
Turn one-way messaging into 
two-way conversation



CHALLENGES FOR DESTINATION MARKETERS

Marketing investment risk 
all sits with the DMO

Changing consumer 
habits for travel 

intenders

Concerns around brand 
safety

Generative AI deployment 
across platforms including 

SEO

Lack of 1P data
from the end traveller

Understanding travellers 
requirements from your 

website



THE TRAVEL CONSUMER LOOP

PAID
Online/Offline

Media

OWNED
Website/Offiline

Content

Find customers and 
prospects with smart, 
conversational scaled 
media.

DREAMING

PLANNING SHARING
Enable your visitors 
to share experience 
to drive advocacy.

EXPERIENCING

BOOKINGSHARING

PLANNING



https://docs.google.com/file/d/1djQCu-mYEL1a4KB3z3h3OrPP8Qmq27NG/preview


Over 200 travel websites around the world provide access to their audiences for Tiki DMO campaigns

- over 100M targetable travel intenders every month. Here are some of the top domestic publishes we work with:

Where Our Campaigns Are Seen
OUR  DOMESTIC NETWORK



Travel Intender Attitudes To AI 
Are Shifting

Of travellers have used an AI tool
to research/plan a leisure trip.

33%

Source: Oxford Economics/Booking.com consumer survey



Of travellers now trust AI when 
planning their trips.

48%

Source: Booking.com 2025 Travel Predictions

http://booking.com/


Introducing the first ad unit 

targeted to Travel Intenders, 

offering Conversational 

Marketing powered by AI.

PROPRIETARY TO TIKI



We retrieve relevant info to 
answer questions.

Wrap the question with a 
specific prompt for the AI, 
adding guardrails to prevent 
unwanted answers.

Apply brand specific filters to 
remove any unwanted content 
or responses to questions it 
couldn’t answer

DMO Website Data is processed & 
stored for quick search

ChatGPT / LLM

User poses a 
question to Envoy

Question

Filtered Response

Request

Response



Visit Portland ME





West Virginia Tourism





Visit Pennsylvania 





Marketplace Queries by Type % of Overall 
Questions

Accommodations - different types of lodging options, from hotels 
and resorts, and what each accommodation offers (Includes “Places to 
Stay” Bubble) 45.08%
General and Social Insights - broader questions about society, 
culture, and general information including social norms and communication 
(Includes “Family Fun” Bubble) 22.06%
Activities and Recreation - recreational activities, leisure pursuits 
and entertainment options available (Includes “Attractions”  Bubble) 15.83%
Local Experiences - local food, nightlife and services that provide a 
taste of local life and culture (Includes “Food and Drink” Bubble) 14.15%
Travel and Transportation - modes and aspects of transportation 
to, from, and including flights and local transport 1.44%
Geographical and Climate Information - questions about 
geography including climate, weather patterns and topographical details 1.20%
Nature and Outdoors - outdoor activities, natural attractions and 
ecological aspects including wildlife and natural environments 0.24%
Financial and Economic Aspects - questions about costs, 
budgeting and other financial considerations relevant to traveling 0.23%
Safety and Security - safety measures, security concerns, and 
advice for staying safe 0.16%
Cultural and Historical Insights - exploring the cultural 
heritage, history and significant cultural attractions 0.05%
Travel Timing - best or most appropriate times to visit including 
considerations about seasons and events 0.00%

Let your audience talk back…



Stay in the Loop





tiki.com


