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FOREWORD 
 

The rapid development of emerging technologies is reshaping industries around the world, including the tourism 
sectorӄ $GJ #MJGH=ӐK ,9LAGF9D 2GMJAKE -J?9FAK9LAGFK Ӧ,2-KӧӅ L@=K= L=;@FGDG?A=Koffer new opportunities to enhance 

operations in research and marketing, drive innovation, improve efficiency and provide solutions to meet evolving 

travel trends. 

However, it is a reality that not all NTOs are equally equipped to take advantage of these developments. Differences 
in digital maturity, access to expertise, and concerns around data use, ethics, and regulatory compliance create real 

obstacles. As such, there is a growing need to bridge these gaps and ensure that all tourism bodies unlock the 

benefits of AI. 

To this end, the European Travel Commission (ETC) launched this study to explore how AI, can be used to strengthen 

the capabilities of NTOs and foster knowledge sharing. While these tools are still relatively new, early findings from 

this study point to major gains in both productivity and content quality, especially in communication and 

knowledge-driven tasks. 

This report focuses on how such technologies can be successfully applied within tourism marketing and research 

functions. It shares lessons from early adopters, outlines potential risks, and presents practical recommendations 

tailored to the specific context of NTOs. 

By encouraging shared learning, highlighting responsible AI use, and supporting the exchange of best practices, ETC 

seeks to foster innovation while ensuring that progress is inclusive. The insights in this study aim to help NTOs 
confidently navigate this evolving landscape and unlock the value of AI for smarter, more responsive, and more 

resilient tourism strategies. 

 

 

 

Miguel Sanz 

President 

European Travel Commission (ETC) 
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2Ą¹±ùõÇĂ¹ŐhùØØ¥ëą 
¶ Artificial intelligence (AI) is already reshaping day-to-<9Q GH=J9LAGFK 9;JGKK #MJGH=ӐK ,9LAGF9D 2GMJAKE

Organisations (NTOs). A handful of member bodies have emerged as early adopters, reporting tangible 

productivity and quality gains. Crucially, employee sentiment is broadly positive: resistance to 

experimentation is low, signalling fertile ground for rapid diffusion. 

¶ Maturity, however, varies markedly between functions. Marketing departments are generally ahead of 
research departments in both adoption and confidence, and the performance gap within marketing teams 

is narrower than that observed across research teams. Practitioners in marketing report more immediate, 

visible valueӜfrom automated copywriting to data-driven campaign optimisationӜwhereas researchers 
consider the technology useful but still exploratory. 

¶ Across both functions, the most urgent enabler is skills development. Staff require structured, role-specific 

training to move beyond ad-@G; LGGD MK= 9F< MFDG;C 'ӐK >MDD HGL=FLA9Dӄ >L=J :9KA; ;9H9:ADALQ :MAD<AF?Ӆ L@=

priorities diverge. Research teams need clearer insight into what AI can achieve for their tasks; without this 
vision, experimentation risks stalling. Marketing teams, by contrast, call for stronger leadership and a 

cohesive strategy to scale successful pilots, but face budget constraints that threaten momentum. 

¶ Organisation-wide barriers likewise reflect these themes. The single greatest hurdle is a scarcity of in-house 
AI expertise. For research departments, the next obstacle is the absence of a well-defined AI roadmap. For 

marketing, constrained financial resources present the more pressing challenge. 

¶ Targeted investment in training, coupled with strategic guidance for research and budgetary support for 
marketing, will accelerate responsible AI adoption, close inter-departmental gaps and position NTOs to 
compete more effectively in the global tourism marketplace. 
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Introduction 
 

 
 

 

@ÙõëÞµù±õÇÞÙ 
Artificial intelligence1 (AI) has moved rapidly from a niche technology reserved for the advanced-analytics teams of 
well-funded companies to a mainstream set of tools used by a growing share of the global workforce. The meteoric 

rise of ChatGPT made AI tangible in day-to-day work, and the specific class of generative AI2 (GAI) based on large 
language models3 (LLMs) is already regarded as indispensable in many knowledge-intensive roles. This report 

therefore places particular emphasis on GAI. 

Because GAI and LLMs are still relatively new, evidence of their impact on knowledge work remains thin. Early 

studies, however, indicate sizeable gains: productivity in writing tasks has been found to increase over 60 per cent4, 
and over 50 per cent for coding output5. Many of these efficiency gains are often matched by improvements in 

quality. With figures such as these, it is easy to see why organisations and employees are keen to harness the 
technology. 

As general-purpose tools, GAI systems are poised to reshape numerous sectors. This report focuses on their 
AEHDA;9LAGFK >GJ #MJGH=ӐK ,9LAGF9D 2GMJAKE -J?9FAK9LAGFK Ӧ,2-KӧӅ 9F< AF H9JLA;MD9J >GJ L@=AJ J=K=9J;@ 9F< E9JC=LAF?
functions. It assesses opportunities, challenges and ethical or legal constraints, and highlights lessons from early 
adopters in the tourism industry. The aim is to equip NTOs with practical guidance so they can deploy AI responsibly, 
boost innovation and strengthen cross-border collaboration. A deeper understanding of AI applications will, in turn, 

allow NTOs to refine their data-driven strategies and deliver greater value. 

Given the rapid developments both in the regulatory and technological landscape surrounding AI, as well as in the 
ETC member organisations operational contexts, the results presented here should be seen as a snapshot of the 

situation as it appeared in April 2025, when the data was collected. 

 

 

 

 

 

 
1 Artificial intelligence refers to computer systems that can perform complex tasks normally done by human-reasoning, 

decision making, creating, etc. 
2 Generative AI is a type of artificial intelligence that can learn from and mimic large amounts of data to create content such as 

text, images, music, videos, code, and more, based on inputs or prompts. 
3 Large language models (LLMs) are a category of AI systems trained on vast amounts of text and related data, enabling them 

to understand and generate natural language (and other content) for many different tasks. 
4 https://www.science.org/doi/10.1126/science.adh2586 
5 https://www.bis.org/publ/work1208.pdf 



7 

Methodological Approach 
 

 
 

 

 

Chapter 2 
Methodological Approach 
 
 
  
  
 
 
 
 
 
 
  
 
 

 

  

 

 

 
 

 



8 

Methodological Approach 
 

 
 

 

Q¹õÆÞµÞÒÞÃÇ±¥ÒŐ èèëÞ¥±Æ 
This report is based on several research methods. 

Interviews 
Before designing the questionnaire, two interview rounds were conducted with two different NTOs. The aim was to 

ensure that the survey questions covered all relevant areas of AI use within the departments, in order to reliably 

assess their level of maturity. 

Once the survey results had been compiled and analysed and the AI maps produced, further interviews were 

conducted. These targeted organisations in each quadrant of the map, with the aim of deepening the understanding 

of their specific position in the map, challenges and best practices. 

Survey 
Survey responses were collected between March 24th and April 17th, 2025. The survey was completed by 29 out of 36 
ETC member organisations. The findings presented in this report are based on input provided by the headquarters 
of the National Tourist Organisations and do not reflect the views or circumstances of their international or regional 

offices.  

The survey included a total of 64 questions, divided into five sections with different focuses each: Section 1 

consisted of background questions. Section 2 aimed to capture the organisational conditions for successful AI 

implementation within the NTOs. Section 3 and 4 focused on examining how AI is used in the research and 

marketing departments respectively, what benefits this use generates and how these applications relate to the 

relevant regulatory framework. Section 5 was for further comments. 

Mapping 
In creating the two-dimensional maps, two aspects derived of the survey questions were analysed: organisational 

readiness and the perceived utility of AI use. 

$GJ L@= >AJKL <AE=FKAGFӅ +;)AFK=QӐK ҕ-S model was used to calculate an average score reflecting the organisational 

structure's capacity to support AI implementation within the departments. The second dimension was based on 

responses related to the current usefulness that AI provides within the departments. 

1. The Readiness Variable 

The 7-S model is an analysis tool that highlights seven key elements within an organisation that must be aligned for 

change initiatives to succeed:  

¶ Strategy  ӛ the action plan an organisation has set up to meet external changes, for example a business plan 

that point out the direction the organisation should take to strengthen its position. 

¶ Structure  ӛ the way an organisation is organised to support the strategy and meet external changes. 

¶ Systems ӛmonitoring, measurement, rewards and resource allocation. 

¶ Shared values ӛthe core of the working culture that shapes people's behaviours, actions and decision-
making. 

¶ Skills ӛ the competencies and skills that are characteristic of the organisation. 

¶ Staff  ӛ the people who work in the organisation are seen as a resource that needs to be developed and 
supported and aligned with strategic needs. 

¶ Style ӛ refers to the people in leadership positions and their leadership qualities and behavioural patterns. 
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By aligning specific survey questions with each domain in the 7-S model, a composite variable was developed to 
enable the calculation of an overall score indicating how well equipped each department is to successfully and 

effectively implement new ways of working based on AI usage. This variable was labelled Readiness (displayed on 

the x-axis). 

The areas in the 7-S model were linked to the following questions in the survey. Each response option is assigned a 

different point value (up to a maximum of 7 points), with options indicating more stable structures for change efforts 

corresponding to higher scores. Each area was weighted equally towards the overall score. 

 

Element Question Options 

Strategy Does your NTO have a formal AI strategy? By strategy 

we mean a high-level plan outlining how AI will be 
D=N=J9?=< LG 9;@A=N= QGMJ ,2-ɃK :MKAF=KK G:B=;LAN=Kȷ 

1) Yes, a detailed AI strategy is in place 2) 

No, but we are currently working on an AI 
strategy 3) No, we have some AI-related 

plans but no formal strategy 4) No, we do 
not have an AI strategy 5) Don't know 

Structure How centralised are AI efforts in your NTO? 
 

1. Completely fragmented - 7. Fully 
Centralised 8. Don't know 

Systems Does your organisation track or follow up on AI use 

among staff members in any way? 

 

1) Yes 2) No 

Shared 
values 

Does the team feel they have the freedom to 
experiment with AI initiatives? 
 

1. No opportunity - 7. Strong 
encouragement and autonomy to innovate 

Skills How significant are the following challenges in AI 

adoption within your department? 
 

"Limited AI expertise and skilled staff " 

1. Not a challenge at all ӛ 7. Major barrier  
8. Don't know 

Staff What percentage of team members in your 
department use AI tools on a weekly basis? Please 
provide an estimation. 

1) 0% 2) 1%-10% 3) 10%-20% 4) 20%-50% 
5) 50%-75% 6) 75%-100% 

Style In general, how would you describe top management 

L=9EɃK KMHHGJL >GJ ' 9<GHLAGF AF QGMJ ,2-Ⱦ 

1. No management support - 7. Full 

management support  
8. Don't know 

 

2. The Usefulness Variable 

To capture the benefits of existing AI initiatives, both the perceived value of AI in relation to department-specific 

tasks and the time savings achieved through AI implementation were measured and combined into a composite 

variable. This variable was labelled Usefulness (displayed on the y-axis). 

The variable is based on a combination of the following survey questions. The greater the perceived value of AI use 

Ӝ whether in terms of benefits or time savings Ӝ the higher the score assigned to the response. Each area was 

weighted equally towards the overall score. 
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Perceived usefulness Question Options 

Perceived value In general, how valuable has your team 
found AI tools to be for the following tasks?   

Different tasks specific for research and 
marketing departments listed.  
1. Not valuable at all - 7. Highly valuable 
8. Don't know/Not applicable 

Time saving In general, has the use of AI tools led to time-
savings within your team? (Please provide an 
approximate percentage) 

 

1) 0%-20% 2) 20%-40% 3) 40%-60% 
4)60%-80% 5) 80%-100% 6) More than 
100% 7) We have not saved any time 

User confidence On average, how confident is your team in 

using AI tools for research and data 
analytics? and On average, how confident is 

your team in using AI tools for marketing?  

1. Not confident - 7. Fully confident 

Organisation's AI 

development 

At what stage of AI adoption would you 

classify your NTO?  
1. No AI use ӛ 7. Fully integrated AI 

9;JGKK 9DD <=H9JLE=FLK Җӄ "GFӐL CFGO 

 

These two variables give the two departments at each organisation an x-value and an y-value which together 

generate their position in the map. 

Stages of Adoption 
The map visualises NTOs overall score regarding organisational readiness and perceived benefit from their AI use 

into four quadrants.  

 

Beginners (bottom left quadrant): They are characterised by being at the beginning of their AI exploration, having 
low AI usage or usefulness, with weak or no organisational structures supporting the development of AI-focused 

working methods. 

Opportunistic  Users (upper left quadrant): Their perceived benefit of their AI use is high, but that organisational 

support structures are weak. 

Untapped Potential  (bottom right quadrant): they seem to have well-functioning organisational support structures 

for developing new AI-based working methods but somehow do not fully seem to be reaping the benefits of their AI 

work. 

Early Adopters (upper right quadrant): They are distinguished by having among the highest scores in both the 

conditions for successful change efforts and the perceived usefulness of AI tools. 

 
2@= E9H K@GMD< := NA=O=< 9K J=D9LAN= J9L@=J L@9F 9:KGDML=ӄ F GJ?9FAK9LAGFӐK HD9;=E=FL AF AL J=>D=;LK ALK HGKALAGF AF

;GEH9JAKGF LG GL@=JKӄ DG;9LAGF AF L@= MHH=J JA?@L IM9<J9FL <G=K FGL AF<A;9L= L@9L L@= GJ?9FAK9LAGF AK ӑ<GF=Ӓ AF ALK

AI journey, but rather that it has progressed further than those located in the lower left quadrant. 

In chapter 4, different paths that an organisation can take to advance in its AI journey is outlined, in general, as well 

as for research and marketing teams.  
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I¹ąŐhùëĂ¹ąŐd¹ïùÒõï 
As described in the previous chapter on methods used for this study, the survey was divided into five sections with 
different focuses. One of the sections focused on the organisation's overall approach to AI integration. Two of the 

other sections focused on the actual AI use in the research and marketing departments. 

This chapter presents selected results from these sections to provide a picture of the organisations' overall 

approach to AI and how the practical work with AI is done at the departments.  

Given the rapid developments both in the regulatory and technological landscape surrounding AI, as well as in the 
member organisations operational contexts, the results presented here should be seen as a snapshot of the 

situation as it appeared in April 2025, when the data was collected. 

 

Survey results are available for participating member organisations upon request. 

AI at the Organisational Level 
Overall, there is a significant interest in AI and its potential among the organisations. Many member organisations 
believe they are still in the early stages of their AI journey. Despite this, there is generally strong support from top 

management for adopting AI. However, perceptions of how urgent this adoption will be, vary widely across the 

organisations.  

 

 

Figure 1. Self-reported stage of AI adoption among NTOs, based on a scale from 1 (No AI use) to 7 (Fully integrated AI across 

all departments). Based on Survey Responses, April 2025. Question: At what stage of AI adoption would you classify your NTO? 

 

There is also considerable variation in how organisations have approached AI from an organisational perspective. 

While several are working to develop strategies, policies and visions for AI use, none currently have a formal strategy 

or vision in place. Only 14% have a policy, making this relatively uncommon. 

Nearly four in ten have established a dedicated team to coordinate AI initiatives, and a similar proportion actively 

monitor AI usage among employees. In many cases, AI efforts remain more fragmented rather than being fully 

centralised. 

These results are neither surprising nor unexpected. Given how recently AI tools have become widely available to 

the public, it is natural that most organisations remain in an exploratory phrase. At this stage, no single actor is fully 

"ready" or positioned to serve as a clear model for others. 
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AI at the Departmental Level 
Even though AI is used in different ways and for different purposes, it has gained a strong foothold in both research 

and marketing departments. 

In research departments, AI is perceived as particularly valuable for desk research, a view shared by 72% of the 
NTOs. Open-ended responses show a wide range of use cases: tools like Qwen are used for sentiment analysis, while 
others mention applications such as AI translation, coding, transcription, image generation, and summarising 

reports. 

In marketing departments, AI is valued primarily for copywriting, also cited by 72%. Here, AI supports both the 
creation of marketing campaigns and the streamlining of internal processes such as brainstorming, ideation, and 
quick testing of content formats. A concrete example is MarIAnne, an AI-powered chatbot on France.fr that provides 

personalised recommendations based on user interests. Other uses include survey summarisation, supporting 

presentations, and evaluating creative concepts. 

Despite these varied efforts, there is notable variation in who drives the use of AI-tools within departments. In 

research departments, over half (55%) report that initiatives are pursued informally, with no clear ownership. In 

marketing departments, AI use is more often led by a specific person or small group (45%), though many efforts still 

arise organically or without defined leadership. This fragmented approach underscores the broader challenge of 

moving from individual experimentation to a more coordinated, organisation-wide adoption of AI. 

Nevertheless, confidence in experimenting with AI is high across both departments. The prevailing sentiment is one 

of strong encouragement and autonomy, with few reporting limited opportunities to explore AI tools. 

 

 
Figure 2. Perceived freedom to experiment with AI initiatives. Based on Survey Responses, April 2025. Question: Does the team 

feel they have the freedom to experiment with AI initiatives? 

 

This freedom to experiment, is largely bottom up. When learning about AI, employees in both departments most 

often rely on self-directed learning and knowledge sharing among colleagues, rather than formal trainings or 
structured internal initiatives. This suggests a strong individual interest but also highlights the lack of systematic 

support for developing AI capabilities across the organisations. 

This is closely tied to the main challenges departments identify in advancing AI use, as well as what is seen as the 
most important enablers. Limited AI knowledge and a shortage of skilled staff are seen as main obstacles. To make 

progress, many emphasise the need for skills development, greater insight into what AI can achieve, and for the 

marketing departments, a stronger leadership paired with a clear strategy for implementation. 
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Figure 3. Key enablers for advancing AI adoption, according to the research and marketing departments. Based on Survey 

Responses, April 2025.  Question: What would most help your department advance in AI adoption? You can choose up to 2 

options. 

 

In addition to the main challenges and enablers identified, departments expressed several other factors that could 

encourage greater AI adoption. Research teams highlighted the need for secure data handling, access to 
professional AI tools, more time to experiment, and inspiration from successful use cases elsewhere. Marketing 
<=H9JLE=FLK HGAFL=< LG ;GF;=JFK 9JGMF< ;Q:=JK=;MJALQӅ ;D=9J=J E=9KMJ=E=FL G> 'ӐK J=LMJF GF AFN=KLE=FLӅ KLJGF?=J

leadership, and dedicated time and resources. Both departments shared aspirations to deepen AI usage, 

researchers aim to leverage AI for enhanced data analysis, forecasting, and efficient reporting, while marketers 

envision AI as a tool to personalise customer experiences, optimise campaigns, and streamline workflows without 

compromising creativity.  

 

Summary 

AI at the Organisational Level 

¶ Strong interest in AI, but most organisations are still in early stages 

¶ General support from top management, though urgency levels vary 

¶ Few formal frameworks in place, no strategies yet, and only 14% have an AI policy as of today 

¶ Around 40% have dedicated AI teams or monitor AI use 

¶ Efforts are often fragmented rather than centrally coordinated 

 

AI at the Departmental Level 

¶ Overall, AI is well established in both research and marketing, but with different purposes 

¶ Research departments perceive AI as most valuable for desk research 

¶ Marketing departments perceive AI as most valuable for copywriting and campaign development 

¶ AI use is often informally driven in research, more frequently led by individuals or small teams in marketing 

¶ High confidence and autonomy to experiment with AI across both departments 

¶ Learning is mainly self-directed, formal training is rare 
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¶ Most important enablers for both departments were targeted skills development, better understanding of 

'ӐK HGL=FLA9D. In addition, for the marketing departments, stronger leadership, and clear strategy  

¶ Staff in both departments express strong motivation to use AI more extensively in the future. They 

emphasise the need for secure data handling, time to experiment, professional tools and inspiring use cases 
to move from experimentation to integration 
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Q¥èèÇÙÃŐd¹ïùÒõï 
2@AK KLM<Q @9K E9HH=< #MJGH=9F 2J9N=D !GEEAKKAGF Ӧ#2!ӧ E=E:=JKӐ ' E9LMJALQ >GJ J=K=9J;@ 9F< E9JC=LAF?
departments. Results are based on survey responses and consider AI maturity as a two-dimensional aspect 

comprising a readiness variable (organisational predisposition for long-term success deploying AI) and a 
usefulness variable (current observed gains from AI use). Based on member responses, research and marketing 

departments O=J= HD9;=< AFLG >GMJ <A>>=J=FL ?JGMHK J=>D=;LAF? E=E:=JKӐ KL9?= G> <=N=DGHE=FLӆ beginners, 

untapped potential, opportunistic users and early adopters (see figure 4).  

Given the rapid developments both in the regulatory and technological landscape surrounding AI, as well as in the 
member organisations operational contexts, the results presented here should be seen as a snapshot of the 
situation as it appeared in April 2025, when the data was collected. 

 

 
 

 

 
 
 
 

 

 
 

 
 

 

 

Figure 4.Categories of members according to the two-dimensional mapping of AI maturity conducted in this study. 

 

The graphs below are an anonymised mapping of AI maturity in research and marketing departments based on the 

abovementioned readiness and usefulness variables. Specific data is available to participating NTOs upon request.  

Overall, the results from the mapping indicated that AI tools have an impact in many ETC members already today. 

Members find themselves in varied stages of development with some indicating early adoption of tools, with 
observed gains (time or value) and enabling structures (for example top management's support, a cross-
departmental team for AI usage etc.). Others are much more cautious in their use, having observed fewer real-world 

gains and with organisational structures that would suggest slower adoption. Nevertheless, there was a high 

interest for AI  across members and the perceived importance of addressing AI is high, with ӛ in general ӛ low 

resistance from employees regarding the deployment of AI tools and systems.  

A general observation is that marketing teams seem to have extracted more useful gains from AI use than 

research departments, as they systematically scored higher on the usefulness variable. This is not very surprising, 
;GFKA<=JAF? E9FQ G> LG<9QӐK ' LGGDK =P;=D 9L E9FQ L9KCK ?=F=J9DDQ 9KKG;A9L=< OAL@ E9JC=LAF? <=H9JLE=FLӐK L9KCKӅ
such as copywriting or generating content for social platforms. The variation between NTOs teams was also found 

to be lower among marketing than research, indicating that marketing teams are all closer to the same level. For 

research, the usefulness varies more, some finding it very useful, while others reporting much less usefulness.  
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Mapping Results 
 

 
 

 

Mapping of Research Departments AI Maturity 

 
Figure 5.Two-dimensional mapping of the research departmentsӐ AI maturity. Based on Survey Responses, April 2025. 

 

Mapping of Marketing Departments AI Maturity 

 

Figure 6.Two-dimensional mapping of the marketing departmentsӐ AI maturity. Based on Survey Responses, April 2025.
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Roadmaps for Research and Marketing Departments 
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Roadmaps for Research and Marketing Departments 
 

 
 

 

dÞ¥µØ¥èïŐÂÞëŐd¹ï¹¥ë±ÆŐ¥ÙµŐQ¥ëÐ¹õÇÙÃŐ
.¹è¥ëõØ¹Ùõï 
The preceding chapter mapped every NTO on a AI-maturity spectrum, from Beginners to Early Adopters. The 

present chapter converts that assessment into a sequence of practical actions. Three tailored roadmaps ӛ 
organisational, research, and marketing ӛ are provided so that capability develops cohesively rather than in isolated 

pockets. 

 

As the position of the member organisations on the maturity map is relative rather than absolute, those located in 
the upper right corner, Early Adopters, should not be considered as having completed their AI development. To 

support their continued progress, a fifth group has been introduced in the roadmaps to point out actions that early 
adopters can take to further advance their AI work. This way, all member organisations, regardless of their position 

on the maturity map, receive guidance on activities to help them progress their AI work. 

 

The recommendations are grouped by the maturity cohorts introduced earlier. Because the challenges faced by 

each cohort differ materially, the guidance is calibrated accordingly. Where objectives overlapӜmost notably for 

Untapped Potential and Opportunistic UsersӜthe advice is consolidated; where they diverge, bespoke 

recommendations are offered. 

¶ Beginners ӛ Get started: establish foundational skills, foster confidence, and identify internal champions. 

¶ Untapped Potential  and Opportunistic Users ӛ Set structures and increase use: replace fragmented 
experimentation with coordinated practice supported by light-touch governance. 

¶ Early Adopters ӛ Define AI strategy and initiate pilots: embed AI in several workflows and scale the most 
valuable use cases. 

¶ AI Pioneers ӛ Scale up responsibly: integrate AI end-to-end, uphold quality and ethics, and sustain 

innovation ahead of the curve. AI pioneers are introduced as a new stage in this section as a next step for 
those with desire to progress beyond the Early Adopter stage. 

 
Together, these roadmaps form the operational companion to the maturity model: they clarify what must be done 

next and how to begin. Whether an NTO is opening its first exploratory pilot or scaling successful projects, the 
guidance that follows is intended to meet the organisation at its current stage and support a disciplined, 

responsible, and ultimately transformative journey towards AI excellence. 
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ƖĲƻŔĲƽƚШƣŸШƣƖċĦťШċĬŸƓƣŔŸŰЯШÅ§fЯШċŰĬШƖŔƚťбШ
ŔƣĲƖċƣĲШƕƨċƖƣĲƖũǃЮ

9őŸŸƚĲШƣőĲШƖŔŊőƣШĤƨŔũĬрƻƚрĤƨǃШůŔǂЮ
EƻċũƨċƣĲШĤĲƚƓŸťĲШůŸĬĲũƚЯШŸǭрƣőĲрƚőĲũŉШ
ƚŸũƨƣŔŸŰƚЯШċŰĬШŔŰрőŸƨƚĲШĬĲƻĲũŸƓůĲŰƣШċŊċŔŰƚƣШ
ĦŸƚƣЯШĦŸŰƣƖŸũЯШċŰĬШƚƓĲĲĬЮ

?ŸƨĤũĲрĬŸƽŰШŸŰШƽŔŰŰĲƖƚЯШƚƨŰƚĲƣШũċŊŊċƖĬƚЮ
ÉĦċũĲШƚƨĦĦĲƚƚŉƨũШƓŔũŸƣƚŸƖŊċŰŔƚċƣŔŸŰрƽŔĬĲбШ
ƖĲƣŔƖĲШŸƖШƓŔƻŸƣШƓƖŸŢĲĦƣƚШƣőċƣШŉċŔũШƣŸШĬĲũŔƻĲƖЯШ
ĬŸĦƨůĲŰƣŔŰŊШũĲƚƚŸŰƚШũĲċƖŰĲĬЮ

9ĲŰƣƖċũŔƚĲШĬċƣċШċŰĬШŊƨċƖĬШƕƨċũŔƣǃЮ9ŸŰĬƨĦƣШ
ċШĬċƣċШċƨĬŔƣЯШĲũŔůŔŰċƣĲШƚŔũŸƚЯШċŰĬШĲƚƣċĤũŔƚőШ
ĲŰƣĲƖƓƖŔƚĲШĬċƣċШŊŸƻĲƖŰċŰĦĲШƣőċƣШƨŰĬĲƖƓŔŰƚШ
ċũũШ fШƽŸƖťЮ

EƻŸũƻĲШƖŸũĲƚШċŰĬШťĲĲƓШƣőĲШ9ŸEƻŔĤƖċŰƣЮ
fŰƣƖŸĬƨĦĲШƓŸƚŔƣŔŸŰƚШƚƨĦőШċƚШÂƖŸůƓƣШEŰŊŔŰĲĲƖШ
ŸƖШ~ŸĬĲũШÉƣĲƽċƖĬбШĦĲũĲĤƖċƣĲШŔŰŰŸƻċƣŔŸŰШ
ƣőƖŸƨŊőШŔŰƣĲƖŰċũШƚőŸƽĦċƚĲƚЮ

~ċŔŰƣċŔŰШċШĦƨũƣƨƖĲШŸŉШũŔŉĲũŸŰŊШũĲċƖŰŔŰŊЮ
uĲĲƓШƣƖċŔŰŔŰŊШĦċƣċũŸŊƨĲƚШŉƖĲƚőЯШƓƖŸƻŔĬĲШ
ċĬƻċŰĦĲĬШƣƖċĦťƚЯШċŰĬШƖĲĦŸŊŰŔƚĲШĲůƓũŸǃĲĲƚШ
ƽőŸШƓƨƚőШ fШĤŸƨŰĬċƖŔĲƚШƖĲƚƓŸŰƚŔĤũǃЮ
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aÆ¥ï¹ŐĘĬ
<¹õŐhõ¥ëõ¹µ

d¹ï¹¥ë±ÆŐdÞ¥µØ¥è

aÆ¥ï¹ŐęĬ
h¹õŐhõëù±õùë¹ïŐ¥ÙµŐ
@Ù±ë¹¥ï¹Őqï¹Ő

aÆ¥ï¹ŐĚĬ
.¹ďÙ¹Ő @Őhõë¥õ¹ÃąŐ
¥ÙµŐhõ¥ëõŐaÇÒÞõï

aÆ¥ï¹ŐěĬ
h±¥Ò¹Őqè

)¹ÃÇÙÙ¹ëï
xŸƽШ fШƨƚĲШċŰĬШũŸƽШŸƖŊċŰŔƚċƣŔŸŰċũШƖĲċĬŔŰĲƚƚЮШ
Ш7ĲŊŔŰŰĲƖќƚШůċŔŰШĦőċũũĲŰŊĲШŔƚШƣŸШŊĲƣШƚƣċƖƣĲĬЯШ
ĤƨŔũĬШĦŸŰǯĬĲŰĦĲЯШċŰĬШƚƨƖŉċĦĲШ fШĦőċůƓŔŸŰƚШ

ŔŰƚŔĬĲШƣőĲШŸƖŊċŰŔƚċƣŔŸŰЮ qÙõ¥èè¹µŐaÞõ¹ÙõÇ¥Ò
ÉƣƖŸŰŊШĬċƣċоƓƖŸĦĲƚƚШŉŸƨŰĬċƣŔŸŰƚШĤƨƣШƻĲƖǃШ
ũŔůŔƣĲĬШĲƻĲƖǃĬċǃШ fШƨƚċŊĲЮШŰШÖŰƣċƓƓĲĬШ

ÂŸƣĲŰƣŔċũќƚШůċŔŰШĦőċũũĲŰŊĲШŔƚШƣŸШƽĲċƻĲШ fШŔŰƣŸШ
ƖŸƨƣŔŰĲШƣċƚťƚШċŰĬШƣƨƖŰШũċƣĲŰƣШĦċƓċĤŔũŔƣǃШŔŰƣŸШ

ƖĲċũШƻċũƨĲЮ

WèèÞëõùÙÇïõÇ±Őqï¹ëï
cŔŊőĲƖШ fШƨƚĲШĲǂŔƚƣƚЯШǃĲƣШŔƣШŔƚШƚĦċƣƣĲƖĲĬШċĦƖŸƚƚШ

ƣĲċůƚШƽŔƣőШũŔƣƣũĲШĦŸŸƖĬŔŰċƣŔŸŰЮШŰШ
§ƓƓŸƖƣƨŰŔƚƣŔĦШÖƚĲƖќƚШůċŔŰШĦőċũũĲŰŊĲШŔƚШƣŸШ
ƖĲƓũċĦĲШŉƖċŊůĲŰƣĲĬШĲǂƓĲƖŔůĲŰƣƚШƽŔƣőШċШ
ƚőċƖĲĬШƓũċŰШċŰĬШũŔŊőƣрƣŸƨĦőШŊŸƻĲƖŰċŰĦĲЮ 2¥ëÒąŐ µÞèõ¹ëï

ÉŸũŔĬШƚƣƖƨĦƣƨƖĲƚШċŰĬШůĲċŰŔŰŊŉƨũШ fШ
ċƓƓũŔĦċƣŔŸŰƚШċƖĲШŔŰШƓũċĦĲШċĦƖŸƚƚШƚĲƻĲƖċũШ
ƽŸƖťǰŸƽƚЮШŰШEċƖũǃШ ĬŸƓƣĲƖќƚШůċŔŰШ

ĦőċũũĲŰŊĲШŔƚШƣŸШĦƖċŉƣШċŰШŸƖŊċŰŔƚċƣŔŸŰрƽŔĬĲШ fШ
ƚƣƖċƣĲŊǃШċŰĬШƓŔũŸƣШőŔŊőрƻċũƨĲЯШĤƨƚŔŰĲƚƚр

ĦƖŔƣŔĦċũШƨƚĲрĦċƚĲƚЮ

@ŐèÇÞÙ¹¹ëï
fШŔƚШĲůĤĲĬĬĲĬШĲŰĬрƣŸрĲŰĬЯШĤċĦťĲĬШĤǃШ
ůċƣƨƖĲШĬċƣċЯШĦƨƚƣŸůШůŸĬĲũƚЯШċŰĬШ

ĦŸŰƣŔŰƨŸƨƚШũĲċƖŰŔŰŊЮШŰШ fШÂŔŸŰĲĲƖќƚШůċŔŰШ
ĦőċũũĲŰŊĲШŔƚШƣŸШƚĦċũĲШƖĲƚƓŸŰƚŔĤũǃЯШůċŔŰƣċŔŰШ
ƕƨċũŔƣǃШċŰĬШƨƚĲŉƨũŰĲƚƚЯШċŰĬШťĲĲƓШŔŰŰŸƻċƣŔŰŊШ

ċőĲċĬШŸŉШƣőĲШĦƨƖƻĲЮ

ÅƨŰШ fрċƚƚŔƚƣĲĬШљũŔƣĲƖċƣƨƖĲрƖĲƻŔĲƽШũċĤƚњ
cŸũĬШƽĲĲťũǃШƚĲƚƚŔŸŰƚШƨƚŔŰŊШ9őċƣ]ÂÑШŸƖШ
~ŔƚƣƖċũќƚШxĲШ9őċƣШŉŸƖШƚƨůůċƖŔƚŔŰŊШƓċƓĲƖƚШċŰĬШ
ƖĲƚĲċƖĦőЮШÑƖǃШŸƨƣШƖĲƚĲċƖĦőШƚƓĲĦŔǯĦШƣŸŸũƚШũŔťĲШ
 ŸƣĲĤŸŸťx~Ю

ÂŔũŸƣШĦŸĬĲрċƚƚŔƚƣċŰƣƚШŉŸƖШĬċƣċШĦũĲċŰŔŰŊШċŰĬШ
ƚƣċƣƚЮ]ŔƻĲШƻŸũƨŰƣĲĲƖƚШ]ŔƣcƨĤШ9ŸƓŔũŸƣо9ƨƖƚŸƖШ
ĦƖĲĬŔƣƚоƚƨĤƚĦƖŔƓƣŔŸŰƚШċŰĬШĦċƓƣƨƖĲШ
ƓƖŸĬƨĦƣŔƻŔƣǃШŊċŔŰƚЮ

xċƨŰĦőШċШƚőċƖĲĬШƓƖŸůƓƣШƖĲƓŸƚŔƣŸƖǃЮÖƚĲШ
ÉũċĦťШŸƖШċШÑĲċůƚШыŸƖШŸǭŔĦĲШƚƨŔƣĲШŸŉШĦőŸŔĦĲьШ
ĦőċŰŰĲũШƽőĲƖĲШƚƣċǭШƓŸƚƣШƚƨĦĦĲƚƚŉƨũШ
ƓƖŸůƓƣƚЯШĬċƣċƚĲƣƚЯШċŰĬШŸƨƣĦŸůĲƚЮ

 ŸůŔŰċƣĲШÅĲƚĲċƖĦőШ fШ9őċůƓŔŸŰƚЮ
EůƓŸƽĲƖШΝтΞШĲŰƣőƨƚŔċƚƣƚШƓĲƖШƨŰŔƣШƣŸШůĲŰƣŸƖШ
ƓĲĲƖƚШċŰĬШũŔċŔƚĲШƽŔƣőШƣőĲШ9ŸEЮ

ÉĦőĲĬƨũĲШƓƖŸƣĲĦƣĲĬШĲǂƓĲƖŔůĲŰƣċƣŔŸŰШƣŔůĲЮ
7ũŸĦťШŸƨƣШƽĲĲťũǃШљƓũċǃШƣŔůĲњШŔŰШƓƖŸŢĲĦƣШƓũċŰƚШ
ŉŸƖШƚċŉĲШĲǂƓĲƖŔůĲŰƣċƣŔŸŰЮ

éĲƖƚŔŸŰрĦŸŰƣƖŸũũĲĬШƓƖŸůƓƣШũŔĤƖċƖǃЮ
EƚƣċĤũŔƚőШċШљƓƖŸůƓƣШѼШŰŸƣĲĤŸŸťШũŔĤƖċƖǃњШŉŸƖШ
ƖĲƨƚĲШċŰĬШƖĲƻŔĲƽЮШ~ċťĲШŔƣШĲċƚǃШƣŸШǯŰĬШċŰĬШƣŸШ
ƨƓĬċƣĲЮШfŰƣĲƖŰċũШƽŔťŔƚШƽŸƖťШƻĲƖǃШƽĲũũШŉŸƖШƣőŔƚШ
ƓƨƖƓŸƚĲЮ

xŔŊőƣШĬċƣċрŊŸƻĲƖŰċŰĦĲШĦőĲĦťũŔƚƣЮfŰƣƖŸĬƨĦĲШ
ŰċůŔŰŊШĦŸŰƻĲŰƣŔŸŰƚШċŰĬШċŰШċŰŸŰǃůŔƚċƣŔŸŰШ
ĦőĲĦťũŔƚƣШĤĲŉŸƖĲШ fШƓƖŸĦĲƚƚŔŰŊЮШÖƓĬċƣĲШ
ƖĲŊƨũċƖũǃШƽőĲŰШċШŰĲƽШĤĲƚƣрƓƖċĦƣŔĦĲШŔƚШŉŸƨŰĬЮ

Å§fШƽŸƖťŔŰŊШŊƖŸƨƓЮ[ŸƖůШċШĦƖŸƚƚрƓƖŸŢĲĦƣШ
ƣĲċůШƣŸШƣƖċĦťШőŸƨƖƚШƚċƻĲĬЯШƻċũƨĲШċŰĬШŔŰƚŔŊőƣƚШ
ŊċŔŰĲĬШŉƖŸůШ fЮШÉőċƖĲШƣőŸƚĲШƽŔƣőШƣőĲШĬŔǭĲƖĲŰƣШ
ƣĲċůƚЯШŰŸƣШŢƨƚƣШƖĲƚĲċƖĦőШŔŉШƓŸƚƚŔĤũĲЮ

fрĲŰċĤũĲĬШƖĲƚĲċƖĦőШƣĲůƓũċƣĲƚЮ~ċťĲШxx~ƚШ
ċŰШŔŰƣĲŊƖċũШƓċƖƣШŸŉШƚƨƖƻĲǃШĬĲƚŔŊŰШċŰĬШ
ƚĲŰƣŔůĲŰƣШċŰċũǃƚŔƚЮШ

ĬƻċŰĦĲĬрƣĲĦőŰŔƕƨĲШƣƖċŔŰŔŰŊЮ§ǭĲƖШ
ƽŸƖťƚőŸƓƚШŸŰШÅ ]ЯШƻĲĦƣŸƖШƚĲċƖĦőШċŰĬШxx~р
ċƚƚŔƚƣĲĬШĦŸĬŔŰŊЮШ§ƻĲƖШƣŔůĲЯШƣőĲШƣĲĦőŰŔĦċũШ
ƻŸĦċĤƨũċƖǃШƽŔũũШŔůƓƖŸƻĲЮ

ÅĲƚĲċƖĦőр fШƚƣƖċƣĲŊǃЮìŔƣőШƣőĲШ9ŸEċŰĬШ
ũĲċĬĲƖƚőŔƓЯШĬƖċŉƣШċШƖŸċĬůċƓШƣőċƣШũŔŰťƚШ fШƣŸШ
ŸƖŊċŰŔƚċƣŔŸŰċũШuÂfƚЮ

cŔŊőрƻċũƨĲШƓŔũŸƣШƚĲũĲĦƣŔŸŰЮxċƨŰĦőШΞрΟШ
ƓŔũŸƣƚШыĲЮŊЮШĬĲůċŰĬШŉŸƖĲĦċƚƣŔŰŊЯШũċƖŊĲрƚĦċũĲШ
ƽĲĤрƚĦƖċƓŔŰŊЯШƚĲůċŰƣŔĦШĬċƣċƚĲƣШƚĲċƖĦőьЮШfƣШ
ĬŸĲƚШŰŸƣШŰĲĲĬШƣŸШĤĲШĦŸůƓũŔĦċƣĲĬЯШĤƨƣШőŔŊőШ
ƻċũƨĲЮ

9ŸůƓƨƣĲШѼШÉċċÉШĤƨĬŊĲƣЮÂƖŸƻŔĬĲШĦƖĲĬŔƣƚШ
ċŰĬШƚƓĲĦŔċũŔƚĲĬШũŔĦĲŰĦĲƚЯШƽŔƣőШĦũĲċƖШƨƚċŊĲШ
ƖĲƓŸƖƣŔŰŊШƣŸШƣőŸƚĲШƽőŸШƽŔƚőШƣŸШŊŸШƣőĲШĲǂƣƖċШ
ůŔũĲЮ

~ċťĲШ fШċШƓċƖƣШŸŉШƣőĲШŸŰĤŸċƖĬŔŰŊШƓƖŸĦĲƚƚЮШ
 ĲƽШůĲůĤĲƖƚШŸŉШƣőĲШƖĲƚĲċƖĦőШƣĲċůШƚőŸƨũĬШ
ĤĲШƚőŸƽŰШŉƖŸůШĬċǃШŸŰĲШƽőĲƖĲШ fШŔƚШĲǂƓĲĦƣĲĬЮШ

EƣőŔĦƚШƖĲƻŔĲƽШƨƓŊƖċĬĲЮEǂƓċŰĬШƣőĲШĬċƣċр
ĲƣőŔĦƚШƓƖŸĦĲƚƚШƣŸШŔŰĦũƨĬĲШEÖШ fШ ĦƣШŔůƓċĦƣШ
ċŰĬШĤŔċƚШĦőĲĦťƚЮ

~ċŰĬċƣŸƖǃШ fШƨƓрƚťŔũũŔŰŊЮ~ċťĲШ fШ
ƓƖŸǯĦŔĲŰĦǃШŸŰШƓċƖШƽŔƣőШŸƣőĲƖШƣǃƓĲƚШŸŉШ
ŰĲĦĲƚƚċƖǃШċŰĬШĲǂƓĲĦƣĲĬШƚťŔũũƚЮ

fШfŰƚŔŊőƣШÂũċƣŉŸƖůЮШ?ĲƓũŸǃШċŰШŔŰƣĲƖŰċũШ
ƓũċƣŉŸƖůШĦŸůĤŔŰŔŰŊШċШťŰŸƽũĲĬŊĲШŊƖċƓőЯШÅ ]Ш
ĦőċƣШċŰĬШĬċƚőĤŸċƖĬƚЮ

7ƨŔũĬрƻƚрĤƨǃШůŸĬĲũƚЮШ?ĲĦŔĬĲШƽőĲƣőĲƖШƣŸШ
ǯŰĲрƣƨŰĲШċШƣŸƨƖŔƚůрƚƓĲĦŔǯĦШxx~ШŸƖШƓċƖƣŰĲƖШ
ƽŔƣőШĲǂƣĲƖŰċũШƻĲŰĬŸƖƚЮ

?ĲĦŔĬĲШƽőċƣШƓƖŔƻċĦǃШŉĲċƣƨƖĲƚШċƖĲШ
ŔůƓŸƖƣċŰƣШƣŸШǃŸƨƖШŸƖŊċŰŔƚċƣŔŸŰЮШ§ƓĲŰШ
ƚŸƨƖĦĲШxx~ƚШĦċŰШĤĲШƖƨŰШũŸĦċũũǃШċŰĬШ
ŊƨċƖċŰƣĲĲШŰŸШĬċƣċШŔƚШƨƚĲĬШƣŸШƣƖċŔŰШŰĲƽШ
ůŸĬĲũƚЮ

9ŸŰƣŔŰƨŸƨƚШůŸĬĲũШůŸŰŔƣŸƖŔŰŊЮШƨƣŸůċƣĲШ
ĤŔċƚЯШĬƖŔŉƣШċŰĬШĬċƣċрƕƨċũŔƣǃШċũĲƖƣƚШƽŔƣőШĦũĲċƖШ
ŸƽŰĲƖƚőŔƓЮ

§ƓĲŰрƚŸƨƖĦĲШĦŸŰƣƖŔĤƨƣŔŸŰƚЮШÂƨĤũŔƚőШŰŸŰр
ƚĲŰƚŔƣŔƻĲШƣŸŸũƚШŸƖШĬċƣċƚĲƣƚШƣŸШċƣƣƖċĦƣШƓċƖƣŰĲƖƚШ
ċŰĬШƣċũĲŰƣЮ

fШ[ĲũũŸƽƚőŔƓШƓƖŸŊƖċůůĲЮШÅŸƣċƣĲШƚƣċǭШ
ƣőƖŸƨŊőШċĬƻċŰĦĲĬШƓƖŸŢĲĦƣƚШƣŸШƚƓƖĲċĬШƚťŔũũƚШ
ċŰĬШċƻŸŔĬШƚŔũŸƚЮ

9ŸũũċĤŸƖċƣĲШƽŔƣőШƖĲƚĲċƖĦőШŔŰƚƣŔƣƨƣŔŸŰƚЮШ
fĬĲŰƣŔŉǃШũŸĦċũШƨŰŔƻĲƖƚŔƣŔĲƚШŔŰƣĲƖĲƚƣĲĬШŔŰШ
ƽŸƖťŔŰŊШƣŸŊĲƣőĲƖШŸŰШ fШƓƖŸŢĲĦƣƚЮ
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aÆ¥ï¹ŐĘĬ
<¹õŐhõ¥ëõ¹µ

Q¥ëÐ¹õÇÙÃŐdÞ¥µØ¥è

aÆ¥ï¹ŐęĬ
h¹õŐhõëù±õùë¹ïŐ¥ÙµŐ
@Ù±ë¹¥ï¹Őqï¹Ő

aÆ¥ï¹ŐĚĬ
.¹ďÙ¹Ő @Őhõë¥õ¹ÃąŐ
¥ÙµŐhõ¥ëõŐaÇÒÞõï

aÆ¥ï¹ŐěĬ
h±¥Ò¹Őqè

)¹ÃÇÙÙ¹ëï
xŸƽШ fШƨƚĲШċŰĬШũŸƽШŸƖŊċŰŔƚċƣŔŸŰċũШƖĲċĬŔŰĲƚƚЮШ
Ш7ĲŊŔŰŰĲƖќƚШůċŔŰШĦőċũũĲŰŊĲШŔƚШƣŸШŊĲƣШƚƣċƖƣĲĬЯШ
ĤƨŔũĬШĦŸŰǯĬĲŰĦĲЯШċŰĬШƚƨƖŉċĦĲШ fШĦőċůƓŔŸŰƚШ

ŔŰƚŔĬĲШƣőĲШŸƖŊċŰŔƚċƣŔŸŰЮ qÙõ¥èè¹µŐaÞõ¹ÙõÇ¥Ò
ÉƣƖŸŰŊШĬċƣċоƓƖŸĦĲƚƚШŉŸƨŰĬċƣŔŸŰƚШĤƨƣШƻĲƖǃШ
ũŔůŔƣĲĬШĲƻĲƖǃĬċǃШ fШƨƚċŊĲЮШŰШÖŰƣċƓƓĲĬШ

ÂŸƣĲŰƣŔċũќƚШůċŔŰШĦőċũũĲŰŊĲШŔƚШƣŸШƽĲċƻĲШ fШŔŰƣŸШ
ƖŸƨƣŔŰĲШƣċƚťƚШċŰĬШƣƨƖŰШũċƣĲŰƣШĦċƓċĤŔũŔƣǃШŔŰƣŸШ

ƖĲċũШƻċũƨĲЮ

WèèÞëõùÙÇïõÇ±Őqï¹ëï
cŔŊőĲƖШ fШƨƚĲШĲǂŔƚƣƚЯШǃĲƣШŔƣШŔƚШƚĦċƣƣĲƖĲĬШċĦƖŸƚƚШ

ƣĲċůƚШƽŔƣőШũŔƣƣũĲШĦŸŸƖĬŔŰċƣŔŸŰЮШŰШ
§ƓƓŸƖƣƨŰŔƚƣŔĦШÖƚĲƖќƚШůċŔŰШĦőċũũĲŰŊĲШŔƚШƣŸШ
ƖĲƓũċĦĲШŉƖċŊůĲŰƣĲĬШĲǂƓĲƖŔůĲŰƣƚШƽŔƣőШċШ
ƚőċƖĲĬШƓũċŰШċŰĬШũŔŊőƣрƣŸƨĦőШŊŸƻĲƖŰċŰĦĲЮ 2¥ëÒąŐ µÞèõ¹ëï

ÉŸũŔĬШƚƣƖƨĦƣƨƖĲƚШċŰĬШůĲċŰŔŰŊŉƨũШ fШ
ċƓƓũŔĦċƣŔŸŰƚШċƖĲШŔŰШƓũċĦĲШċĦƖŸƚƚШƚĲƻĲƖċũШ
ƽŸƖťǰŸƽƚЮШŰШEċƖũǃШ ĬŸƓƣĲƖќƚШůċŔŰШ

ĦőċũũĲŰŊĲШŔƚШƣŸШĦƖċŉƣШċŰШŸƖŊċŰŔƚċƣŔŸŰрƽŔĬĲШ fШ
ƚƣƖċƣĲŊǃШċŰĬШƓŔũŸƣШőŔŊőрƻċũƨĲЯШĤƨƚŔŰĲƚƚр

ĦƖŔƣŔĦċũШƨƚĲрĦċƚĲƚЮ

@ŐèÇÞÙ¹¹ëï
fШŔƚШĲůĤĲĬĬĲĬШĲŰĬрƣŸрĲŰĬЯШĤċĦťĲĬШĤǃШ
ůċƣƨƖĲШĬċƣċЯШĦƨƚƣŸůШůŸĬĲũƚЯШċŰĬШ

ĦŸŰƣŔŰƨŸƨƚШũĲċƖŰŔŰŊЮШŰШ fШÂŔŸŰĲĲƖќƚШůċŔŰШ
ĦőċũũĲŰŊĲШŔƚШƣŸШƚĦċũĲШƖĲƚƓŸŰƚŔĤũǃЯШůċŔŰƣċŔŰШ
ƕƨċũŔƣǃШċŰĬШƨƚĲŉƨũŰĲƚƚЯШċŰĬШťĲĲƓШŔŰŰŸƻċƣŔŰŊШ

ċőĲċĬШŸŉШƣőĲШĦƨƖƻĲЮ

fШƻŔƚƨċũШŔĬĲċƣŔŸŰЮEŰĦŸƨƖċŊĲШƨƚĲШŸŉШ? xxрEШ
ΟЯШ~ŔĬŢŸƨƖŰĲǃЯШÅƨŰƽċǃШŸƖШcĲǃ]ĲŰƣŸШůŸĦťШ
ƨƓШĦŸŰĦĲƓƣƚШĤĲŉŸƖĲШƚƣƨĬŔŸШƽŸƖťЮ

ÅƨŰШƓƖŸůƓƣŔŰŊШƽŸƖťƚőŸƓƚЮÅƨŰШŊƨŔĬĲĬШ
ƚĲƚƚŔŸŰƚШŸŰШƓƖŸůƓƣŔŰŊШŉŸƖШċĬШĦŸƓǃЯШĤũŸŊШ
ŸƨƣũŔŰĲƚШċŰĬШƓĲƖƚŸŰċШĤƖċŔŰƚƣŸƖůŔŰŊЮШ

~ċťĲШċШĤĲƚƣрƓƖŸůƓƣШŊċũũĲƖǃЮ9ƨƖċƣĲШљĤĲƚƣШ
ƓƖŸůƓƣШрĤĲƚƣШŸƨƣƓƨƣњШĲǂċůƓũĲƚШŔŰШċШĬŔŊŔƣċũШ
ƚƓċĦĲШĲƻĲƖǃŸŰĲШőċƚШĲċƚǃШċĦĦĲƚƚШƣŸЮ

ÑƽŸрƽĲĲťШƚŸĦŔċũШĦőċũũĲŰŊĲЮ ƚťШĲƻĲƖǃШ
ůċƖťĲƣĲƖШƣŸШĦƖĲċƣĲШŢƨƚƣШŸŰĲШƚŸĦŔċũШƓŸƚƣШƽŔƣőШ
fЯШƣőĲŰШĦŸůƓċƖĲШƖĲƚƨũƣƚШŔŰШċШŊƖŸƨƓШĦċũũШт
ũĲċƖŰŔŰŊШĤǃШĬŸŔŰŊЮ

ÉĲƣШƨƓШƖĲŊƨũċƖШŔŰƚƓŔƖċƣŔŸŰШƚĲƚƚŔŸŰƚЮШÉĲƣШ
ċƚŔĬĲШƚŸůĲШƣŔůĲШĲƻĲƖǃШůŸŰƣőШƣŸШƖĲƻŔĲƽШƽőċƣШ
ŸƣőĲƖШůċƖťĲƣŔŰŊШƣĲċůƚШċƖŸƨŰĬШƣőĲШƽŸƖũĬШ
őċƻĲШċĦőŔĲƻĲĬШƽŔƣőШ fЮШ

§ƖŊċŰŔƚĲШƽĲĲťũǃШĦƖĲċƣŔƻĲШƚƓƖŔŰƣƚЮÑĲƚƣШ fШ
ŸŰШũŸƽрƖŔƚťШċƚƚĲƣƚШċŰĬШƚőċƖĲШũĲċƖŰŔŰŊƚШĲƻĲƖǃШ
[ƖŔĬċǃЮ

fШĤƖċŰĬШŊƨċƖĬŔċŰЮ ƚƚŔŊŰШċШƣĲċůШůĲůĤĲƖШƣŸШ
ƻĲƣШƣŸŰĲрŸŉрƻŸŔĦĲЯШŔŰĦũƨƚŔƻŔƣǃШċŰĬШĦŸůƓũŔċŰĦĲШ
ŸŉШ fШŸƨƣƓƨƣƚЮ

cċƻĲШċШĤƖċŰĬрƻŸŔĦĲШƓƖŸůƓƣШũŔĤƖċƖǃЮ
~ċŔŰƣċŔŰШĬŸќƚШѼШĬŸŰќƣƚШŉŸƖШĲċĦőШĦőċŰŰĲũШċƚШċШ
ũŔƻŔŰŊШĬŸĦƨůĲŰƣЯШƓƖĲŉĲƖċĤũǃШċƚШċŰШŔŰƣĲƖŰċũШ
ƽŔťŔЮ

ÂƖŸůƓƣрċƓƓƖŸƻċũШƽŸƖťǰŸƽЮ ĬĬШċШƚŔůƓũĲШ
ƖĲƻŔĲƽШƚƣĲƓШƚŸШĤƖċŰĬрĦƖŔƣŔĦċũШƓƖŸůƓƣƚШŊĲƣШċШ
ƚĲĦŸŰĬШƓċŔƖШŸŉШĲǃĲƚШĤĲŉŸƖĲШƨƚĲШċƣШƚĦċũĲЮ

ÄƨŔĦťрƖĲƕƨĲƚƣШŉŸƖůЮÉĲƣШƨƓШċШ[ŸƖůШƚŸШċŰǃШ
ƣĲċůШĦċŰШċƚťШƣőĲШ fШ9ŸEƣŸШƖĲƻŔĲƽШŸƖШƣƽĲċťШ fШ
ĦŸŰƣĲŰƣЮШÑőŔƚШťĲĲƓƚШŸƻĲƖƚŔŊőƣШũŔŊőƣƽĲŔŊőƣШĤƨƣШ
ċĦĦĲƚƚŔĤũĲЮ

ÂŸũŔĦǃШƕƨŔĦťрƖĲŉĲƖĲŰĦĲШĦċƖĬЮ9ƖĲċƣĲШċШ
ůċƖťĲƣŔŰŊШƚƓĲĦŔǯĦШƚőŸƖƣШ fШƓŸũŔĦǃШŔŰШċШŸŰĲр
ƓċŊĲƖШŉŸƖůċƣШƽŔƣőШљΟШĬŸќƚЯШΟШĬŸŰќƣƚЯШċŰĬШƽőŸШ
ƣŸШċƚťЮњ

ÉĲŰĬШŸƨƣШċШƓĲƖŔŸĬŔĦШ fШƖŸƨŰĬƨƓШĲрůċŔũЮ
ÅĲĦċƓШŰĲƽШƣŸŸũƚЯШĤĲƚƣШƓƖŸůƓƣƚШċŰĬШċŰǃШ
ƓŔƣŉċũũƚШƚƓŸƣƣĲĬЮШÑőŔƚШťĲĲƓƚШĲƻĲƖǃŸŰĲШċũŔŊŰĲĬШ
ƽŔƣőШůŔŰŔůċũШŉƨƚƚЮ

ÖƚĲШ fШŔŰШůŸƖĲШƣċƚťƚШƣőċŰШƓƖĲƻŔŸƨƚũǃЮШÖƚĲШ
xx~ƚШƣŸШŉĲĲĬĤċĦťШċŰĬШƖĲƻŔĲƽШůŸƖĲШƣőŔŰŊƚаШ
ŔůċŊĲƚЯШƽĲĤƚŔƣĲƚЮШfŰƣĲŊƖċƣĲШƣőĲůШŔŰƣŸШůŸƖĲШ
ƽŸƖťǰŸƽƚЯШĲƻĲŰШŔƣШůċǃШŰŸƣШċũƽċǃƚШƚĲĲůШũŔťĲШ
ƣőĲǃШǯƣШŔŰЮ

ÖƚĲШƣőĲШĦŸũũċĤŸƖċƣŔŸŰШŉĲċƣƨƖĲƚЮШÑŸŸũƚШũŔťĲШ
9őċƣ]ÂÑШĦċŰШĦƖĲċƣĲШƓƖŸŢĲĦƣƚШƣőċƣШĦċŰШĤĲШ
ƚőċƖĲĬШŔŰШƣĲċůƚЯШƽŔƣőШƚƓĲĦŔǯĦШŸƻĲƖċƖĦőŔŰŊШ
ŔŰƚƣƖƨĦƣŔŸŰƚШċŰĬШĬŸĦƨůĲŰƣƚЮШ

ÑƖǃШŸƨƣШůŸƖĲШċĬƻċŰĦĲĬШƣŸŸũƚЮШÂũċƣŉŸƖůƚШũŔťĲШ
xŸƻċĤũĲШŸƖШÅĲƓũŔƣċũũŸƽШƨƚĲƖƚШƣŸШĤƨŔũĬШ
ƽĲĤƓċŊĲƚоċƓƓƚЯШƽőŔĦőШĦċŰШƖĲƚƨũƣШŔŰШŉċƚƣĲƖШ
ƓƖŸƣŸƣǃƓĲƚШċŰĬШŔĬĲċƚШƣĲƚƣŔŰŊЮШ

ÑƖċŔŰШ fШċŊĲŰƣƚШƽŔƣőШǃŸƨƖШŸƽŰШĬċƣċЮ[ĲĲĬШ
ŔŰƣĲƖŰċũШůċŰƨċũƚЯШŊƨŔĬĲƚШŸƖШŰĲƽƚũĲƣƣĲƖƚШċƚШ
ƣƖċŔŰŔŰŊШůċƣĲƖŔċũШƣŸШċŊĲŰƣƚоĦƨƚƣŸůШ]ÂÑƚШƚŸШ
fШċŰƚƽĲƖƚШůċƣĦőШǃŸƨƖШƚƓĲĦŔǯĦШƣċƚťƚЮ

cŔŊőрƻċũƨĲШƓŔũŸƣШƚĲũĲĦƣŔŸŰЮxċƨŰĦőШΞрΟШ
ƓŔũŸƣƚШыĲЮŊЮШĲƻĲŰƣШŊċƣőĲƖŔŰŊШŊƨŔĬĲШŉŸƖШƣŸƨƖŔƚƣƚьЮШ
fƣШĬŸĲƚШŰŸƣШŰĲĲĬШƣŸШĤĲШĦŸůƓũŔĦċƣĲĬЯШĤƨƣШƣŸШ
ŉŸĦƨƚШĬĲũŔƻĲƖŔŰŊШőŔŊőШƻċũƨĲЮ

~ŸŰƣőũǃШĬĲůŸШĬċǃЮfŰƻŔƣĲШƣĲċůƚШƣŸШƚőŸƽШ
ŸŰĲШ fрĦƖĲċƣĲĬШĦċůƓċŔŊŰШċƚƚĲƣШċŰĬШŔƣƚШ
ƓĲƖŉŸƖůċŰĦĲЮШÑőŔƚШƚőŸƨũĬШĤƨŔũĬШĦŸŰǯĬĲŰĦĲШ
ċŰĬШċШũŔƣƣũĲШŔŰƣĲƖŰċũШ[§~§г

ÉĦċũĲШǃŸƨƖШƚƨĦĦĲƚƚŉƨũШ fШƓŔũŸƣƚЮШEƻċũƨċƣĲШ
ƽőċƣШƽŸƖťĲĬШċŰĬШƽőċƣШĬŔĬŰќƣЯШƖĲƣőŔŰťШŔŉШƣőĲƖĲШ
ċƖĲШċŰǃШŉƨŰĦƣŔŸŰƚШƣőċƣШĦċŰШĤĲШƣƖċŰƚŉĲƖƖĲĬШƣŸШ
ŸƣőĲƖШŸŉШǃŸƨƖШƣĲċůќƚШƨƚĲШĦċƚĲƚШŸƖШĲƻĲŰШŸƣőĲƖШ
ƣĲċůƚЮ

~ċťĲШċŰШċŰŰƨċũШƣŸŸũШĤĲŰĦőůċƖťЮ§ŰĦĲШċШ
ǃĲċƖЯШƣĲƚƣШǃŸƨƖШĦőŸƚĲŰШ fШƣŸŸũШċŊċŔŰƚƣШƣƽŸШ
ĦŸůƓĲƣŔƣŸƖƚШŸŰШƕƨċũŔƣǃЯШĦŸƚƣШċŰĬШƚƓĲĲĬШƣŸШ
ťĲĲƓШƓƖŔĦŔŰŊШċŰĬШƓĲƖŉŸƖůċŰĦĲШŸŰШƓċƖШƽŔƣőШ
ƽőċƣШĲǂŔƚƣƚШŸŰШƣőĲШůċƖťĲƣЮ

uĲĲƓШċШĦŸŰƣŔŰƨŸƨƚрŔůƓƖŸƻĲůĲŰƣШĤŸċƖĬЮ
uċŰĤċŰШĦŸũƨůŰШљ fШ[ŔǂĲƚШѼШfĬĲċƚњШũĲƣƚШ
ċŰǃŸŰĲШũŸŊШŔƚƚƨĲƚШŸƖШƨƓŊƖċĬĲƚбШƖĲƻŔĲƽШċƣШƣőĲШ
ůŸŰƣőũǃШ9ŸEůĲĲƣŔŰŊЮ

~ċŰċŊĲШċ fШťŰŸƽũĲĬŊĲШĤċƚĲЮ7ƨŔũĬШċШ
ƚŔůƓũĲШŔŰƣĲƖŰċũШƽŔťŔШƽŔƣőШ[ ÄƚЯШƚőŸƖƣШƻŔĬĲŸƚШ
ċŰĬШĦŸůƓŔũĲĬШĤĲƚƣрƓƖċĦƣŔĦĲƚШƚŸШŰĲƽĦŸůĲƖƚШ
ĦċŰШƚĲũŉрƚĲƖƻĲШċŰƚƽĲƖƚЮ

~ċŔŰƣċŔŰШċШƖŔƚťШƖĲŊŔƚƣĲƖЮuĲĲƓШċШũŔƻŔŰŊШƣċĤũĲШ
ŸŉШċŰǃШ fрƖĲũċƣĲĬШŔƚƚƨĲƚШыĲЮŊЮЯШƽƖŸŰŊШŉċĦƣƚЯШ
ĦŸƓǃƖŔŊőƣШǰċŊƚьШċŰĬШőŸƽШǃŸƨШǯǂĲĬШƣőĲůЮШfƣШ
őĲũƓƚШƚőŸƽШƖĲƚƓŸŰƚŔĤũĲШŊŸƻĲƖŰċŰĦĲЮ
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.ÞŉïŐ¥ÙµŐ.ÞÙŉõïŐ<ùÇµ¹ 
AI adoption does not have to start with a big strategy or expensive tools. Many NTOs are already experimenting in 
small ways, such as drafting content, analysing visitor data, or improving planning tools. This section outlines 

HJ9;LA;9D <GӐK 9F< <GFӐLK >GJ getting started and advancing with AI across research, marketing, and internal work. 
Each recommendation is based on real-world use and tailored to different maturity levels, from beginners to early 

adopters. 

 

Category Do "GFӐL NTO Maturity level 

General  
Expectations 

4A=O ' 9K 9 ӑBMFAGJӒ
colleague good at 

writing and helping out 

with various tasks, but 
lacks context, 
experience and deeper 
knowledge of your 

organisation 

4A=O ' 9K 9 ӑK=FAGJӒ
colleague or an expert. 

While it can provide 

good advice, it lacks 
the experience and 
tacit knowledge 
usually found in senior 

roles. 

All levels 

General 
Internal AI skills  

Sponsor training and 
encourage learning and 

experimentation. 

Assume AI adoption 
will happen without 

internal support. 

All levels 

General 
Cooperation 

View AI as a cross 
functional tool and 

treat it as an 

organisation wide 

capability. 

View AI as an IT 
question or work in 

silos. 

 

 

All levels 

General 
Tools 

Test beginner tools like 
ChatGPT, DALL-E, or 

NotebookLM on real 

internal tasks. 

 

Introduce advanced 
tools without 

understanding their 

limitations. 

Beginners 

General  
Internal sharing  

Create a shared space 
(e.g. Teams, Google 

Doc) to document AI 

experiments, tips and 

best practices.  

Avoid sharing 
knowledge with each 

other.  

All levels 

General  
Ethics and safety 

Define clear rules for 
data management and 

ethical use of AI tools. 

Limit the use and 
adoption of AI with 

overly complicated 
governance. 

All levels 

General 
Mindset 

View AI as a time-saving 
tool. 

View AI as a job-taker.  
 

All levels 
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General 

Experimentation  

Encourage 

experimentation and 

start small pilots before 

scaling. 

Wait for the perfect 

strategy or use case to 

get started.  

All levels 

General 
External collaboration  

Work with universities, 
startups, or vendors to 
test AI use cases and 
access expertise. 

Rely on internal AI 
skills only. 

Early adopters  

General 

Scaling AI 

Identify successful 

pilots and build the 
infrastructure, training, 
and processes to scale 

them. 

Scale too quickly 

without evaluating 
outcomes or preparing 
support systems. 

Early adopters 

General 
Data Management 

Centralise data and 
make it available across 

the organisation. 

Build data silos, 
fragmented across the 

organisation and hard 

to access. 

Early Adopters 

Research 

Report summaries 

Use AI tools to 

summarise reports, 
surveys, or policy 

documents. 

Expect AI summaries 

to be accurate without 
checking source 

alignment. 

Beginners 

Research 
Real Time Monitoring 

Use AI to monitor 
tourism patterns and 

impact in real time.  

Assume all metrics are 
useful just because 

they are real time.  

Early adopters 

Research 

Trend Detection 

Use AI to identify trends 

in search, social media, 
reviews and news.  

Confuse weak signals 

with trends.   

Early adopters 

Research 
Pattern Analysis 

Use AI to find patterns 
in large datasets.  

Rely only on one kind 
of data.  

Early adopters 

Marketing 

Generative AI content  

Use GAI to create 

marketing content. 

Create low quality 

generic AI content.  

All levels 

Marketing 
Personalisation 

Use AI to tailor offers 
and content. 

Send the same content 
to all audiences. 

Early adopters 

Marketing 
Creative exploration  

Use AI tools to explore 
variations of headlines, 
copy, or visuals. 

Publish content 
without review or 
alignment with your 

brand tone. 

Beginners 

Marketing 

Campaign Testing 

Use AI to test multiple 

versions of ads or 

emails to find what 
performs best. 

Optimise campaigns 

based on one-size-fits-

all messaging. 

All levels 
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Marketing 

Cross-channel 

alignment  

Make sure AI-driven 

content or 

recommendations are 

consistent across web, 
email, and social media 

Let each channel run 

its own version of 

personalisation 

without coordination. 

Early adopters 

Marketing 
Performance Tracking 

Set clear metrics for 
how AI-generated 
content performs (e.g. 

engagement, click-

through) 

Use AI tools without 
checking whether 
L@=QӐJ= 9;LM9DDQ

improving results. 

Early adopters 

Marketing 
Chatbots 

Use AI chatbots to 
make travel planning 

and finding information 

easier. 

Deploy chat bots 
without clear value or 

tested scripts.  

Early adopters 
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)¹ïõŐaë¥±õÇ±¹ïŐÂÞëŐd¹ï¹¥ë±ÆŐ¥ÙµŐQ¥ëÐ¹õÇÙÃ 
In this section, best practices from real life examples in research and marketing are presented, both from the 
tourism industry as well as other relevant industries. These examples showcase a breadth of best practices, from 

foundational infrastructure to user facing applications. While they can be used for inspiration for all levels of 

E9LMJALQӅ L@=Q HJAE9JADQ :=DGF? LG L@= ӑ#9JDQ <GHL=JӒ ;9L=?GJQӄ 

Research Best Practices 

2. Predict demand to optimise operations 

Predictive AI can forecast destination demand in advance, helping manage staffing, pricing, and resource allocation. 

By analysing historical booking patterns, seasonality, events, and external factors, AI enables proactive planning. 

Hospitality Demand Forecasting ӛ InsightMax 

1. Theme / Focus area 

AI-powered revenue management and probabilistic demand forecasting for hotels. 

2. Description  
InsightMax ingests historical bookings, live pace data, weather, events and social sentiment to generate 

probability curvesӜfor example, a 70 % chance of hitting 90 % occupancy during a festivalӜso teams can 

plan for multiple outcomes. 

3. Results / Impact 
Hotels report up to 20 % better forecast accuracy and 15ӛ25 % revenue uplift; scenario planning also 
optimises staffing and marketing spend, as shown when dynamic pricing captured peak demand while 

keeping service levels high. 

4. Tools / Technology used 
Ensemble ML models that learn continuously, real-time data pipelines for market signals, and a cloud 

dashboard that visualises forecast distributions and sends alerts. 

5. Lessons learned 

Probabilistic forecasts outperform static point estimates in volatile markets, but human revenue 
managers must interpret the ranges and fine-tune strategyӜAI augments, not replaces, expertise. 

6. More information  
https://www.demandcalendar.com/blog/the-revenue-manager-vs.-ai-a-tale-of-predicting-hotel-demand 

 

3. Use AI to monitor tourism in real time 

AI can help tourism organisations track the impact of tourism on destinations in real time. By integrating live data 

sources such as mobility, traffic, bookings and sentiment into AI-powered dashboards, organisations can detect 
changes quickly and respond accordingly. This supports rapid decision-making, improves coordination with local 

stakeholders, and enables more proactive visitor management. 

Jackson Hole Tourism Dashboard ӛ Jackson Hole Travel & Tourism Board 

https://www.demandcalendar.com/blog/the-revenue-manager-vs.-ai-a-tale-of-predicting-hotel-demand
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1. Theme / Focus area 

Real-time destination management and sustainability analytics. 

2. Description  

A live dashboard, developed with the University of Wyoming and a data-science partner, that merges 37 

data streamsӜlodging, trail counters, traffic, wildlife incidents, social sentiment and moreӜinto 55 

sustainability indicators, updated almost instantly through machine-learning data fusion. 

3. Results / Impact 

Gives local government, tourism officials and community groups a daily view of tourism pressure, helping 

them manage peak periods, protect wildlife corridors and gain international recognition for progressive 

destination stewardship. 

4. Tools / Technology used 

Cloud data warehouse, API integrations and machine-learning models for anomaly detection and trend 

synthesis, surfaced via an interactive BI dashboard. 

5. Lessons learned 

Integrating diverse local datasets with Machine Learning (ML) delivers a far richer, faster picture than 

periodic reports, while universityӛindustry collaboration keeps costs down and rigour up. 

6. More information  

https://industry.visitjacksonhole.com/data-and-reports 

 

4. Create a centralised, multi-source data platform 

Tourism research often depends on fragmented data from multiple sources. AI can support the development of 
centralised platforms that combine data from national, regional, and private partners, allowing for more consistent 
and accessible insights. This helps align strategy across sectors, reduce duplication of effort, and improve the 

quality of market intelligence. 

https://industry.visitjacksonhole.com/data-and-reports
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Tourism Data Collective ӛ Destination Canada 

1. Theme / Focus area 

National tourism-data infrastructure and real-time AI insight-generation. 

2. Description  

A Canada-wide platform that pools data from public bodies, credit-card networks, mobility services and 

regional DMOs, then applies AI to deliver live dashboards and demand forecasts for partners across the 

sector. 

3. Results / Impact 

Democratises high-quality data for smaller businesses and regional organisations, enables coordinated, 

evidence-based decisions at local and federal levels, and flags emerging market shifts early to support 

!9F9<9ӐK DGF?-term tourism-growth strategy. In less than 12 months, the platform has engaged over 

18,000 active users and 60 subscribing partners, delivering more than $4.5 million worth of insight to each 

annually. It has helped inform regional investment, optimize marketing spend, and support sustainable 

development. It also won the 2024 DataIQ AI for Good Award. 

4. Tools / Technology used 

Cloud data lake with secure API feeds, machine-learning models for predictive analytics, and interactive BI 

dashboards accessible via a partner portal. 

5. Lessons learned 

Building shared, well-governed data infrastructure is the cornerstone of effective AI; broad stakeholder 

buy-in and clear value exchange accelerate adoption and scale. 

 

6. More information  

https://www.tourismdatacollective.ca 

https://www.tourismdatacollective.ca/


32 

Best Practices for Research and 

Marketing 
  

 
 

 

5. Use AI to detect and interpret emerging trends 

AI can analyse large volumes of unstructured data, such as online conversations or reviews, to identify shifts in 
consumer behaviour, preferences, or trends. This enables tourism organisations to detect early signals and adjust 
offerings or campaigns accordingly. It improves responsiveness to changes in demand and helps identify 

opportunities before they are widely recognised. 

Coca-Cola Creations ӛ AI-Driven Social Listening 

1. Theme / Focus area 

AI-powered consumer insight for product innovation and marketing. 

2. Description  

Coca-Cola continually analyses millions of online conversations with AI sentiment and trend tools, fuelling 

ALK ӏ!J=9LAGFKӐ HAH=DAF= LG D9MF;@ DAEAL=<-edition drinks ӛ e.g. Dreamworld (2022) and Y3000 (2023) ӛ that 

echo emerging cultural themes. 

3. Results / Impact 

Real-time insights have shortened concept-to-market cycles and produced headline-grabbing flavours 

that deepen Gen-Z engagement and lift campaign ROI. 

4. Tools / Technology used 

Enterprise social-listening platforms (such as Sprinklr), machine-learning topic clustering, and AI-assisted 

co-creation tools integrated with agile R&D sprints. 

5. Lessons learned 

Always-on AI listening uncovers niche cultural currents missed by traditional research, enabling rapid, 

low-risk product experiments and more authentic storytelling. 

6. More information  

https://www.coca-colacompany.com/media-center/coca-cola-creations-imagines-year-3000-futuristic-

flavor-ai-powered-experience 

 

6. AI to identify behavioural patterns in large datasets 

AI can find recurring behaviours and hidden patterns within vast travel datasets ӛ such as booking histories or 

mobility data ӛ supporting informed decisions on resource allocation, itineraries, and visitor flow. 

Booking.com Machine-Learning Framework ӛ Booking.com 

1. Theme / Focus area 

Personalised search and recommendations through machine learning. 

2. Description  

Booking.com trains hundreds of ML models and runs thousands of A/B tests at any moment to learn how 

travellers actually search and bookӜsuch as their price limits, preferred property types or trip purposeӜ

and then shows more relevant options. 

3. Results / Impact 

Sharper recommendations have boosted booking conversions and let new ideas move from concept to 

live feature in days rather than months. 

https://www.coca-colacompany.com/media-center/coca-cola-creations-imagines-year-3000-futuristic-flavor-ai-powered-experience
https://www.coca-colacompany.com/media-center/coca-cola-creations-imagines-year-3000-futuristic-flavor-ai-powered-experience
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4. Tools / Technology used 

Cloud-based data pipelines, an in-house testing platform, and a mix of simple classifiers and neural 

networks. 

5. Lessons learned 

Giving every team easy access to data and fast, reliable testing turns machine learning into a steady 

stream of low-risk improvements. 

6. More information  

https://aws.amazon.com/solutions/case-studies/innovators/booking/ 

 

7. Use AI-based fraud detection in transaction systems 

AI-based fraud detection models in banking analyse behaviour and transaction patterns to flag suspicious activity. 

This approach enhances trust and reduces losses more effectively than static rule systems. 

Anti Money Laundering AI ӛ HSBC 

1. Theme / Focus area 

AI-powered anti-money-laundering and fraud monitoring. 

2. Description  

Co-developed with Google Cloud, AML AI scans about 1.3 billion transactions a month, learning normal 

spending patterns and connections between accounts to flag suspicious activity without fixed rules. 

3. Results / Impact 

Detects two-to-four times more illicit activity, cuts false-positive alerts by 60 %, and shortens case 

J=KGDMLAGF LG JGM?@DQ =A?@L <9QKӅ =9JFAF? !=D=FLӐK ҐҎҐґ +G<=D 0AKC +9F9?=J 9O9J<ӄ 

4. Tools / Technology used 

%GG?D= !DGM< +* ' EG<=DK JMFFAF? AF &1 !ӐK =F;JQHL=< ;DGM< =FNAJGFE=FLӅ OAL@ GH=F-source projects 

such as Kubernetes and built using React.js. 

5. Lessons learned 

Replacing static rules with self-learning models greatly improves security. NTOs collect and manage large 

amounts of traveller data. AI systems can secure this data by detecting anomalies in real time, such as 

suspicious login attempts or data access patterns. AI can also identify and block bots and fraudulent users 

attempting to exploit marketing offers, ensuring marketing funds are spent on genuine potential 

travellers. 

6. More information  

https://cloud.google.com/blog/topics/financial-services/how-hsbc-fights-money-launderers-with-

artificial-intelligence 

 

Marketing Best Practices 

8. Use AI to personalise visitor experiences 

https://aws.amazon.com/solutions/case-studies/innovators/booking/
https://cloud.google.com/blog/topics/financial-services/how-hsbc-fights-money-launderers-with-artificial-intelligence
https://cloud.google.com/blog/topics/financial-services/how-hsbc-fights-money-launderers-with-artificial-intelligence
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Personalisation through AI allows tourism organisations to tailor content and services to individual users based on 
their preferences, behaviours, and context. This includes generating itineraries, recommending experiences, or 

adapting content layout in real time. This helps improve the relevance of digital services, increases the usefulness 

of planning tools, and provides tourism boards with behavioural data that can inform future marketing and product 

development. 

 

ӑ KC 'Ӓ 2JAH .D9FF=Jӛ Discover Puerto Rico 

1. Theme / Focus area 

Conversational AI for personalised trip planning and visitor-insight capture. 

2. Description  

*9MF;@=< AF $=:JM9JQ ҐҎҐғӅ L@= ӑ KC 'Ӓ L9: GF "AK;GN=J.M=JLG0A;Gӄ;GE MK=K +AF<LJAHӐK =F?AF= LG IMAR

travellers on their interests and instantly build shareable, multi-<9Q ALAF=J9JA=K L@9L :D=F< L@= "+-ӐK

existing content with maps, images and safety tips. 

3. Results / Impact 

Returns information on preferred themes and locations, helps steer users away from closed sites, and 

deepens links to local businesses.  

4. Tools / Technology used 

Mindtrip for Business conversational AI, real-time content indexing and embedded interactive maps.  

5. Lessons learned 

Structuring existing destination content for AI unlocks ultra-fast, tailored trip planning while generating 

actionable insight without extra field research ӛ all in a very seamless experience.  

6. More information  

https://www.discoverpuertorico.com 

 

9. 3K= ' LG !J=9L= ӑK@9J=-OGJL@QӒ 4AKM9D 1LGJQL=DDAF? 

AI image-generation lets marketing teams turn abstract brand values into vivid experiences that travellers can see 
and share.  

Dutch Cycling Lifestyle Tool ӛ Netherlands Board of Tourism & Conventions (NBTC) 

1. Theme / Focus area 

Sustainable mobility and destination branding through generative AI. 

2. Description  

A free web tool (launched October 2023) that lets anyone drop a Google Street View location and instantly 

see it re-imagined as a greener, bicycle-friendly Dutch street via AI in-painting. 

3. Results / Impact 

442 k images created and over 1 million sessions in the first month; earned-media reach of roughly 7.5 

million across five priority markets and multiple digital-impact awards (Webby, Lovie, Dutch Interactive, 

Anthem). 

https://www.discoverpuertorico.com/
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4. Tools / Technology used 

Stable Diffusion for image generation plus a road-and-vehicle segmentation model, orchestrated with 

ComfyUI; full backend released open-source on GitHub. 

5. Lessons learned 

Visually striking, shareable AI prototypes can rapidly shift public imagination around sustainable transport 

9F< :GGKL 9 <=KLAF9LAGFӐK KG>L HGO=JӅ O@AD= GH=F-sourcing prolongs impact through community reuse. 

6. More information  

https://dutchcyclinglifestyle.com 

 

10. Use chatbots to simplify visitor planning 

Chatbots powered by AI can help users find relevant information faster by responding to natural-language 

questions. They can be used to guide different types of visitors through planning processes without the need for 
staff support. This improves access to planning resources, increases engagement on digital platforms, and reduces 

friction in the visitor journey. 

 

ӑ#DDAKӒ !@9L:GLӛ New York City Tourism + Conventions 

Theme / Focus area 

Multilingual conversational support for 

meetings and events. 

1. Description  

Launched in 2025, Ellis answers 

HD9FF=JKӐ IM=KLAGFK GF N=FM=KӅ @GL=DK

and attractions across more than 40 

languages and channels, drawing on 

,7!ӐK G>>A;A9D "+- 9F< !GFN=FLAGF ҍ

Visitors BureauӐK =PAKLAF? ;GFL=FLӄ 

2. Results / Impact 

Doubled traffic to the meetings 

section within a month, boosted 

newsletter sign-ups and session 

duration, and surfaced query data to 

flag content gaps. 

3. Tools / Technology used 

Cloud chatbot platform from 

GuideGeek AI with large language 

model, destination knowledge base. 

4. Lessons learned 

Training a bot on curated in-house 

content delivers accurate, brand-safe 

https://dutchcyclinglifestyle.com/
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answers while generating first-hand insight into planner priorities. 

5. More information : 

https://www.business.nyctourism.com/meeting-planners 

 

11. Use AI to deliver real-time, personalised marketing offers 

AI can be used to analyse customer data and deliver personalised messages or offers at the right moment and on 
the right channel. These systems typically draw from app usage, location, past purchases, or contextual data like 
weather. This increases the efficiency of marketing campaigns by targeting people with relevant content, 

improving both engagement and return on investment. 

Starbucks Deep Brew ӛ Personalising Coffee at Scale 

1. Theme / Focus area 

Using AI to tailor offers and run stores more smoothly. 

2. Description 
Starbucks started gathering data with its loyalty app in 2011 and, in 2019, built an AI engine called Deep 

Brew. The system studies billions of orders to suggest drinks customers may like, predict busy times, stock 
the right ingredients and even pick new café locations. 

3. Results / Impact 

The app now drives record sales and more repeat visits; the Starbucks Rewards club has topped 17 million 
active US members. Faster service and less waste follow from smarter staffing and stock forecasts. 

4. Tools / Technology used 

Deep Brew machine-learning software, the Starbucks mobile app, and smart coffee machines that feed 

real-time data. 

5. Lessons learned 

Collecting good data early makes later AI projects far easier. Letting algorithms handle the numbers frees 
baristas to focus on friendly, personal service. 

6. More information  
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=4987473 

 

12. Use generative AI as a creative tool in campaigns 

Generative AI can support creative marketing by producing visuals, text, or concepts based on prompts. It can be 
used to develop unique, engaging content or to invite user participation in campaign creation. This adds novelty 

and engagement to digital campaigns and can help destinations reach new audiences through creative formats. 

ӑ&=AFRӅ 'L &9K LG  = &=AFRӒӛ Kraft Heinz 

1. Theme / Focus area 
Generative-AI visuals for playful brand storytelling. 

2. Description 
Heinz fed text-to-AE9?= HJGEHLK KM;@ 9K ӑC=L;@MH AF KH9;=Ӓ AFLG 9 <A>>MKAGF EG<=DӇ 9DEGKL =N=JQ GMLHML

https://www.business.nyctourism.com/meeting-planners
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=4987473
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resembled the classic Heinz bottle, provingӜtongue-in-cheekӜL@9L =N=F ' ӑCFGOKӒ O@9L C=L;@MH DGGCK
like. 

3. Results / Impact 

Campaign delivered approximately 850 million media impressions, beat previous engagement 
benchmarks and earned global press, with assets reused on social, packaging and digital galleries. 

4. Tools / Technology used 
Text-to-image diffusion model (Stable Diffusionӛstyle), in-house creative pipeline and multichannel ad 

buy. 

5. Lessons learned 
Generative AI offers a low-cost sandbox for creative ideas experimentation; if brand codes are distinctive, 
the outputs themselves become proof-points that audiences love to share. 

6. More information  

https://campaignsoftheworld.com/digital-campaigns/heinz-a-i-ketchup/ 

 

13. Apply AI to adapt content and offers dynamically 

AI systems can adjust marketing content automatically based on how users interact with it. This includes changing 
offers, layouts, or messaging across digital platforms in real time. It allows organisations to scale personalisation 

across large audiences without needing to manually manage multiple campaigns or segments. 

 

Real-Time Personalisation Platform ӛ U.S. Bank 

1. Theme / Focus area 

Using customer data to send the right message at the right moment. 

2. Description 
3ӄ1ӄ  9FC :JGM?@L LG?=L@=J AF>GJE9LAGF >JGE 9DD ALK HJG<M;LK Ӧ;9J<KӅ EGJL?9?=KӅ K9NAF?KӅ =L;ӄӧ AF <G:=ӐK

customer-data platform and now uses it to show personalised offers on the website, in the mobile app, at 
ATMs and even in branches. 

3. Results / Impact 

Within a year, personalised messages converted nearly twenty times better than before and helped the 
bank more than double the number of new accounts opened. 

4. Tools / Technology used 

Adobe Experience Platform with Adobe Real-Time Customer Data Platform and Adobe Journey Optimizer, 
DAFC=< LG L@= :9FCӐK =PAKLAF? O=:KAL=Ӆ 9HH 9F< :J9F;@ KQKL=EKӄ 

5. Lessons learned 
A single view of each customer lets marketers act in hours instead of weeksӜbut only if marketing, IT and 

compliance teams work closely together. 

6. More information  
https://business.adobe.com/customer-success-stories/us-bank-case-study.html 

https://campaignsoftheworld.com/digital-campaigns/heinz-a-i-ketchup/
https://business.adobe.com/customer-success-stories/us-bank-case-study.html
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qÙµ¹ëïõ¥ÙµÇÙÃŐ @Őd¹ÃùÒ¥õÞëąŐ;ë¥Ø¹ăÞëÐ 
As showcased in previous sections, AI has moved from the periphery of tourism strategy to the heart of daily 
operations for many ETC members. With this shift comes the pressing need to understand, and comply with, a fast-

evolving regulatory landscape while KLADD MFDG;CAF? L@= L=;@FGDG?QӐK 9<N9FL9?=Kӄ 2@AK ;@9HL=J E9HK L@9L D9F<K;9H=

and positions it firmly against the realities uncovered in the survey. 

This section begins with 9F GN=JNA=O G> L@= #MJGH=9F 3FAGFӐK ' ;LӅ 9<GHL=< AF ҐҎҐҒ 9F< =FL=JAF? ALK H@9K=<

application period through to 2026,  as well as other authoritative reference points. Together, these instruments 

set the guard-rails for trustworthy AI across the Single Market and beyond. 

The second part turns the lens inwards, examining how ETC members are currently deploying AI and the extent 

of their regulatory readiness . Drawing on survey responses from members across Europe, this summary outlines 

which functions are most AI-enabled, and how ETC members relate to current regulation. 

Finally, a concise appraisal of the risks and benefits =NA<=FL AF E=E:=JKӐ HJ=K=FL ' MK= is presented. 

Taken together, the chapter equips ETC members with a clear view of the rules already in force (or imminently so), 

a benchmark of where the community currently stands, and a pragmatic understanding of the trade-offs they must 

manage as they scale AI responsibly. 

Regulatory framework 

 
What is the EU AI Act?  

2@= #3 ' ;LӅ AF >GJ;= KAF;= ҏ M?MKL ҐҎҐҒӅ AK L@= OGJD<ӐK >AJKL @GJARGFL9D ӦAӄ=ӄ 9HHDA;9:D= 9;JGKK AF<MKLJA=Kӧ D9O >GJ
artificial intelligence. It aims to make AI deployed in the EU safe, rights-respecting and innovation -friendly  by 

matching legal duties to the risk posed by each use-case. 

Who and what does it cover?  

The rules apply to any organisation that places an AI system or model on the EU market (providers ) or uses it 

professionally (deployers). Location is irrelevant: if the output affects people in the EU, the Act bites. It is therefore 

important to understand whether a specific application of AI in an organisation makes one a provider or a deployer. 

How does it manage risk?  

The act categorises four different risk levels of AI.  

¶ Unacceptable risk: banned outright  

Practices such as social scoring, untargeted scraping of faces, real-time public-space biometric ID, or AI that 
manipulates vulnerable groups are prohibited. 
 

¶ High risk: heavily regulated  

AI that can seriously affect health, safety or fundamental rights (e.g., migration-control tools, credit-scoring, 

safety components in transport) must clear a checklist before launch: quality-managed development, 
documented risk assessment, human oversight, robust cybersecurity, and registration in an EU database. 
 

¶ Limited risk: transparency rules  

Chatbots, recommender engines and most generative-AI tools need only two things: tell users they are 

AFL=J9;LAF? OAL@ ' 9F< D9:=D KQFL@=LA; ;GFL=FL Ӧ;GFL=FL ;J=9L=< OAL@ L@= MK= G> 'ӧӇ L@= EG<=DӐK HJGNA<=J
must also publish a copyright-compliance policy and technical documentation for downstream users. 
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¶ Minimal risk: largely unregulated  

Spam filters, video-?9E= 'K 9F< KAEAD9J =N=JQ<9Q KG>LO9J= J=E9AF MFJ=?MD9L=<Ӆ L@GM?@ NGDMFL9JQ ӑ '

.9;LӒ ;GEEALE=FLK 9J= =F;GMJ9?=<ӄ 

 

 

Figure 7. EU AI Risk Pyramid: Ranking AI uses from minimal up to unacceptable risk. 

 

Other resources related to AI, AI ethics and AI regulation:  

- Briefing from the European Parliament on EU AI Act  

- European AI Office, centre of AI expertise 
- European Commission guidelines on responsible GAI use in research 

- OECD G7 Policy Paper, AI and Tourism 
- Stanford University AI Index Report 

- DeepLearning.ai open courses in AI 

Understanding NTOs relationship with AI and AI regulation today 

  
As of April 2025, all surveyed NTOs report using AI on a weekly basis ӛ with between 30% to 100% of both research 

and marketing teams, on average across all ETC members, engaging with these tools. This is a significant figure and 
likely a stark contrast to only a few years ago, when such tools were neither as common nor as easily accessible. 

Only a few research teams report seeing no time savings at all, while others report up to 80% in time saved. This 

suggests that AI tools are here to stay and makes understanding current AI regulation all the more important. With 

82 % of research teams and 64 % of marketing teams still in the process of deepening their understanding of the EU 
AI Act, the results underscore the importance of ongoing compliance initiatives. This is not particularly surprising 
and likely reflects a wider early stage for AI development and implementation. Many research and marketing teams 

are still at the early stages of operationalising AI-regulation readinessӜfewer than half have begun targeted 
alignment efforts, and only about one in ten have completed an internal compliance assessment. 

 

 

 

Level 4: 
Unacceptable Risk

Level 3: 
High Risk

Level 2: 
Limited Risk

Level 1: 
Minimal Risk

https://www.europarl.europa.eu/thinktank/en/document/EPRS_BRI(2021)698792
https://digital-strategy.ec.europa.eu/en/policies/ai-office
https://research-and-innovation.ec.europa.eu/document/download/2b6cf7e5-36ac-41cb-aab5-0d32050143dc_en?filename=ec_rtd_ai-guidelines.pdf
https://www.oecd.org/en/publications/artificial-intelligence-and-tourism_3f9a4d8d-en.html
https://hai.stanford.edu/ai-index/2025-ai-index-report
https://learn.deeplearning.ai/
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Regulation, as mentioned above, is often primarily related to risks in AI use. To better understand those risks, it is 
first key to understand for what purposes AI is used today and what risks (and benefits) are associated with those 

use cases. The table below displays the five main applications where research and marketing teams report seeing 

the greatest value from AI, along with how many of the surveyed team who say so. 

 

Key AI Applications Delivering the Most Value to NTO Research and Marketing Teams  
(Based on Survey Responses, April 2025) 

 

Research tasks Marketing tasks  

Desk research, 75% Copywriting, 68% 

Administration and communication, 54% Search and media management, 54% 

Scripting, 50% Advertising, 46% 

Data analysis, 39% Content creation (images, video, audio, etc), 46% 

Questionnaire design, 39% Segmentation and personalisation, 29% 

 

Risks and benefits of current AI applications 

 
This subsection enumerates the benefits and corresponding risks of each task, recognising that, within a regulatory 

context, it is the identified risks that fundamentally dictate the applicable regulatory obligations. 

 

Research task Main benefits Main risks 

Desk research Cuts literature-review and summary 

production time dramatically. 
 

Ability to process multiple languages. 
 

Can act as own reviewer before human 

review. 

Possible hallucinated citations and facts, 

fact-checking mandatory. 
 

Check for copyright exposure when re-
using paywalled content. 

Administration and 
communication 

Rapid, clearer, error-free and tone-
consistent communications. 

Potential GDPR breaches if personal data 
fed to models. 

Scripting Speeds up prototype scripts for data 
scraping/cleaning. 
 
Lowers entry barrier for non-developers. 

Bug and/or security flaws in 
autogenerated code. 

Data analysis Easier to handle open-ended surveys and 

text data. 

 

Provides results that seem functional at 

first glance but may lack context. 
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LLMs can provide specific advice for 
complex programs (e.g. excel, R, etc) and 

write code for particular analysis use-
cases. 

Black-box reasoning can make it difficult 
to explain results. 

 
Languages models have a harder time 

handling quantitative data. 

Questionnaire design Drafting and formatting survey 

questionnaires can be significantly faster. 
 
Ability to get fast second opinion and 
simulated survey answers in testing. 

Risk of generic and/or low-quality 

questions if not enough human 
involvement. 

 

 

 

Marketing task Main benefits Main risks 

Copywriting Drafts headlines & body copy in 
significantly faster times with easier A/B 

variants for testing and multilingual 
versions. 
 

Consistent tone guidelines if properly 

integrated into prompts. 

%=F=JA; ӑ '-KGMF<AF?Ӓ L=PL ;9F @MJL 1#-
and/or reader trust. 

Search and media 
management 

Easier to use agentic search for scouring 
web for mention of destination, NTO or 

other strategic keywords. 
 

Assistance in speeding up SEO. 

May hallucinate details or make up 
elements that have never existed. 

 
Unclear how SEO scoring will function in 

increasingly AI dominated search 

systems. 

Advertising Much faster campaigns, with potentially 

more and better assets at cost-efficient 
price points. 

People are increasingly exposed to AI, 

and low-effort AI advertising may be 
quickly spotted and genuinely disliked. 

Content creation Speeds up blog, social, video asset 

production. 
 

Lowers cost of localisation and seasonal 

refreshes. 
 

Enables always-on content calendars. 

0AKC G> ӑ ' KDGHӒ ӦDGO IM9DALQӅ ' ?=F=J9L=<

content that people avoid and actively 
mistrust). 

Segmentation and 
personalisation 

Can make any content match exactly how 
users prefer it, which can significantly 

boost engagement. 

Over-personalisation can be experienced 
as uncomfortable and may breach GDPR. 
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;ùõùë¹ïŐWùõÒÞÞÐ 
Since the mid-2010s artificial intelligence has progressed at an extraordinary pace. One signal is the career choices 
of new AI PhDs: in 2011 roughly half remained in academia while the other half joined industry; by 2022 almost 70 % 

chose the private sector and barely 20 % stayed in universities6. Capital flows tell the same story. After years in which 
annual global investment in AI never exceeded USD 5 billion, funding soared past USD 20 billion in 20237. These two 

datapoints ӛ talent migration and surging investment ӛ place AI squarely in a rapid expansion (and 

MFIM=KLAGF9:DQ ӑ@QH=Ӓӧ H@9K=ӄ 

Because AI is a general-purpose technology8, its ripple effects may ultimately reach every industry. NTOs whose 
value proposition rests on knowledge creation, coordination and dissemination, are therefore likely to feel the 
impacts as well. While it is impossible to forecast every implication for tourism, understanding how AI reshapes 

knowledge work provides a practical compass. This chapter therefore: 

¶ reviews the main AI trends affecting knowledge-intensive organisations , 

¶ sketches alternative  scenario lenses, and 

¶ considers what these dynamics might mean for future organisational capabilities  and roles. 

Key AI trends for knowledge organisations 
 

1. Widespread, bottom-up adoption of AI tools 

Large-language-model (LLM) interfaces such as ChatGPT, Le Chat and Claude have lowered the barrier to 
experimentation almost to zero. Recent studies in Denmark9, for example, report that more than 60 % of journalists, 
software developers and marketing professionals already incorporate AI into daily tasks ӛ from drafting headlines 

to debugging code. Similar patterns are emerging across the world. The lesson for NTOs is that adoption is no longer 

a fringe experiment led by tech enthusiasts; it is a grassroots reality that alters team workflows. Policies and up-

skilling programmes must catch up with the pace set by individual employees. 

 

2. From chatbots to autonomous agents 

The first wave of LLM-based tools acted primarily as conversational aides. The next wave adds planning, memory 
and ability for systems to use tools (e.g. web browsing, access to messaging and emails) creating agents capable of 
browsing the web, running multi-KL=H J=K=9J;@ DGGHK GJ =N=F =P=;MLAF? ;G<=ӄ #9JDQ HJG<M;LK KM;@ 9K -H=F 'ӐK

DeepResearch can run advanced report production and produce in a matter of minutes what a junior analyst could 
produce in days. For knowledge organisations this raises new best-practices questions: How can these workflows 

:= AFL=?J9L=< 9F< MK=< =>>A;A=FLDQӋ 5@9L 9J= =>>A;A=FL ӦFGL F=;=KK9JADQ >GJE9Dӧ ӑ9M<ALӒ HJG;=KK=K L@9L ;9F 9DDGO

agents to act (semi-ӧAF<=H=F<=FLDQ O@AD= HJ=K=JNAF? L@= ӑ@ME9F-in-the-DGGHӒ ;@=;CHGAFLKӋ 

 

3. The quest for higher-value human work and the capture gap 

Automating routine cognitive chores (minute-taking, first-draft writing, basic data aggregation) frees up time, but 
organisational productivity gains do not automatically follow10. Studies across several industries show a capture 
gap: individuals report higher output, yet the organisation struggles to translate that into measurable performance 

 
6 https://hai.stanford.edu/ai-index/2024-ai-index-report/education 
7 https://ourworldindata.org/data-insights/investment-in-generative-ai-has-surged-recently 
8 National Academies of Sciences, Engineering, and Medicine. 2025. Artificial Intelligence and the Future of Work. Washington, 

DC: National Academies Press. 
9 https://bfi.uchicago.edu/insights/the-adoption-of-chatgpt/ 
10 https://www.nber.org/papers/w33777 
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improvements. Closing this gap requires redesigning workflows, incentive structures and knowledge-management 
systems so that AI-generated value is retained, validated and reused rather than siloed in personal inboxes. NTOs 

can lead by codifying AI-augmented processes for content creation, market analysis and partner communication ӛ 

preferably in open-dialogue with personnel. 

 

4. Idea-to-prototype cycles collapse 

With LLM-powered code assistants (e.g. Cursor, GitHub Copilot) and no-code tools (e.g. Lovable), non-technical staff 

can now spin up functional prototypes such as interactive dashboards, data pipelines, even simple booking engines 

in hours instead of weeks. The cost of experimentation plummets; the bottleneck shifts from building to evaluating 
and prioritising experiments. For tourism bodies that often juggle many small initiatives, this means decision-
making frameworks must adapt: instead of evaluating ideas abstractly, steering committees may increasingly 

compare working prototypes and allocate resources to those that demonstrate traction. 

 

5. Open-source parity and early signs of commoditisation  

According to benchmark analyses by Epoch11 and others, open-source foundation models trail frontier proprietary 

models by roughly 12 months but are closing fast. Organisations with modest budgets can already fine-tune private 

models that match some of the latest model-class performance while avoiding vendor lock-in and data-sharing 
concerns. Meanwhile, many proprietary model providers remain currently unprofitable as compute and 
infrastructure costs outstrip revenue. These economics hint at future commoditisation: as capabilities diffuse and 

price-performance improves, the distinctive advantage will shift from owning an exclusive model to mastering 

integration, data quality and domain-specific workflows. 

Three visions of the future 
In a report12 by the American National Academies of Sciences, Engineering and Medicine on AI and the Future of 

Work, researchers crafted 3 scenarios:  

Scenario 1: Extended Occupational Polarisation 

AI is learning to handle many routine white-collar tasks, such drafting standard legal text, pulling together research 
notes, writing basic code, or giving first-pass medical advice. As these tools spread, mid-skill office jobs such as 

paralegals or claims clerks shrink, because software can now do their predictable work quickly and much more 
cheaply. Jobs at the very top, such as creative strategists, senior engineers, trial lawyers still grow, because big, 

uncertain decisions need human judgment. At the same time, in-person service roles that are hard to automate, like 
elder-care or hotel work, also keep growing. Degrees and elite credentials could lose some of their gatekeeping 
power, since a newcomer with a good AI assistant can often produce work that used to require a specialist; true 

experts step in only when stakes or uncertainty are high. 

Scenario 2: AI Out-competes Humans 

A less likely but more dramatic future imagines AI systems that match or beat people at almost every mental, 
emotional, and many physical tasks. If that happens, most human skills, diagnosing illnesses, writing software, 

negotiating deals, even creating art lose much of their market value. Wages fall, and wealth flows to the owners of 

the technology. Society would then face tough choices about income support, new kinds of work, and the role of 
humans in an economy where machines can do nearly everything. The report argues this extreme outcome is 

 
11 https://epoch.ai/blog/open-models-report 
12 https://nap.nationalacademies.org/catalog/27644/artificial-intelligence-and-the-future-of-work 
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unlikely in the next decade or so, because of technical limits, ongoing demand for person-to-person care, and 

@AKLGJQӐK @9:AL G> AFN=FLAF? F=O BG:K O@=F GD< GF=K >9<=ӄ  ML L@= JAKCK E9Q := D9J?= =FGM?@ LG HD9F >GJӄ 

Scenario 3: Mass-Expert Complementarity 

In a more hopeful path, AI serves as a powerful helper that lifts human judgment instead of replacing it. Smart tools 
supply facts, spot risks, and explain their suggestions, so professionals make quicker, safer decisions. A nurse 

practitioner can diagnose and prescribe with an AI double-check, calling in a doctor only for the toughest cases. A 
junior coder learns on the job with a code copilot. Because AI removes much of the drudge work and speeds up 
learning, many more people can reach near-expert performance in new fields, while humans focus on overseeing 
AI, inventing new ideas, and offering highly personalised services. Achieving this future depends on deliberate 

design: companies, educators, and regulators must choose to build AI that augments people, invest in training, and 

keep humans in the loop. 

Conceptualising the new model for knowledge work 
)FGOD=<?= OGJC AK ;@9F?AF?ӄ %=F=J9LAN= ' ;9F FGO AF;J=9KAF?DQ 9MLGE9L= D9J?= HGJLAGFK G> 9F GJ?9FAK9LAGFӐK

workflow. Modern tools can draft text, write code, summarise meetings, search vast information sets, and present 
insights intuitively. Many dull or repetitive tasks are therefore ripe for automationӜe.g., converting data into 

standard formats or combing lengthy documents for relevant content. What AI still cannot do is make accountable 

decisions, and that limitation will likely remain: models cannot be held responsible for their choices. Ultimately, a 

human must own both the decision and its consequences. 

This creates a paradox. While AI simplifies execution, it must still be guided by humans who decide what to do and 
why. Employees who have never needed to articulate their work may now spend part of their day explaining tasks 

LG 9F ' KQKL=Eӄ 2@= K@A>L DGGCK ;9F := ;9HLMJ=< 9K 9 ӑ:=>GJ= 9F< 9>L=J 'Ӓ AF >A?MJ= ҕӄ '> O9QK G> OGJCAF? 9J= FGL
redesigned, there is a risk of no real efficiency gain: bottlenecks migrate from execution to decision-making. Teams 
could end up waiting for meetings to approve next steps while lacking the authority to advance automated 

processes themselves. 

Previously (without GAI) most steps in a standard process belonged to the human, and most of the work falls on 
performing a given task. With GAI, this is changing. Performing the task can increasingly be delegated to AI (with 

proper supervision), which means the typical tasks of reviewing and evaluating quality is where humans may spend 
more time on. This is represented by the relative size of the circles in the model in figure 7. Over time, performing 

the tasks may occupy an ever-smaller share of a given workflowӜ9F< AF;J=9KAF?DQ >9DDK OAL@AF L@= ;GEHML=JӐK
domain. By contrast, defining, deciding, and evaluating tasks will likely remain time-consuming and must still be 

led by people.  

 

 
Figure 9: Shift in work processes for knowledge work. 
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Is everyone becoming a manager? 

As task coordination and instruction grow in importance, employees effectively assume more managerial duties. 
Organisations must address how to distribute this new workload. Self-leadership is already cited as a critical 21st-

century skill, and AI is accelerating the move from hierarchical structures toward more individualised onesӜfor 

better and worse. 

A related issue is culture. If AI assistants handle more work, will humans interact less (or perhaps more) with each 

other? The answer will depend on role and task, and may evolve as new practices take hold. These are long-term 

questions every organisation needs to monitor while considering the broader shifts that AI tools make probable. 
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