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Group travel is also more common, with 68% traveling or planning to travel with

friends or family, compared to 58% of those not strongly motivated by K-culture.

“IE CS8OE°ESE §- |-p 21E. ®2Y - 2- £-¥YYE -ajf£ 2. Y°°§ £ §x £73V2a. 4
of K-culture motivated respondents say experiencing authentic local culture is

important, compared to 79% of those who are not. Taken together, this points to

a segment of travelers that is deeper in engagement and higher in economic value.

Airbnb's internal data reflects the same pattern. Among APAC and US travelers
booking Korea stays through the platform, longer stays are growing faster than
short ones — bookings of 2—6 nights rose around 60% from 2023 to 2025, nearly
double the growth seen in single-night stays.

In the same time period, the number of people booking stays for groups of 3-5

and 5+ also went up by around 50% and 55% respectively. This points to a broader
trend towards longer stays and larger group trips, which in turn holds the potential

to create economic value for Korea.

435

higher spend per trip
(vs. those not strongly
motivated by
K-culture)

68%

nights or more

of respondents strongly
motivated by K-culture
travel or plan to travel
with friends or family
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80%

report that has
influenced what they want to
do on their trip

authentic local culture
is important when
visiting Korea 9 2 %

much more
than K-pop
related activities



From Sightseeing To Immersion: From Sightseeing To Immersion:
oY Eaf°+ . °f %o-¥Y¥§-¥ "§O£°£-22. oY E£af°+ L °f %o-¥Y¥§-¥ "§O£°£-22.

Respondents prioritizing Respondents prioritizing
K-pop and concerts and festivals
entertainment-related activities
35%
22%
13%
Genz 45+ Genz 45+
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Beyond what they do, visitors and prospective travelers to Korea are equally
deliberate about where they stay, as where they stay has also become a crucial
part of their travel experience. Both groups are actively seeking stays where
they can experience everyday life in Korea, from choosing a residential
neighborhood over a hotel district, to staying at a home that reflects local
aesthetics and customs.

This is clear from the data, with almost one in three (31%) visitors and prospective
travelers saying that staying in a homestay or Airbnb gave or would give them

a better understanding of Korean culture than a hotel or hostel. Among those who
chose or plan to choose a homestay, their top-cited reasons are being able to stay
in local neighborhoods (65%) and explore beyond the main tourist areas (51%).

The importance of accommodation in meeting people’s travel needs is also
evident. Among visitors who stayed or would stay in a homestay or similar, 60%
say it felt suitable for an extended stay and made a longer trip more practical,
while nearly 2 in 5 (40%) said it made it easier to travel with a larger group.
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Beyond Seoul:
Korea's Travel Map Is Expanding

Korea's appeal to international visitors is increasingly extending beyond its

capital. 79% of visitors and prospective travelers surveyed have visited or want to

visit destinations outside Seoul, highlighting strong appetite for exploring
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stop, with 67% having been to or wanting to go to two or more towns.

Airbnb's internal data also shows that bookings for stays outside Seoul among
APAC and US travelers have grown by over 20% from 2023 to 2025 — a sign that
interest in going beyond the capital is real.

6/%

have been to
or want to go to

outside Seoul
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The potential for K-culture to drive travel is clear, but actual travel remains
concentrated in a small number of established destinations rather than spreading
to lesser-known towns and regions.

Two thirds of all visitors (66%) say they stayed in Seoul for all or most of their

trip despite wanting to explore other parts of Korea. Accommodation availability
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visitors, 42% say they would have traveled further or stayed longer had more

homestay and similar options been available outside the capital, compared to

32% of visitors aged 45 and above. Younger visitors are not just willing to venture

beyond Seoul; more of them are being held back from doing so by the absence

of the right accommodation.

Beyond Seoul, the areas that visitors went to are still the well-known secondary

destinations — Busan and nearby areas (69%) and Jeju (41%). Travel to other parts

of Korea is present but more modest, with Chungcheong (22%), Gangwon (19%),
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to translate into actual rural travel at scale, with most still gravitating toward the

same well-known destinations rather than venturing into lesser-explored parts

of the country.

*%

k%%

66%

of all visitors stayed in

Seoul for all or most of
their trip despite

wanting to explore other
parts of Korea

*k
*kk
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Beyond Seoul:
Korea's Travel Map Is Expanding

For those yet to make the trip, accommodation availability emerges as a key
factor shaping where they are willing to go. 83% of prospective travelers said
they are interested in going beyond Seoul but their decision will depend on
whether there is suitable accommodation available outside major cities.

Particularly for younger prospective travelers, accommodation availability is a
decisive factor in whether a trip to Korea happens at all. Compared to
prospective travelers aged 45 and above (35%), more than half of Gen Z and
Millennials (53%) say the availability of homestays, Airbnbs or similar
accommodation is an important factor in whether they actually book a trip.

They are also more likely to plan group travel requiring accommodation where
everyone can stay together (43% vs. 35%), making whole-home options
particularly important to this cohort. A third (34%) say they would delay or
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group size and travel style, underscoring that gaps in suitable accommodation
supply can carry real consequences for younger travelers' intent to visit.

More than half (53%) of
Gen Z & Millennial

prospective travelers say
the

Beyond Seoul:
Korea's Travel Map Is Expanding

Across visitors and prospective travelers planning trips to Korea, nearly half of
Gen Z and Millennials surveyed said limited accommodation options prevented
them from staying in an area they were interested in (48%) — almost double the
rate of the older generation of respondents (this stood at 26% for those above
the age of 45). Among the younger cohort, nearly a quarter (22%) said they
either would have/had shortened their stay or would have/had skipped visiting a
region due to the limited accommodation options.

In many smaller towns, traditional tourist accommodation infrastructure such as
hotels can be limited or concentrated around a handful of well-known sites. This
is where the availability of home-based accommodation can become genuinely
consequential — not just as a travel preference, but as the practical condition
that makes a trip possible at all.

When local homeowners in non-urban Korea list their properties, they expand
the map of where international visitors can actually go and stay. The study
suggests that without this, a meaningful share of demand simply does not
convert — visitors default to Seoul, or do not come at all.
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Oxford Economics, Airbnb activity in Korea contributed KRW 5.9 trillion to the
Korean economy in 2024, supporting 84,500 jobs and KRW 1.9 trillion in wages,
which is equivalent to one in every 17 jobs in Korea's travel and tourism industry.

Crucially, this impact extends well beyond Seoul. 34% of Airbnb's GDP

contribution landed outside the country's major tourism hotspots, with regions

beyond Seoul, Busan, and Jeju collectively contributing KRW 2.0 trillion to GDP

and supporting 31,800 jobs. It is a clear illustration of how Korea’s travel boom

Y-¢ 2/£ [-°°£42®--C8§-¥ -@®-°23-828£+ §2 ®°-"8§C£+ £-£02% j-««3-§
broader economy.

The economic case for tourism dispersal in Korea is clear. International visitors

are already showing growing interest in smaller towns. The demand is there, and
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place to fully capture it.
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Gen Z and Millennial respondents with 87% saying that they are likely to visit,

compared to 72% amongst those surveyed of ages 45 and above, and nearly 1 in 3
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This strong conviction is also evident among those who have already been: 87%
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indicator that Korea is not a one-time destination but one that generates repeat
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younger, high-intent travelers for whom Korea remains a priority destination.

87%

of visitors say

they would
within the next
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Looking Ahead:
The Next Wave Of Travel To Korea

Yet, not all of this intent might result in actual repeat travel. According to Airbnb

data, the share of repeat guests ‘declined slightly from 2023 to 2025, which

£3¥¥EH24 21¥2 .o £°28¥ O°+2 28«E "§+82-°% §-a2- °£23°78.¥ -a£x °£
progress. As this wave of culturally-motivated visitors matures, how many come

back will be an important indicator of whether Korea's soft power is translating

into sustained travel demand.

Travel to Korea does not end at the airport — for many visitors, it marks the beginning
of a deeper relationship with the country. Among those who have visited, 44% say
they came away with a greater appreciation for Korean culture and traditions, and
47% say the trip has made them want to see more of Korea.
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the rate of those aged 45 and above (25%).

These numbers point to a real opportunity. If nearly half of visitors are leaving

Korea wanting more, the question is whether that interest is being fully converted

into return visits. As Korea's cultural pull continues to grow, creating the conditions
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immersive local experiences, or greater accommodation availability beyond major
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one additional stay in a subsequent year. Guests who make multiple bookings within the same year are not counted as repeat.

31



Looking Ahead:
The Next Wave Of Travel To Korea

>1Y2 2°Y gages +Y. p-32¢ «-28 Y2£ 2/£8° ~£72 "§+82 2- «-°£Y ¢80£°+ «£Y-§-¥np3aa.

by generation. Food, nature, and cultural experiences rank as the top draws
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(33%) and K-pop concerts or fan events (33%) as motivations to visit, compared
to just 21% and 17% respectively among travelers aged 45 and above.

Amongst Gen Z visitors, those traveling for K-pop events exhibit a notable
°f -3¢ £0E£i2 2/£8° «-2§ V2§-- 2- °£23°5 ph $6¢c §+ ~£V°a.
higher than the interest from prospective travelers (39%). This trend validates
the strategic impact of Airbnb's experiential campaigns in converting initial
curiosity into lasting loyalty by deepening the fan experience in Korea.

In both cases, whether traveling with a group of fellow fans or seeking out the
neighborhoods and homes that feel like the Korea they know from screens,
younger travelers are looking for accommodation that is part of the experience,
not separate from it.

39% of
prospective
travelers would
come to Korea
a-° Y 0°+2/28«E
visit

48% of visitors
would return
to Korea
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Conclusion

Korea's cultural pull has done something remarkable by turning passive audiences
into active travelers. The demand this generates is sustained, deepening, and
still growing.

This report shows that the opportunity ahead is bigger than Seoul, and bigger

than K-pop. It extends to the smaller towns and local neighborhoods that

travelers are increasingly seeking out, and to the hosts and communities who

+2Y ¢ 2- £-£02 «-+2 M'E- "§+8§2-°% Veog £ “IE j3azsoya ¥e-3a¢p
been laid, as years of global engagement with Korean music, drama, food, and

lifestyle have created a pipeline of potential travelers.

What comes next depends on whether the right conditions exist to meet that

CE«Y-¢C —3Dj8E£-2 Yjj-««-¢VYV28-- +3@®2. -32+8§¢£ «VY"'-° |§28£+
equipped to welcome international visitors, and a regulatory environment that

supports this growth will be the practical foundations that determine how widely

Korea's tourism boom is felt.
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Appendix: Research Design

Research Objectives

This report examines how Korea's growing cultural influence is shaping international

travel behavior, with a focus on who is traveling to Korea, how they travel, what
they prioritize, and the role accommodation plays in enabling those experiences.
The research also explores the future outlook for inbound travel to Korea, capturing
both current visitor behavior and the intentions of prospective travelers.

Methodology
The consumer survey was commissioned by Airbnb and conducted by OnePoll,

an independent research agency. An online quantitative survey was administered in
March 2026, surveying a total of 4,500 respondents across Australia, India, Indonesia,

Japan, Mainland China, Malaysia, Singapore, Thailand, and the United States.

Respondents were screened to include only those who had previously visited
Korea for leisure, or who expressed clear interest in visiting in the future.

All third-party content references in this report were included solely for the purposes

of factual reporting and analysis. Entertainment titles and content cited by survey
respondents were unprompted and reflect participants’ own views, and remain

the property of their respective owners. Unless otherwise stated, inclusion of third-

®Y°2. °£of°f£-jf+ ¢-£+ -2 §«®2- VY-. YO28§Y2§-- pg2!
from any rights holders.

Airbnb Internal Data
All Airbnb internal data in this report covers Australia, India, Indonesia, Japan, China,
Malaysia, Singapore, Thailand, and the United States.

£-C-°tE£«E£2






