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Possibly an Al
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Connoisseur




What makes something
intelligent?



Let me show you something.

Before this talk, | asked Chat GPT to describe Galveston as a tourism
destination.

Here's what it produced.



| what It Got Right

The Al identified:

« Beach + history + family as
Galveston's core positioning

« Houston drive market

« The Strand Historic District as a
key differentiator

It read that somewhere.

The question is: where?

MARKET BRIEF

Refresh

Galveston is a Gulf Coast beach-and-heritage market with a very distinct mix of cruise traffic, family attractions, and Victorian-era character. It
competes less as a polished resort town and more as an accessible, full-service island getaway for Houston drive markets, cruise passengers, and
heritage-minded visitors who want beaches plus a built environment with real historical texture.

STRENGTHS

+ Direct access to a huge Houston drive market, which gives it
dependable weekend and short-break demand

+ One of the strongest cruise-port positions on the Gulf, creating a
steady flow of pre- and post-cruise stays

+ A rare combination of beaches, historic districts, and museums in a
compact, easy-to-navigate island setting

+ Clear family appeal through attractions like Moody Gardens,
Schiitterbahn, and the Strand district

+ Strong heritage brand built on Victorian architecture, maritime
history, and the island's storm-and-resilience story

+ Broad lodging mix, from budget motels to historic inns and
beachfront condos

ACTIVITIES & DRIVERS

PAIN POINTS

- Beach quality is uneven by national standards, and the island is not
perceived as a pristine-water destination

- Summer heat, humidity, and storm risk can narrow the comfort
window for some travelers

- The core visitor product is fragmented between beach, cruise, and
downtown experiences rather than centered on one dominant draw

- Traffic and parking can become frustrating on peak weekends and
during cruise departures

- Perception can skew toward day trips and cruise add-ons instead of
longer, higher-spend leisure stays

- Some travelers compare it unfavorably with cleaner, more resort-
oriented Gulf destinations

Beaches History Arts & Culture Family-Friendly Cruises Fishing Boating Weliness & Spa
TOP 5 ATTRACTIONS
1 The Strand Historic District 2 Moody Gardens 3 Galveston Island Historic Pier 4 Seawall and S Bishop's Palace

COMPARABLE DESTINATIONS

South Padre Island T

Pensacola Beach

New Orleans

Corpus Christi
Charleston

Myrtle Beach t



Compelitive Heatmap 1-3Poor  4-5Moderste  6-7Good | 8-10 Excefient
Click any cell to see GPT-40's reascning - gpt-5.4-mini

e ARTS & FAMILY WELLNESS & e
AR BEACHES HISTORY CULTURE FRIENDLY CRUISES FISHING BOATING SPA aide
* Galveston, South 6 8 6 7 9 7 7 4 6.8
South Padre Island 9 2 3 7 1 8 8 5 5.4
Corpus Christi 6 5 6 6 1 8 8 3 54
Pensacola Beach 9 5 4 8 1 7 8 5 5.9
Charleston 5 10 8 6 4 6 7 7 6.6
New Orleans 1 10 10 5 8 6 6 4 6.3
Myrtle Beach 8 3 4 9 1 6 6 5 5.3

GALVESTON, SOUTH - BEACHES

6 Galveston’s south side has broad Guif beaches like Stewart Beach and East Beach, but the sand and water quality are not on the
level of the best Texas barrier-island beaches. It works as a beach destination, but the beach itself is not the main reason people
come.

SOUTH PADRE ISLAND - BEACHES

9

South Padre Island is one of the strongest beach destinations on the Gulf Coast, with long, wide sandy beaches and a clear
beach-first identity. The shoreline is the main draw and a nationally known Texas beach brand.



What It Missed

The blind spots — the texture only insiders know:

The brief captures Galveston’s tourism assets, but misses the emotional and behavioral reasons
people actually choose Galveston. The island’s appeal is less about pristine beaches and more
about its textured Gulf Coast atmosphere — a mix of historic architecture, working waterfront
culture, cruise energy, family ritual, seafood culture, and slightly weathered charm that feels
distinctly Texan and authentic.

This gap — between what the Al knows and what you know —
is the most important thing were going to talk about today.



Where Did the Al Learn All of This?

From you. From this industry.

m

« Your TripAdvisor reviews

« Your website copy and press releases @__;
« Your social posts and event listings —

* Your booking patterns and STR data wL

The data your industry generates every day is the Al's @:@
training data. @

You taught it everything it knows — and everything it got 1'

wrong.

We'll come back to that.




Who Al Cites Most for Travel

Facebook 22,100

Booking.com 18,400

LLM citations across ChatGPT, Perplexity, Gemini, Claude, Al Overviews (2025 -2026 est.)



ACT 2

What Al Actually Is

Building shared vocabulary — no jargon required



RAISE HANDS

Two Questions

Who here is afraid Al is going to take their job in the next five years?
(hands up)

Now — who here has already used Al to help do their job?
(hands up)

| want both groups in the conversation.
You're both right about something.



Al Z A Database

A DATABASE
« Stores facts
« Returns exact matches

« Fails on unseen questions

Ask it about Galveston without a Galveston
file — nothing

Rk

01 Alice New York 29
102 Bob Los Angeles 35

103 Carol Miami 42

A NEURAL NETWORK
« lLearns patterns
« Generates from what it absorbed

«  Works even for unseen questions

Inferred Galveston from everything else it
read — the brief you saw




Spicy Autocomplete

What large language models actually do:

Predict the most probable next word —
at massive scale, with billions of parameters
shaping the probability weights.

It is not thinking. It is an incredibly sophisticated
pattern-completion engine. A Spicy autocomplete, if you will.”

This explains both the power AND the failure modes.
It is always doing what seems most probable — not what is true.



Probabilistic vs. Deterministic

DETERMINISTIC PROBABILISTIC
Same input — same output every time *  Same input — different output each
time
(The answe? Bring to a picnic:
. is4 _
Las—
2 + 2 You evaluate outputs,

o not just metrics.

i




What makes something
intelligent?

Partial answer.

Pattern recognition at scale,
applied to incomplete information.



| Co-Intelligence: Rule1

Ethan Mollick — Co-Intelligence, 2024

Always invite Al to the table.

Before you decide Al cannot do something -- try it.

The mental model most people carry of what Al can do is 18 months out of date.

The questionis never: can Al do this?

The questions are: What does Al get me 80% of the way to -- and where do | add the
20%? What will Al reveal that | may not have though of? What is latent in the data?



Co-Intelligence: Rule 2

Be the human in the loop.

« Al does not have taste.

« It cannot tell you whether the new menu item is actually good.

« It does not know your front desk manager just quit.

« It cannot sense that a guest is about to complain before they do.
« Andit likely doesn’t have your level of domain expertise.

You are the quality control layer. This is not an option.



Co-intelligence: Rules 3 & 4

RULE 3

Treat Al like a person.

Treating Al like a person improves the quality
of its responses because clear context,
specific goals, feedback, and conversational
framing activate more useful reasoning
patterns than terse commands or keyword
prompts.

RULE 4

Assume this is the worst Al
you will ever use.

Every model released in the next ten years will
be more capable than today. Build the habits
now — so the capability gains compound in
your favor.



Enshitification

Cory Doctorow, 2023

Platforms decay in a predictable sequence:

2 3

Extract from users
for business customers

Extract from everyone

Good for users for shareholders

Build trust, grow audience Advertisers over readers We are here

Google is not doing anything surprising. It is doing exactly what the model predicts. Expect
this from Al companies as they continue to grow. Its already happening.



ACT 3

The Discovery Disruption

What's actually changing — and what it means for Galveston



RAISE HANDS

| The Platform That Owned Travel Discovery

For 25 years: the algorithmic kingmaker. +xow-

If Google sent you traffic, you existed.

Who here checks Google Analytics at
least once a week?

Who has a staff member whose job
involves improving Google rankings?

This section is for you.

For a family of 5 with young children, t
interactive Galveston Children's
pyramids at Moody Garde;
Pier, and playing at Ste:
spotting. @ Visit Galveston +3

reston activities include visiting the

m, exploring the aquarium and rainforest

g rollercoasters at Galveston Island Historic Pleasure
ch. The Port Bolivar Ferry offers free dolphin

Here are the best things to do in Galveston with kids under 10:

Top Family Attractions

Moody Gardens: Features Aquarium and Rainforest Pyramids, a 3D/4D theater, and
seasonal attractions, perfect for curious kids

Galveston Island Historic Pleasure Pier: Offers carnival-style rides, rollercoasters, and
arcade games over the water.

Galveston Children's Museum: |deal for kids under 10, focusing on hands-on, play-
based learning.

Schlitterbahn Galveston Island Waterpark: Features numerous slides, lazy rivers, and
water playgrounds for all ages. @ Facebook: Complately Galveston +4
Beach and Outdoor Fun

+ Stewart Beach: Known as the most family-friendly beach, offering amenities like
lifeguards, rentals, and restroom facilities.

Seawolf Park: Located on Pelican Island, it features a fantastic playground, a fishing
pier, and the opportunity to tour a submarine.

Port Bolivar Ferry: A free 20-minute ride that often features wild dolphin sightings,
making it a high-value activity.

= A1st Streat Fichina Pier: Great for fishina and viewina the ncean with a 24-hoiir

Ask anything

(=

@, Facebook - Completely Galveston

What are the best things to de in Galveston
with young kids?

Jun 16, 2025 — What are the top family-friendly
activities in Galveston besides the beach?

X
Must-Dos and Must-Knows for A Family -
Vacay in Galveston? K
May 17, 2025 — Top kid-frlendly attractions in
Galveston include Moody Gardens, Pleasure Pier.

) Facebook - Galveston Talk

What are some fun kid-friendly activities to
do in Galveston?

Jul 16,2024 — Dolphins tour with Baywatch Dolphin
Tours with Captain Adam. Tour Moody Mansion an.

) Facebook - Completely Galveston

THE 10 BEST Things to Do in Galveston with
Kids (2026) -
After many of the trees were lost in a hutticane... See
way 1o experience (1) 16. Texas Surf Museum. 5.0.

@ Tripadvisor

Family-Friendly Things to Do in Galveston, TX —



Al Overviews

~50%

-58%

of travel queries now show click reduction when an Al
an Al Overview Overview appears
(BrightEdge, 2026) (Ahrefs, Feb 2026)

Google answers the question before anyone clicks through to your site.

The funnel didnt break. The top of it moved inside Google.



The Traffic Numbers

-25% -33%

organic traffic to DMO sites hotel booking site traffic
(Miles Partnership / (TripTease data)
Simpleview client data)

This is not a blip. This is the new normal.

The question is not whether to adapt — it's which direction.



The Dead Internet Theory is coming to life

Share of articles that were written by humans or generated by Al

nuary 2020 10 May 202S; Based on a sample of 65,000 English

Ar-generated

Nov. 2022
ChatGPT launch

SN\ i —‘/\‘/




But Who Is Al Citing?

86% 2%

of Al Overview citations come of ChatGPT & Perplexity citations
from human-generated content come from human-generated content

The machines are quoting the humans.

Authentic, expert, human-written content is MORE valuable now — not less.



The Arms Race Risk

The risk:

If everyone publishes Al-generated

content at volume, the signal degrades.

The pool of authentic local knowledge
shrinks.

Al gets dumber about real places.

The opportunity:

The authenticity premium is rising, not
falling.

Local knowledge — the kind that exists only
in this room — is becoming MORE valuable
to Al systems.

Your staff picks, your insider itineraries,
your local event copy. that is signal in a
world of noise.

Commoditized content - “top 10 things to
do in..” is no longer useful to you



RAISE HANDS

What About Your Listing Right Now?

Who here has Googled their own business or destination in the last 30 days?
Who was surprised by what the Al Overview said?
Who has a TripAdvisor listing they haven't updated in six months or more?

Who has ever looked at TripAdvisor forums?



| Search Everywhere Optimization

SparkToro [ Datos research: travelers discover destinations across more channels than
ever.

ChatGPT Perplexity TikTok

Where does Galveston show up across all of these? Is the story consistent? What about
your business?




GEO — Generative Engine Optimization

The new discipline emerging from The Galveston brief | showed you at the
traditional SEO. start?
Tools like Scrunch now let you monitor That was a GEO audit

what Al says about your destination across
every major model.

We just did one together.
Three types of gaps to close:
« Factual errors
« Missing information

«  Tone/positioning misalignment



ACT 4

The Strange Loop

How intelligence actually emerges — and what it has to do with this room



| want to tell you something
weird about how
intelligence actually works.

I've been asking the wrong question — and so has the industry.



Strange Loops

Douglas Hofstadter — Gédel, Escher, Bach, 1979

A strange loop:

A system that, when you follow it all the way
around, brings you back to where you started —
but at a different level.

- Escher's hands drawing each other.

- Bach's fugues that modulate back to the
home key.

« A sentence that describes itself.

"The structure contains itself.”



The Ant Colony

No single ant understands the colony.
No ant has a master plan.

Each ant follows three rules: carry food, follow
pheromones, defend if attacked.

From those three rules, a colony emerges that:
« Hunts and optimizes foraging routes

« Regulates temperature across the nest

« Builds architecture that lasts decades

Intelligence is not located in any one ant.
It is a property of the system.




Agent Orchestration

This is how advanced Al systems actually work today:

Large Model (the Queen)
Sets goals, routes tasks

In practice:

« Scheduled tasks hitting APIs in the background
«  Chains of models passing outputs to each other
«  Workflows running while you sleep

The intelligence is not in any one model. It emerges from the system.



RAISE HANDS

You're Already Doing This

Who here manages a team of any size?

You are already an orchestration system.

« You don't do every task yourself.

« You set priorities, delegate to specialists, review output, course-correct.
Al agent systems do what you do — just faster, cheaper, and without needing lunch.

The management skill you already have is the skill that matters most for working
with Al



What makes something
intelligent?

Updated answer:

Emergent behavior from many specialized
agents following simple rules.

We're getting closer. But the loop hasn't closed yet.



Here is what | want you to notice about this room.

450 people. Each of you with partial knowledge.

You know your restaurant’s busiest nights.

You know which tours sell out in February.

You know what your STR comps looked like last spring.
You know what the Seawall felt like the week after Harvey.

No single person in this room knows everything.

But this room does.



ACT 5

Practical iImplementation

What Monday morning actually looks like



| Only 5% of Organizations Get Substantial Value from Al

Boston Consulting Group, 2025
Why:

5 /o « They treat Al like software to install, not

a collaborator to integrate.
« They run pilots without changing

of companies extract workflows.
substantial value .
from Al investment - They generate content without
reviewing it.

« They adopt tools without building
judgment.

Adoption is not transformation.

The 5% changed their workflows. They didnt just add a tool.



The Lightbulb vs. The Motor

THELIGHTBULB

Safer than candles. Brighter. Everyone wanted
one.

But it replaced one thing at a time.

Same workflow. Better tool.

Using ChatGPT to answer questions, write
emails, edit your tone —

thatis the lightbulb.

Valuable. Absolutely worth doing. Keep doing
it.

THE MOTOR

The electric motor didn't replace one thing.

It redesigned the entire factory floor.

Al integrated into workflows — running tasks
in the background, connecting systems,
handling repetitive processing —

thatis the motor.

The BCG 5% built the motor.



Compounding Interest Is a Neutral Force

It doesn't care if it works for you or against you. It just compounds.

Growth -

Compound Growth

Linear Growth

Al adoption compounds the
same way.

Every team that builds a workflow, runs a
pilot, learns from the output —

their capability grows. Their speed grows.
The gap widens every quarter.

You don't have to be first.

You do have to start.



RAISE HANDS

The Workslop Trap

Who here has gotten an Al output that sounded confident and authoritative — and was
completely wrong?

That is why you are the human in the loop.

The failure modes:

« Mass-producing mediocre content at speed

« Not reviewing Al output with domain expertise
- Treating Al as a search engine for answers

« Removing the human from quality control

Speed without judgment is just faster bad work.



RAISE HANDS

Monday for Restaurants & F&B

Who here manages a restaurant, bar, or F&B operation?

Review responses
Templates that sound human — personalize in 2 min instead of 20

Menu descriptions for LLM citation
"Fresh Gulf red snapper caught this morning” beats “catch of the day” — specificity is the signal

Competitive monitoring
What does Al recommend when someone asks "best seafood in Galveston™?

Eventalignment
Auto-brief on local events — time specials and staffing



RAISE HANDS

Monday for Hotels & Revenue Management

Who here is in hotel operations or revenue management?

STR data + Al analysis
Feed into an Al to flag pricing anomalies — 20-min setup, ongoing signal

Property descriptions for LLM citation
LLMs weight different language than SEO keywords — specificity, amenities, location context

Review response pipeline
Automated drafts with human approval step

Pre-arrival guest communication
Personalized sequences at scale



Monday for Tour Operators & Attractions

Tour descriptions for LLM citation
Structured, specific, factually dense — Al systems favor this format over vague marketing copy

FAQ content
Answer the exact questions travelers ask Al, not just search engines

Itinerary building for travel agents
Al-drafted itineraries featuring your offerings — shareable and embeddable

Review strategy

Guide guests toward specific language: "'sunset dolphin cruise” not "boat tour” — that specificity
feeds Al training



Monday for CVBs & Destination Marketing

Data synthesis
Tourism data + Traveler research — Al pattern recognition — personas your team can use

GEO monitoring
Track what Al says about Galveston weekly. Flag gaps. Optimize inputs.

Content pipeline

Social content (per Melody Smith) repurposed for web, Al Overviews, and LLM citation — one
piece, multiple surfaces

Scheduled automation

Content refresh cadences, competitive monitoring, and data pull triggers — running in the
lbackground



What Al Still Cannot Do

- Taste a new dish before it goes on the menu.

« Sense that a guest is about to have a bad experience before they say
anything.

« Know that the Pleasure Pier crowd runs 45 minutes late on rainy
Saturdays.

« Feel the shift when shoulder season clicks into peak.

The Al knows the map. You know the territory.

There’s a big difference.



Umwelt

Jakob von Uexkull, 1909

Every creature inhabits its own
subjective perceptual world —
defined entirely by what it can sense.

HUMAN UMWELT Al UMWELT
« Taste, smell, touch, sound « Textand images
-« Embodied presence in a place « Everything it knows came from a
- The humidity of a Gulf Coast afternoon document
- The specific weight of a crowd on the * Nobody, no senses, no presence
Seawall «  Frozen at training cutoff
«  Real-time. Right now. «  Stuck in time.

—

Textis how we describe a destination. It is not how we experience one.



RAISE HANDS

Check-In

Who here feels more prepared to use Al in their
work than they did 40 minutes ago?

| want to show you a few more things.



DESTINATION TIER RANGE A bl TRS MIN: 0.00
Maine & m 7 days All Sources All Topics [ ] SYNC MENTIONS
VIBE SCORE
A7 #1.3 VSPRIOR
A+ VOLATILITY: 14.3
COASTAL STABLE
getaways, and |
s, and eas
Visitors are feeling an easygoing anticipation, with a secondary current of discovery, as
Maine's lighthouse routes, island views, botanical gardens, and food-forward coastal
stops shape a trip that feels scenic and intentionally unhurried.
MENTIONS AVG SENTIMENT AVG TRS AVG INTENSITY
444 0.653 0.600 0.337
FULL VIBE BREAKDOWN THEMED SYNTH v

& WHO'S MOVING THE MOOD




@ NOTABLE PRESS & MENTIONS

NATIONAL GEOGRAPHIC

17 of the most charming small towns in the U.S. | National Geographic ATTRACTIONS +0.72 &
MAY &
y as a laid-back Maine coastal town that serves as an app e to better-known Bar st.
x::“;“ NETWORK The Hardest National Park Campground Reservations to Snag NATURE  +0.12 (3
N r ouna res nK

BACKPACKER NATURE  +0.30 (&

MAY 4 _
vel plannir 5 not

BACKPACKER GENERAL  +0.10 7

MAY 4 N o )
be useful for hiking trips in Maine, but itis not spec y about Maine or a local t
TRAVEL + LEISURE My Mom Was a Vogue Fashion Editor in the Jackie O Era—Here's How She Builds a Timeless Travel Wardrobe GENERAL  +0.20 [f
MAY 2
he mention reflects on rism narrative.
BUZZFEED 68 Photos That Show How Shocklngly Different Things Are State-To-State In The US GENERAL  +0.30 (f
MAY 5
This is a 1 post that briefly praises Maine's consistency without o meaningful travel guidance or visitor cor
# LLM-CITED SOURCES COMMONLY REFERENCED IN Al ANSWERS - LAST 7D
PRESSURE POINTS
X X

SAFETY FEAR GENERAL SADNESS SAFETY FEAR

FLESH-EATING BEACTERIA (VIBRIO CANADIAN TOURISM IS EXPECTED TO STAY CAMDEN HILLS STATE PARK UNDER 'DO NOT

VULNIFICUS) EXPLAINED: HOW IT DESTROY... DOWN IN 2026, OFFICIALS SAY DRINK WATER' ADVISORY

CUSTOMMAPPOSTER.COM - MAY 5, 2026 NEWSCENTERMAINE.COM - MAY 1, 2026 NEWSCENTERMAINE.COM - MAY 6, 2026

SENTIMENT TRS SENTIMENT TRS SENTIMENT TRS

-0.780 0.372 -0.500 0.655 -0.420 0.887




€53 Meridian ki B

Pricing Who It's For Open Dashboard

® Al VISIBILITY - TRACKING LIVE

Know where you stand in
the age of Al trave

Travelers are asking Al where to go. Meridian monitors what it tells

them about you, tracks your visibility over time, and shows you exactly

where to focus.

Enter Meridian — See how it works




Daily dmo digest

Now verify all three outputs are in place:

Verify all three outputs exist >

Alltl
Top

hree outputs are saved. Here's what was produced for the May 8, 2026 digest:
stories today:

World Cup hotel crisis (@ Critical) — Only Miami and Atlanta are ahead of projections with 6 weeks
to kickoff. 80% of host city hotels are below forecast, Kansas City worst at 85-90% down. Pivot to
domestic/drive-market audiences now.

Iran war fuel crisis (. Critical) — 9.3 million summer seats eliminated, domestic fares +8%,
international +42%. Combined with Spirit's shutdown, the budget ULCC segment faces a double
capacity and price hit.

Canadian tourism: 13-month decline (! High) — 22% drop in January, 13 consecutive months
down. Structural — not a blip. Florida, Nevada, and border-state DMOs should reassess Canadian
spend.

Google Al Overviews now pulls Reddit/forum content (! High) — Community-sourced,
experiential content now surfaces directly in Al travel discovery results. Destination TripAdvisor,
Yelp, and Reddit presence just became a visibility signal.

Google Preferred Sources global rollout + Core Web Vitals composite scoring (! High) — Repeat

visits now contribute to rankings; one failing CWV metric now drags all three.

Files saved:

daily-digest-hub/digests/dmo/2026-05-88.html
daily-digest-hub/manifest.js (updated, new entry atfront)

2026-05-08.md | (Obsidian vault)

o R

Write amessage...

.

Claude is Aland can make mistakes. Please double-check responses.

®& «</> 20260508 MD

] show in Folder

Daily DMO Digest — Friday, May 8, 2026
Tourism Marketing Intelligence for Destination Strategists Prepared for Miles
Partnership — Strategy & Insights

Executive Summary
Today's DMO Impact Radar
Category Status Top Signal
Travel ! Alert Post-DHS shutdown TSA staffing gap persists; 1,100+ officers quit,
Friction enhanced ICE vetting in airport gate areas ongoing
Industry ® ‘World Cup hotel crisis deepens — only Miami and Atlanta ahead of
Intel Critical projections; Canadian tourism now in 13-month decline; inbound visits
down for 9th straight month
Air System o Iran war fuel crisis cuts 9.3M summer seats; domestic fares up 8%,
Critical  international up 42%; Spirit wind-down continues; Southwest O'Hare
exit June confirmed
Platform& @& Google Al Overviews now surfaces Reddit/forum perspectives; 5 new
Tech Watch link features push more traffic to websites; Preferred Sources global
rollout accelerates
Demand & I Alert Consumer confidence near record lows (UMich 47.6); 58% of travelers
Risk plan to spend less; NOAA hurricane season outlook due May 21 — below-

average season projected

CRITICAL — World Cup Hotel Booking Crisis Persists with Six Weeks to Kickoff:
Nearly 80% of host city hotels are running below initial bookings projections according

to the American Hotel & Lodging Association. Kansas City is worst-hit at 85-90% below

projections. Only Miami and Atlanta are showing bookings at or above forecast. Visa
barriers, geopolitical concerns, and the 39-country entry ban are suppressing
international demand. DMOs in host cities need to pivot World Cup campaigns to
domestic audiences and regional drive markets rather than continuing to count on the
international windfall.

CRITICAL — Iran War Fuel Crisis Slashes Summer Capacity by 9.3 Million Seats:

v

U X



The Loop Closes



What makes something intelligent?

A system that processes patterns from many sources,
updates its understanding, and acts on incomplete
information toward a goal.

That's you.

The ant colony. The emergent intelligence.
The thing the Al is trying to be.



Three Things. Monday Morning.

Run a GEO audit.

Google your business or destination. Then ask ChatGPT the same question.
Write down three gaps between what Al says and what is actually true.
That is your starting point.

Pick one workflow and run a pilot.

Not a strategy. Not a task force. One workflow. Two weeks.
Measure the time saved and the quality of output.

Treat your review responses as training data.

Write them with specificity — name the dish, the view, the experience, the staff member.
You are writing for travelers AND for the Al that will quote you next.



miles

Justin Gibbs

Miles Partnership

justin.gibbs@miiespartnership.com



Thank you for being the
intelligence in the room.

Galveston Tourism Summit - May 12, 2026
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