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AI Visibility Framework for Hotels

Define1 3 4
Identify what makes your hotel unique—your

USPs and stand-out features. 
Focus on 2–3 key attributes that align with

guest intent.

USP Stand Out Features

Design Identity Amenities

Boutique
Heritage
Eco-lodge
Luxury

Rooftop pool
Spa facilities
Pet-friendly rooms
Free parking

Guest Experience Policies

All-inclusive perks
Personalised service
Wellness focus

Late checkout
Flexible cancellation
Loyalty perks

Location Story Extras

Beachfront access
City-centre convenience
Gateway to nature

Curated local experiences
Free minibar
Live entertainment

Align to Guest Intent

Couple Family Business

Step 1 gets you to think about your core

offerings and unique selling points. Focus

on a few key items you want your hotel to

show up for in LLMs.

Check if the features you just defined show up
across search, OTAs, reviews, social, and

LLMs. Record visibility gaps and benchmark
against competitors.

Search Engines

Google Business Profile: are USPs set as attributes, photos, and
Q&A?
Search Console: do USP queries generate impressions and clicks?
SERPs: check local pack + organic for “[USP] hotel [city]”.

OTAs

Booking.com, Expedia, Agoda: are your USPs front and centre in
descriptions?
Compare competitor listings: which features are they surfacing
better?

Reviews

TripAdvisor, Google, OTA reviews: are guests naming your USPs or
giving generic praise?
Competitors: what features do their guests highlight most often?
Extract keywords to see if USPs appear naturally in reviews.

Social & Forums

Reddit, Facebook travel groups, TripAdvisor forums, travel blogs.
Are your USPs being mentioned in real conversations?
How are competitors positioned in the same channels?

LLMs

Manual test if tools aren’t available.
Prompt examples:

“Which hotels in [city] have a rooftop pool?”
“Which hotels in [city] allow late checkout?”

Record whether you appear, how you’re described, and which
competitors show up.
Re-run quarterly; LLM outputs shift over time.

Step 2 asks you to audit your current

position. You can’t progress to step 3

without knowing where your current AI

visibility is at.

Search Engines OTAs Forums

Maps Social LLMs

Fix gaps with technical optimisation (schema,
speed, crawlability) and human prompts.
 Guide guests to validate your features in

reviews and feedback.

Technical Human

Crawlability & 
Rendering

Step 3 is all about optimising for LLMs.

Technical SEO is vital to AI visibility as is

human optimisation including guest

follow-ups and staff training.

Core Web Vitals

Structured Data

Parity

Indexation

Local Signals

Review Prompts

Location Story

Post-Stay Follow Ups

Staff Training

Descriptive Reviews

Amplify Patterns

Technical
Optimisation

Crawlability & Rendering
Ensure critical content is in HTML, not hidden behind JavaScript.
Test in Google Search Console’s “View Crawled HTML.”

Core Web Vitals
Target LCP <2.5s, INP <200ms, CLS <0.1.
Optimise images, reduce script bloat, improve hosting speed.

Structured Data
Add JSON-LD schema: Hotel, Room, AmenityFeature, Offer, FAQ,
BreadcrumbList.
Validate with Google Rich Results Test.

Parity
Keep USPs consistent across schema, Google Business Profile,
OTAs, and your website.

Indexation
Submit XML sitemaps, use canonicals, avoid duplicate booking
URLs.
Ensure hreflang if you target multiple languages/markets.

Local Signals
Keep NAP (Name, Address, Phone) consistent everywhere.
Reinforce local presence through GBP, directories, and citations.

Human
Optimisation

Review Prompts
Ask guests: “What one thing made your stay?” to encourage USP-
driven mentions.
On-Site QR Codes
Place QR codes near features (e.g. rooftop pool, bar).
Incentivise: “Review our rooftop pool for 50% off your drink.”

Post-Stay Follow-up
Email or SMS guests with prompts tied to features: “Did you enjoy
the late checkout?”

Staff Training
Front desk asks for feature-specific reviews: “If you liked our spa,
could you mention it?”

Descriptive Reviews
Encourage sentences highlighting experiences (“loved the pet-
friendly policy”) over generic “great stay.”

Amplify Patterns
Showcase USP-driven review snippets on your site, GBP, and social
profiles.

Push your USPs outward via PR, OTAs,
partnerships, and social campaigns. 

Feed signals back into the ecosystem so
Google and LLMs surface you more often.

PR & Media OTA Positioning

Review Activation

Step 4 is all about amplifying your brand

through promotion, including PR & Media,

OTA positioning and local partnerships to

keep your output fresh.

Owned Channels

LLM Visibility Boost

Local Partners

Social Channels

PR & Media
Create stories around your USPs (e.g. best rooftop views, pet-
friendly travel) and pitch them to lifestyle media, travel blogs, and
local news.
Use press mentions to strengthen brand authority and build high-
quality backlinks.

OTA Positioning
Rewrite OTA listings to emphasise your stand-out features.
Upload fresh images that showcase those features (e.g. rooftop pool
at sunset, pet amenities).

Review Activation
Run targeted review prompts: QR codes near key features, post-stay
emails with specific asks.
Incentivise detailed feedback that highlights USPs (discounts,
freebies).

Local Partnerships
Partner with tourism boards, events, and local attractions to secure
backlinks and co-promotion.
Ensure your USPs are featured in destination guides and local
itineraries.

Owned Channels & Social
Share guest stories and content that reinforce USPs across
Instagram, TikTok, and newsletters.
Build micro-campaigns around seasonal or unique features.

LLM Visibility Boosting
Take findings from Audit and feed them back into your ecosystem:
Add missing USPs into schema and site copy.
Seed FAQs with natural language questions.
Align OTA and GBP content with those same terms.

In Marketing We Trust’s AI Visibility Framework, specially formulated for hotels, is your roadmap to brand visibility

in LLMs (including ChatGPT, Perpexity, Google Gemini, and more). First you’ll define your goals and what you want to

rank for, next you’ll conduct an audit to view current visibility, then you’ll optimise and amplify for success.


