
Does AI know your 
business?





When a customer asks AI to 
recommend a business like yours:

What does it know? 

And where does it hesitate?



Your next customer may decide for or against booking 
your business before ever seeing your website.

AI is becoming the first impression, the 
comparison tool and the route towards booking.

Why these questions matter right now:
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SECTION 1

How search has changed 
What changed in the last 2 years, 12 months and 90 days



The Single Biggest Development From

The Last 2 Years
AI has moved into mainstream search 



Source: Similarweb 2026

50%
Of all searches on Google now feature 
an AI Overview

32%
Of all searches on Google result in a 
click to an external website



1BN
weekly active app users

62%
year-on-year growth

ChatGPT’s big milestone



The Single Biggest Development From

The Last 12 Months
AI moves deeper into travel and 

experience planning



￭Customers can build their own 
itineraries using Canvas in AI 
Mode.

￭Flight deals
￭Hotel
￭Restaurant
￭Tickets

AI Mode’s Canvas Itineraries 



￭AI systems began using tools, connected 
services and agentic workflows to 
complete tasks.

￭The direction of travel changed from “tell 
me” to “do it for me”.

Agentic capabilities have become more accessible



Travel “plugins” are now abundant

10
Plugins at launch, 3 were travel related.

365
Available travel-related plugins  on ChatGPT

130
Available travel-related “Connectors” on 
Claude



The Single Biggest Development From

The Last 90 Days
AI has started to cross the 

transaction threshold. 



￭Google introduced hotel booking 
inside AI Mode in the US.

￭BUT, it’s not great if:
￭ You're travelling with children.
￭ Using a promotional code.
￭ Redeeming reward points.
￭ Making more than one booking 

in the same conversation.

⚬Google is not the merchant. 
Strong website connectivity will 
be key in 2027

AI Mode started booking hotels



AI transactions are being tested successfully

Demonstrated AI-powered
travel booking and 

payment.

Completed a purchase 
within a customer’s agreed 

budget.

Completed a UK donation
through an AI 
conversation.

Dubai Canada United Kingdom



Direct pricing freedom under the DMA

28th September 2026
The European Commission set out Booking.com’s 
obligations for hotel offers in the EEA

Source: European Commission Enforcement Factsheet (Published 28 September 2026)

Booking.com will no longer de-rank your business 
on the platform if you are offering lower rates 
elsewhere

They've also committed to greater transparency 
around its Genius, Preferred and Preferred Plus 
programmes. 



KEY TAKEAWAY 01

In the last 2 
years

AI changed how people 
search.

In the last 12 
months

AI moved deeper into travel and 
experience planning.

In the last 90 
days

AI has started to cross the 
transaction threshold. 



SECTION 2

The picture AI has built of 
your business 

The good, the bad, and the ugly. 



For the last 20 years, digital marketing has 
largely been about two types of levers

Organic search 

Paid Search

Paid Social

Organic Social 

Website

Booking engine

CRO / UX

Public Relations

THE
TRAFFIC 
LEVERS

THE
CONVERSION 

LEVERS



Traditional Search vs. AI Search Formula

TRADITIONAL 
SEARCH

“Hotels in Belfast 
with parking close to 
the centre”

“Find me a 
characterful hotel in 
Belfast for a family 
weekend, walkable to 
the city centre, with 
parking and a 
restaurant the 
children will enjoy.” 

AI SEARCH



AI has given us a third lever...

THE
TRAFFIC 
LEVERS

THE
CONVERSION 

LEVERS

Organic search 

Paid Search

Paid Social

Organic Social 

Website

Booking engine

CRO / UX

Public Relations

THE 
UNCONTROLLABLE 

LEVER

Your 

AI Shadow



What is an 
AI Shadow ?
The picture AI has built of your business 
from information it can find.

For many customers, it is the first 
meaningful impression of your business.

It is fast becoming your most important 
digital asset.



Two ways the AI Shadow  appears

The Innocuous Snapshot The (Brutally) Honest Assessment
A fairly neutral summary of the hotel and 

its offering.
Strengths, drawbacks and trade-offs for a 

particular guest.

Gatekeeper content



So, how does this affect your website?

Last Year
Traditional search gives us very little information 
before we visit a website

traditional 
search

website



The changing role of the hospitality website

This Year

AI search moves us much 
further down the funnel before 
we visit a website

AI Search

website



Next Year
Guests will regularly develop the 
intent to purchase within AI Search 
before starting their transaction

AI Search

The changing role of the hospitality website



Your AI shadow  is quickly becoming 
your most important digital asset. 

KEY TAKEAWAY 02



KEY TAKEAWAY 03

Digital marketing has moved beyond driving 
website traffic and optimising conversion:

01 Get recommended by AI 
02 Influence what your AI Shadow  says about you. 



SECTION 3

The 
Confidence-Ambiguity  

Scale 
The aim of the game is to increase confidence and reduce uncertainty. 



AI Doesn't Search. It Judges.

Traditional Search

01

Customer makes a basic search

02

Google ranks millions of websites

03

Customer compares which links to click

04

Customer clicks a link

AI Search

Customer asks a detailed question

02

AI evaluates hundreds of signals

03

AI decides which businesses it trusts

04

AI recommends only a handful of businesses

01



The Confidence–Ambiguity  Scale 

AMBIGUITYCONFIDENCE

The more AI has to guess, the less confidence it has about your business.

Location

Accessibility

Dog-Friendly

Family-Friendly

Special-Occasion 
Suitability



“Special” Occasion Suitability

Let’s break down what’s 
happening here: 

• AI interprets what it thinks 
I mean by “special” and 
what I might want for an 
“anniversary”

• AI looks for evidence that 
fits that interpretation. 



AMBIGUITYCONFIDENCE

Restaurant ARestaurant B
DETAIL: 
• Candlelit tables
• Relaxed service
• Seasonal tasting menu
• Personalised anniversary desserts

Validated by specific reviews 
referencing their positive anniversary 

experience

“We make every occasion special.”



Fuel your AI Visibility with C.A.R.B.S

C — Customer Clarity
Can AI immediately 
understand who you're for?

A — Authority Mentions
Do trusted sources 
reinforce your credibility?

R — Reviews
Do customers consistently 
validate your experience?

B — Brand Consistency
Does every source tell the 
same story?

S — Structured Data & 
Machine Readability
Can machines 
understand you without 
guessing?



Let's Ask AI...

Recommend a luxury hotel in the English Lake District with a 
spa, excellent food, dog-friendly rooms and good walking 
nearby.

RECOMMENDED

￭Gilpin Hotel & Lake House
￭Another Place, The Lake
￭Armathwaite Hall Hotel 

and Spa

NOT RECOMMENDED

￭Appleby Manor Hotel & 
Garden Spa

Why these hotels?



Let's Explore Appleby Manor
On paper, a perfect match.

Luxury hotel 

Lake District location 

Spa on-site 

Strong food reviews 

Dog-friendly rooms 

Excellent walking nearby 

✓

✓

✓

✓

✓

✓



Why these hotels got recommended

Hotel Customer 
Clarity

Authority Reviews Brand 
Consistency

Structured 
Data & Machine 
Readability 

Overall AI 
Confidence

Gilpin Hotel & Lake 
House

✓✓✓ ✓✓✓ ✓✓✓ ✓✓✓ ✓✓✓ Very High

Another Place, The 
Lake

✓✓✓ ✓✓ ✓✓✓ ✓✓✓ ✓✓✓ Very High

Armathwaite Hall 
Hotel & Spa

✓✓✓ ✓✓✓ ✓✓✓ ✓✓✓ ✓✓✓ Very High

Appleby Manor Hotel 
& Garden Spa

✓✓ ✓✓ ✓✓ ✓✓ ✓✓ Medium–High



Why AI Omitted Appleby Manor
Not inferior. Just more ambiguous to AI.

Prompt Requirement Signal Strength

Luxury Present, but less externally reinforced

Spa Strong

Excellent food Strong — AA Rosette awarded

Dog-friendly rooms Available, but limited and not 
prominently positioned

Good walking nearby Present, but less clearly productised

In the English Lake District Slight geographic ambiguity

Independent authority Smaller digital footprint

Brand & entity clarity More fragmented across sources



Try this yourself
I want you to compare my business with three named competitors and 
assess how confident you would be recommending each business to a 
potential customer.
My business:
[INSERT BUSINESS NAME AND WEBSITE]
Competitor 1:
[INSERT BUSINESS NAME AND WEBSITE]
Competitor 2:
[INSERT BUSINESS NAME AND WEBSITE]
Competitor 3:
[INSERT BUSINESS NAME AND WEBSITE]
The customer is looking for:
[INSERT A SPECIFIC CUSTOMER PROMPT, FOR EXAMPLE: “A luxury 
business in the Lake District with a spa, excellent food, dog-friendly 
rooms and good walking nearby.”]
Use the CARBS Framework to assess each business.
CARBS stands for:
C — Customer Clarity
How clearly does the business’ website explain who it is for, where it is 
located, what it offers and why it matches this specific customer 
request? Look for dedicated pages, clear language, detailed facilities, 
room information, location context and strong alignment with the 
customer’s needs.
A — Authority Mentions
What credible external sources reinforce the business’s claims? Look 
for coverage and recognition from respected travel publications, 
tourism organisations, business guides, industry bodies, awards, 
restaurant guides and other authoritative third-party websites.
R — Reviews
What do customer reviews consistently say about the business? 
Consider review volume, recency, ratings and whether customers 
specifically corroborate the qualities relevant to the customer’s 
request. Do not rely solely on the business’s own testimonials.
B — Brand Consistency
Is the business described consistently across its website, Google 
Business Profile, booking platforms, tourism websites, social profiles 
and other important sources? Identify contradictory information 
relating to its location, category, facilities, dining, spa, dog policy, room 
types or positioning.
S — Structured Data and Machine Readability
Inspect the business’s genuine live structured data and underlying 
page content. Do not estimate this score based only on how 
professional the website looks.
For each website:
1) Inspect the live HTML and identify the JSON-LD, microdata or RDFa 
actually present.

Present the findings in this format:
1) Executive summary
Explain which business you would be most confident recommending 
for the specific customer request and why.
2) Comparison table
Include:
⚬Hotel
⚬Customer Clarity score
⚬Authority score
⚬Reviews score
⚬Brand Consistency score
⚬Structured Data and Machine Readability score
⚬Total CARBS score
⚬Recommendation confidence: Very High, High, Medium, Low or 

Very Low
3) Detailed analysis
Provide evidence for each business across all five CARBS 

categories. Include links or citations to the sources used.
4) Structured-data audit
Create a separate table showing which schema types were 

directly detected on each business’s website, along with errors, 
omissions, inconsistencies and opportunities.

5) Recommendation test
Answer:
Which business best matches the customer’s request?
How confident are you recommending my business over each 

competitor?
What evidence increases or reduces your confidence?
Is my business genuinely less suitable, or is it simply 

communicating its suitability less effectively?
6) Priority actions
Give my business the five highest-priority actions that would most 

improve its likelihood of being understood, trusted and 
recommended by AI systems.

Prioritise practical improvements across content, authority, 
reviews, brand consistency and structured data. Do not assume 
that adding schema alone will solve weaknesses elsewhere in the 
CARBS Framework.

2) Identify the schema types being used, including where relevant:
⚬Hotel
⚬LodgingBusiness
⚬LocalBusiness
⚬Organization
⚬PostalAddress
⚬GeoCoordinates
⚬AggregateRating
⚬Review
⚬Restaurant
⚬Offer
⚬Product
⚬Room
⚬HotelRoom
⚬Accommodation
⚬AmenityFeature
⚬ ImageObject
⚬BreadcrumbList
⚬FAQPage
⚬sameAs
3) Check whether the structured data accurately reflects the visible 

page content.
4) Identify missing, incomplete, duplicated, contradictory or 

incorrectly nested properties.
5) Check whether important customer information—such as spa 

facilities, restaurants, dog-friendly rooms, walking access, location 
and room types—is clearly understandable from both the visible 
content and the structured data.

6) Where possible, validate the markup against Schema.org and 
Google’s structured-data requirements.

7) Clearly distinguish between:
structured data that has been directly verified;
information inferred from visible content;
information that could not be verified.
Do not invent schema types, validation results, review totals, awards 

or technical findings. If the live source code cannot be accessed or 
properly inspected, say so clearly and mark the structured-data 
assessment as unverified.

Score each CARBS category out of the following:
⚬Customer Clarity: 25 points
⚬Authority Mentions: 20 points
⚬Reviews: 20 points
⚬Brand Consistency: 15 points
⚬Structured Data and Machine Readability: 20 points
Total: 100 points 



Digital 
decluttering
•Events
•Menus
•Offers
•Duplicate content
•Outdated room information.  



Everything AI can find about your 
business either builds confidence or 

creates ambiguity. 

Greater confidence can lead to greater 
visibility. 

KEY TAKEAWAY 04



SECTION 4

Fuel your AI visibility with  
C.A.R.B.S.

Strengthen the signals that reduce ambiguity and create confidence.



ADD IMAGE

C Customer Clarity

MEANING

Make it obvious who the hotel suits and why.

Does this hotel fit this guest?

ACTION

Answer your key guest types’ full 
brief on one useful bookable page. 

QUESTION IT ANSWERS FOR AI



A Authority

MEANING

Credible third parties supporting your 
claims.

QUESTION IT ANSWERS FOR AI

Who else backs up this strength?

ACTION

Identify one distinctive strength and 
seek a relevant mention from a 
tourism body, guide or publication.



R Reviews

MEANING

Recent guests describe the experience 
they had.

QUESTION

Do stays back up the promise?

ACTION

Encourage specificity. 
"What did you enjoy the most?" 
“Was your visit for something 
special?

QUESTION IT ANSWERS FOR AI



B Brand Consistency

MEANING

Important facts agree across the wider web.

Which version of the hotel is correct?

ACTION

Audit listings and fix missing or 
conflicting facts.

QUESTION IT ANSWERS FOR AI



S Structured Data and 
Machine Readability

MEANING

Pages work. Their facts can be read and 
understood.

QUESTION

Can machines reach and interpret the 
evidence?

ACTION

Crawl the site and fix important 
guest journeys.

QUESTION IT ANSWERS FOR AI



Your Website Now Serves Two Audiences

Humans Need Inspiration

"This hotel is perfect for couples looking for a 
relaxing coastal escape."

Machines Need Clarity

Luxury hotel? Adults only?

Beachfront? Romantic?

Spa hotel? 4 or 5 star?

Schema Markup



Think of it like an IKEA wardrobe

Without Instructions
Confused. 

Make (wrong) assumptions. 

With the Manual
Fewer mistakes. 

Total confidence.



Five priorities for the next 90 days

01 Test your AI Shadow  against real guest questions 
(access the prompt via the QR code)

02 Choose the guest needs you can serve best

03

04 Find and correct conflicting information

Perform a website audit and understand your “visibility 
anchors”, then fix the highest-priority ones.

05 Send press releases for something newsworthy to 
local and trade press



SECTION 5

How search will change 
My predictions for the next 18 months 



“Dots have their own cloud computer, 
learn from feedback over time... and can 
readily connect to over 4,000 apps.”

In short...
It will preempt your hospitality search 
before you make it 

PREDICTION 01

Proactive search
AI will increasingly start the conversation.



Interconnecting rooms

Children’s dining times

Pool access and restrictions

PREDICTION 02

The detail will 
win the booking

“Family-friendly” becomes more specific.



The AI Generation 
Gap Will Narrow

AI-assisted discovery won't remain a young-
person behaviour.

PREDICTION 03

Source: Pew Research Centre. Americans and AI 2026: Chatbots, Smart Devices, and Views on Impact.

The first phase of AI adoption 
required people to change their 
behaviour. 

The next phase won't.



Final Takeaways

01 AI is quickly changing how your customers search, choose and book 
hospitality.

Your AI shadow  is quickly becoming your most important digital 
asset. 

Everything AI can find about your business either builds confidence or 
creates ambiguity. 

The future to being recommended and booked
• Build a strong digital foundation with C.A.R.B.S
• Layer it with intricate detail about the experience you offer

02

03

04



Resources to help

C.A.R.B.S Assessment Prompt
A prompt to explain how AI understands your business compared with your 
competitors

2-Page Cheat Sheet
A two-page summary of all the core concepts from today.

Slides & more
Today’s slides and a breakdown of how Formula can help your business



Thank 
you.

Adam Hamadache
CEO & Founder

adam@thisisformula.com

thisisformula.com

Adamhspeaks.com
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