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special promotons and outdoor activites were also key of travel services and beyond e
motivations. The lines between searching,
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Singapore concert in May was announced, Agoda recorded
a358% spike in accommiodation searches. BLACKPINK's
Banghkok concert series in October saw accommaodation
searches from Vietnam amd Malaysia grow 266% and 107%
respectively.

The report. conducted in October. drawsona
survey of 3,353 Apoda custorers from nine key Asia-
Pacific markets (India, Indonesia, Japan, Malaysia. the
Philippines, South Korea, Taiwan, Thailand and Vietnam),
The data indicates a clear trend towards cost-consdiaus.
expearience~dnven travel, with secondary cities emerging,
as strong contenders to fracibonal hubs. This shift presents
opportunities for hospitality operators. tourism boards and
investors tn capture demand by enhancing infrastructure,
promoting culturad assets and taitoring offerings to value-
seeking travellers.

The survey found that almost half of Malaysian
travellers plan to trave! more domestically than
internationally, which bodes well for Visit Malaysia 2026
The top three travel motivations are relaxation, culinary
experience and shopping. Aside from thiat, Malaysians are
Al-friendly with 59% lilkely to use Ai to plan their next trip.
Interestingly. Mataysians are the biggest deal-seckers for
accommadation in Asta. with plans to take trips lasting from
four to seven days.

The following 1s 3 snapshot of the report.
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THE MALAYSIAN TRAVELLER IN 2026

4% of Malaysian
travellers plan to travel
more dormestically
than internat anally MALAYSIA
The Visit Malaysia 2026
campaign exemplifies
targeted elorts to improve
accessbility, Infrastructune
and marketng support for
emergng cities
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