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THE Al LANDSCAPE IS LAYERED & COMPLEX

Although chatGPT is the dominant tool, we have seen unprecedented growth across all the big players
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GODGLE: Al OVERVIEWS
& Al MODE

Al Overviews embedded in
Google Search.

Al Mode adds
conversational search.

ACTIVE USERS

e 2B+ monthly users
exposed via Search.
e ~100M users in Al Mode

GOOGLE
GEMINI

Google's standalone Al
assistant.

Integrated into Android
and Workspace.

ACTIVE USERS

e ~450M+ monthly users
globally

CHATBPT

Category leader in
conversational Al.

Used for research,

creation, coding and
productivity.

ACTIVE USERS

o ~900M+ weekly users
globally

MICROSOFT
COPILOT

Al assistant...
integrated across

Windows, Microsoft 365
and Edge.

ACTIVE USERS

o ~300M+ across
Microsoft ecosystem

PERPLEXITY

Al-native search engine.

Known for real-time info
and citations.

ACTIVE USERS

e ~20-25M+ monthly
users

Source(s): Initiative Media, Techcrunch, Economic Times, SQ Magazine

CLAUDE

Anthropic’s Al assistant.

Known for strong writing
and reasoning.

ACTIVE USERS

e ~30M+ monthly users



Source(s): Initiative Media, Skift

56% 377%

of consumers now use GenAl of travelers reported using
tools for recommendations Al tools to assist with trip
(up from 25% - 2023) planning
GOOGLE: Al OVERVIEWS GOOGLE CHATEPT MICROSOFT PERPLEXITY CLAUDE
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27 %

Decline in total sessions

Decline in outbound clicks
(leads/industry referrals)

destinationontario.com



20-60%

Estimated Industry decline
N Organic Web Traffic
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THE HARD TRUTH

THERE WILL BE UNEQUAL IMPACT ACROSS THE SECTOR

May Benefit
Websites with strong
transactional clarity
Websites with
strong content
‘authority’

Websites focused on
aggregation &
business listings
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Al IS BEING LAYERED INTO TRADITIONAL SEARCH
NOT NECESSARILY PULLING USERS AWAY

Al tools still account for less than 1% of total U.S. desktop activity

Source(s): Google, OpenAl, Jungle Scout, Semrush, Growth Memo, Ripen eCommerce



Gocgle Al Overviews
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engagment near the airport
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For 8 post-spesking engagement kunch rear Toronto Pesrson Arport in Mississauga,
10p options include the highly-rated Peter's on Eglinton for classic comfort food, ZET'S
Restawrant for quick, quality Greek-Canadan fare, or Rigk's Good Eats for unique
Punjabs fusion. @ 1 -1

Here are 10p recommendations categorized for corvenlence:

+ Closest to International Contre/Airport; Peter's on Eglinton (Casual, Greek/Stoak),
ZET'S Restaurant (Quick, burgerssouviaisl), or Pearson Pub.

o

Favorites: ick's Good Eats (Fusion), Bamiyan Kabob (Afghan), or
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4+ AN Overvew S i

Ao & 5 QGO o %

Poarson Arport (YYZL check out Mississauga's
0P 5pots: SHol e scene Port Credit waterfront
d bghirowse. shop of Square One, o selas n
e sarene Kartys Pack. For food, exgicre the
hverse restarants 0 Port Credtt or the cleary
optons 3t The Food District @ vor v

*  Port Crodit VWiage & Lighthouse: A scenc
aroa on Lake Ontanio with walking trals,
Marnan. reatarants, and & ighthouse 10 take
chires.

+ Square One Shopping Centre & The Food
Dvstriet: One of Oriario’s langost mals, grost
for shopping and dinrg (especely at The Food
Detect),

* Celebration Square: Located neat 10 City Had,
£ often honts everts and s & great spot o
redax,

+ Kartyn Park: A fanguil, Japanese- rapesd
QaeTion Wndwn for s Ohirry DIOSSOM roes (n
SOl and, 10 & Medser extent, rangul wilis.

+  Rattray Marsh Conservartion Avea: For nature
lovers, B mwa offens fads and a beautiul,
uniouchng bikedont View

o IBumi Missisaauga: A Sght show mpenence,
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Al Overview Growth - By Sector

May-24 @ Sep24 @ Dec24 @ May25 @ Sep-25
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Source(s): Source: U.S Study by BrightEdge



A decline in site traffic does not
automatically mean a decline in influence.

Destination search discovery is now happening inside Al summaries & Al tools

If Ontario’s destinations are cited If Ontario’s destinations are recommended

that matters. that matters.

Even if the user never clicks.



It does mean that we need to take more
nuanced views on our performance
measures

e Authority (SEO & GEO)
e Site health
e Content engagement

DESTINATION ONTARIO



DO’s BETS

ON THE PATH AHEAD

ChatGPT
‘Help me visualize the path ahead”



Build Authority for Al Engines (GEO)

e Completed a Google Al Overview audit to understand how Al interprets destination content

e Implemented technical improvements to guide Al systems on how to access and use our content
e Expanding schema and semantic markup to support citation

e Updated writing guidelines for Generative Engine Optimization (GEO)

o  Shorter paragraphs, simpler language, bullet lists, and clear Q&A sections

SEMrush Al Search Health Score

e Nov 2025 Mar 2026
A score that reflects how optimized a website is for Al search, where

a higher score means a website's content is more accessible to Al 67 ,
crawlers, better structured for understanding, and more likely to be

included in Al-powered search results and generated answers.




Reducing our content footprint - focus on hygiene and health

Retiring 11% of DO.com’s Article content



http://do.com

Invest where we have the leverage

Industry Above %

Automotive

Energy

Financal Sevrices

Gaming

Mealthcare

Retai

Al OVERVIEWS & PAID SEARCH IMPACT

Sponsored search ads (SEM/PPC) do not consistently appear
beneath Al Overviews; placement varies significantly by industry.

OUTLOOK

As Al Overviews replace traditional search listings, paid search
remains a reliable way for tourism brands to stay visible,
helping offset traffic losses from Al-driven zero-click results
and declining organic reach.




GODGLE: Al OVERVIEWS
& Al MODE

Al Ocervacas
Embedded in traditional
Search
Al Made: New Al chat
experience within

Google Search launched

GODGLE
GEMINI

Coogdc’s
stand-alone Al chat
experence, separaie from
the traditional search

cnvironment.

CHATGPT

First mover in
bunching

conversational scarch,

market leader

O

MICROSOFT
COPILOT

Primarily enterprise
adoption dec w0
Windows & Oflice

inlepralions

PERPLEXITY

Rapid growth in

adoption. Initial

diflerentiators were real-

time information and

disclosed citations

Invest where we have the leverage . . . But stay nimble!
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CLAUDE

More nascent amoas the
group. Recognized for
SLroBgeY creative
capabilitics, versus just

collating information.

Aug '25.
Ads in Canada: Ads in Canada: Ads in Canada: Ads in Canada: Ads in Canada: Ads in Canada:
Yes No No Yes No No
Ads in USA: Ads in USA: Ads in USA: Ads in USA: Ads in USA: Ads in USA:
Yoo No In Bela Yes Yo No

Als ADVERTISING LANDSCAPE - ON THE HORIZON



Expand our view of “search”

S ©
Educate with empathy - Validate, build trust through
mix logic with emotion COMMUNILY Or peer VOICes

D & @@

Deliver clear answers, Inspire, spark discovery,
conversion paths, proof points plant emotional seeds

EMOTIONAL




Be Findable. Stay Current. Be Human.

Show up wherever Keep your destination Share the real voices
travellers search. ™ information accurate ™ and stories




DESTINATION ONTARIO - ! !.=

Partnership is not optional in this era.

It is the strategy - and is core to what we do.
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DESTINATION ONTARIO
Collaborative Campaign Model




DESTINATION ONTARIO

INSIGHTS
PORTAL

ElﬁirlzlWé

2000+ Travellers surveyed
monthly

Continuous tracking -
monitoring trends over time
across Ontarios important
source markets

Centralized free access
Localized Insights



DESTINATION ONTARIO
Integrated Partner activities

Mec_lia Broadcast
Relations Promotions ~
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Content Ontario Travel Business

Development Information Services Development




Lauchlan Rogers Todd Eastman
VP & Chief Marketing Officer Director, Northern Partnerships and Marketing

linkedin.com/in/lauchlan-rogers linkedin.com/in/todd-c-eastman

Work With Us

DESTINATION ONTARIO




Thankh you.

DESTINATION ONTARIO



