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AI OPENER FOR 
DESTINATIONS
A global collaborative exploration 
of generative AI technologies and 
the implications for destination 
organizations with over 100 
participating organizations so far. 

Each month we explore a different 
question at the intersection of 
travel and AI.  

aiopenerfordestinations.com

Over 100 Participating Destinations!

Follow Miles on LinkedIn 
for announcements on 

AI Opener 2026! 



» THE CURRENT STATE



ChatGPT leads 
usage in the current 

landscape, but 
Gemini, Claude and 

others are rapidly 
gaining ground. 



Consumers 
increasingly 
expect AI 
tools as part 
of their travel 
planning 
process.

51% Have used AI as part 
of their travel 
planning

37% Expect travel sites to 
offer GenAI tools for 
planning

Source: Phocuswright’s U.S. and Europe Consumer Travel Reports 2025



Leisure travel was the #1 
expected use for AI in the next 

12 months



https://news.booking.com/bookingcom-releases-the-global-ai-sentiment-report/

Booking.com’s Global AI Sentiment Report 2025:
62% have used AI to book a trip
61% have used AI on a trip



And for 
organizations…

40% are still 
understanding 
AI, and only 
14% are 
achieving 
wide-scale 
adoption. 

May 2025
1,882 respondents, primarily in marketing, 

professional services or software 
businesses. 



Exploring 
AI Usage



Usage by 
Country



Usage by 
State



Data analysis 
and 
manipulation, 
report and 
research 
creation 
among the 
top uses. 



In this recent 
study from 

OpenAI, 
humans 

narrowly beat 
AI outputs in a 
head-to-head 

comparison. 





» WHAT AI DOES



● Document 
outlines

● Summaries
● Email 

responses
● Blog posts
● Articles
● …

WRITE



ANALYZE

Chart your 
visitor data, 
identify trends 
and 
opportunities, 
ask follow-up 
questions of 
your data. 



Uncover 
insights, 
summarize 
available 
information or 
make 
comparisons. 

RESEARCH



Completely 
synthetic user 
groups
(Nsighta Focus 
Groups)

RESEARCH



Current 
Generative AI 
models are 
great at 
creating all 
kinds of code. 

CODE



LEARN

Understand 
complex topics 
and diverse 
data using AI 
synthesis and 
personalized 
learning 
approaches. 



IMAGES

Generative AI 
enables all 
kinds of image 
edits, lighting 
changes, 
upscaling 
(enhance, 
enhance!)















TRANSLATION

https://docs.google.com/file/d/1_gYr2mo0A2Kecp-yuCFx-7MPkrQBlUVf/preview


Newest agents with 
the ability to access 
multiple apps within 
their own operating 
environments. 

Agents 
with full OS 
Access



» HOW TO THINK ABOUT IT



I asked 20 people if they own 
pets.  

Take the following responses 
and put the information into 
an excel spreadsheet and 
tell me two things you 
noticed about the 
information.

Pet 
Ownership 
Analysis

A Simple Use Case



● Of the 18 respondents who own 
pets (note Hanna has no pets), 
62% of those pets are dogs (21), 
and 21% are cats (7).

● There is an average of two pets 
per owner:
○ Single pet owners: 6 people 

(35%) 
○ Two-pet owners: 6 people 

(35%)  
○ Three-pet owners: 4 people 

(24%) 
○ Four or more pets: 1 person 

(6%) - Tyler with 4 pets

Pet Ownership 
Analysis

A Simple Use Case



Pet Ownership 
Analysis

A Simple Use Case

https://docs.google.com/file/d/16po_8Gl04r5UYhv0POdz2AMFmvbPx-HU/preview


Purposeful Use of Generative AI in the Research Process

Interconnected benefits for the research process

● Augments the human perspective uncovering connections in data
● Challenges inherent biases and assumptions
● Accelerates the paces of discovery
● Generates insights neither AI or human could have done alone



Purposeful Use of Generative AI in the Research Process

The goal is to AUGMENT 
- not replace - steps in 
the research process, 
which stands to 
augment the depth 
and quality of insights.

“AI frees humans for strategy, 
storytelling and creativity.”  

Deborah Sherman, LinkedIn

“AI is not going to replace 
humans, but humans with AI 
are going to replace humans 

without AI.“
Karim R. Lakhani, Harvard 

Business School



Augment Data 
Analysis

•Pattern recognition in high 
dimension data: expand 
scope of data analysis

•Multi-modal data 
integration: synthesize large 
data sets

Validate Data 
Analysis

•Bias detection: validate data 
analysis conducted, which is 
prone to unconscious bias

•Reproducibility verification: 
ensures there is reliability in the 
analysis conducted

•Statistical assumption 
checking: provide alternatives 
when anomalies are found

Content and 
Literature 
Review

•Semantic search: Identification 
of new sources both academic 
and industry in nature 

•Automated systematic review: 
deeper understanding of 
previous work conducted in the 
industry trend or phenomenon

•Gap identification: validate a 
lack of research on a given 
topic, reducing likelihood of 
duplicate research

Purposeful Use of Generative AI in the Research Process



Purposeful Use of Generative AI in the Research Process

Do’s and Don'ts for success in using AI to augment research

Do
● Verify and cross-reference
● Maintain transparency about AI usage
● Think of ways to augment your perspective on data analysis or scope of insights collected

Don’t
● Copy AI-generated content into your materials
● Input sensitive or proprietary data without permission
● Miss the opportunity to grow the field of knowledge around AI use in tourism research



Purposeful Use of Generative AI in the Research Process

Best practices for impactful use of AI to augment the human process

Goal solution alignment
● Identify the goals for the project
● Don’t start with the AI you want to use or simply “to use AI”

Outline steps that need augmentation 
● Where can the process be enhanced (efficiency, depth of knowledge collection, etc.)

Create content explaining AI in use
● Why was AI used?
● What was it used for?
● How has the research process been improved or augmented?
● Did this benefit the insights and analysis?



» PROVEN USE CASES



Challenge:  How does lodging 

demand relate to the 

generation of sales tax?

Does a relationship 
exist?



The Approach

Gathered the following inputs for 2024:

• Monthly sales tax collections
• Category level tax details

• Final full-year 2024 hotel demand numbers

Analysis:

• Conducted a simple share by month comparison for directional insights
• Ran a correlation analysis looking at the true R-coefficient for monthly 

correlations between sales tax categories and room demand



The Data and Analysis



The Data and Analysis

Normalization of the Sales 
Tax Data:
• Removed lodging tax from the 

monthly sales tax totals to remove 
skews caused by rate fluctuations.

Correlation Strength:
• There is an extremely strong 

positive correlation (r = 0.8926) 
between the monthly share of 
non-lodging tax and the monthly 
share of roomnights sold. 

• This indicates these two variables 
have an almost perfect linear 
relationship.
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The Data and Analysis: Correlation Analysis

Correlation Strength:
• There is an extremely strong positive 

correlation (r = 0.8926) between the monthly 
share of non-lodging tax and the monthly 
share of roomnights sold. 

• July is the only month where one variable is 
above its mean (non-lodging tax) while the 
other is below its mean (roomnights), 
resulting in a small negative contribution.

• Winter months (December through March) 
show the strongest positive contributions, as 
both variables are well above their means 
during these months.



The Data and Analysis

Estimating value of a 
roomnight:
• Communicating an 

R-coefficient is not always an 
effective way to communicate 
the value of roomnights 
throughout the year.

• R-coefficient tells us the degree 
of relationship and is NOT a 
measure of value.

• Non-Lodging Sales Tax per 
Roomnight = the tax revenue 
generated per-roomnight sold 
each month.



The Data and Analysis

Correlation by tax category:
• With a strong correlation between room 

demand and sales tax generated, a 
similar relationship is seen across 
categories.

• Minor nuances do exist across months by 
category:

• Retail tax collections trend above 
room demand in July- September, 
December

• July- September F&B tax collections 
trend above room demand.

• Note: these two categories are 
responsible for the over indexing of 
tax collections July-September 
(trend is similar or sales tax total 
less lodging)



Challenge: A change in visitor 

volume tracking partner is 

leaving the destination with a 

five-month gap in reporting - 

what is an interim solution?

How do we solve for a 
gap in measurement?



Process

Using Claude Code
● Pull, aggregate, clean and 

format data from available 
sources

● Create 5 separate models 

○ Simple Linear Regression

○ SARIMA Time Series Model

○ Lagged Regression Model

○ Machine Learning 
Ensemble 

○ Booking-Conversion Proxy

● Final “Weighted Ensemble” 
methodology 



Results

5-month statistical 
prediction for data gap

● Weighted ensemble of 
methodologies

● Each method uses 
established statistical 
techniques

● Transparent, 
reproducible process

● Methods validated on 
historical data where 
possible



» GETTING STARTED



I strongly encourage you 
to invest in a paid tool. 
You’ll get access to more 
features, better privacy 
and security and higher 
usage limits and 
reasoning. 

(Everyone here should 
ALWAYS be using reasoning 
or extended thinking)

Paid vs. Free

Perplexity

Gemini

Claude

ChatGPT



A framework of “4Ds”: 
Delegation, Description, 
Discernment, and 
Diligence.  

Anthropic 
AI Fluency 
Course



Generative AI is 
prone to error, or 
so-called 
“hallucinations.” 
It’s best used where 
its output is easily 
verified. 

Prioritizing Usage

Verifiable
Prioritize use cases where you can easily verify the 

output in some way. 

YOU 
KNOW IT

You can verify the 
output because 

you know enough 
to identify when 

the output is good.

YOU CAN 
SOURCE IT

You can verify the 
output by locating 
external sources 
that confirm the 
output is good.

YOU CAN 
TEST IT

You can verify the 
output because it 
either works or it 

doesn’t work when 
you test it.



Best suited for analyzing across 
document types and 
comparing methodologies and 
data sets

Strength: handling complex, 
nuanced academic discussion 
and maintaining context 
throughout a long conversation

Claude
(w/ extended thinking)

Claude



Provides real-time web search 
capabilities with citations, 
supporting discovery of the 
most current research.

Strength: real-time connectivity 
to web search provides the 
most up-to-date and accurate 
search for topics

Perplexity

Perplexity



These are 
specialized chats 
that you can build 
your own directions 
and knowledge into. 

CUSTOM GPTs
(or Gems or Projects)

Chat GPT
CustomGPT

Gemini
Gem

Claude
Project



Current models have 
gotten very good at 
data visualization. 
This example from 
Claude plots visitor 
and revenue trends 
over time. 

Data 
Visualization

Chat GPT Gemini Claude



Think of these tools 
as research 
assistants. They’re 
capable of 
designing and 
executing research 
for you on their own. 

Deep Research

Chat GPT Gemini Perplexity Claude



40+hours of 
desktop research 
down to less than 8 
hours of validation. 

Deep Research

Chat GPT Gemini Perplexity Claude



The best way to learn 
anything!

The best, least used 
AI product*
*according to me

Notebook LM

Notebook LM







 



If you can write (or even 
read) HTML, JavaScript, 
Python, PHP or any 
programming language, 
you should definitely 
check out Claude Code. 
(or Codex or Gemini CLI)

Coding

Claude Code Codex Gemini CLI



» MORE TOOLS TO TRY



Smart Diagrams 

Designed to turn 
notes, outlines 
and sketches into 
diagrams and 
infographics. 



Automations

Create no-code 
automations 
using conditional 
steps, external 
connectors and 
multiple AI 
models. 



Google Opal

Build hosted AI 
apps with 
multiple models 
and steps with 
no code.



Research 
without users?

Scientific and 
methodical 
approach to user 
group planning - 
less a replacement 
and more a way to 
pre-run expensive 
research. 



Q&A




