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Executive
Summary

India’s tourism sector has transitioned from recovery to robust growth, entering a
regional landscape that is increasingly crowded and fiercely competitive. While
domestic and long-haul travel form a strong foundation, the battle for high-yield
growth is being won by targeting key Asian markets. In this environment, the ability
to deliver culturally attuned experiences for these travelers is a defining competitive
advantage.

For hotels, holistic localization builds upon foundational elements like translation
and payment options. It requires an understanding of Asian guest preferences
across every touchpoint, from pre-booking marketing to on-site engagement. Those
that adapt fastest to the unique needs of high-value travelers stand to capture the
full potential of India’s tourism acceleration.

Agoda’s research¹ confirms that Indian hoteliers are actively pivoting strategies to
cater to these diverse needs. However, progress is often stalled by significant
hurdles, including gaps in cultural awareness and unclear ROI. To bridge this divide,
leveraging digital tools and strategic OTA partnerships will be essential for validating
and scaling these localization efforts for the Asian market.

Indian hotels have built strong domestic businesses - but many
are still learning how to win the international guest. 

With ~10M foreign tourists and INR 3.2 trillion (3,20,000
crores) in visitor spending at stake, ‘localization’ can’t be a
marketing exercise. It has to show up in payments,
communication, amenities, and service - every step from
discovery to check-out.

The data is unequivocal: hotels that go deeper see results - up
to 98% report a positive revenue impact. The question isn’t
whether to localize; it’s how quickly you can move from basics
to best-in-class.

Gaurav Malik
Country Director, Indian Subcontinent
& Indian Ocean Islands at Agoda

“

”
3

This report draws on a series of in-depth interviews of hoteliers and a survey of 526
hoteliers across 12 Asian markets (i.e., Thailand, India, Singapore, Indonesia, Japan,
Vietnam, South Korea, Taiwan, Hong Kong, China, Malaysia, and the Philippines).
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What are
Localization
strategies?

Strategies hotels use to deliver personalized
experiences for guests from different countries or
regions. This includes adapting their marketing,
booking processes, payment options, and guest
services to reflect the specific cultural, linguistic,
and practical preferences of each market.

Insight 1:
From volume to value: The
new role of localization

India's recent tourism performance directly highlights the critical role of
localization. The country welcomed 9.95 million foreign tourists in 2024², with
2025 spending projected at INR 3.2 trillion³, fueled by both long-haul interest
and a dynamic surge from key Asian markets.

While traditional markets provide a volume baseline, a critical growth
opportunity lies in the high-value, competitive source markets of Asia -
specifically Malaysia, Singapore, Japan, and Thailand. Demand from these
nations is distinct and time-sensitive, with peak inflows often aligning with
major regional holidays.⁴
 
For Indian hotels, winning this sophisticated traveler segment requires more
than just availability; it demands a commitment to refining localization
strategies that align with the distinct cultural and service expectations of these
strategic neighbors.
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Quick Wins for top source markets

Malaysia:
59% travel 
with family

5

Agoda (2025), “2026 Travel Outlook Report”; Skift and PWC (2025), “Building An Intelligence Advantage In Travel”
Available at: � �¬�¬�¨�«���\�\�¯ �¯ �¯ ���™�Ÿ�§�œ�™���›�§�¥�\�¨�ª�•�«�«�\�™�Ÿ�§�œ�™�T�!�� �!�%�T�¬�ª�™�®�•�¤�T�§�­�¬�¤�§�§�£�T�ª�•�¨�§�ª�¬�T�š�!�š�\��

� �¬�¬�¨�«���\�\�«�£�¡�ž�¬���›�§�¥�\�¡�¦ �«�¡�Ÿ� �¬�«�\�š�­�¡�¤�œ�¡�¦�Ÿ�T�¡�¦�¬�•�¤�¤�¡�Ÿ�•�¦�›�•�T�™�œ�®�™�¦�¬�™�Ÿ�•�T�¬�ª�™�®�•�¤�\

5

This large family segment is also Asia’s biggest deal-seeker, with 64% spending under
$50 per night. To win Malaysian travelers, create competitively priced “Family Value”
packages that offer long-stay discounts, catering to their typical 4-7 day trip duration.

Singaporean travelers are largely independent planners, often taking longer trips of
5 days or more. Appeal to them directly by listing “Extended Stay” promotions and
highlighting amenities suited for longer visits, such as laundry services or kitchenettes.

Singapore:
69% book
accommodation
separately

With search interest from Japan surging by 149%, capture this demand by creating a
targeted rate plan for their short stays. Set up a "Weekend Getaway" promotion that
bundles the stay with value-adds like late check-out or a welcome drink.

Japan:
Average trip is
just 1-3 days

Thailand: 
44% spend less
than USD 50 
per night

Protect your main pricing by creating a custom promotion targeting Thai travelers.
This offers a competitive price for these budget-conscious travelers without
discounting for everyone else.

 Ministry of Tourism (2025), “India Tourism Data Compendium.”
Available at: � �¬�¬�¨�«���\�\�¬�§�­�ª�¡�«�¥���Ÿ�§�®���¡�¦ �\�«�¡�¬�•�«�\�œ�•�ž�™�­�¤�¬�\�ž�¡�¤�•�«�\�!�� �!�$�T�� �(�\�‡�¦�œ�¡�™�4�!�� �’ �§�­�ª�¡�«�¥�4�!�� �‚ �™�¬�™�4�!�� �•�§�¥�¨�•�¦�œ�¡�­�¥�4�!�� �!�� �!�$���¨�œ�ž����
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World Travel & Tourism Council (2024), "India international visitor spend soars to record highs". 
Available at: � �¬�¬�¨�«���\�\�¯ �¬�¬�›���§�ª�Ÿ�\�¦�•�¯ �«�\�¡�¦ �œ�¡�™�T�¡�¦�¬�•�ª�¦�™�¬�¡�§�¦�™�¤�T�®�¡�«�¡�¬�§�ª�T�«�¨�•�¦�œ�T�«�§�™�ª�«�T�¬�§�T�ª�•�›�§�ª�œ�T� �¡�Ÿ� �«
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PIB (2025), “Foreign Tourist Arrivals (FTAs) in India and Indian Nationals’ Departures (INDs) during 2019, 2022, 2023 and 2024.
Available at: � �¬�¬�¨�«���\�\�¯ �¯ �¯ ���¨�¡�š���Ÿ�§�®���¡�¦ �\�Ž�ª�•�«�«�•�•�¤�•�™�«�•�Ž�™�Ÿ�•���™�«�¨�°���Ž�•�‡�‚ �C�!� �$�"�%�� �%
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�+

https://www.agoda.com/press/agoda-2026-travel-outlook-report-b2b/
https://skift.com/insights/building-intelligence-advantage-travel/
https://tourism.gov.in/sites/default/files/2025-09/India%20Tourism%20Data%20Compendium%202025.pdf
https://wttc.org/news/india-international-visitor-spend-soars-to-record-highs
https://www.pib.gov.in/PressReleasePage.aspx?PRID=2153606
https://www.pib.gov.in/PressReleasePage.aspx?PRID=2153606


Insight 2:
Advanced localization is the
new benchmark in India

Limited
tailoring

Meaningful
engagement

Integrated
Tailoring
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31% 21% 40% 
of hotels remain at this
stage, offering a largely
standardized experience
despite adopting some
basic localization practices.

are customizing guest
interactions with tailored
content and services that
reflect specific cultural
preferences.

have reached this advanced
stage, offering guests a fully
localized, integrated journey
that reflects deep cultural
understanding across
marketing, booking, and
on-site touchpoints.



10%

21%

No strategies

Meaningful 
engagement

Limited tailoring

Integrated 
tailoring

Quick Wins to improve localization

Exhibit 1

4 in 10 hotels provide a fully integrated,
localized experience.

State of adoption of localization strategies
Percentage of respondents, %

�‘ �§�­�ª�›�•�����•�›�›�•�«�«���Ž�™�ª�¬�¦�•�ª�«� �¡�¨���«�­�ª�®�•�±���§�ž���%�#��� �§�¬�•�¤�¡�•�ª�«���¡�¦���‡�¦�œ�¡�™���Z�!�� �!�$�[��
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Remove friction at the point of booking. Nearly 44% of hotels don't accept
payments via their guests' local currency or digital wallets. Enabling these
payment options is a critical step in reducing booking abandonment.

Leverage culturally relevant visuals to stand out. With 62% of hotels
already using tailored imagery for top Asian markets, generic visuals no
longer capture traveler attention.

India's high localization maturity reveals a clear opportunity for the wider market to
adopt the holistic strategies proven to win over high-value Asian travelers.

Bridge the on-site experience gap with simple offerings. 65% fail to provide
culturally-tailored amenities. Fill this gap with low-cost, high-impact,
thoughtful touches, like halal snacks or specific Japanese tea selections.

Marketing &
outreach

Booking &
payments

On-site
experiences

31%

40%



Insight 3:
Advanced localization
pays dividends

Exhibit 2

Indian hotels with advanced stages of localization see stronger
performance.

Impact of localization strategies for top visitor markets by stage of adoption
Percentage of respondents reporting each impact as a result of
market-specific localization strategies, %

Indian hotels are clearly rewarded for their localization efforts, but the data shows a
holistic approach maximizes the likelihood of success. While 91% of hotels with basic
strategies (i.e., the limited tailoring stage) reported a positive impact on revenue,
this figure rises to nearly 98% among those with advanced strategies (i.e.,
meaningful engagement and integrated tailoring stages).

Similarly, guest loyalty sees a notable boost, with repeat bookings climbing from
89% for hotels in early stages to 95% for hotels in advanced stages, proving that
deeper cultural integration directly drives long-term competitiveness.

Impact

Increase in
repeat bookings

Positive impact
on revenue

Early stage of
localization
(limited tailoring)

91% 98%

Advanced stage of localization
(meaningful engagement/
integrated tailoring)

Source: Access Partnership survey of 64 hoteliers in India (2025).

89% 95%
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Quick Wins for maximum impact

9

Create a unified experience by connecting your efforts across marketing,
booking, and on-site services. For example, attract Malaysian foodies with
a targeted marketing campaign, secure their booking by accepting their
preferred digital wallet, and welcome them with a curated guide to local
street food.

Even early-stage efforts drive results. Data shows that 91% of Indian hotels
with basic localization still report a positive impact on revenue. Capitalize
on this by implementing high-impact foundational strategies like
multilingual signage and translated booking details.

Leverage your OTA dashboard to connect localization tactics to business
outcomes. Analyze guest reviews and booking trends by origin market to
pinpoint which initiatives are driving the highest return on investment and
guide your future strategy.

Start small, 
win big

Create a
consistent,
localized
journey

Optimize
your ROI



44%
Lack of guest data insights

Lack of dedicated personnel driving
tailor-made efforts

Insight 4:
Blockers exist in
implementing localization

Exhibit 3

Key barriers reflect the Indian market being in transition

Indian hotels face a dual challenge in driving tailor-made strategies: a strategy gap in
knowing whom to target, and an execution gap in knowing how to deliver.

These blockers stem from a focus on domestic tourism for the past few years, which
has left hotels with diminished international insights and on-the-ground
capabilities.⁶

The path forward requires a two-pronged solution: first, leverage data to remove
uncertainty and guide strategy, and second, empower teams with the dedicated
roles and cultural training needed for effective execution.⁷

56%
Limited awareness of cultural norms
and expectations

Uncertainty around which tailoring
efforts have the most impact
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Top 4 barriers faced by Indian hoteliers in adopting localization strategies
Percentage of respondents, %

Source: Access Partnership survey of 64 hoteliers in India (2025).

Sources include: Asian Hospitality (2024), Survey: Data Gaps Hinder Hotel Growth; ERIC (2020), Hotel Managers’ Perceptions of Big Data
Analytics: A Qualitative Study
Available at: � �¬�¬�¨�«���\�\�¯ �¯ �¯ ���™�«�¡�™�¦� �§�«�¨�¡�¬�™�¤�¡�¬�±���›�§�¥�\�«�­�ª�®�•�±�T�œ�™�¬�™�T�Ÿ�™�¨�«�T� �¡�¦ �œ�•�ª�T� �§�¬�•�¤�T�Ÿ�ª�§�¯ �¬� �\����� �¬�¬�¨�«���\�\�ž�¡�¤�•�«���•�ª�¡�›���•�œ���Ÿ�§�®�\�ž�­�¤�¤�¬�•�°�¬�\�ƒ� �̂ �!�#�� �� �� � ���¨�œ�ž
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Source: World Travel & Tourism Council (2024), "India international visitor spend soars to record highs". 
Available at: � �¬�¬�¨�«���\�\�¯ �¬�¬�›���§�ª�Ÿ�\�¦�•�¯ �«�\�¡�¦ �œ�¡�™�T�¡�¦�¬�•�ª�¦�™�¬�¡�§�¦�™�¤�T�®�¡�«�¡�¬�§�ª�T�«�¨�•�¦�œ�T�«�§�™�ª�«�T�¬�§�T�ª�•�›�§�ª�œ�T� �¡�Ÿ� �«
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https://www.asianhospitality.com/survey-data-gaps-hinder-hotel-growth/
https://files.eric.ed.gov/fulltext/EJ1240001.pdf
https://wttc.org/news/india-international-visitor-spend-soars-to-record-highs


Quick Wins to overcome the barriers
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Use your OTA dashboard to find one data point that matters most: the
single most-requested amenity among key source markets. By focusing
your efforts on a single, high-value data point, you eliminate guesswork
and ensure a measurable return on your first targeted action.

Assign one staff member to own localization. Task them with creating
simple, one-page cultural "cheat sheets" for key top source markets to
share with all guest-facing teams.

Dedicate 15-30 minutes every week to discuss the cultural norms of one
key source market. Use guest reviews as real-world examples to make
training practical and relevant.

Empower a
localization
champion

Prioritize with
precision

Run regular
"cultural
awareness"
huddles



Insight 5:
Accelerate localization
and leapfrog barriers
with OTA Partnerships

Exhibit 4

India's most advanced hotels leverage OTA platforms 
for strategic insights

For properties in India, OTA partnerships and digital tools play a crucial role
in advancing localization. Hotels increasingly rely on OTAs to bridge data and
capability gaps that hinder tailor-made strategies.

Usage All hotels Advanced stage of localization
(meaningful engagement/
integrated tailoring)

12

How Indian hotels leverage OTAs by localization stages.
Percentage of respondents reporting usage of OTA capabilities, %

Guests’ data
insights

Guests’
expectations
and cultural
preferences

79%

73%69%

73%



Exhibit 5
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Quick Wins to accelerate
localization with OTAs

Directly pursue your target markets. Only 50% of hotels use OTA partners
for targeted campaigns - representing a major opportunity to launch
promotions aimed at high-value Asian travelers.

While over 73% of hoteliers use OTAs for cultural insights, only 44% leverage
them to understand which localization efforts are most impactful. Close
this loop by actively using your OTA’s market intelligence to move from
just gathering data to confidently building a high-ROI localization strategy.

A strategic OTA partnership equips Indian hotels with the market intelligence to stop guessing and start
building. It provides the framework to consistently convert cultural insights into premium, bookable
experiences that capture the loyalty of high-value Asian travelers.

Bundle rooms with local experiences. Only 33% of hotels use OTAs to offer
curated itineraries, creating a clear opening to differentiate by packaging
stays with local tours or dining options.

Go beyond
data and 
co-create a
strategy

Activate
targeted
marketing
campaigns

Build and
promote
curated
experiences

Source: Access Partnership survey of 64 hoteliers in India (2025).

Indian hotels are using OTAs to develop & implement
tailor-made strategies for overseas guests.

to enable digital
payment options
based on guests'
local preferences

to display prices
in guests' local
currency

70% 73%



Agoda's
Approach to
Localization

Leveraging Agoda’s
digital suite to localize

Product and supply

Agoda provides a broad range of locally demanded offerings, with accommodations,
activities, and flights curated to reflect market preferences. Its breadth and depth of
supply helps hotels appear familiar and relevant to guests in their origin markets.

Agoda supports a wide range of payment methods, from regional digital wallets to
multi-currency support, alongside tools for dynamic and country-specific pricing.
These ensure that international travelers can book and pay in ways that feel familiar
and seamless.

Agoda runs culturally relevant campaigns, delivers market-specific promotions, and
works with local partners to ensure that hotels are presented in ways that align with
cultural norms and expectations.

Marketing and partnerships

Payments and pricing

Agoda has evolved into one of Asia’s leading travel
platforms, with over 5 million accommodations
offered in more than 40 languages, multi-currency
payment options, and 24/7 customer support. Its
approach to localization is grounded in ensuring that
hotels and travelers experience the platform as if it
were a trusted local brand. This is achieved through:

Agoda’s dedicated programs to support localization

Agoda Growth 
Program (AGP)

Together, these offerings allow hotels to localize effectively,
reach new segments, and maximize the returns from
international demand. 

helps hotels increase
visibility in priority origin
markets during peak
travel periods (e.g., Diwali
for Indian Singaporeans
and Malaysians). 

allow properties to
design early-bird offers,
seasonal packages, and
long-stay discounts that
resonate with distinct
traveler segments. 

enables hotels to run
native-language ad
campaigns across the
Agoda platform .

Country-Specific 
Promotions

 Agoda Media 
Solutions

14



Conclusion:
Localization is the new
competitive standard

For Indian hotels, capturing high-value Asian travelers isn't a future opportunity: it's
today's competitive reality. Localization is now a fundamental requirement.

The data confirms that hotels embedding deep localization - supported by
empowered teams, cultural insights, and strategic OTA partnerships - are already
achieving superior results in both revenue growth and guest loyalty.

With the foreign tourist market representing a multi-trillion INR opportunity,
mastering a holistic localization strategy is the key for Indian hotels to unlock their full
growth potential.

For more information on how Agoda can help you capture
the full potential of Asia’s booming travel market: 
Visit partnerhub.agoda.com for more insights, resources,
and best practices 

Existing partners: Log in to YCS to access tools and
programs that can help your property stand out and
succeed with today’s Asian travelers. 
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https://ago-da.co/4r7sJDc
https://ago-da.co/3LzazLn


Traveler Outlook 2026 for
India’s Key Source Markets 

Origin Playbooks:
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Decoding
India’s Top
Asian Origin
Markets

India's robust tourism growth is increasingly defined by its ability to capture the
high-value Asian traveler. In a fiercely competitive regional landscape, this strategic
focus reinforces the critical need for Indian hotels to deliver culturally attuned and
localized guest experiences.

This means moving beyond a one-size-fits-all approach to holistically adapt
marketing, booking processes, payment options, and on-site services to the
distinct cultural and practical preferences of each source market. The hotels that
successfully embed these deep localization efforts across their entire operation
are rewarded with stronger financial performance and greater guest loyalty.

Why focus on origin?

Exhibit 6

High-value Asian source markets show strong growth

Foreign Tourist Arrivals (FTAs) from key regional markets
Number of visitors, (% change from 2023)

17
Source: Ministry of Tourism (2025), “India Tourism Data Compendium.” 
Available at: � �¬�¬�¨�«���\�\�¬�§�­�ª�¡�«�¥���Ÿ�§�®���¡�¦ �\�«�¡�¬�•�«�\�œ�•�ž�™�­�¤�¬�\�ž�¡�¤�•�«�\�!�� �!�$�T�� �(�\�‡�¦�œ�¡�™�4�!�� �’ �§�­�ª�¡�«�¥�4�!�� �‚ �™�¬�™�4�!�� �•�§�¥�¨�•�¦�œ�¡�­�¥�4�!�� �!�� �!�$���¨�œ�ž

Malaysia:

307,526 (+17%)

Singapore

205,383 (+12%)

Japan

Thailand

194,875

140,489

(+29%)

(+21%)

https://tourism.gov.in/sites/default/files/2025-09/India%20Tourism%20Data%20Compendium%202025.pdf


Malaysian travelers blend family needs with
a sharp eye for value

The Malaysian Traveler in 2026

The average Malaysian traveler plans to take trips
lasting between 4-7 days, primarily with family (59%)
or with a spouse or partner (28%).

When it comes to accommodation, Malaysian travelers
stand out for being the biggest deal-seekers in Asia.
64% plan to spend $50 or less per night.

What are their top travel motivations? 

1) Relaxation
2) Culinary experiences
3) Shopping 

India attracted over 5.2 million searches from
Malaysian travelers in 2025, ranking in the top 10
among searched international destinations.

Lesser-known destinations are also capturing the
attention of Malaysian travelers. Lower costs,
special promotions and discounts, and nature and
outdoor activities are the top 3 reasons why
Malaysian travelers would choose to visit a
secondary destination over a traditional hotspot.

If visa restrictions were not a factor, two-thirds of
Malaysians (66%) said they would travel more often
and 48% said they would consider visiting new
destinations. 

Where are they going?

Malaysian travelers are already AI-savvy

What does a typical trip look like?

More than half (59%) said they are likely to use AI to
plan their next trip. 36% also said they trust
information generated by AI, compared to 52% that
feel neutral, and only 12% that feel distrust.

18
Sources: Agoda 2026 Travel Outlook Report (2025);
Agoda’s user search data (2026)



Singaporean travelers are independent planners,
booking accommodation separately from flights

The Singaporean Traveler in 2026

Sources: Agoda 2025 Travel Trend Survey (2024); 
Amadeus, “Connected Journeys: How Technology Will Transform
Travel in the Next Decade” (2025);
Yougov, “Singapore’s International traveler outlook 2026" (2025);
Agoda’s user search data (2026) 19

The average Singaporean traveler plans to take
trips lasting 5 days or more, with 74% opting for
traditional hotels.

Singaporean travelers are independent planners.
69% book flights and accommodation separately
rather than as packages.

What are their top travel motivations? 

1) Relaxation
2) Visiting family & friends
3) Cultural exploration

Among destinations beyond Southeast Asia, India
ranked 7th in 2025 with over 5.5 million searches,
reflecting steady interest from one of Asia's most
discerning outbound markets.

Lesser-known destinations are also capturing the
attention of Singaporean travelers. Off-peak travel,
advance flight bookings, and choosing less
expensive destinations are the top 3 ways
Singaporean travelers manage rising travel costs.

With 65% of Singaporean travelers impacted by
rising costs, value matters more than ever. As 87%
prioritize relaxation above all else, India's wellness
offerings and competitive pricing provide a
compelling combination.

Where are they going?

Singaporean travelers are already AI-savvy

What does a typical trip look like?

One in five Singaporean travelers (20%) used Gen AI
to plan their trips in 2025. However, over three in five
(61%) reported challenges, including feeling
overwhelmed by options (28%), encountering
inaccurate information (26%), and needing to
double-check recommendations (24%).

https://amadeus.com/en/resources/research/connected-journeys-how-technology-transforms-travel
https://amadeus.com/en/resources/research/connected-journeys-how-technology-transforms-travel
https://platform.yougov.com/register-for-whitepaper?id=31355&url=https://business.yougov.com/content/53585-sg-international-traveler-outlook-2026


Where are they going?

What are their top travel motivations? What does a typical trip look like?

Japanese travelers are taking a more
measured approach to incorporating
AI into their travel experiences.

• 

• 

• 

1) Relaxation 
2) Culinary experiences
3) Attending events 

India emerged as a fast-growing destination
among Japanese travelers, with search volume
surging 149% YoY to over 10.2 million searches in
2025. It also ranks among the top 15 international
destinations.

Lesser-known destinations are also capturing 
the attention of Japanese travelers. Lower 
costs, easy access to information, and fewer 
crowds are the top 3 reasons why Japanese 
travelers would choose to visit a secondary 
destination over a traditional hotspot.

• 

• 

• 

The average Japanese traveler plans to take
trips lasting between 1-3 days, primarily with
family (32%) or with a spouse or partner (24%).

When it comes to accommodation, Japanese 
travelers love a good deal. More than half (53%) 
plan to spend between $51-$100 per night, 
while 22% plan to spend $50 or less per night.

While 29% said they are likely to use AI to plan
their next trip, a larger portion (44%) said they
are not likely. Additionally, while 28% said they
trust information generated by AI, 20% still feel
distrust, and the majority (53%) feel neutral.

Japanese travelers are a fast-growing market
defined by short trips and surging search interest

The Japanese Traveler in 2026

Sources: Agoda 2026 Travel Outlook Report (2025);
Agoda’s user search data (2026) 20



21

Where are they going?

What are their top travel motivations? 

• 

• 

• 

• 

1) Relaxation 
2) Wellness and health 
3) Culinary experiences 

Thais lead Asia in choosing relaxation as 
their top travel motivation. 

Searches for India as a destination grew by 21%
YoY among Thai travelers, reaching nearly 4
million searches in 2025.

Lesser-known destinations are also capturing 
the attention of Thai travelers. Available 
budget, health and safety, and social media 
are the top 3 reasons why Thai travelers would 
choose to visit a secondary destination over 
a traditional hotspot. 

If visa restrictions were not a factor, over two-
thirds of Thais (69%) said they would travel more
often and 57% said they would consider visiting
new destinations. 

More than 2 out of every 3 Thai traveler (69%) 
said they are likely to use AI to plan their next
trip. More than half (57%) also said they trust
information generated by AI, compared to 31%
that feel neutral, and only 12% that feel distrust. 

The Thai Traveler in 2026

Sources: Agoda 2026 Travel Outlook Report (2025);
Agoda’s user search data (2026)

• 

What does a typical trip look like?

• 

• 

• 

The average Thai traveler plans to take trips
lasting between 1-3 days, primarily with family
(50%) or with a spouse or partner (30%). 

When it comes to accommodation,
Thai travelers love a good deal. 44%
plan to spend  $50 or less per night, while another
40% plan to spend between $51-$100 per night. 

Thai travelers are tech-forward, using 
AI for travel planning

Thai travelers are already AI-savvy


