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The Promise of Artificial Intelligence



Biggest Challenges facing 
The Visitor Economy?

Recruitment 
Skills Shortage
& Training

Addressing 
Sustainability and 
Evolving Visitor 
Expectations

Fragmentation:
Isolation of Leaders 
trying to do 
similar/different 
things

Inadequate and 
Unpredictable 
Funding



The Perfect Storm: Why 'More with Less' is 
Breaking the Sector
You are being asked to act as a creative agency, a data analyst, and a crisis manager 

simultaneously. Manual processes can no longer keep up.

Shrinking public budgets meet 
the urgent need to secure 

competitive grants
(e.g.. National Lottery Heritage 

Fund, Arts Council).

The pressure to transition into 
'Local Visitor Economy 

Partnerships' creates a massive 
administrative burden for 

strategic reporting.

The inability to distinguish 
international day visitors from 
domestic ones leaves a hole in 
the economic picture, making 

ROI hard to prove.



AI – The Magic Wand?

Seek & fill out funding 
applications & RFPs

Create strategies -
campaigns/SEO/

Visitor management

Analyse data & 
create tailored impact 

reports

Training assets & resources
Crisis/Risk management

Identify 
commercial/partner 

opportunities

Support stakeholders & 
ancillary businesses







RAG Technology
(Retrieval- 

Augmented Generation) ingests 
your' PDFs, DMPs, and websites.

Safety: Grounded in local reality; 
knows your specific stakeholders.

Output: LVEP-ready masterplans 
and funding bids scored against 

official criteria.

Generic Models 
(ChatGPT / Claude)

"Anytown, USA'' generic copy.

Risk: Hallucinates facts; high 
plagiarism risk; unaware of 

local laws.

Output: Generic strategies that 
lack place identity.

The Great Divergence: Generalist vs. Specialist Al

The Divergence

Authenticity requires an Al that knows the difference between a generic strategy and your straten,,

(Specialised)

strategy



For Marketing: The Era of the ''Segment of One''

The Shift: Moving from broad 

demographics ('Families') to 

psychographics ('Eco-conscious 

foodies').

Hyper-Personalisation:Tools like 

Mindtrip, and Kayak on ChatGPT 

allow users to plan entire trips via 

conversation. DMO data must be 

machine-readable to be 

recommended.

Content at Scale: Generating 

multi-channel campaigns that

automatically adapt tone and imagery.

Visitor Persona:
Eco-Conscious Foodie
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View-to-Visit Ratio: (Attribution) Which 

campaigns that convert into visitors –

AI/AR-powered Guides eg. Geotourist









The Future: Digital Twins & Sustainability.

,
/

Concept: Destination Earth
Building a highly accurate digital model 

to simulate natural phenomena and 

human activity.
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Introducing the "DMO Brain''
A centralised intelligence platform designed specifically for the visitor economy.

• Generic Al: "Write a marketing 

plan for a city."

• DMO Compass: "Read the Visit 

West LVEP Investment Plan and 

write a grant bid for the XYZ 

project that aligns with the Green 

Tourism pillar."

• Core Capability:

Context-Aware Chat - A strategic 

director that ingests your trusted

documents to ground answers in 

local reality.

Is\\ NotebookLM



Your Institutional Brain, Digitised.
A suite of autonomous agents, each trained on a specific job-to-be-done within 
the tourism sector.

Strategy & Intelligence

Context-Aware Chat, 
Crisis Shield,
Lobbying Power Broker

Funding & Finance

Bid Writer, 
Grant Assessor,
Net-Impact Calculator

Operations

Event Orchestrator, 
dor Compliance

Marketing

CMO Agent, 
Visual Engine, 
Visitor Pulse



Strategy That Actually Understands Your Place.
From "What should a DMO do?" to "What should we do, given our assets and constraints?"





The Revenue Engine: Turning Bureaucracy into Bankable Assets.

''One successful bid drafted here pays 
for the platform for a decade."

• Bid Writer Agent: Ingests guidance 
docs (e.g., UK Shared Prosperity 
Fund), extracts scoring criteria, and 
auto-drafts applications based on 
your organization's profile.

•  Grant Assessor: Grades draft bids 
out of 10 against official guidance, 
highlighting fatal flaws before 
submission.

•  Net-Impact Calculator: Models the 
financial viability of Visitor Levies 
and BIDs (Business Improvement 
Districts), calculating ROI agains 
business rates relief.











Am I doing myself out of a 
job?

Look around you - the jobs have already gone*
You are what’s left!

*UK only





Navigating stormy weather with the collective 
expertise of the tourism sector

Thank you
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