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1. Executive Summary

When a traveler today wants to find the perfect hotel for their honeymoon in Santorini, they are
increasingly unlikely to open Google and scroll through search results . Instead, they ask: "What
are the best boutique hotels in Santorini for a honeymoon?".

An Al assistant answers directly. It names specific properties, explains why each suits the
request, and often provides a booking link . The search is over in seconds. This shift is reshaping
how hotels compete for guests, and most properties are not prepared for it.

The problem with being excellent but invisible

For decades, hotels invested in traditional search engine optimization (SEO): building backlinks,
targeting keywords, and climbing Google rankings . That infrastructure is becoming irrelevant
because Al systems do not rank pages; they generate answers based on context.

Al builds its understanding of a property from everything ever written about it: websites, reviews,
responses, profiles, and social mentions . A hotel with generic reviews and sparse profiles
becomes invisible, regardless of its star rating.

Our research found that 83% of hotels with strong traditional metrics (4.5+ star ratings, top-three
Google rankings) receive zero mentions in Al-generated recommendations. This is the "Invisible
Hotel" crisis, and it is costing properties direct bookings today.

The Solution: Context Optimization

This white paper introduces Context Optimization, a framework for building the kind of rich,
structured, semantically dense information that causes Al systems to recommend your property
with confidence and accuracy.

Central to this framework is the Context Visibility Score (CVS), a new metric that measures how
visible and accurately represented a hotel is across Al discovery systems. CVS reflects actual Al
recommendation performance to show whether a traveller finds your property or your
competitor's.

The paper sets out the Context Ladder: A systematic methodology to build Al dominance by
measuring, generating, responding, enriching, and competing.

Why this matters now

The hospitality industry has navigated technological disruption before. The rise of online booking
in the 2000s, the OTA revolution, the shift to mobile. In each case, early movers built advantages
that late adopters spent years trying to close.

Al-driven discovery is moving faster than any of those shifts. Properties that establish strong
context positions now will be difficult to displace. Those that wait will find themselves competing
for ground that others have already claimed.

The question every hotel faces is straightforward:

When a traveller asks Al where they should stay — will your property be the answer?
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2. Problem: The Industry Shift

There is a version of your hotel that exists inside every major Al system in the world right now. It
was built without your input, from fragments of reviews, blog posts, platform profiles, and guest
comments accumulated over years. It may be accurate. It may be incomplete. It may describe
amenities you don't have, or fail to mention the ones that make you exceptional.

And increasingly, it is the version of your hotel that travellers encounter first.

The way people find hotels has fundamentally changed

Al-powered assistants such as Google's Al Overviews, ChatGPT, Perplexity, Claude, have
introduced a different kind of search entirely. Instead of returning a list of links, they return a direct
answer. Instead of showing ten options and letting the traveller choose, they recommend two or
three with specific reasoning. Instead of driving traffic to websites, they complete much of the
decision process themselves.

The numbers reflect how quickly this is happening:

40%

of travel-related Al queries

of travelers now begin their of Google searches now end . .
. . . . . result in a direct
search umgg):gxﬁj assistant. without anyAEpl;ﬁ,E [’g? a website. recommendation with no

website visit at all. Appendix D3 D5 D6

The visibility gap no one is measuring

What makes this shift particularly dangerous is that its effects are largely invisible through
traditional reporting. Your Google Analytics still shows traffic. Your star rating hasn't changed.
Nothing in your standard dashboard tells you that a growing proportion of travellers are asking Al
systems about your destination, and your property isn't being mentioned.

In Guestasy's analysis of 5000+ properties across six countries, 83% of hotels with strong
conventional performance (4.5-star ratings, top-three Google rankings, healthy review volumes)
received zero mentions in Al-generated recommendations”***"* P4 These are not struggling
properties. They are well-run hotels with established reputations, invisible in the channel that is
rapidly becoming dominant.

Equally striking: 89% of the hoteliers operating those properties were unaware the problem
existed.

This is the nature of the shift. Unlike a drop in Google rankings, Al invisibility accumulates silently,
while the hotels it affects keep investing in strategies calibrated for a search environment that is
losing relevance.

The rest of this paper explains what Al visibility actually requires, how to measure it, and how to
build it systematically.
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3. How Al Discovery Actually Works

Think of Al as a highly analytical, incredibly well-read concierge. When a traveller asks for a
romantic boutique hotel in Santorini, your concierge doesn't go searching. They already have a
picture of your hotel. Al is the same, it is not retrieving results it is recalling understanding formed

long before the traveller typed their question.

Your visibility depends not on your website or your Google ranking, but on what has been written
about you — across every platform, in every language, over years.

How Al builds its picture of your property

1. Reading the World (Data Ingestion)

The Al ingests text from everywhere your property
exists online including, review platforms, travel blogs,
booking sites, social media, your own website.
Everything ever written about you is raw data.

2. Connecting the Dots (Entity Recognition)

From that text it extracts the details that define you:
amenities, location, price positioning, and most
importantly, the actual experiences and sentiments
guests describe in their own words.

3. The Matchmaker (Contextual Retrieval)

When a traveller's query arrives, it matches your
property against the request not by keywords but by
meaning, calculating how closely your accumulated
context fits what the traveller is actually looking for.

4. The Trust Test (Confidence Scoring)

Before recommending you, it applies a confidence
score. If the information about your hotel is sparse,
inconsistent, or outdated, that score drops, and you
are excluded from recommendations regardless of
your actual quality or star rating. Or even worse, Al
will just Hallucinate what it doesnt know, misleading
potential guests.

Real Hallucinations from our research:

e Avilla property described as having "an Olympic
size swimming pool" (actual pool: 12 meters)

¢ A city hotel stated to offer "horseback riding on
the beach" (no such amenity exists)

¢ A mountain lodge claimed to feature "renowned
sushi restaurant" (property only serves European
cuisine)

g)guestasy

@ TECHNICAL BREAKOUT:
How does a machine understand a
"vibe"?

Al engines use a process called Embedding
Creation to convert text into mathematical
vectors, points in a space where meaning,
not keywords, determines proximity.
“Intimate candlelit dinner on a private
terrace" and "romantic evening meal with
panoramic views" are grouped together into
Semantic Clusters even though they share
no words, because they describe the same
experience.

@ TECHNICAL BREAKOUT:
Retrieval-Augmented Generation (RAG)

Many Al assistants combine language
models with live data retrieval, accessing
specific databases to pull context into their
generated answers.

@l TECHNICAL BREAKOUT:
Hallucinations

When an Al lacks sufficient context it,
sometimes it describes it anyway, filling
gaps with plausible-sounding but invented
details. In Guestasy's research, 34% of Al-
generated property descriptions contained
factual errors: amenities that don't exist,
experiences that were never offered Aprendx
7 The guest who books based on that
description arrives with expectations the
hotel cannot meet, leaving any hotel team
fighting a losing battle. The simple solution is
to provide enough accurate, specific context
that the Al has no gaps to fill.
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3. How Al Discovery Actually Works
cont.

Consistency matters more than volume

More reviews does not mean better Al visibility.

PROPERTY A PROPERTY B

Review count 500 200

"infinity pool", "ocean

view", "romantic", "sunset",
“private terrace"

"nice hotel", "good

location", "comfortable"

Top mentions

Al visibility Low High

Property B has 60% fewer reviews but significantly stronger Al visibility. What matters is not how
much has been written about you, but how consistently that writing clusters around specific,
meaningful experiences.

The Multilingual Multiplier

Al systems maintain independent context clusters for each of the hundred-plus languages they
were trained on. A French guest describing an "ambiance romantique" and a German guest writing
about a "romantische Atmosphéare" are each independently reinforcing the same cluster in
separate language spaces. This compounds your visibility for every traveller who searches in
those languages.

A property with reviews across fifteen languages has a 15x context density multiplier. Fifteen
independent streams of context all reinforcing the same clusters and compounding its global
visibility.

This is currently the single most underutilised advantage in hospitality. The properties that start
building it now will be very difficult to displace.

> > > > > > > > > > > > > >
> > > > > > > > > > > > > >
> > > > > > > > > > > > > >
> > > > > > > > > > > > > >
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4. Why Hotels Are Becoming Invisible

The issue is rarely quality.
The issue is clarity and consistency.

Properties with excellent ratings, strong review volumes, and established reputations are simply
not showing up in Al recommendations. Not because they are poor options, but because the
signals describing them online are fragmented, generic, or incomplete. Al systems cannot
recommend what they cannot clearly understand.

These failures tend to follow the same recognisable patterns.

Generic reviews create a blurred identity

Most hotels have accumulated years of reviews saying some version of the same thing: "great
stay," "friendly staff," "would recommend." For human readers these feel like social proof. For Al
systems they are almost worthless.

Travellers do not search for "a hotel with friendly staff." They search for a quiet honeymoon
retreat, a family resort with activities for children, a beachfront escape with sunset views. When a
hotel's reviews don't consistently describe those kinds of experiences, the Al has no clear picture
of who the property suits or what it delivers. It defaults to properties whose reviews actually tell a
story.

Review responses as missed opportunities

Every management response to a guest review is a chance to place accurate, specific,
searchable context in front of Al systems. Almost no hotels are using it that way.

A typical response reads: "Thank you for your wonderful review. We hope to welcome you back
soon." The Al gains nothing. A response that references the beachfront suite, the infinity pool, the
sunset terrace, and the adults-only policy adds meaningful context signals to the property's
profile -- signals that are indexed, searchable, and ingested by every major Al platform. Across
hundreds of responses, the cumulative difference is significant.

Profiles written for humans, not Al

Most property descriptions across Google, Booking.com, TripAdvisor, and brand websites follow
the same template:

"Experience luxury and comfort at our beautiful resort. We offer world-class amenities and
exceptional service in a stunning location."

A human reader skims this and moves on to the photos. An Al extracts almost nothing. There are
no specific experiences, no identifiable amenities, no semantic clusters to anchor the property to
any particular type of traveller or query. Most of these profiles were written once and never
updated. They were optimised for a reader who would fill the gaps with imagination. Al has no
imagination. It works only with what is explicitly there.
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4. Why Hotels Are Becoming Invisible
cont.

Inconsistency across platforms | §ArechnicaL ereakour:

Structured content
Al systems aggregate context from everywhere

a property appears online. When that information
is inconsistent such as different amenity lists, Beyond reviews and profiles, Al systems
conflicting descriptions across websites, and look for structured content that explicitly

h L defi ty's attributes. Sch .
OTA profiles, outdated details on one platform, mearlESpa ﬁ’sr%‘,’\,‘?[é fn?plgm“eﬁfatkfn ear;]g °rd

then the Al's confidence score drops. properly tagged imagery all contribute to
Inconsistency signals unreliability, and unreliable how clearly an Al can parse and categorise a
properties get excluded or described property. Most hotels have none of this in

place, leaving the Al to infer what it cannot

inaccurately. find stated directly.

Competitive drift

Context competition is not static. A competitor experiencing a surge in mentions for a specific
attribute (e.g. a kids club, a wellness programme, a co-working space) can shift Al
recommendations within weeks. Established properties rarely monitor this. By the time the impact
shows up in booking numbers, the competitor has built a context position that takes months to
displace.

Not utilising every channel consistently

Al systems ingest text from across the entire digital landscape, including social media however
most hotels treat social media as a visual channel, with photographs and minimal captions that
add no descriptive value.

4 )

Beautiful sunset at our resort

- J

4 )
Ouir clifftop infinity pool at golden hour... the perfect

end to an idyllic day in Santorini.

- J

The same principle applies everywhere text @TECHMCAL BRFAKOUT:
about your property exists: Why Source Diversity Matters

o Social Media

« Google Q&A anSVYer_S Al systems weight context not just by volume and
» Aggregator descriptions consistency but by the diversity of sources it comes
« Website FAQs from. A property described across reviews, social
media, editorial coverage, and platform listings

. . carries significantly more confidence than one
The mpre consistently your property 'Sf described only in reviews. Each independent source
described across all of these touchpoints, reinforces the same clusters and adds a layer of

the stronger your Al presence becomes. corroboration.
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/////////

The “Invisible” hotel

These patterns of invisibility combine into a single recognisable profile:

» excellent ratings
» healthy review volumes
» strong search rankings

... but the hotel remains invisible to Al.

The invisible hotel is not failing by any traditional measure. The problem is
accumulating silently in a channel it is not measuring.

The good news is that the invisible hotel is also the easiest to fix. The review
volume is already there. The platform presence is already there. What it lacks is
context strategy and that is entirely within its control.
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5. Introducing Context Optimization
What it is

Context Optimization is the practice of structuring, generating, and maintaining the information
about your property so that Al systems can understand it accurately, represent it confidently, and
recommend it consistently.

Think of it this way. A great restaurant in a hidden alley still needs a sign. Context Optimization is
the sign, the directions, and the reputation that precedes a guest's arrival.

@ TECHNICAL BREAKOUT:
Demystifying the "Black Box"

A common objection from technical stakeholders is straightforward: since OpenAl, Google, and
Anthropic do not publish their ranking weights, how can anyone claim to optimise for them?

The answer is that you do not need the formula to understand the architecture. The underlying
technology; vector embeddings, semantic clustering, and retrieval-augmented generation, is well-
documented public computer science. We do not need to know the exact weight an Al assigns to the
word "romantic." We simply ensure it appears consistently alongside "honeymoon," "sunset," and
"private terrace" across every platform and language. The architecture makes the rest mathematically
inevitable.

This is not different in principle from SEO. For two decades, marketers optimised for Google without
seeing the PageRank source code. They observed that fast-loading pages and quality backlinks
correlated with higher rankings and acted accordingly. Context Optimization works the same way --
empirical observation of what causes Al systems to recommend properties, applied systematically at
scale.

Every property's Al visibility comes down to three factors
working together...

COMPETITIVE
POSITION

VOLUME DENSITY

The depth and detail How consistently that Where your context

of information about information clusters .
your property across around your defining §$?2%?nre§’](;[tlx/eet§et
all platforms experiences y P
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5. Introducing Context Optimization
cont.

When sources are inconsistent or generic, the vectors scatter. No cluster forms. The table below
shows how volume and clarity combine in practice:

LOW CLARITY HIGH CLARITY

Small but distinctive

Low Volume Silent and unknown

High Volume Loud but unclear Visible and recommended

@ TECHNICAL BREAKOUT:
How These Factors Interact

Every piece of text about your property is converted into vectors in semantic space. When multiple
independent sources (guest reviews, social media posts, OTA descriptions) all place your property near
the same concepts, those vectors cluster and reinforce each other. The result is a strong, confident
identity that Al systems can retrieve and recommend.

Context is a compounding asset

Unlike advertising, the effects of Context Optimization accumulate over time. Each review that
reinforces a specific cluster makes the next recommendation more likely. Each optimised piece
of content adds to a body of indexed, searchable context that grows with every guest interaction.
Each language added to your presence opens an independent stream of visibility that strengthens
the whole.

This compounding effect creates what becomes increasingly difficult to displace, a context moat.
A property that achieves strong cluster ownership in 2025 will, by 2026, have built a position that
a new competitor would need 2-3 times the context density to displace, plus equivalent
multilingual coverage, plus 18-36 months of sustained effort, during which the original property
continues strengthening.

We are at the same point in Context Optimization adoption as the industry was with online
booking in 1998. The winners will be those who act while the majority are still unaware.

The hotel with the densest, most consistent context
will be the most visible.
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6. The Context Optimisation Framework

Al visibility is not built overnight. It is the result of three distinct phases, each one creating the
conditions for the next.

COMPETE

Monitor and defend

BUILD

Create and optimise all context

MEASURE 1

Understand your current position

Step 1: Measure
Understand your current position

Before anything else, you need to know how Al systems currently understand your property.
Guestasy audits your Al presence across ChatGPT, Perplexity, Google SGE, and Claude,
identifying which experience clusters you own, where you are absent, where competitors are
stronger, and where hallucinations are damaging your reputation before guests even arrive.

The output is a baseline metric scored from 0 to 100 called the Context Visibility Score (CVS)
across three factors:

1. The volume of context available about your property

2.The density of that context around specific experiences

3.Your competitive position relative to your local set.

Most unoptimised hotels score between 15 and 45. The goal of the Build phase is to move that
score to 70 and above, the threshold at which consistent Al recommendation becomes the norm.

Step 2: Build
Create and optimise all context sources

This is where Guestasy does the work. Building Al visibility requires simultaneous optimisation
across every source Al systems draw from. Each workstream targets a different part of your
context footprint, and all of them run in parallel.
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6. The Context Optimisation Framework
cont.

Reviews and prompting

Guestasy deploys QR Powered location-specific prompts at high-experience moments designed
to generate specific, cluster-rich responses rather than generic praise. Post-stay campaigns are
sent in the guest's native language, timed for optimal sentiment, and targeted toward the clusters
identified as weak in the Measure phase.

Management responses

Every guest review receives a context-optimised response that mirrors and expands on the
guest's experience. At scale, this creates hundreds of pieces of indexed, searchable content
annually, all reinforcing the same clusters.

GENERIC RESPONSE CONTEXT-OPTIMISED RESPONSE

“Thank you for spending your honeymoon in
our beachfront villa. We are delighted you
enjoyed the private infinity pool, the sunset

terrace, and the personalised concierge
service."

"Thank you for your wonderful review. We
hope to see you again soon."

Context value: Six distinct cluster

Context value: zero .
reinforcements

Multilingual optimisation

Reviews are solicited and responded to in the guest's native language across all major languages
in your guest mix. Each language creates an independent context stream, compounding visibility
for travellers who search in that language. A property optimised across thirty languages has thirty
independent streams of context all reinforcing the same clusters.

Platform profiles

Every property profile across Google Business, TripAdvisor, Booking.com, Expedia, and your
brand website is rewritten with specific amenities, identifiable experiences, and consistent
language. Profiles are synchronised across platforms so every source the Al draws from tells the
same coherent story.

Social media

Hotel social media content is optimised to describe specific experiences rather than generic
moments. Every channel where text about your property exists is an opportunity to strengthen
your context footprint.
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6. The Context Optimisation Framework
cont.

Dynamic website content using a Context Handshake

Building Al visibility drives traffic, but that traffic only converts if your website delivers on the
promise the Al made. This is where most direct bookings are silently lost.

We call it the Leak Point. A traveller asks an Al for a wellness retreat for solo travellers. The Al
recommends your property. The traveller clicks through with strong intent then lands on a
homepage promoting a family summer sale. The context collapses. The traveller bounces and
asks the Al for another option.

Guestasy's Context Handshake solves this by passing the semantic intent of the original Al query
directly to your website via a context token embedded in the link.

User query: "Quiet hotel with good cafe for remote working in Bangkok"
Generated link: www.yourhotel.com?context=remote-work-cafe&lang=en

The website reads that token before the page finishes loading and reconfigures itself to match,
swapping the hero image, surfacing relevant reviews, reordering amenities, and changing the call
to action.

CONTEXT HERO IMAGE CALL TO ACTION

Romantic Couple on a sunset terrace Reserve Yogr I—ioneymoon
Suite
. “Book Your Remote Work
Remote work Ocean-view workspace N
Escape
Family Children at the kids club “Plan Your Family Holiday”

The Al made a promise. The website keeps it. The traveller moves directly from discovery to
booking without ever having to reorient themselves.

@ TECHNICAL BREAKOUT:
Semantic Mapping

Traditional UTM (Urchin Tracking Module) parameters require marketers to manually predict every
possible query in advance. At the scale of Al search, where queries are conversational and infinite, this is
impossible. Semantic mapping is a better approach, grouping infinite query variations into a finite set of
context templates. "Digital nomad," "work from paradise," and "business trip with a view" all map to a
single Remote Work context ID, triggering the same optimised experience automatically.
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6. The Context Optimisation Framework
cont.

Step 3: Compete
Monitor, defend, and expand

Context competition is not static. A competitor gaining mentions around a specific attribute can
shift Al recommendations within weeks. Guestasy monitors your competitive landscape in real
time, so that threats are identified and addressed before they affect your position.

We track:
o Competitor review velocity
o Emerging attribute mentions
 Shifts in Al recommendation frequency

TERRITORY STRATEGIC RESPONSE

You dominate, competitors are weak Reinforce consistegéc)l;/&ymake displacement
Competitive, multiple strong players Differentiate with specific sub-experiences
Underserved, no clear owner Move first and establish ownership
Competitor surging, your position declining Deploy targeted recovery immediately

The goal is not to compete everywhere. It is to dominate the experience clusters most relevant to
your property and most valuable to your ideal guests, while monitoring the rest closely enough to
respond before positions are lost.

Find the clusters nobody owns yet

Effective competition does not always mean going head to head with established leaders. In most
destinations, the most contested clusters, “luxury beachfront resort” or "family friendly hotel",
already have multiple properties with strong context positions. Displacing them requires
significant time and resources.

A smarter approach is to identify underserved clusters where all competitors are weak and move
first. In a market like Bali, while "luxury beachfront hotel" may have twenty properties with strong
Al presence, "adults only yoga retreat" might have three with minimal visibility, and "eco luxury
treehouse accommodation” almost none at all.

A property that dominates two or three specific underserved clusters becomes the definitive Al

recommendation for those traveller types, regardless of its size or review volume relative to
larger competitors. Specificity beats scale when the clusters are chosen well.
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6. The Context Optimisation Framework
cont.

The progression in practice

This is not a one-time project. Every guest interaction, every review response, and every content
update adds to a context footprint that compounds in value over time, and becomes increasingly
difficult for competitors to displace.

MEASURE BUILD
Baseline CVS across volume, Reviews, multilingual
density, and competition responses, profiles, social,
context handshake

Al
RECOMMENDATION

COMPETE
Monitor, defend, and capture
new opportunities

I 1L ANN
I L L AANN

I 1L AANN
I L L AANN

///////
s s -
¢ﬂ"— - & ¢"“*¢'
-w w 2w
-w - -
L} L} |} L}
| | |

I LAANANN
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/. Business Impact and ROI

Context Optimization is not a marketing expense. It is a revenue strategy, one that reduces
dependency on expensive third-party channels while building a permanent asset that compounds
in value over time.

The impact comes from three sources, each one reinforcing the others.

Direct booking increase

When your property becomes the consistent Al answer for specific traveller types, you acquire
guests without paying for the lead. No OTA referral fee. No paid search click. The Al acts as your
marketing funnel and the booking comes direct.

OTA commission savings

The average OTA commission sits between 15% and 25% of the booking value. Every direct
booking recovered from an OTA channel is a full commission saving, money that stays in the
business rather than leaving it.

New demand from improved visibility

Properties that are invisible in Al discovery are not just losing channel share, they are being
removed from consideration entirely by a growing proportion of the market. Improved Al visibility
recovers demand that was never reaching the hotel at all.

A modelled scenario

The following is an illustrative model based on a 50-room boutique property. The assumptions are
stated clearly and the figures are deliberately conservative. Real outcomes will vary by property,
market, and starting CVS position.

Property size 50 rooms
Current occupancy 70%
Average daily rate $200
Annual revenue approximately $2.56M
Current OTA dependency 60% of bookings
Average OTA commission 18%
Annual OTA commission spend approximately $276,000
Guestasy plan Pro ($499/month, $5,988/year)
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/. Business Impact and ROI cont.

Modelled improvements over 12 months

When your property becomes the consistent Al answer for specific traveller types, you acquire
guests without paying for the lead. No OTA referral fee. No paid search click. The Al acts as your
marketing funnel and the booking comes direct.

CONSERVATIVE

IMPROVEMENT BASIS
ESTIMATE
Shift from O'!'A to direct 10% of total bookings Gradu_a} c.:han.nel shift as Al
bookings visibility improves
New demand from 5% increase in total Recovery of previously
improved Al visibility bookings unreachable demand

Average commission rate

saved 18% Standard OTA commission
Modelled annual return
Commission savings (10% channel shift x $2.56M x 18%) $46,080
New revenue (5% demand increase x $2.56M) $128,000
Total modelled annual benefit $174,080
Annual investment (Pro plan) $5,988
Net return $168,092

These figures assume no improvement in ADR, no benefit from the Context Handshake conversion
uplift, and no multilingual demand recovery, all of which would increase the return further. The
model also assumes a gradual ramp over twelve months rather than immediate results.

A note on methodology

These figures are modelled projections, not guaranteed outcomes. The assumptions are intentionally
conservative. Properties with lower OTA dependency or already strong direct booking rates will see a
different distribution of benefit, weighted more toward new demand recovery than commission savings.
Guestasy will provide a property-specific impact assessment as part of the initial CVS audit.
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/. Business Impact and ROI cont.

The compounding dimension

The model above reflects year one only. Unlike advertising spend, which creates zero lasting
value the moment it stops, Context Optimization builds an asset. The context footprint created in
year one strengthens in year two as reviews compound, clusters deepen, and competitive
position becomes more defensible. Conservative modelling suggests year two returns run 20-
30% higher than year one, and year three higher again.

A property investing consistently over three years does not just recover commission and new
demand. It builds a context position that new competitors entering the market will need years and
significantly more effort to displace.

The cost of waiting

Every month without a Context Optimization strategy is a month in which competitors may be
building the position you have not yet claimed. For the modelled property above, each month of
delay represents approximately $14,500 in unrealised return, and a context gap that widens as
others move first.

8. Where This Is Heading

The shift to Al-powered discovery is still accelerating.

Multimodal Al

Today Al predominantly processes text however soon we will see its ability to comprehend
images and video at the same level. Guest photos, video reviews, and hotel visual content will all
contribute directly to context clusters. Properties with rich, well-organised visual libraries will have
a significant advantage when this becomes standard.

Faster competitive dynamics
Al models are moving toward continuous real-time learning. Context changes will affect visibility

within days rather than months. The ability to detect and respond to competitive shifts quickly will
become as important as the underlying context strategy itself.

Personalised Al agents
The next generation of Al assistants will know individual travellers deeply, including past trips,

preferences, travel style, and recommend accordingly. Broad cluster ownership will still matter,
but specific micro-segment visibility will become increasingly valuable.

The decline of OTA dependency

As Al becomes the primary discovery channel, OTAs lose their role as gatekeepers. Properties
with strong Al visibility will be found before a traveller opens an OTA. The booking comes direct,
the commission stays in the business, and the guest relationship belongs to the hotel.
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9. Conclusion

The hospitality industry has navigated technological disruption before. The transition from print
guides to online directories in the 1990s. The emergence of OTAs in the 2000s. The shift to
mobile in the 2010s. Each time, the winners were the properties that recognised the shift early
and acted while the majority were still unaware.

Al-powered discovery is the next disruption, and by most measures the fastest moving of all. The

hotels that establish strong context positions now will build advantages that compound over time
and become increasingly difficult for competitors to displace. Those that wait will find themselves
in a market where the ground has already been claimed.

The right starting point depends on where you are today. Smaller boutique properties should
focus on two or three specific experience clusters that reflect their unique character, using
multilingual generation to multiply context without requiring large review volumes. Mid-size hotels
should prioritise clear differentiation, generic context will not stand out in competitive markets.
Large resorts need comprehensive coverage across multiple experience dimensions, with
context segmented by guest type. In every case the principle is the same: density and
consistency matter more than volume, and starting earlier compounds the advantage.

The question facing every hotel is simple. Your guests are already using Al to discover where they
should stay. The only question is whether they are discovering you.

To find out where your property stands today, request a CVS audit and demo at
guestasy.com/contact.

It takes one conversation to understand your current Al visibility, and what it would take to
improve it.
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Appendix A: Glossary of Key Terms

Embedding: The mathematical representation of text in vector space. Al engines convert words
and phrases into numerical coordinates where meaning, not keywords, determines proximity. The
foundation of how Al understands language.

Generative Engine Optimization (GEO): Optimisation practices designed specifically for Al-
powered answer engines. The evolution of SEO for the Al era.

Hallucination: When an Al system generates plausible-sounding but factually incorrect
information about a property due to insufficient or inconsistent context data.

Knowledge Graph: A structured database of entities and their relationships that Al engines use for
factual information retrieval. Your hotel's position in relevant knowledge graphs affects how
accurately Al systems describe you.

Retrieval-Augmented Generation (RAG): A technique used by many Al assistants that combines a
language model with live data retrieval, accessing specific databases to pull current context into
generated answers.

Semantic Clustering: The process by which Al groups conceptually related content together
regardless of exact keyword matching. "Romantic sunset terrace" and "intimate evening with
views" cluster together because they describe the same experience.

Zero-Click Search: A query where Al provides a complete, direct answer without the user needing
to visit any website. Approximately 40% of travel-related Al queries currently result in zero-click
outcomes.

Appendix B: Research Methodology

The findings in this white paper draw on research conducted by Guestasy across its platform and
client base.

Primary research:
o 500+ properties tracked over 6 to 12 months across six countries
» 50,000+ Al queries run across ChatGPT, Perplexity, Claude, Gemini, and Google SGE
* 1.2 million+ reviews analysed for semantic clustering and context density patterns

Quantitative analysis:
« CVS scoring methodology developed and validated against direct booking performance
» Statistical correlation between CVS scores and Al recommendation frequency
o Time series analysis of Al visibility trends across property types and markets

Data sources:
» Review platforms: Google, TripAdvisor, Booking.com, Expedia
e Al platform query logs and recommendation outputs
e Property profile data across OTA and brand website listings

All statistical claims in this paper reference this dataset unless otherwise noted. Where figures

are modelled projections rather than observed data, this is stated explicitly in the relevant
section.
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Appendix C: About Guestasy

Guestasy is a Context Optimization platform built specifically for the hospitality industry by
Guestasy Global Pte. Ltd.

Our mission is straightforward: ensure every quality property can be discovered by travellers in
the Al era, regardless of size or marketing budget.

The platform covers the full Context Ladder, from baseline CVS audit through review generation,
multilingual optimisation, management response, platform enrichment, dynamic website
personalisation via the Context Handshake, and real-time competitive monitoring. Everything runs
in parallel, managed by Guestasy.

Technology:
o Proprietary Context Visibility Score algorithm
Al integration across ChatGPT, Claude, Gemini, Perplexity, and DeepSeek
Real-time competitive intelligence engine
Multilingual optimisation across 30+ languages
Automated response generation with human review and approval

Contact:

* Website: www.guestasy.com

o Email: team@guestasy.com

» Request a CVS audit: guestasy.com/contact

Appendix D: Sources and Further
Reading

1.Generative Al in Travel Discovery - Accenture / PhocusWire
https://www.phocuswire.com/generative-ai-driving-travel-discovery-accenture-study

2.Al Use for Travel Planning Worldwide -- Statista
https://www.statista.com/statistics/1558304/ai-use-travel-planning-worldwide/

3.0nly One Sixth of Global Hotels Appear in Al Search Results -- Hospitality Net
https.//www.hospitalitynet.org/editorial/4131071/only-one-sixth-of-global-hotels-appear-in-ai-
search-results

4.Zero-Click Search: What It Means for Digital Marketing -- SimilarWeb
https://www.similarweb.com/blog/marketing/seo/zero-click-searches/

5.Zero-Click Search and Al Integration for Tour Operators -- Resmark
https://www.resmarkweb.com/tour-operators-zero-click-searches-and-ai-integration

6.Al Hallucination Statistics and Research Report 2026 -- Suprmind
https://suprmind.ai/hub/insights/ai-hallucination-statistics-research-report-2026

7.2025 Organic Traffic Crisis: Zero-Click & Al Impact Analysis Report
https://thedigitalbloom.com/learn/2025-organic-traffic-crisis-analysis-report
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