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Data & AI

The Rise of the Post-Search 
Era: How AI is Transforming 
Digital Interaction 

Simone Puorto of Travelsingularity 
explores the transformative 
potential of AI in reshaping digital 
interactions, heralding the advent of 
a “post-search” era. Using examples 
like Netflix and TikTok, he illustrates 
how AI-driven personalization is 
replacing traditional search methods 
by predicting user preferences 
and delivering relevant content 
proactively. This shift towards 
AI-centric interfaces, exemplified 
by tools like ChatGPT and 
Claude, suggests a future where 
conversational AI becomes the 
primary medium for accessing web 
information, integrating various 
data sources seamlessly. Such a 
development could render traditional 
websites and apps obsolete, leading 
to a more unified, intuitive, and 
human-like digital experience. 
Puorto envisions this evolution 
as a significant leap in how we 
interact with the web, moving from 
fragmented searches to holistic, 
AI-driven interactions that align 
more closely with natural human 
behaviors.

We have built platforms to aggregate 
other platforms, which aggregate 
other platforms. Guess what? AI could 
fix that.

mckinsey.com/industries/retail/our-insights/
how-retailers-can-keep-up-with-consumers
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In recent years, we have been 
evolving towards what I call a 
“post-search” era. Take Netflix as 
a paradigmatic example. With a 
catalog of thousands of titles and a 
highly diverse user base, it is almost 
mandatory for them to offer not only 
hyper-personalized title suggestions 
but also to propose them in an 
equally hyper-personalized manner. 
A particularly effective strategy 
the video streaming company uses 
is the customization of artwork 
used to represent the content. 
Personalizing not only the titles 
based on tastes but also how those 
titles are presented allows Netflix 
to maximize the click-through rate 
and, consequently, the time spent on 
the platform. It’s unsurprising that, 
according to McKinsey, as much 
as 75% of the content viewed on 
Netflix today comes from algorithmic 
recommendations rather than active 
and conscious searches01.

No longer “search,” in short, 
but “post-search.” This trend is 
evident, though to a lesser extent, 
in e-commerce. Today, the most 
successful companies are not those 
with the most content but those 
capable of offering that content 
in a more finely calibrated way, 
focused not so much on position but 
prediction. The validity of this thesis 

can be empirically proven by the 
growing dominance of platforms like 
TikTok in the field, not only of social 
media but also of search itself. The 
AI heart of TikTok, Monolith, tailors 
content increasingly suited to user 
preferences. Once we overcome a 
first wave of generic content, as we 
interact with Monolith, the algorithm 
begins to reward us with increasingly 
relevant results, to the point of 
making Facebook seem more like a 
mass media platform than a social 
media platform in comparison. It is 
no coincidence that in recent years, 
there has been a change in user 
preferences, especially among young 
people, who increasingly tend to favor 
platforms such as TikTok and Reddit 
for their searches, to the detriment of 
Google.

“Post-search”, “Search” Or, 
perhaps, even better, “anti-search.” 
“Anti” because search implies the 
need (or at least the willingness) to 
go online and look for something. 
But if the results come to us without 
first invoking them, then the term 
becomes misleading. With the advent 
of technologies such as MUM and 
SGE, which bring the power of 
conversational natural language 
queries into the search experience, 
it’s worth asking ourselves: Does it 
still make sense to talk about topics 
such as OTA ranking or search engine 
optimization? The web has finally 
begun to understand English, too, and 
not just coding. When Google used to 
say: “write for humans, don’t write for 
algorithms,” it was probably warning 
us. And, it was right. The bad news is 
that now that we’ve spent thirty years 
becoming fluent in “algorithmic lingo,” 
this language has become as helpful 
as Esperanto (meaning: not helpful 
at all)..

This paradigm shift suggests 
a radical transition in how web 
interfaces are conceived and used. 
Hypothetically, tools like ChatGPT 
or Claude could one day become the 
primary or even the sole interface for 
web access. I envision a future where 
LLMs transcend their roles as simple 
external data processors. Instead, 
these models could evolve into 

primary aggregators and distributors 
of information, particularly in 
industries such as travel. Such 
a development would signify a 
fundamental reversal in the traditional 
digital ecosystem and a move towards 
an unprecedented dynamic in terms 
of interface. Today, OpenAI’s APIs 
power Expedia and Booking UIs, but 
tomorrow, it could be OpenAI’s UI 
powered by OTA’s APIs. 

This evolution would radically 
transform the architecture and 
interface of the World Wide Web as 
we know it. Browsing through multiple 
sites or proprietary applications 
may become obsolete. In the (near?) 
future, users could prefer to interact 
exclusively through a single, all-
knowing conversational platform. A 
transition from an informative web, 
based on HTML user interfaces 

and mobile apps, to a generative 
web, supported by sophisticated LLM 
algorithms and driven by a new AI 
(post)search paradigm. A centralized 
AI assistant powered by a myriad of 
APIs, with the World Wide Web as the 
underlying infrastructure and large 
language models as the 
user interface. 

This shift could significantly 
transform the traditional reliance 
on websites and applications to a 
more unified and composite web 
interaction. Ideally, a user could scan 
the label of a bottle of wine, receive 
an immediate assessment of its 
qualities, and then seamlessly move 
on to queries about the provenance 
of the wine, suggestions for travel 
destinations related to its origin, 
recommendations for activities, and 
even the best way to communicate 
with locals, all within a single 
interface. This evolution would be 
not just a technological advancement 
but also a behavioral redefinition of 
how we interact with the digital world, 
converging specialized functionality 
into a cohesive, AI-centric user 
experience. It’ll mark the end of what 
I call the “logistics” of travel planning 
(Hallelujah!). 

If today we open a thousand 
browsers and apps, tomorrow we 
will open a single conversational 
platform. The practice of sifting 
through a multitude of websites and 
applications is, in hindsight, only a 
convention born out of necessity and, 
therefore, not immutable, we know 

that. The web began with sites, which 
were then indexed by search engines. 
This led to meta-search engines, 
which indexed the search engines. 
The advent of mobile technology 
led to the creation of apps designed 
to improve this frustrating user 
experience, forcing us to develop 
app stores to organize this chaotic 
ecosystem. We have built platforms 
to aggregate other platforms, which 
aggregate other platforms. With over 
a billion websites and nine million 
apps, I believe that the digital world is 
ready for a change, as transformative 
as it is necessary, towards a web in 
which decision-making processes 
and digital interaction are simplified 
and, upon closer inspection, more 
aligned with human cognitive and 
conversational models.

It’s just funny that it took AI to make 
search more human.

Isn’t it?

Simone Puorto
Founder | CEO | Futurist
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International Hotel Technology Forum 
Asia 2024 (AHTF)
Nov 12 – 13, 2024
Pan Pacific Singapore

Hotel Technology Forum (HTF) 2024
Nov 18 – 20, 2024
Rancho Palos Verdes

The Phocuswright Conference
Nov 19 – 21, 2024
JW Marriott Phoenix Desert Ridge 
Resort & Spa

HSMAI Middle East - Commercial 
Strategy Conference
Nov 26 – 27, 2024
Conrad Dubai

HSMAI Europe Revenue Optimization 
Conference
16 Jan, 2025
London

HEDNA Global Distribution 
Conference: North America
Jan 27 – 29, 2025
Catamaran Resort Hotel and Spa

ITB Berlin 2025
Mar 4 – 6, 2025
Messe Berlin

International Hotel Technology Forum 
2025 (IHTF)
Mar 18 – 20, 2025
Lisbon

HITEC DUBAI
May 27 - May 29, 2025
Dubai World Trade Center

HITEC® 2025 Indiana
Jun 16 – 19, 2025
Indiana Convention Center

HITEC® 2024 Charlotte
Jun 24 – 27, 2024
Charlotte Convention Center

HSMAI Americas - Commercial 
Strategy Conference
Nov 25 – 26, 2024
Charlotte Convention Center

HITEC Technology Investment 
Conference
Jun 27 – 28, 2024
Charlotte Convention Center

2024 Hotel Data Conference
Aug 7 – 9, 2024
Grand Hyatt Nashville

Skift Global Forum 2024
Sep 17 – 19, 2024
The Glasshouse, New York

HEDNA Asia Distribution Conference 
Sep 23 – 24, 2024
Siam Kempinski Hotel Bangkok

FHS World 2024
Sep 30 – Oct 2, 2024
Madinat Jumeirah Conference & 
Events Centre

HSMAI Asia - Digital Marketing 
Conference
Oct 10, 2024
Phuket

Hospitality Tech Expo
Oct 15 - Oct 16, 2024
Excel London

ITB Asia
Oct 23 – 25, 2024
Marina Bay Sands Singapore

The Hospitality Show 2024
Oct 28 – 30, 2024
San Antonio, TX, United States

Cvent CONNECT 2024 - Europe
Nov 5 – 7, 2024
Hilton London Metropole
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