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Foreword

by Lucy Clifton, Spotlight Communications

My career has been shaped by the world of luxury
travel PR - an industry built on reputation, discretion
and influence. Yet today we find ourselves in a new
reality: one where artificial intelligence is quietly
rewriting the rules of visibility.

Al-driven search now does more than guide
travellers; it curates and /nterprets what it believes
to be credible. Visibility no longer bought through ad
spend or earned through SEO mastery alone, it's
achieved through trust, relevance and consistency.
In other words, through great PR.

Every authoritative article, expert quote and
authentic story has become a data signal. These
signals are what Al uses to decide who rises to the
top and who quietly fades from view.

That realisation inspired me to commission this
study: to explore whether luxury travel brands - long
defined by personal service and word-of-mouth -
are ready for an era where algorithms mediate
desire. In this moment of profound transition, we
examine how luxury destinations, hotels and
operators can see strategic PR and storytelling to
stay not just visible, but influential within a search
landscape increasingly shaped by Al.

Because in this new world of discovery, those who
shape the narrative will own the visibility - and those
who don't may find themselves written out of it.
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PR is no longer
what happens afier

the story is old - it’s
how Allcarns to tell it

Lucy Clifton
CEO
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Executive Summary

S

Luxury Travel in the Era of Al Search:
Why PR and Storytelling Matter More Than Ever

The luxury travel sector stands at a turning point.
As traditional advertising loses influence and Al
search engines curate content based on credibility
and sentiment, PR has become performance
marketing by another name.

Drawing on technical audits and Al visibility
analysis using SEMrush, along with interviews with
senior leaders across luxury hospitality, the study
reveals a notable shift: domain authority, media
coverage, and machine-readable content
structure are increasingly influencing which brands
Al systems recommend.

1. The Laws of Visibility

Luxury travel appears to be entering an era
where discoverability matters more than
marketing spend alone. The research suggests
that visibility increasingly depends on what the
study calls "machine-readable credibility”, how
algorithms interpret trust, consistency and
authority when deciding which brands to surface.

3. The Performance Paradox

The study uncovered a surprising disconnect:
technical website performance doesn't
necessarily correlate with Al visibility. Some
properties with excellent site speed and technical
scores achieved minimal Al visibility, while others
with slower-loading sites dominated Al
recommendations, provided they had strong
domain authority and extensive media coverage.
One property scored 85% on Al readiness with
strong technical foundations but reached only
14/100 Al visibility. Meanwhile, another with poor
mobile performance scores achieved 59-65/100
Al visibility, supported by 16,800 referring
domains and over one million monthly visitors.
The pattern suggests that while user experience
matters for conversion, editorial reputation and
domain authority appear to drive Al-led
discovery.

2. Invisible Icons

Al visibility scores across the 17 audited
properties ranged from O to 70 (UK) and 14 -
B2 (US) out of 100. Only three properties
exceeded 50/100: Fairmont (62 - US, 70 - UK),
Dorchester Collection (59 - US, 65 - UK), and
Corinthia Hotels (50 - US, 58 - UK); all
established international brands with significant
media presence and thousands of referring
websites. Most properties scored between 14~
38/100, appearing in fewer than four out of ten
relevant Al responses. The data suggests that
even well-resourced luxury brands are
navigating relatively uncharted territory.

4. Beautiful to Humans,
Invisible to Algorithms

Most properties audited had visually impressive
websites, yet lacked the machine-readable
content structure critical to Al visibility. The
majority were missing structured data (schema
markup) that tells algorithms key details:
property type, amenities, awards, certifications,
review sentiment. Without this framework, Al
platforms struggle to extract accurate
information. Properties may be cited, but
specific differentiators: boutique scale,
sustainability credentials, unique programming;
remain unlabelled and invisible to algorithms
shaping recommendations.

The study also found poor mobile performance
(averaging 42/100) creating friction for visitors
and impacting traditional search rankings, a
separate challenge affecting how travellers
experience sites.
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Executive Summary

Luxury Travel in the Era of Al Search:
Why PR and Storytelling Matter More Than Ever

5. Content, Not Clicks

Editorial coverage appears to outperform
traditional SEO tactics in driving Al visibility.
Properties with frequent mentions in trusted
travel media, expert recommendations, and
industry publications achieved measurably
higher Al visibility. The data shows properties
with 1,000+ monthly citations significantly
outperform those with fewer than 100,
suggesting that authoritative third-party
validation helps algorithms identify credible
brands.

6. The Economy of Trust

The research indicates that algorithms
increasingly filter options through credibility
signals: surfacing brands that appear well-
reviewed, reliably referenced, and editorially
validated across open sources. Hotels reporting
consistent public relations activity showed
higher Al recommendation rates. Those
generating 50% or more direct bookings also
reported longer average stays (6-8 nights),
higher on-property spend, and stronger guest
loyalty.

7. The Al Readiness Gap

Interviews revealed a notable disconnect: while
some hotels are adopting Al for guest-facing
operations: predictive preference tools,
sentiment analysis platforms, and Al concierge
assistants; few have applied the same technical
sophistication to their content strategy for Al
discovery. Properties investing in operational Al
often lack the structured data, editorial
presence, and technical optimization their
websites need for Al search visibility. The gap
suggests that understanding Al's potential for
enhancing guest experiences hasn't yet
translated into understanding Al's role in driving
discovery. Hotels that bridge this gap, treating
content structure and editorial strategy with the
same rigor they apply to guest-experience
technology, may be best positioned for
sustainable Al-era visibility.

8. The Architecture of
Credibility

The research suggests a shift in how visibility is
achieved. Properties with Authority Scores
above 50 and referring domains above 5,000
consistently showed stronger Al visibility than
those with better technical scores but fewer
reputational signals. Press coverage, backlinks
from trusted sources, expert endorsements and
guest reviews appeared to influence Al
recommendations more than paid advertising
campaigns.

As one study participant observed: "Al doesn't
read your ads, it reads your reputation.” The
findings suggest that in Al-mediated discovery,
reputation may be functioning as a form of
performance marketing. Al discovery appears to
be an earned medium, not a bought one.

Conclusion: From Visibility to Influence
Al has made credibility the new currency of discovery. To remain visible, luxury brands must

master the interplay between data, storytelling, and trust. PR is no longer just about profile;
it's about presence in the algorithmic consciousness of tomorrow’s traveller.
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Introduction
by Make Lemonade Fizz

The luxury travel industry is facing its most radical shift
since the rise of digital booking. For decades, public
relations shaped perception: establishing trust,
aspiration, and reassurance for the world’s most
discerning travellers.

Now, the disruptor is not a platform, publication, or
influencer, it's Al-powered search.

Where once high-net-worth travellers sought advice
from editors, concierges, and trusted peers, today they
increasingly consult Al-driven tools that curate and
summarise on their behalf. These systems don’t simply
point to websites, they decide what's credible and
what's worth knowing.

Visibility in this new ecosystem depends on three
signals:

1 Authority - derived from trusted coverage and
expert citations.

2. Relevance - based on coherent, updated,
structured content.

3.  Sentiment - informed by tone and consistency
across media touchpoints.

Each of these is built by PR.

Mentions in respected outlets, quotes from recognised
figures, and coherent storytelling across owned and
earned channels now form the data scaffolding that Al
models use to rank and recommend brands.

From Visibility to Influence

If your brand is questioning its visibility in the age of Al,
or sees opportunity in becoming the David to the
industry’s Goliaths, now is the moment to act.

.
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Every credible
mention is now
machine readable
proof of trust

Maria Sze
Brand Strategist & Co-Founder

Sara Lemos
Brand Strategist & Co-Founder
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Methodology

This white paper captures a
snapshot of transformation: where
luxury storytelling meets machine
logic; and outlines how the industry
can retain its essence of human
connection while adapting for
algorithmic discovery.

Our Study

Commissioned by Spotlight Communications
and conducted by Make Lemonade Fizz, the
study explored how prepared luxury travel
brands are for Al-mediated visibility.

Fizz, the innovation arm of Make Lemonade,
specialises in integrating Al into creative and
commercial processes: streamlining data,
improving insight, and enabling brands to tell
richer, more measurable stories.

This study combines quantitative
analysis and qualitative insight to
assess marketing performance,
organisational readiness, and Al
visibility across luxury travel.

Technical audits of 17 properties used
SEMrush as the primary tool for SEO and Al
visibility analysis across the US and UK, with
verification via Ahrefs, Google PageSpeed
Insights, Google’s Structured Data Testing
Tool, and SEOsitecheckup.com to assess
technical quality, schema accuracy, and
performance. Manual Al testing across
ChatGPT, Google Gemini, and Perplexity Al
validated brand visibility and response quality.

This study was conducted independently and
/s not affiliated with or sponsored by any of the
platforms mentioned.
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Findings were complemented by
questionnaires from 15 and interviews with
eight senior leaders, with Al-assisted tools
supporting synthesis.

The research concludes that credibility is now
the defining currency of digital discovery.

All responses remain confidential and
aggregated to protect participant privacy.
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SEO Audit and Al Readiness Assessment

Conducted using external audit tools to benchmark online visibility, digital
performance and preparedness for emerging Al-led platforms
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Portfolio Averages and Bands

SEO and Al Readiness

The emergence of Al-powered search engines has reshaped how brands are ranked and recalled.
For luxury travel, authority—not advertising—is now the visibility metric that matters most.

Our SEO and Al readiness Audit analysed technical SEO, website content structure, off-page

authority, and overall Al visibility and readiness. The data highlights a growing divide between brands

actively shaping their digital narrative through PR and those still relying on traditional SEO alone.

AI Visibility (how often the brand is mentioned in

Al answers compared to competitors)

=33/100 (US), =28/100 (UK)

Most hotels fall in the low to mid range for Al visibility.
Only larger, well-established hotels excel 50/100

Total Mentions

(total number of prompts that trigger
Al responses mentioning your brand)

=1.37 k per property

The mean is skewed by a few high-visibility brands; half record
under 300. mentions.

Site Health (technical SEO score for crawlability,

performance and errors)

=80%

Similar to Al readiness; most sites are stable, though
a few show lower technical scores around 70%

Interpretation: PR as Algorithmic Fuel

Al engines don't just crawl, they curate credibility.

Mentions in respected publications, backlinks from authoritative backlinks,
and consistent brand narratives are core ranking signals.

Brands with frequent, high-quality PR coverage show up to -2x higher Al
visibility than comparable peers; many smaller/quieter brands, despite solid

sites; barely register (<0.5M Al impressions).

Mobile optimisation and structured data are prerequisites; PR coverage

supplies the trust layer Al needs to recommend.

Monthly Al Audience

(total search volume of all topics your brand is mentioned)

=4 M per property

High: 5M +typically well established/global chains
Med: 0.5-5M strong regional or growing international presence
Low: Below 0.5M smaller boutique or emerging properties

Al Technical Readiness

(measures how easily Al and search crawlers
can access and interpret content)

=80%

Most sites score well on SEMrush Al Search Health, indicating
that bots can crawl/index them. Only a few lack data.

Mobile Performance

(how fast, responsive and stable a site is on phones -
Core Web Vitals; impacts UX, rankings and conversions)

=42/100

Mobile PageSpeed scores remain consistently low; only a few
properties exceed 80/100, while several fall near 30/100,
highlighting widespread performance gaps

Al doesn’t
read your ads,

it reads your
reputation

INVISIBLE OR INFLUENTIAL? Luxury Travel in the Era of Al Search 10



Key Findings

Visibility & Reach

Average Al-visibility is ~33 (US) and ~28 (UK), so most brands are only
occasionally mentioned. A small subset exceed 60/100 and attract
>1SM Al impressions; many smaller properties see <0.5M.

Mentions & Citations

Average mentions per property are ~L.37 k. A few high-visibility brands
generate thousands, while roughly half register <300 - highlighting a need
for more Al-friendly content and backlinks.

[N
[N

Technical Health

Most sites score ~80 % on Al readiness and Site Health, but mobile
performance (average -42/100) remains a bottleneck; some properties
sit in the high 20s, showing how slow pages hurt eligibility.

Audience Tiers

oY
' R Only a handful reach millions of Al impressions. Most fall into the ‘low’ tier
AN («<0.5M) indicating substantial headroom for growth)

Technical Health Snapshot

Crawlability: Strong across most brands (bots can access and index content).

Site Health: Average 80%; minor technical issues manageable.

Mobile Performance: Consistently weak, affecting both User Experience (UX) and algorithmic eligibility.

Structured Data: Underused; only a handful of brands implement schema effectively.

Recommendation

Combine editorial PR with Al-optimised content hubs—
well-structured FAQs, “best-for” lists, and travel
narratives linked to trusted external coverage.

Technical S

gets you indexed;
PR gets you invited

This synergy drives both human engagement and
algorithmic recognition.

0@0 INVISIBLE OR INFLUENTIAL? Luxury Travel in the Era of Al Search 11
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Current business and commercial performance

Captured through a structured questionnaire covering brand positioning,
booking performance, marketing activity, digital presence and commercial
priorities.
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Business and Brand Context

The properties surveyed represent a Core Luxury: design-led, experience-rich, often
global cross-section of the luxury boutique.

..SpeCtrum: fr.,om $600-51,200 2 nlght Ultra Luxury: private islands, yachts, and exclusive
core quury hotels to UItro—quury estates commanding high ADRs and longer stays.

properties exceeding $20,000 per night.
Across the portfolio, we observed two The findings reveal that the narrative, not the price
' point, defines brand perception. Guests interpret

main positioning bands: value through storytelling, reputation, and the
authority of third-party mentions.

Market positioning spectrum from value
oriented to ultra-luxury experiences

—— e \

Value-Oriented Premium & Luuny Small Luxury Luxury Private Ultra Luxury
Resort Boutique-Style Bouti A Boutique Hotel Yacht Charter
Resorts iclusive
Balances Blends comfort Offers Modern design Tailored for Exclusive private
affordability design and personalised, with leisure with island escapes
with curated intimate and exceptional amazing with curated

exceptional activities experiential service gostro.nomic experiences

service stays experience

oo
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The Romantic Couple

Demographics: 30-55, affluent professionals from Europe and North America.
Motivations: Privacy, intimacy, and celebration.

Behaviours: Book special-occasion stays, spa experiences, wine/culture tours.

Brand Implication: Requires emotionally resonant, story-led marketing and high
personalization.

E_,é -
—

The Multigenerational Family Traveller

Demographics: 35-65+, US, UK, Europe; high disposable income.
Motivations: Togetherness, safety, all-ages experiences.
Behaviours: Villas, suites, and family packages during peak holidays.

Brand Implication: Opportunity for loyalty building through intergenerational
design and narrative.

The Global Citizen

Demographics: 45-65+, HNWI, culturally literate.
Motivations: Discretion, depth, and cultural immersion.

Behaviours: Travel via private advisors (Virtuoso, Scott Dunn, etc.); value
privacy and insider access.

Brand Implication: PR-driven reputation is critical-these guests rely on editorial
validation.

The Wellness & Adventure Seeker

Demographics: 25-45, solo travellers or couples.

Motivations: Transformation, rejuvenation, self-discovery.

Behaviours: Prefer immersive wellness or nature-rich experiences.

Brand Implication: Requires storytelling around purpose, nature, and renewal.

The Group/Corporate Guest

Demographics: 35-60, corporate teams and high-value groups.
Motivations: Connection, exclusivity, recognition.

Behaviours: Incentive travel, retreats, cultural extensions.

Brand Implication: An underleveraged opportunity to fill shoulder seasons.

INVISIBLE OR INFLUENTIAL? Luxury Travel in the Era of Al Search 14
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Guest profiles and personas - current

Provide the most consistent revenue

Families
and repeat stays.

Romantic Couples &

Luxury Global Citizens Drive seasonal occupancy peaks.

Shaping up the next generation of affluent guests,

Wellness / Adventure AR
especially in Asia.

Groups / Corporate Help stabilise off-peak occupancy.

Collectively, these segments show that the
most profitable luxury audiences rely on
emotional trust and narrative legitimacy—
the very equity that PR and content build
over time.

Geographic Source Markets

Established: Europe

(UK, France, Germany, Italy, Switzerland). For ultra lllell’(V
Growth: North America | ’avellel’s,

(rapid expansion, higher ADRs). d]SC()Vel’y starts
Emerging: Asia-Pacific and the GCC with belief not
(younger UHNW demographics). booking engines

Secondary Niches: Africa (South Africa, Rwanda)
for experiential and conservation-led travel.

.
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Current booking performance

Average Direct Bookings Average OTA Bookings

6.7%
6.7%

1108

.1 IO%_’ N-25%
Iz ® 1-10%
26-50%

° [

26-50%
20% 758 60%

@-Loe ® 51-75%

76-100%
20%

Direct vs OTA Dynamics
Average direct bookings: ~60%
OTA share: 25-40% average, but some exceed 50%.

Luxury networks and private agents: account for up
to 75% in ultra-luxury segments.

Every direct guestis
a brand asset; every

oo OTA guestis arented
ey insight: vodends 1.

Direct guests stay longer (6-8 nights) and spend 1 eldtl()llbhll)
more on-site, reinforcing the need to prioritise owned

and earned visibility over paid intermediaries.

Marketing Spend and Channel Mix

Data revealed fragmented investments across digital channels, typically in modest “test-
and-learn” ranges (£2.5-£20k).

Prefer notto say m£0 WEO-£25K mWME£25-£20k mWE20-£125k mE£125k+

IGITAL PRICONTENT

EMAIL MARKETING

SPEND

DISPLAY/PROGRAMMATIC

PAID SEARCH

.
. ° o
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Marketing Spend and Channel Mix

Paid Search & Proven ROl but over-relied Maintain efficiency; avoid
Programmatic upon. diminishing returns.

Underfunded yet critical for

SEO & Content Al and organic visibility. Increase long-term investment.
Email/CRM Ur?derutmsed retention Strengtheﬁ automation and

driver. segmentation.
Influencer/ Move toward ROI-based, editorially

Largely unstructured.

Partnerships aligned collaborations.

Digital PR & Strongest link to Al Prioritise consistent coverage and
Thought Leadership readiness. link authority.

PR is the only marketing line that compounds authority

while protecting rate integrity

Website

Website performance:
Traffic ranged from Sk-=800k monthly; most clustered between 20k-100k.
Many sites lacked technical SEO and keyword optimisation.

Mobile PageSpeed averaged 42/100-significantly below Al eligibility thresholds.

Social

(@) hoox Social media adoption:
|
n 0% Instagram (100%) and Facebook
in|2 (89%) dominate; LinkedIn (72%)
.im‘ emerging for B2B.
G =% Budgets range widely, from
|22 €200/month to £500k/year.
W | Most track basic engagement metrics

but lack consolidated reporting.

'°° O.
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Leads, enquiries and booking sources

Strong Reliance on Direct Bookings and Private Networks

% of leads by source Do direct bookers spend
more on site?

m Direct 45.5%
m Private agent 34.25%
OTAs 23%

Tour operators 16.75%

62

stated direct
pbookers spend
more on site

Commission averages: e ey eqe .
10-20% typical; OTAs lean lower but at the cost of control. \ ISIblllty without
authority is

Key barrier to more direct bookings:

Limited awareness, slow websites, and lack of structured
PR outreach, all issues solvable through strategic
communications and technical optimisation.

noise; PR wurns
it into trust

.
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Technology, Data and Al readiness

Which technology platforms are you currently
using, and are they integrated to allow
automation and personalised campaigns?

m Analytics and reporting 10
= CRM 10
Marketing automation S
PMS 13

The most frequently used platform is 'PMS
(Property Management System)' with a frequency
of 13, followed by 'CRM (Customer Relationship
Marketing)' and 'Analytics & Reporting', both with
a frequency of 10. 'Marketing Automation' has a
frequency of 5, while 'Not Applicable' and 'No they
are not all integrated' each have a frequency of 1.

How confident are you in your current
ability to use data for personalised
marketing (1-5 scale; S = very confident)?

m Very low -11%

HLow - 28% The average confidence level is approximately
Average - 17% 3.8, indicating a moderate to high level of
High s 28 confidence among respondents. The median

Ign - (o]

and mode are both 4, suggesting that a

significant portion of respondents rated their
confidence at this level.

Very high - 17%

.t o
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Competition and Market Insights

Competitor Benchmarking

E 77.8% track competitor visibility,
pricing or campaigns - a strong
industry standard

Multi-channel attribution

— JANVARY — T000

-~ = = Only 50% use multi-channel attribution to
understand the booking journey.
27.8% do not and others are unsure/not
consistent showing a significant gap.

Strategic opportunity

Properties that combine competitive monitoring and attribution can identify:
*  Which channels competitors over-rely on (to find differentiation points)

*  Where in the funnel their own investment creates the highest ROI

(e.g. Instagram for inspiration, SEO for intent, email for conversion) @

This enables sharper, evidence-based marketing mix compared to
competitors relying solely on price adjustments.

.
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Future Goals

Over the next 12 months, what

are your top commercial priorities?

Brand and Guest Relationships

Goals involve enhancing brand perception

through marketing, increasing brand

recognition, strengthening loyalty/repeater

business, and building deeper guest
relationships.

Revenue and Profitability

A primary focus is on increasing revenue,
profit, ADR (Average Daily Rate), room
bookings, and direct bookings, while also

reducing OTA (Online Travel Agent) reliance

and optimizing on-site spend.

Are there new booking

channels you'd like to explore?

Occupancy & Market Expansion

Priorities include increasing occupancy,
diversifying markets of origin, finding new
markets, and opening new locations or product

offerings.

Ops and Marketing Improvements

Specific initiatives mentioned include creating
a new website, optimizing availability
calendars, and utilizing website promotions,
social media publishing, and tour operators.

Utilize Existing Platforms
Expedia is mentioned as a

reliable existing booking channel.

Focus on Al Channels

Al tools like ChatGPT are
mentioned as potential
new booking channels.

Explore New
Channels

INVISIBLE OR INFLUENTIAL? Luxury Travel in the Era of Al Search
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No Immediate Plans

Some respondents are not
currently looking for new
channels.

21



Future Goals

If you had a magic wand, what single thing
would you change to improve the outcomes
of your brand or marketing communications?

QL

AGHS QL))

Increased :
Direct Bookings i Improved
Measurement i and Conversions i Digital and Al
and Analytics i Performance
Improve measurement Drive direct bookings and Enhance digital and Al capabilities
and analytics to understand enhance digital presence for for social media growth and
marketing effectiveness. better conversion rates. website performance.

What would success look like for
you in reducing reliance on OTAs?

Increased direct bookings and reduced costs

Many respondents aim for more direct bookings and lower commission costs, with
specific targets like S0%+ direct bookings or OTA business reduced to around 15%.

Increased revenue and profit
Success is defined by having more revenue available for hotel improvements and an
overall increase in profit contribution.

Strategic management of OTAs
Some aim to keep OTAs closed except for specific periods or are already
outperforming OTAs through direct channels.

.
°.,0
.
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Future Goals

What are the top 3 most powerful marketing
tools to raise the profile, awareness and

consideration of your hotel?

Public Relations
Most frequently

mentioned tool for raising
profile, awareness and
consideration

Other Tools

Includes various
methods
including word-
of-mouth

Social Media

Widely cited tool,
often mentioned
alongside PR

Some respondents
highlighted the
importance of overall
digital presence,
targeted reach, digital
media conversion and
the use of Al

These were also listed as powerful
marketing tools. Employs online ads to
increase visibility and traffic

.
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Attitudes and opinions regarding current practices
and future expectations

Explored through qualitative interviews to understand perceptions of

current practices, levels of awareness, appetite for change and ambitions
for the future

I“lzz INVISIBLE OR INFLUENTIAL? Luxury Travel in the Era of Al Search 24



Viewpoint
Insights and predictions from interviews with
a select group of senior leaders in luxury travel

Through interviews with senior executives across 15 luxury travel brands, five
dominant themes emerged, revealing a shared optimism about Al's potential but
also an awareness that technology must never dilute the human core of luxury.

1. Back-End Optimisation through Al

Executives view Al as an enabler—a tool to automate the
operational noise so humans can focus on guests.

Al streamlines data management, reporting, and repetitive Al solves l()giSﬁCS
adrmin tasks. so humans can

Freed capacity allows teams to reallocate energy to
personalisation and creativity.

Leaders agree: efficiency matters, but emotional
engagement remains the differentiator.

clevate luxury

2. The Human Touch in Ultra-Luxury

Al integration is valuable only when it enhances, not replaces,
the art of service. True luxury still depends on anticipation
and intimacy.

Brands use Al to predict guest needs (preferences, allergies, Data alltlc!l)atGS,
anniversaries) but always refine with human empathy. l)e()l)le (lell‘vel’

Hyper-personalization powered by data supports, not
substitutes, genuine care.

PR storytelling that conveys this balance strengthens both
guest trust and Al signals of authenticity.

3. Marketing in the Age of Al

As Al becomes a primary discovery channel, visibility now Al iS ﬂle new

depends on content quality and PR frequency, not paid spend. CPN 0 .
concicrge feedit

Leaders recognise that large language models (LLMs) will soon .
act as personal travel planners. your St()l’)v before

Optimising for Al means ensuring the brand’s stories, quotes, someone else’s
and press coverage are surfaced as authoritative. becomes the default

Those who neglect PR risk being invisible in the next generation
of Al-driven recommendations.

.
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Viewpoint
Insights and predictions from interviews with
a select group of senior leaders in luxury travel

4. Al-Powered Customer Insights

Al transforms scattered guest data into a single, actionable
view, crucial for personalisation and retention.

Unified customer profiles consolidate preferences, spend,

The nextlevel of

and behaviour. personalisation is
Predictive insights allow brands to anticipate desires, l)l’edicﬁx*e

storytelling

personalise offers, and deepen loyalty.

PR'’s role: ensure that what Al learns aligns with how humans
perceive the brand, consistency between reputation and
reality is now strategic currency.

5. The Invisible Al in Daily Operations
Al now powers unseen efficiencies—scheduling, forecasting,

reporting—but leaders emphasise that the human frontstage
must remain sacred.

Behind-the-scenes Al ensures consistency, optimises labour, Ill‘vISIble ;\I,
and fills skill gaps. visible care
Staff are empowered, not replaced; the goal is amplified
hospitality.

Communication around Al use must be transparent,
protecting brand integrity.

Summary Insight

Across all themes, one truth emerged:

Al readiness isn't just technical. It is reputational.

Luxury brands thrive on credibility, and credibility is built through consistent PR,
authentic storytelling, and trusted editorial presence. These are the very signals Al
uses to interpret authority.

.
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FIzz

Recommendations
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How to win at Al Search

The Five-Step Framework

Unlock maximum visibility and engagement in the
Al search landscape by implementing these strategic actions:

Build Authority
Develop a strong online presence through high-quality

backlinks and targeted public relations efforts to
establish credibility.

Publish Al-Optimized Content Hubs
Build structured topic hubs that clarify expertise and
improve how Al systems interpret and cite your brand.

Boost Mobile Performance

Optimize core web vitals and pagespeed
(pagespeed.web.dev) to ensure seamless mobile
experience, removing eligibility barriers for Al indexing.

Expand UK/Local Content

Strengthen Entity Recognition Clarify how your brand
and key individuals are defined across the web and
within structured data to help Al systems accurately
identify, connect, and reference the brand.

Maintain Crawlability & Structured Data
Ensure your site is easily crawlable by Al bots and

implement structured data effectively to sustain
technical readiness and accurate indexing.

Larn the citation,

win the summary,
take the booking

.
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Evolve guest profiles and personas

Luxury travel demand remains
segmented, but Al has blurred how these
guests are reached. Each persona now
represents not just a demographic, but a
discovery journey, one shaped by digital

Personas don’t just
book differently

they're discovered

footprints and brand authority.

differently

Use PR storytelling to

Couples & Core audience across Romantic Escapists spotlight intimacy and
Honeymooners most hotels. seeking bespoke privacy. craftsmanship.

. Intergenerational Position family
Families & Voyagers valuing experiences as narrative-
Multigenerational convenience and rich, multi-
Travellers Strong summer peaks. connection. age adventures.

Partner with micro-
Experiential Explorers influencers; use editorial

Younger Affluent Emerging via wellness driven by culture and travel features to
(25-45) and experience. authenticity. validate experiences.

HNWI Cultural Elites

Groups & Corporate

o

Established loyalty
segment.

Underdeveloped.

Global Connoisseurs
seeking emotion and
discretion.

Prestige Gatherers for
incentives and events.

:@° INVISIBLE OR INFLUENTIAL? Luxury Travel in the Era of Al Search

Lead with PR thought
leadership; secure
trusted press mentions
for credibility.

Use case studies and
awards PR to attract
event organisers.
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Booking performance

Strategic imperatives

Prioritise direct
bookings

Target 50%+ direct
mix.

Incentivise loyalty
and repeat stays.

Use PR to build trust
that converts first-
time lookers into
direct bookers.

Balance OTA
Reliance

Keep OTAs under
30%; leverage for
visibility, not
dependency.

Negotiate premium
placements in

exchange for volume.

Levero%e Luxury
Networks &
Agents

Maintain
relationships with
high-end consortia
and private travel
designers.

Provide PR assets
and content to these
partners - they
amplify your
authority in Al's
‘knowledge graph’.

Pricing &
Positioning

Maintain rate
integrity through
brand prestige, not
discounting.

Communicate
exclusivity through
editorial tone and
consistent PR
narratives.

A strong PR footprintis

the new rate parity

INVISIBLE OR INFLUENTIAL? Luxury Travel in the Era of Al Search
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&L
»
Digital Marketing and Spend Allocation

Shift from fragmentation to focus

Core Rebalancing:
Reduce short-term paid spend by 20-30%.

Reinvest into PR, SEO, and CRM ecosystems
that build authority over time.

Paid makes noise;

PR makes memory

Develop clear KPIs for content reach, Al visibility,
and earned mentions.

Paid Search &

- Maintain efficiency Performance acquisition
Programmatic
PR & : : .
Thought Leadership Increase Authority + Al discoverability
SEO & Increase Long-term organic growth
Content Hubs S S S
Email/ .
CRM Increase Loyalty & retention
Influencers & Test strategically Story-led ROI

Partnerships

Social Media Strategy

Social is the amplificer;

Al increasingly learns from social cues—captions, .
engagement patterns, and linked articles all feed PR is the score
into discoverability models.

Best Practices:

Cadence: Maintain 3-5 posts weekly on Instagram/Facebook, 1-2 on LinkedIn.
Quality: Prioritise shares, saves, and comments over vanity metrics.

Tone: Balance aspiration with authenticity, luxury with warmth.
Paid-to-Organic Ratio: Maintain 70:30 for reach and credibility.

Performance Tracking: Use unified dashboards to link content performance with web traffic
and bookings.

.
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Leads, enquiries and booking sources

Set a <12-hour response time standard across all channels.
Use Al-assisted CRM to pre-fill guest data and personalise pre-arrival experiences.
Automate upsell triggers (spa, dining, transfers) in post-booking flows.

Track ancillary spend KPIs to measure true lifetime value.

Commissions:

Negotiate OTA rates where possible (10~
15%). Retain luxury network relationships
even at higher commission rates. They Every ell(]llil’V is
attract long-stay, high-value guests. a 1’ep11t21ti011 téSt.

Conversion Funnel Insight: Speed equals status.

Use OTAs as “discovery points” but convert
repeat guests to direct through CRM and
personalised outreach.

Technology, Data and Al Readiness

Short-Term (0-12 months)

Integrate PMS, CRM, and analytics for single data visibility.

Adopt marketing automation to eliminate manual reporting.

Pilot low-risk Al tools: chatbots, copy generation, predictive reports.

Medium-Term (1-2 years)
Deploy predictive Al in revenue and guest personalization.
Use Al-driven dashboards for campaign attribution and market insights.

Long-Term (2-3 years)
Achieve full Al orchestration across the guest journey: discovery » booking -~ loyalty.

Governance:

Ensure GDPR/CCPA compliance and human Techn()l()gy isthe engine;
oversight for all Al outputs. PR tells the story that gets
Create an internal Al taskforce spanning Ops, you chosen

Marketing, and IT.

.
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Competition and Market Insights

Move from reactive to predictive marketing

Tactical Steps:

Use benchmarking tools (OTA Insight, SimilarWeb, STR) to monitor
competitor mix, content cadence, and PR activity.

Adopt multi-touch attribution models to understand full-funnel
influence—from awareness (press mentions, social) to conversion.

Correlate competitor PR spikes with booking trends; adjust your own
campaigns proactively.

Operational Habit:

r s b Q
Assign dedicated analysts for monthly competitor reports. You can’toutbid

what you can out
‘ank

Combine findings into quarterly strategic reviews linking
PR performance, Al visibility, and revenue outcomes.

Future Goals and Strategic Vision

Revenue & Profitability:
Achieve >50% direct bookings, <20% OTA reliance.
Develop packages bundling experiences to raise ADR.

Market Expansion:
Grow share in Asia and GCC through culturally tailored campaigns.
Leverage partnerships with global consortia and UHNW advisors.

Brand & Reputation:

Double down on PR as performance-regular, authoritative coverage
fuels both trust and Al discovery.

Integrate guest advocacy, review management, and press storytelling
into a unified communications calendar.

Digital & Al Evolution:

Test conversational booking and predictive CRM tools. The future of
Standardise analytics dashboards to link Al visibility, lllell’(V 111arketing
engagement, and bookings. lies where data
Prioritise mobile optimisation and structured data to stay meeits desire

algorithmically eligible.

.
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Conclusion:
From Visibility to Influence

Turning Discovery into Advantage

Al has changed how visibility is earned.

Luxury no longer begins with a glossy ad; it begins
with an algorithm’s understanding of credibility.

For many hospitality brands, that shift can feel daunting.

For the bold, it's an opening, a chance to become the
Davidto the industry’s Goliaths.

If you're questioning your brand'’s Al visibility, or
wondering how to make reputation your greatest
differentiator, you are not alone.

Make Lemonade Fizz, in partnership with Spotlight
Communications, helps luxury travel brands become as
discoverable to algorithms as they are desirable to guests.
We combine strategy and storytelling, data and design,
technology and human insight. We shape visibility that
bridges algorithmic trust with human emotion.

In Al search, visibility is earned through credibility
- and PR writes the code.

We don't just optimise for search.
We optimise for significance.

To make your reputation visible,
and your visibility meaningful.

Flzz INVISIBLE OR INFLUENTIAL? Luxury Travel in the Era of Al Search
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Reference sources

Bought to you by the human brain and references/
sources/tools (including Al) cited in the report

Al tools Other tools

Chat GPT 5 Google PageSpeed insights
Claude SEMrush

Gemini Ubersuggest

MidJourney Hypeauditor

Mindtrip.qi Meltwater

Gondola.ai Answerthepublic.com
Guidegeek.com Roam Around - Ultimate Al
Otter.ai Travel Planner
Notebooklm.google

Perplexity

Copilot

Layla.ai

Gamma.app
Lookerstudio.google.com
Napkin.ai
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