
Feeding the AI Beast: 
Why our customers want it and 
how industry can make the 
most of it
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1. Consumer Perspective: AI in Travel 
Planning

2. Local Business Perspective: Saving 
Precious Time and Improving 
Outcomes 

3. Ethics & Realities of AI Content

4. Putting AI to Work for Your Business

● Creating your marketing plan

● Video repurposing
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1. How AI is 
Impacting Travel 

Planning 



Annual Growth Rate
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40% of consumers 
worldwide reported 
using an AI-based tool 
for travel planning.

Source: statistica.com
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For the first time in over 
10 years Google’s search 
engine market share has 
dropped to below 90%.

Source: statistica.com



ChatGPT’ing 



https://docs.google.com/file/d/1_t4wMIK446XirkzeHWP67oOwkJaFFvbj/preview


GuideGeek’ing 



https://docs.google.com/file/d/17BsejPMh7PCTsPuHCrOCkEcYAEHWcF_-/preview


Chat bot’ing 



https://docs.google.com/file/d/1ee-v8zRv9ksafpeUIQqM8qB10CRVMvdj/preview


Trvlr.ai’ing
Case Study: Cairns Reef Visitor Centre 



Full AI solution combined with stunning 
website

● Plan my wishlist
● Personalised itineraries
● Improved content
● Online & POS booking



● Online & POS booking
● All itinerary components 

in one transaction



Everything in tourism 
marketing is changing
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The role of destination 
marketing organisations 
and tourism digital 
strategies must be agile 
and adaptive to AI. 



2. Saving Precious 
Time and Improving 

Outcomes 



Zeynep Testoni – Soul Clay Studios

Michelle Bishop  – Bangalay Villas

Alex Herlihy – Wildwood Kangaroo Valley / 
Sandcastles / Le Petit Dejeuner
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3. Ethics & Realities 
of AI Content 



Authenticity in the 
age of automation
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Signs of AI Generated Content
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● Excessive use of AI-typical words (e.g. embrace, essential, impressive, 
robust, vital, boost, delve, drive, enhance pivotal, leverage, unleash)

● Repetitive language

● Lack of coherence

● Broad explanations without details

● Factual errors

● Lack of personal experience

● Inconsistent tone and style

● Mismatching purpose or search intent
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AI can detect overuse of 
AI…make AI work for 
you — but always 
humanise and edit what 
it writes.



Content AI Powered Search is Prioritising
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ic ● Clearly answers questions a visitor might have (what, where, when, how much, how to book)

● Is written in natural, conversational language

● Prioritises user experience over keyword stuffing

Cl
ea

r 
U

SP ● Specificity: What makes you special, different, local, or personal?
● Storytelling: Why you do what you do (values, mission, passion)

St
ru

ct
ur

ed
 p

ag
es ● Structured pages (H1, H2)

● FAQs (frequently asked questions…ALL of them!)

● Bullet points, summary boxes, well-labeled sections for location, inclusions, 
pricing, etc.
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Content AI Powered Search is Prioritising (cont’d)
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● Fresh, consistent, localised content (Up-to-date content (blog posts, event pages, 
seasonal offers)

● Content aligned with your Google Business Profile, ATDW, and socials

● Place-specific terms (e.g., “Jervis Bay dolphin cruise” not just “cruise”)

● Images, video, text (alt text and image context, descriptive captions & filenames, 
embedded videos with transcripts…great for accessibility too)

● Images,Trust signals & authorship (Include real reviews, testimonials, awards)

● Have a clear “About” page with your story and contact details

● Add authorship or team bios where applicable



AI tools like ChatGPT can 
help generate content, but 
your local story, personality, 
and unique experience are 

what truly resonate.
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4. Putting AI to Work 
for Your Business 
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Prompt 1:
I would like to assist [business name] to develop a marketing plan.  To start with I’d like to develop a unique selling proposition.  
Please review their website including homepage homepage [business website] 
And suggest a draft unique selling proposition.
Prompt 2: NEEDED IF CHATGPT CAN’T ACCESS WEBSITE
Here is some useful copy from the homepage and about page
Prompt 3:
Could you suggest an ideal customer persona for this business?
Prompt 4:
Now I’d like to develop some content themes for use in digital marketing and social media.  What would you suggest?
Prompt 5:
Could you consolidate these down to 5 content themes, but don’t lose the good ideas you’ve suggested.
Prompt 6:
Which social media platforms and forms of marketing do you think should be prioritised for this business based on their ideal customer and USP?
Prompt 7:
Could you suggest a social media schedule with suggested post ideas based on the content themes and prioritised channels of Facebook, Instagram and 
Pinterest.  The staff don’t have a lot of time to do social media, but could commit to two posts per week on the three channels?
Prompt 8:
Please expand to include the post formats including Reels and Stories.  Total posts per week would be 2 image or carousel posts, 1 Reel, 1 Story.
Prompt 9:
Please put this into a calendar format for me for the month of March 2025.
Prompt 10:
I can’t see the formats or calls to action, can you include them in the table as well please?
Prompt 11:
Can you create example posts for week 1?
Prompt 12:
What hashtags should I use?
Prompt 13:
Please consolidate the final outputs of these prompts into a marketing plan document

https://www.meirelles.com.au/index.php?route=common/home
https://www.meirelles.com.au/index.php?route=common/home
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Video re-purposing…

now or never!
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https://www.youtube.com/watch?v=9mO_0K70DnI

https://docs.google.com/file/d/1DIECpSS6Ex9wwJGsshO9Nsz2lVkzReVa/preview
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https://docs.google.com/file/d/1eqcY5nFnc5nL-zwVn245k8BRjg3NFHlx/preview
https://docs.google.com/file/d/1b1g9ZZj8D1bHDBjdWV_wpG2lNmztvuTk/preview
https://docs.google.com/file/d/1I9E5V96Oo-H7skCRzGqN4EehMYG3x11i/preview
https://docs.google.com/file/d/1VeB-Dln4UOFw1RrJatU1cvVOep-VaoVS/preview
https://docs.google.com/file/d/1UT_Qn9yk9JvxyuwMo_U2glGopAtewkYn/preview


In a marketplace that is an 
ocean of artificial and 

automated content…your 
job is to keep it real
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Genuine, 5 star service, 
embedded in amazing 

experiences
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Real stories and experience 
based content, supported by 
time-saving AI tools will put 
you in a strong position for 

what’s ahead
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Q&A

TourismTribe.com
Advice, Training and Support


