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EXECUTIVE SUMMARY

Las Vegas businesses face reputation challenges that don't exist anywhere else in America. With
41.7 million visitors annually spending over $55 billion, the stakes for online visibility have never been
higher. Yet research reveals a crisis most business owners don't know exists: the majority of
businesses succeeding in traditional search are completely invisible to the Al platforms increasingly
driving consumer decisions.

73% 1.2% 45%

of page-one Google of local businesses are of consumers now use Al
rankers get ZERO Al recommended by to find local services
mentions ChatGPT

This report examines the unique challenges facing Las Vegas businesses, explains why traditional
SEO success no longer guarantees visibility, and provides actionable strategies for protecting your
business in a market where every lost customer is gone forever.

"The fundamental math is different in Las Vegas. In most markets, a business
can survive negative reviews because repeat customers already have direct
experience. In Las Vegas, over 90% of your customers may be first-time visitors
making decisions based entirely on what they find online. Every negative review
directly influences this massive first-time customer pool with no counterbalance
from loyal regulars."

— Dr. John Spencer Ellis
Chief Technologist, Reputation Return

Key Findings of This Report:

» Brand mentions correlate with Al visibility at 0.664—three times stronger than backlinks (0.218)
» ChatGPT recommends only 1.2% of local businesses, while 35.9% appear in Google's local 3-pack
* Al travel referrals grew 17x between mid-2024 and early 2025

» 83% of restaurants do not appear in Al-generated local recommendations at all



* A one-star increase in Yelp rating correlates with 5-9% revenue increase for restaurants
» 97% of consumers read reviews before choosing a local business

* Only 5% of businesses respond to their reviews—missing a critical trust signal



THE LAS VEGAS MARKET: UNLIKE
ANYWHERE ELSE

Understanding why Las Vegas businesses face unique reputation challenges requires examining the
fundamental dynamics of this market. The numbers tell a story of opportunity and risk that exists
nowhere else in America.

Tourism Statistics That Define the Market

41. /M $55.1B $1,322

Annual visitors to Las Total visitor spending Average spending per
Vegas (2024) (2024) visitor trip

Las Vegas welcomes an average of 114,181 visitors per day. This transient customer base creates
dynamics that fundamentally change how reputation works:

* No Repeat Customer Buffer: In typical markets, 30-40% of customers are repeats who already
know your business. In Vegas, repeat rates often fall below 10%. Over 90% of customers are making
first-time decisions based entirely on digital research.

» Compressed Decision Windows: Vegas visitors make decisions in minutes, not days. They're
scrolling through options while walking the Strip or sitting in rideshares. Your first-page presence and
star rating determine consideration in seconds.

* No Natural Recovery: In other markets, reputation damage heals naturally as community members
notice improvements. Vegas offers no such passive recovery. Yesterday's dissatisfied customer is
gone forever. Tomorrow brings entirely new visitors who see only what appears online.

» World-Class Competition: Las Vegas hosts businesses backed by corporate resources that dwarf
anything in normal markets. Major casino resorts have marketing budgets exceeding what most local
businesses will gross in their entire existence.

e Constant Documentation: Vegas visitors arrive in content-creation mode. Every experience
becomes potential social media material. Every interaction might end up on TikTok, Instagram,
YouTube, or review platforms—often before the customer even leaves.



2024 Las Vegas Visitor Profile

» 87% of visitors are "Very Satisfied" with their visit

* 54% say Las Vegas exceeded their expectations

* 59% planned their trip more than a month in advance
* 52% of visitors made time for Downtown Las Vegas
 Average stay: 3.3 nights per visit

Source: LVCVA 2024 Visitor Profile Study




The Dual Audience Challenge

Most businesses serve one primary market. Las Vegas businesses must serve two completely
different audiences with different needs, different expectations, and different research behaviors:

TOURISTS LOCALS

» Make decisions based on sustained
reputation
» Make decisions quickly, often in minutes « Influenced by word-of-mouth networks
* Rely heavily on recent reviews « Search for neighborhood-specific options
« Search for "best Vegas" options « Forgive occasional issues if track record is
« May never return regardless of satisfaction strong
* First impressions are everything * Value consistency over flash
« High expectations from Vegas marketing « Less swayed by marketing hype

Managing reputation for both audiences simultaneously creates tension. The viral social media
moment that attracts tourist attention might feel gimmicky to locals. The neighborhood loyalty that
sustains local business might be invisible to tourists who never encounter that word-of-mouth
network.



THE Al VISIBILITY CRISIS EXPLAINED

For twenty years, SEO meant Search Engine Optimization—a discipline focused almost exclusively
on ranking in Google. That definition is now obsolete.

SEO now means Search Everywhere Optimization—a fundamental expansion that acknowledges
discovery happens across multiple platforms, each operating by different rules. Businesses still
practicing traditional Search Engine Optimization are visible in one channel while invisible in many
others.

13%

of brands ranking on Google's first page

receive ZERO mentions in Al-generated responses

Why Traditional SEO Success Doesn't Transfer

The signals that drive Google rankings differ fundamentally from what Al systems use to determine
who deserves mention. Research across 80 million Al citations reveals a dramatic inversion of
traditional SEO priorities:

Al Visibility Correlation Factors
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Traditional Search Engine Optimization prioritized backlinks as the primary authority signal. Domain
authority, built through accumulated links, determined competitive strength. Al visibility operates on



completely different principles—brand mentions correlate with Al visibility at three times the rate of
backlinks.

Even more counterintuitive: in some analyses, domain authority showed negative correlation with Al
citations. The metric everyone spent years building may not help—and might actually work against Al

visibility.



The Scale of the Shift

This isn't a minor trend affecting edge cases. The shift to Al-driven discovery has already happened:

44% 2.5B /5M

of Al search users prompts processed by daily active users of
consider Al their primary ChatGPT daily Google Al Mode
source

McKinsey research shows 44% of Al-powered search users now consider Al their primary source of
insight—exceeding the 31% who primarily rely on traditional search. The crossover has already
happened.

For Las Vegas businesses, this shift is particularly significant. Research shows that travel and
hospitality businesses account for 18% of ChatGPT-driven purchase activity—the highest of
any category. Al travel referrals grew 17x between mid-2024 and early 2025. Traffic to travel and
hospitality sites from Al sources grew 1,700% in the same period.

How Consumers Are Using Al for Local Discovery

* 45% of consumers now use Al tools to find local services (up from 6% one year
ago)

* 40% of global travelers use Al tools during trip planning

» More than half of travelers prefer booking with platforms that use Al

* 50% of B2B buyers now start their buying journey in an Al chatbot

« Traffic from Al platforms converts at 11x the rate of traditional search

Sources: BrightLocal 2026, SOCi 2026 Local Visibility Index, G2 Research




PLATFORM-BY-PLATFORM ANALYSIS

Each Al platform evaluates sources differently, requiring distinct optimization approaches.
Understanding these platform-specific differences is central to Search Everywhere Optimization.

Al BladfawgmoMarket Share 2026
Claudem 8%

Geminim 1

) PTm 60.6%
Perplexitym

Google's Traditional Results & Al Overviews

Even within Google's ecosystem, discovery now happens across distinct surfaces requiring different
optimization approaches:

e Traditional Organic Results: Still follow familiar ranking factors—backlinks, domain authority,
keyword optimization, technical performance. Traditional SEO fundamentals continue applying here.

» Al Overviews: Appear on 48% of tracked queries (up 58% year over year). These synthesized
summaries pull from multiple sources, prioritizing content that can be easily extracted. When Al
Overviews appeatr, traditional organic results see click-through rates drop by approximately 35%.

» Google Al Mode: Serves 75 million daily active users with conversational responses. Only 13.7%
overlap exists between sources cited by Al Overviews and Al Mode—two Google products with
different source preferences.

ChatGPT Recommendations

ChatGPT operates fundamentally differently from Google's approach. For most queries, ChatGPT
doesn't search the web in real-time. It constructs responses from training data, synthesizing
information based on patterns in how entities were discussed across the content it learned from.



ChatGPT Citation Patterns

» Wikipedia: 6.2% of all citations (most-cited source)
* Reddit: 5.2% of citations

* OpenAl domains: 3.2%

* YouTube: 1.7%

* NIH: 1.2%

» ChatGPT uses web search for only 34.5% of queries (down from 46% in 2024)
» Two-thirds of prompts are answered from training data alone

« Less than 1-in-100 chance of identical recommendations across repeated
prompts




Perplexity Al

Perplexity positions itself explicitly as an answer engine rather than a search engine. Every response
includes citations, creating a hybrid experience between ChatGPT's conversational synthesis and
Google's source-linking approach.

Unlike ChatGPT, Perplexity performs real-time web searches for most queries. This makes
freshness dramatically more important. Content published within the past week shows
significantly higher citation rates. Perplexity processes over 30 million daily active queries, making it
the second-largest Al search engine by query volume.

Google Gemini

Google's Gemini integrates across the company's product ecosystem, influencing discovery in Gmail,
Google Docs, Workspace, and other applications. Gemini grew roughly 9x between September 2024
and March 2026—not a secondary player gradually catching up, but a structural shift in how
consumers are using Al assistants.

Claude and Other Platforms

Claude, developed by Anthropic, grew approximately 770% between September 2024 and March
2026, serving a growing user base with its own training data, fine-tuning decisions, and resulting
source preferences. The same query posed to Claude and ChatGPT often produces different
recommendations citing different sources.

Each Al assistant develops distinct trust signals. What makes content citable by one system doesn't
guarantee citation by another. Search Everywhere Optimization requires building presence broad
enough to satisfy multiple Al evaluation systems simultaneously.



WHAT HAPPENS WHEN YOU'RE NOT
MENTIONED

The consequences of Al invisibility are significant but often go unnoticed because they manifest as
opportunities that never materialize rather than visible losses.

Local Business Visibility: Google vs ChatGPT

35.9% 1.2%

Google 3-Pack ChatGPT Recommendations

The Invisible Loss

When a visitor asks ChatGPT "What are the best restaurants near the Las Vegas Strip?" or tells
Perplexity "Recommend a reliable spa in Las Vegas," the Al doesn't return ten blue links. It gives two
or three specific recommendations. Right now, only 1.2% of local businesses are ever one of those
recommendations.

For the 98.8% of businesses not mentioned:

* The visitor never knows your business exists

* No opportunity to compete on quality, price, or experience

» Competitors capture the customer before you enter consideration

* No analytics showing the loss—it happens before any trackable interaction

» The gap compounds as Al systems continue recommending competitors



Real Scenario: The Vegas Visitor Journey

A couple planning their Las Vegas trip asks ChatGPT: "What's the best Italian
restaurant near the Venetian?"

ChatGPT recommends three restaurants. Your Italian restaurant—which has 4.5
stars on Google, excellent reviews, and is located two blocks from the
Venetian—is not mentioned.

The couple makes a reservation at one of the three recommended restaurants.
They have a great experience and leave a positive review—for your competitor.

Your loss: Not just one dinner, but the review that would have strengthened your
reputation, the social media post that would have provided exposure, and the Al
training data that would have increased future recommendation probability.

Your dashboard shows: Nothing. The couple never visited your website, never
saw your Google listing, never knew you existed.



The Compounding Effect

Al visibility compounds over time—in both directions. Businesses that appear in Al recommendations
gain advantages that multiply:

1 More mentions lead to more visits and reviews

1 More reviews strengthen Al perception of authority

1 Stronger authority increases future recommendation probability

1 Increased recommendations generate more business and more reviews

1 The cycle reinforces itself with each Al query

Meanwhile, businesses invisible to Al fall further behind with every query answered:
| Fewer mentions mean fewer visits

| Fewer visits mean fewer reviews

| Fewer reviews mean weaker Al perception

| Weaker perception means continued invisibility

I Competitors build advantages that become increasingly difficult to match



THE REVIEW IMPACT ON REVENUE

Reviews don't just influence perception—they directly impact revenue. The data is clear and
consistent across industries, but particularly pronounced in Las Vegas where visitors rely heavily on
reviews for unfamiliar businesses.

Review Rating Impact on Revenue (%)
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Key Review Statistics

97% 5-9% 35%

of consumers read revenue increase per more revenue for
reviews before choosing one-star improvement businesses that respond
local to reviews

* A one-star increase on Yelp correlates with 5-9% revenue increase for restaurants (Harvard
Business School)

* Practices with higher online ratings earn 37% more revenue annually than those with lower ratings
» Appearing in Google's 3-pack yields 126% more traffic and 93% more actions than positions 4-10
* 57% of customers contact or visit a business found on Yelp within a day

* 4 out of 5 Yelp customers make a purchase decision within minutes of viewing a profile

* If you have over four negative reviews, you can lose up to 70% of potential customers



The Response Gap

The Massive Opportunity Most Businesses Miss

* 97% of review readers also read a business's responses

» 53% expect a response to negative reviews within a week

* Yet only 5% of businesses respond to their reviews

» 63% of consumers say businesses never responded to their review

Businesses that reply to at least 25% of their reviews earn on average 35%
more revenue.




Reviews Feed Al Systems

Reviews don't just influence human customers—they directly shape Al recommendations. Yelp's Q4
2025 shareholder letter reports data licensing agreements with major Al search providers. This
means every review your business earns contributes to a corpus that Al systems draw from when
generating answers about local businesses.

Your customer may never visit Yelp directly. Yelp's data may still shape what Al tells that customer
about you. A review on any major platform is now a potential input to Al training data that influences
recommendations across multiple Al systems.

Where Reviews Live

» Google: Hosts 73% of all online reviews (dominant platform)

* Yelp: 330 million cumulative reviews across 8.4 million business pages
» Facebook: 3% of reviews

» TripAdvisor: 1 billion+ total reviews (critical for travel/hospitality)

Four platforms—Google, Facebook, Yelp, TripAdvisor—host about 88% of all
online reviews.




DATA AND STATISTICS

The following data points represent the current state of search, Al visibility, and reputation
management as documented by major research organizations.

Al Search Adoption

Metric Value Source
ChatGPT daily prompts 2.5 billion Industry Analysis
Google Al Mode daily users 75 million Google
Perplexity daily queries 30+ million Perplexity

Al as primary info source 44% McKinsey
Consumers using Al for local search 45% BrightLocal 2026
Year-over-year growth (Al local search) 650% BrightLocal
ChatGPT market share (Al platforms) | 60.6% StatCounter

Al Visibility Factors

Correlation with Al Visibility Implication

Brand mentions 0.664 Most important factor

YouTube mentions 0.737 Strongest single signal

Backlinks 0.218 Much less important than expected
Domain authority Negative in some studies May actually hurt Al visibility

Local Business Al Visibility

Local businesses recommended by ChatGP% SOCi 2026




Google 3-pack visibility (same brands) | 35.9% SOCi 2026
Restaurants appearing in Al recommendafiéas SOCi 2026
Overlap: Google 3-pack vs Al recommendations SOCi 2026

Al travel referral growth (mid-2024 to 202bjx

Industry Analysis

Travel/hospitality Al traffic growth

1,700%

Adobe Analytics




Las Vegas Tourism Statistics

Metric Value (2024) Source
Annual visitors 41.7 million LVCVA
Total visitor spending $55.1 billion LVCVA
Average spending per trip $1,322 LVCVA
Average daily visitors 114,181 LVCVA
Visitor satisfaction (Very Satisfied) 87% LVCVA
Trip exceeds expectations 54% LVCVA
Average length of stay 3.3 nights LVCVA




SOLUTIONS AND RECOMMENDATIONS

Addressing the gap between traditional SEO success and Al visibility requires a comprehensive
approach that spans multiple platforms and optimization strategies.

The Core Principles of Search Everywhere Optimization

Entity Consistency: Al systems build profiles of who you are based on how you're described across
sources. When your name, credentials, and positioning appear consistently everywhere—website,
social profiles, press coverage, directories—Al systems develop clear entity recognition.
Inconsistency creates confusion that reduces mention probability.

Earned Media Presence: Research consistently shows approximately 84% of Al citations come from
editorial coverage. Press coverage, expert features, and editorial mentions carry weight across all Al
platforms in ways that self-promotional content cannot match. Earned media isn't optional—it's
infrastructure.

Distributed Presence: Traditional SEO rewarded concentrated link building to specific pages.
Search Everywhere Optimization benefits from broad presence across multiple authoritative
platforms. Appearing on Wikipedia, being mentioned in major publications, maintaining presence
across industry directories—this distribution creates recognition Al systems reward.

Structured Content: Al systems parse content differently than traditional crawlers. FAQ formats,
clear definitions, schema markup, and natural language patterns increase extraction probability.
Content must be optimized for machine readability alongside human engagement.

Strategic Freshness: Real-time platforms like Perplexity weight recent content heavily—citation
rates spike within the first week of publication. Training-dependent systems value historical presence.
Both require attention through ongoing content creation.

Review Management: Reviews feed Al training data and influence recommendations across
platforms. Active review generation, response strategies, and reputation monitoring are essential
components of Al visibility.



Recommended Actions for Las Vegas Businesses

Dr. John Spencer Ellis recommends the following steps for Las Vegas business owners:

1. Audit Your Current Digital Presence: Examine what appears when stakeholders research you
across all platforms—not just Google, but ChatGPT, Perplexity, and other Al systems. Most business
owners have never conducted this comprehensive audit.

2. Test Al Recommendations: Ask ChatGPT, Perplexity, and other Al assistants for
recommendations in your category and location. Are you mentioned? What is said about you? This
simple test reveals your Al visibility status immediately.

3. Build Entity Consistency: Ensure your business name, description, credentials, and positioning
appear identically across all platforms. Update outdated information. Correct inconsistencies.

4. Develop Earned Media Strategy: Press releases, expert features, and editorial coverage build
the third-party presence Al systems trust. This isn't occasional PR—it's ongoing visibility
infrastructure.

5. Implement Active Review Management: Generate consistent positive reviews, respond to all
reviews (the 5% who respond earn 35% more revenue), and monitor review platforms for emerging
issues.

6. Structure Content for Al: Create FAQ sections, use clear definitions, implement schema markup,
and format content for machine extraction alongside human readability.

7. Consider Professional Assistance: The complexity of managing both traditional SEO and Al
visibility across multiple platforms often exceeds internal capabilities. Professional reputation
management provides specialized expertise for this challenge.



ABOUT REPUTATION RETURN

Reputation Return is the most trusted name in reputation management™, providing comprehensive
online reputation management, digital PR, Al search optimization, and brand visibility services for
businesses and professionals.

Based in Las Vegas, Reputation Return understands the unique challenges facing local businesses
in the most competitive, visible, and scrutinized market in America. Our strategies are built for Vegas
realities—not generic approaches that fail to account for the dynamics of a 41-million-visitor market.

Dr. John Spencer Ellis

Dr. John Spencer Ellis serves as Chief Technologist of Reputation Return, bringing over 30 years of
digital marketing expertise to the discipline of online reputation management. Dr. Ellis holds two
bachelor's degrees, an MBA, a doctorate in education, and completed 14 months of doctoral-level
naturopathy studies. He is a four-time Amazon #1 bestselling author and has been featured by ABC,
NBC, CBS, FOX, ESPN, USA Today, AP News, Yahoo Finance, and Business Insider.

Featured Coverage

« USA Today: "Dr. John Spencer Ellis Addresses Physician Uncertainty in the Al
Era"

« AP News: Press Release Coverage

« Yahoo Finance: Healthcare and Medical Marketing Services

« Business Insider: Healthcare Marketing in the Al-Driven Search Era

* MSN: "Comprehensive Strategy to Position Medical Spas for Al Search Visibility"
« MSN: "Emerging Crisis of Invisible Physicians"

Our Services

* Online Reputation Management

Al Search Optimization (ChatGPT, Perplexity, Google Al)
« Digital PR and Earned Media

* Review Management and Generation

» Crisis Response and Reputation Recovery



» Search Everywhere Optimization (SEO)
» Medical and Healthcare Marketing

» Executive and CEO Reputation Protection



TAKE ACTION: YOUR FREE REPUTATION
ASSESSMENT

The first step to protecting your Las Vegas business is understanding your current position across the
entire Search Everywhere Optimization landscape.

REP RADAR

Your Free Reputation Assessment

Rep Radar scans over 100 digital touchpoints in approximately two
minutes, revealing exactly what visitors and customers find when they
research your business across:

» Google Traditional Search Results
» Google Al Overviews
» ChatGPT Recommendations
* Perplexity Al
* Review Platforms (Yelp, Google, TripAdvisor)
« Social Media Presence

* News and Media Coverage
Free. Confidential. No obligation.

Get your free assessment:
reputationreturn.com/rep-radar




Schedule Your Free Consultation

For Las Vegas businesses requiring comprehensive reputation
management—building positive presence, addressing vulnerabilities,
establishing monitoring systems, and developing Al visibility—Reputation
Return provides the specialized expertise this market demands.

Contact:
Email: reputationreturn@gmail.com
Phone: (480) 382-2464
Web: reputationreturn.com

Address:
2780 S. Jones Blvd, Ste 200-3464
Las Vegas, NV 89146
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