this a discussion starter.



Dean Warwick – Search Specialist

Hi, I’m Dean, an SEO with a love of coffee, animal 

documentaries and behavioural science.

My favourite AI tools:



AI Search Results

Google's CEO Sundar Pichai is on record saying that AI results will 
"just be how search works".

We know the direction for the future of search…



Why AI is Transforming Traveller Behaviour & Bookings

Artificial intelligence is quietly reshaping every step of trip planning

Algorithms now watch live flight prices, weather, and even your loyalty-
point balance to suggest the perfect moment to book; chatbots like Air 
New Zealand’s “Oscar” and Expedia’s Virtual Agent turn a basic, non-
specific request—“long weekend in Queenstown with hot pools” into a 
ready-to-buy itinerary.

Visual tools such as Google Lens let a traveller snap a beach photo on 
Instagram and instantly see flights, hotels and reviews for that exact 
location.

The Result

Fewer comparison tabs, faster decisions, and bookings that feel tailor-
made for each traveller.
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Place the overlooked “P” in many cases

In tourism, “Place” is no longer a brochure rack in an i-SITE; it’s every digital doorway where a traveller can stumble upon, plan, 
and purchase an experience. For a Milford Sound cruise operator, Place is the top slot in the Google Things-to-do module that 
appears the moment someone searches “top day trip attractions Queenstown”.
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Dean, there are too many AI terms to learn!
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What is AI?



What is AI?

Put simply Artificial intelligence is just software that gets better at a job by studying examples instead of following a rigid, pre-
written script.

Note: Algorithms have a fixed set of rules, they do have variable parameters but are not the same.

It powers many everyday tools; some you wouldn’t even think about.

Netflix picks shows you’ll like, your phone recognises your face, Google Maps dodges traffic (THANKFULLY) but lately the 
spotlight is on one type of AI called “large language models”
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Where have you seen AI in action?
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Can you think of any others?



What is an LLM?



LLM - Large Language Model

When most people say AI these days, they are generally referring to a large language models like ChatGPT, Gemini, DeepSeek 
or Claude etc.

So, at their core what are these? What's the underlying model that powers this technology.

It’s a prediction model.

Don’t get me wrong there's so much learning and data that goes into this, but it simply predicts the next word.

Let’s see if you can get the same answer as ChatGPT.
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What is the next word in this sentence - The car is?



Large Language Model - Temperature
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Not sure why ChatGPT needed to think for 5 seconds about the question 

but here we are…



Librarian vs Research Assistant

Traditional search tool (Librarian) 

Quickly finds and links to existing information (like websites, documents, or databases) but doesn’t interpret or 
summarise it. 

it’s great for up-to-date facts (e.g., "2025 NZ election results").

An LLM (Research Assistant)

Generates original responses by predicting text based on its training data. it can explain, analyse, or draft content (e.g., 
"Summarise Tourism New Zealand's 2024 – 2028 Strategy") but may occasionally "hallucinate" or lack real-time 
knowledge.

Use the Librarian for verified, current data and the LLM for creativity, summary or simplification.
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LLM – Large Language Model

With LLM’s there's a knowledge cut off. They get around this with RAG.
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Be careful of hallucinations – Ask for citations and fact check!



RAG – Retrieval Augmented Generation

Large Language Models can fetch more information (model dependant) if 
they don’t have it in their learning / training data.

This is how they have the All Blacks score you missed out on watching, the 
latest iPhone release or your gym class time change for next week.

It’s up to date because it can go and fetch it from the web.

Where do they get the information? – Your website, Google, Bing etc.
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AI Search vs Traditional Search



Traditional Search vs AI Search Engines

What’s the difference for ranking?



Traditional Search vs AI Search Engines

Keywords Context & Meaning



Google AI Overview – “best tours in Queenstown”



Google AI Overview

AI Overview Website Content



Why Tourism Businesses Should Care



AI Driven Search is Influencing Bookings

Theres some fantastic research being done in the area of “how AI is disrupting every stage of the booking funnel”. I 

wanted to highlight a few things from the study:

Research study: https://www.propellic.com/research

Other noteworthy outcomes from the study
Users have high confidence in the accuracy and usefulness of the information provided by Google AI Mode. 4.3/5 Average 
post-task "I Trust the Accuracy" rating across all tasks.

Visibility, not traffic, is the emerging currency. Participants made their brand judgments directly from AI Mode outputs.

Travellers leaned heavily on AI, using a variety of tools inside the AI Mode environment to build confidence in their 

choices. They expressed appreciation for options that were clear, definitive, and scannable, which they described as “no 

guessing” and ”laid out”. Once a decision was made, they moved to an external website to make an actual purchase.



Google - AI Mode

Under the hood, AI Mode uses our query fan-out technique, breaking down 

your question into subtopics and issuing a multitude of queries 

simultaneously on your behalf. 

This enables Search to dive deeper into the web than a traditional search on 

Google, helping you discover even more of what the web has to offer and 

find incredible, hyper-relevant content that matches your question.



ChatGPT Demo – Travel Query



AI is Here to Stay



Google Trends – ChatGPT | AI



ChatGPT Stats

• In just 5 days, ChatGPT surpassed 1 million users.

• ChatGPT.com gets approximately 5.19 billion visits per 

month.

• More than 45% of its users are under the age of 24.

• With over $12 billion in funding, OpenAI is among the most 

well-funded startups in history.



Prepare for AI visibility Now - Tips



Continue to do great SEO

…With a little more context than before.

How do I make sure I’m ranking in AI search?



Actionable Tips for Travel Brands

Optimise Your Google Business Profile (GBP)

Treat your GBP as your primary online storefront. Ensure it has up-to-date photos, reviews, and pricing, as 

users commit to one interaction type here and rarely move to another feature.

Create Conversational Content

Shift strategy from keyword targeting to providing unique, direct, authoritative answers in well-structured 

content chunks. This helps AI utilise your information and surface you in inline links.

Focus on the Handoff

Ensure the booking experience is seamless. Users are frustrated when details from the AI research don't pre-

populate on the external site. This requires leveraging structured data, deep links, and APIs.

Amplify Brand Trust

Strong content that reads helpfully, like a guide, inherits the high trust users have in the AI, amplifying brand 

consideration during the long planning phase.



The Opportunity

Some of your competition have not got into this new way of thinking about SEO yet. Soon, they are going to be very behind. Yes, 

you still need all the technical aspects of the site tip-top, but the way in which the information is being displayed has changed.

The game is changing.



Your Questions



If you would be so kind…



Thank you for attending!
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