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Executive Summary

This report delivers a data-driven snapshot of inbound tourism interest based on social search behavior across three key
Asian destinations: China, Vietnam, and Japan. By examining search trends and social media content preferences
segmented by their top 3 source markets, it reveals evolving traveler priorities and emerging market opportunities for 2025.

Key Takeaways:

Travelers increasingly value actionable, checklist-style content over pure entertainment, with an emphasis on budget
guides, itineraries, and shopping tips.

China’s inbound market shows strong demand for practical travel advice blended with immersive cultural and natural
experiences, especially from South Korea, Vietnam, and Russia.

Vietnam is rising rapidly as an inbound hotspot, attracting diverse traveler types, from Korean vlog enthusiasts to
American budget backpackers, and increasingly benefiting from shifting Chinese tourist flows.

Japan's inbound tourism rebounds strongly in 2025 with over 47 million visitors projected, driven by shopping sprees
and culinary experiences.

Bilingual and culturally tailored content, as well as fresh destinations beyond capital cities, are crucial to capturing
traveler attention in these competitive markets.

Implications:

Travel brands should prioritize utility-driven, culturally nuanced social content.
Marketers must explore growth beyond traditional cities to capture emerging destination interest.
Leveraging social search data can deliver highly targeted and measurable tourism marketing strategies.



Destination Snapshots



*Note: China/HK outbound will be covered in
another report focusing on Douyin and

China XiaoHongShu

e China’s tourism landscape remains anchored by powerhouses like
Shanghai, Beijing, and scenic hotsposts like Zhangjiajie.

e Notable is Chongqing’s strong continued performance, driven largely by
social media buzz.

e South Korean travelers especially demand content that weaves cultural
insight with logistics and shopping hacks via bilingual posts.

e Russian tourists focus heavily on bargains and gift purchases, suggesting a
commerce-first mindset shaping content consumption.

e Vietnamese content jump seamlessly from aspirational travel highlights to
hyper practical live and work in China content

Source Market Popular Cities/Destinations Notable Interests/Trends

Top origin* of visitors (2024):
e Vietham: 3.2M . . .
e Korea: 3M Vietnam Suzhou shopping hauls, practical app

e Russia: 2.4M usage (Taobao, Alibaba)

Shangha|’ Bel_]lng, Chongqlng, rererence 1or scenic tours,

Shanghai, Beijing, Zhangjiajie, Focus on cultural hotspots,
Chongqging shopping, practical travel tips

*excl. TW and HK
South Korea

Source: ZWJK Shopping-centric, bargain

hunting, gift sourcing

Russia Shanghai, Beijing, Harbin



https://zwgk.mct.gov.cn/zfxxgkml/tjxx/202412/t20241224_957299.html

Vietham

Top origin of visitors (2024):
e South Korea: 4.6M
e *China: 3./M
e Taiwan:1.3M
e US: 780K

Source: VNAT

*Note: China/HK outbound will be covered in
another report focusing on Douyin and
XiaoHongShu

Vietnam is experiencing a tourism surge in 2025, with arrival numbers surpassing
2 million in Q1 alone.
Popular coastal cities Da Nang, Hanoi, and Ho Chi Minh City dominate interest,
while Hoi Anrises as a lifestyle-meets-heritage hotspot.

Traveler content reflects a preference for relatable, authentic storytelling ranging
from Korean snack viloggers to American DIY-focused budgeters and Taiwanese

food lovers.

Vietnam’s growing profile benefits from intensified promotion and enhanced
connectivity with China and Southeast Asia.

Source Market

South Korea

Taiwan

USA

Popular Cities/Destinations

Da Nang, Nha Trang, Ho Chi
Minh City, Hanoi

Ho Chi Minh City, Da Nang,
Hanoi

Hanoi, Da Nang, Sapa, Ho Chi
Minh

Notable Interests/Trends
Personal vlogs, budget tips,
beach and city vacations

Food-centric guides, detailed
itineraries, cultural highlights

Independent travel planning,
backpacking, budget-focused



https://vietnamtourism.gov.vn/en/post/20764

*Note: China/HK outbound will be covered in
another report focusing on Douyin and

Japan XiaoHongShu

e Japan’s inbound tourism shows strong recovery momentum with an
expected 47.7 million visitors in 2025, driven by South Korea, China, Taiwan,
and growing Western interest.

e Tokyo, Osaka, Kyoto remain favorites, but Fukuoka is also a hot spot for
bargain hunting.

e Japanese inbound travelers prioritize shopping hauls, tax-free tips, and
culinary experiences, while Thai travelers seek practical guidance for
seamless trips.

e The weak yen and government promotion underpin this robust rebound.

Source Market Popular Cities/Destinations Notable Interests/Trends

Top origin of visitors (2024):
e South Korea: 8.8M

e *China: 7.0M South Korea Tokyo, Osaka, Kyoto, Fukuoka, Shoppmg hauls., beauty |
e Taiwan: 6.0M Matsuyama tourism, checklist travel tips
e *Hong Kong: 2./M

e Thailand: 1.1M Food and culinary guides,

listicle-style travel advice

Taiwan Tokyo, Osaka, Kyoto, Nara, Uji

Tokyo, Osaka, Hokkaido, Practical travel info, budget

Source: INTO Thailand . . . . .
Kyoto, Nara guides, immigration tips



https://statistics.jnto.go.jp/en/graph/#graph--latest--breakdown

Atrend plcklng up steam:

cliffs.



Cliff 1. Wangxian Valley

Fairytale Valley
e Wangxian Valley, is a 2.5 hours train ride from Shanghai, China.
e The scenic area opened in 2017 and is very popular with Chinese domestic tourists.
e International travelers started taking notice in 2024, with Southeast Asia travelers
leading the charge, particularly from Malaysia (a ripple effect from Xiaohongshu)
and Singapore.

e The trend has picked up steam among the Thais, and more recently among the
Vietnamese.
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https://www.tiktok.com/@dathakhau/video/7487025117650849029
https://www.tiktok.com/@dathakhau/video/7487025117650849029

Cliff 2: Zhangjiajie

Avatar Mountains (accessible from Cyberpunk City)
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Zhangjiajie has been known as the “Avatar Montains” since 2008

A newly launched high-speed train route from Chongqing has increased its
accessibility exponentially, and is now picking up steam internationally as a place
to visit after experiencing the cyberpunk city.

The high-speed rail route recently launched in end-June 2025 to connect
Chongging to Zhangjiajie.

This makes it a straightforward 2 hour train route, cutting previous travel times by
more than hallf.

Korean travelers are particularly fond of the giant Bailong Elevator.

The glass bridge has been a mainstay of international and Chinese social media.


https://www.tiktok.com/@c15450/video/7492431784731217170
https://www.tiktok.com/@tianoboutoubia/video/7496076474450005256
https://www.tiktok.com/@c15450/video/7492431784731217170
https://www.tiktok.com/@tianoboutoubia/video/7496076474450005256

Cliff 3: Wulong

Notable mention: Wulong, Chongging’s nature outside of the city
& e UNESCO-listed Wulong Karst National Geology Park was already

Al famous as a movie set for Michael Bay's Transformers: Age of
4 , Extinction

-

e |t has been getting increased international interest due to its
’ | accessibility from Chongging city (~2 hours), with the city enjoying
growing international tourist numbers due to its current popularity.
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https://www.tiktok.com/@ninjabread_/video/7515057534986652946
https://www.tiktok.com/@ninjabread_/video/7515057534986652946

Search Behaviours by Markets



Social Video Search Themes by Markets

South Korea
Pragmatic and Shopping-Focused
Planners

e Content consumption centers on budget-
conscious planning, detailed itineraries,
shopping hauls, and beauty/healthcare
experiences- reflecting a blend of practical
and lifestyle-focused travel.

e High engagement with actionable,
checklist-style content on social media
including tax refund hacks, packing lists,
and transport tips.

e South Koreans tend to prefer experiential
travel balanced with cost-effectiveness
and convenience, often traveling
independently or in small groups.

Vietham
Experience-Driven and Relatable Storytelling

Show growing enthusiasm for Chinese destinations
with a focus on cities like Shanghai, Beijing,
Chongging, and scenic spots like Wangxian Valley.
Their social search behavior indicates preference
for vlogs, scenic tours, practical travel hacks, and
budget shopping strategies, including apps like
Taobao.

Content engagement favors authentic, practical
travel stories and detailed, bookmarkable guides
that assist in trip planning and shopping.

This reflects a hybrid travel style combining cultural
curiosity with pragmatic spend control and
efficiency.

Russia
Value-Oriented, Commerce-Driven
Shoppers

e Emphasis on bargain hunting, gift

sourcing, and budget travel tips in their
search patterns.

e Their travel content consumption is highly

transactional and pivoted towards cost-
saving strategies and maximum value from
shopping opportunities.

e Travel planning is often pragmatic, focused

on logistics, price comparisons, and
reliable product sourcing.

e This value-first behavior highlights the

importance of promotions, deals, and
affordability in destination marketing.



Social Video Search Themes by Markets
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Food Lovers and Itinerary Strategists Independent, Budget-Savvy, and Experience Organized, Practical, and Budget-
Seekers Minded Planners
e Focus heavily on food-related content e Preference for DIY travel guides, budget-conscious e Prioritize practical travel advice including
such as local delicacies, culinary highlights, itineraries, and unique local experiences in markets visa processes, budgeting, immigration
and convenience store haul videos when like Vietnam. procedures, and shopping hauls.
exploring Japan and Vietnam. e Their social search trends emphasize backpacking e Their favored content formats include top
e Their searches also center on well- routes cost breakdowns. and niche attractions travel lists, itinerary planning, and step-by-
structured travel itineraries and scenic spot favorin,g flexibility and pe,rsonalization. ' step guides aimed at minimizing travel
highlights, often presented in listicle or o Content that empowers traveler autonomy and friction.
visual reel formats. highlights quirky or adventurous experiences e This market values structured, succinct
e This audience seeks deep cultural resonates strongly. information that builds travel confidence
immersion paired with carefully planned, e This segment values transparency, control, and cost and aids efficient trip execution.
easy-to-follow travel routes. efficiency balanced with authentic cultural e Brand messaging focused on easing
e Theyrespond well to vivid, sensory-rich engagement. practical concerns and delivering clear
content providing both inspiration and travel pathways garners high engagement.

practical guidance.






The data

66 Search Queries

Focusing on the main search keywords per
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China
Featuring social search data from: ://.\ -

South Korea Vietnam Russia




Chinarelated social search cluster

UMAP-2

UMAP - Destination: China

Cluster —» Distinctive hashtags

cluster -> translated hashtags
1 &  {: Hianmenmauntain, Svisitching, Stravelbecketling
A= FROMIERNSNN, SUSTI, S AR 0 #tianmenmountain, #visitchina, #travelbucketlist
® 2 INORAPOK, BAOHBPOAEHNA, FNOIPOKNIPHIG
_ . . " @R, e R R01E, 028
Sholnlbmg ana/ *rave/ exloerlences n . ® & idulichtrungquoc, Btrungque<, fdulich 1 #chinesegirl, #chineseman, #onlineeducation
* % i & mxhhhhhhhhhbhhhhhlhhhhhhh, Bdamoui, Fbodongu
EMSS/OH’) \_ﬂ A 2 2 * GoNROIE, R ETEE, sEX| S 2 #gift, #birthday, #giftforboyfriend
" o T eRAWE, e0lWE, ol fpdf
o Eaidiololl, sol BRI BRUM, sclToNE 3 #chinese, #chinatravel, #souvenir
o O ERMTAR, FRoKynKW, BHCTOPUA
®  10: InyTewecTanA, 607 oBeUitwCK, Bty _ .
V. 7[ / & 11: Iilﬂ't‘ﬂﬂ. l'ﬂ'ﬂ‘!.lﬂﬂﬂﬂﬂﬂ”ﬂ 4 #Ch|natraVE|., #Chlna, #travel
letnamese viogs
g 5 #xhhhhhhhhhhhhhhhhhhhhhhh, #wedding,
#pajamas
: Zhanﬂ/'ioy'ie and cliffs v/ogs in Korean 6 #tiktotravel, #placestovisit,
T A #travelrecommendation
. ". '1_ 7 #freedistribution, #event, #travelpdf
& L] w L ]
o :-‘ . ¥ > . e, TE S
e ":"--i - ....- s ’ .ag o L 8 #shanghaitravel, #travelinfluencer, #beijingtravel
"'i:'-';l' . il - o .-l- "" l_
. s = . . . .
I Lt o . L] = . 9 #china, #shopping, #history
" * e R . s y 10 #travel, #blagoveshchensk, #heihe
:l - "': o ol = e
: '_" "l_:"' 8 A s, . 11 #chillingview, #traveltoktok,
o g "' . *_ #doyouhavethecouragetoclimb
rP LI
o - o
] L] . . .
_,iﬁ ‘ , *Note: UMAP is a mathematical method to represent large quantity of data as a
Aoy . Gitts and souvenir ’ e ’ o 0 .
. map’. Similar content forms ‘clusters’ visibles as ‘islands”on the map. Content that
L]
' s ' . .. . .
hauls in Korean is less similar is shown as more distant.
Koreom ana’ Vie?tnamese over/alo 07[
1 1 ‘ . .
recommended Places fo visit Content that clusters together will tend to be shown to the same users, sometimes
i = - i : for the same queries. Overlaps between clusters signal cultural proximity and

UMAP-1

opportunity for good quality content to cross over to other markets, forming
powerful trends and scalability.




South Korea - China overview

SEARCH DEMAND INSIGHTS
e Resonates with scenic natural and cultural

Popular destination-related search keywords: attractions in China (e.g., waterfalls, ancient towns,

o« =3 ADl mountains like Zhangjiajie, countryside views),

o« = Of3H XK showing high engagement and shares on visually

o Z=Z0|A 2 AtOFSH A stunning, iImmersive content

o =R M| E=H o Prefers practical travel tips and warnings (e.g.,

o = 0f3H AUA "things not to do," and budgeting), with notable

saves on such videos for planning purposes

e High saves and engagement on shopping-related
content, including apps (Taobao, Alibaba), factory
outlets, souvenirs (perfumes, magnets), and unique
gadgets/products, indicating interest in sourcing

CITIES OF INTEREST affordable Chinese items

e Saves and likes itineraries/listicles (e.g., multi-day

i | - , : plans, monthly travel guides, top spots), favoring
- Popular cities being searched: structured, actionable formats over pure vlogs

e : ;:angf‘,a',, « High viral potential (shares, likes) on
| B - = } S y 5 angjiajie unique/experiential elements like free shows,
(- * beling elevators, or fields, especially when tied to "must-

 Chongqing

e e 82 S ‘ - visit" or "hidden gem" narratives
S T e S * KIngdao



South Korea - China social search cluster

UMAP = kr = China

Cluster =* Distinctive hashtags
& 0 EXPUH S, eRSl 2R, s R
1: Bchinatraval, Bchina, Baage
& Ledtd, o, sl
3 melulic hl:run_gquu-:_llrun!quq-:. Fha lank

cluster -> translated hashtags

#naturalscenery,
#chinatourism,

! . #populartraveldestin
/D/aces 7L0 go amd 0]7L7LFOIC7LIOV)S reviews ation

#chinatravel, #china,
#travel
Bey"ing and cultural attractions high/ighfs #shanghai,

#importagency,
#mainland

i
r

#chinatravel, #china,
#beijing

Natural /oeamty and cliff/mountains reels

Shanghai and shololbing hauls



https://www.tiktok.com/@happy8smile/video/7288640855575973121
https://www.tiktok.com/@happy8smile/video/7288640855575973121

South Korea - China content themes

Hashtags - kr = China

= qu 2 S haﬂghal . City buzz skews beyond Beijing and Shanghai. Chongqging, and
5) 9| 0 & o o il 1) .. Zhangjiajig surface as must-see, gignalling appetite for
miw 5] o b photogenic, second-tier destinations.

. Posts juggle utility and emotion: pragmatic terms like “= ==
(essential),” “£&& (shopping),” and “tip” sit beside “beautiful” and
“Z0lR,” blending checklist advice with Instagram-ready flair.

- Commerce & Consumption: “Shopping” looms larger than
“culture.” Retail therapy (beauty products, electronics, duty-free
goods) is a primary draw.

- Bilingual content (Korean + English, or Korean + Chinese)
broaden algorithmic reach and underscore travelers’ global
mindset.

Words - kr = China

e
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Vietnam - China overview

SEARCH BEHAVIOURS

Popular destination-related search
keywords:

e quatdngtrung quéc

e mua sam trung quéc

e trung qudc du lich

e trung qudc tour

e dia diém du lich trung quéc

CITIES OF INTEREST

Popular cities being searched:

*

INSIGHTS

Favors vlog-style personal travel experiences (e.g., scenic
tours, no-shop itineraries, or shopping hauls in cities like
Chongqging, Shanghai, or Beijing) over structured listicles
(e.g. "6 things to remember" or "4 apps" formats, which
show lower engagement rates)

High saves on practical guides and tips (e.g., safety for solo
female travelers, ordering apps like Taobao/1688, or
sourcing cheap souvenirs/gifts), indicating desire for
bookmarkable, actionable advice

Resonates with content promoting romantic or family-
oriented travel (e.g., "places to take wife" or
wedding/cultural gift ideas), often with emotional or
aspirational tones

High engagement on visually stunning, "fairy-tale"
scenery (e.g., countryside valleys, mountains from Avatar,

e Shanghai
»m .~ , . Beijingg or festivals), funneling into searches for unique destinations
R ] ) e Suzhou like Wangxian Valley, Zhangjiajie, or Guizhou
i P ; : ] = = !
| A ‘}_ 1_ g 3._; = « Chongging e Leans toward group or guided tour content (e.g., budget

« Hangzhou comparisons, 3-5 day itineraries) over solo adventures,
= except when safety-focused



Vietnam - China social search cluster

UMAP = vn = China

Cluster —» Distinctive hashtags

/_/ 7[ 6/ .’l / 6/ . : Wnabdistrung, Bquatang, fmanlaccss
ow-tos anad practical advice : mduhoctrungquoc, Bxhhhhhhhhhhhhhhhhhhhhhivh, sdamcusi

: mdathakhiu, rtravelguidle, fodaycotourtrungquod
: Bancungtikiok, desiminingguoc, Betmgr
: #dulichtiktok, fshanghai, Bcinhdspthibnnhidn

cluster -> translated hashtags

#domesticchinesegoods, #gift,
#manlaccac

#studyabroadinchina,
#txhhhhhhhhhhhhhhhhhhhhhhh,
#wedding

#hekouborder, #travelguide,
#heretherearechinatours

IE 0/ | #teatwithtiktok, #chinaesim, #vtmgr
ooa reviews

. anc/ 7LIIDS #traveltiktok, #shanghai,
#beautifulnaturalscenery

Travel reels and /oi/ingua/

i visual content

Shoplping and g/ﬁs hau/s‘ :

11 12 13 14 16
UMAP-1



https://www.tiktok.com/@trucshobbies183/video/7485317726630808839
https://www.tiktok.com/@trucshobbies183/video/7485317726630808839

Vietham - China content

Hashtags - vn = China
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e Vietnamese content feature a variety of content
styles, including vlogs, practical how-tos, food
videos and more

e Travel-related keywords do not necessarily return
tourism-related content only. They also include
content on ‘how to study and work in China’,
students’ experiences, etc. This reflects the young
Vietnamese travelers’ interests, which are not
solely about leisure and wanderlust.

e Vietnamese content is mostly monolingual,

however English language hashtags are sometimes
used, and popular videos in English sometimes
make their way into Vietnamese TikTok.




Russia - China overview

SEARCH BEHAVIOURS INSIGHTS

e Resonates with interactive content prompting
user input (e.g., "write your height/weight" or
"did you know this?"), driving high comments
and engagement

o Prefers factual or educational tidbits about
Chinese culture, food (e.g., tea, hotpot), and
daily life, with moderate saves indicating utility
for reference

e High engagement on Russia - China border
crossings, budget tips, and tourist spots,
funneling into searches for cross-border
excursions or group/family travel

Popular destination-related search
keywords:
* MOAAPKWM M3 KNTas
* COBETbI MyTELECTBYIOLLMM B KUTaM
* MapPLUPYT MO KMTato
* MecCTa AN NoCeLleHNs B KUTae
® LLOMMWHI B KMTae

CITIES OF INTEREST » Heihe-Blagoveshchensk border content is as
popular as Shanghai/Beijing, thanks to
. | Popular cities being searched: tourism from Russia’s Far East
jEE ks e Shanghai
A N,E.g &y ey e Beijing
| L === e Harbin

e Hong Kong



Russia - China social search cluster

UMAP - ru = China
Cluster = Distinctive hashtags

Chinese cu/*ure, /omguage o Gigesnpongnme, Mogepon, Klidespase
1: Bchina, l'p#uququ;puﬂu_l!ﬁ.p

& 2 BEATAAMKD, MOAT S0, RO DOC BT

/eaming and food

cluster -> translated hashtags

#birthday, #gift,
#februaryl4th

#china,

#recommendations,
S #fyp
#chinesegirl,

#chineseman,

TraVe/ ree/s a”d #onlineeducation

recommendations

Shololning and gnq hauls



https://www.tiktok.com/@katgeneration/video/7042608644650798338
https://www.tiktok.com/@katgeneration/video/7042608644650798338

Russia - China content

Hashtags - ru — China

e KO M e H ﬂl I_Il = e Two themes dominate:
' i o Gift & haul content showcasing budget Chinese

HAB 1Ir'ﬂ yHanac

products
e Bite-size “recommendations” and fun facts
about China.
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e Commerce-first mindset: top content revolve

- | around “what to buy” and “how”

OKYMKMHaa/IMSKCNpec ' '3aBefein nyTeluecTsite e Travelinspirationis less common than in other
"B Tagbao markets. Shanghaiis mentioned, but product

s sourcing and price tips eclipse itinerary talk.

e Tone is pragmatic and price-sensitive; effective
content highlights deals, shipping hacks, and
practical know-how rather than scenic
storytelling.
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Japan

Featuring social search data from:

@,
N\

South Korea

Taiwan

Thailand



Japa

UMAP-2

UMAP - Destination: Japan

Cluster =+ Distinctive hashtags
0wt P IR, SR AN

A\

'-'F' 1: (SR, oK R, oMM
e ¢ o 20 o{E(E, miktok) [, skawaguchiko
e ot I8 3: etiktokfood, s 17 MM, s R IRAN

"-l-
L]

4: E A A, myokumoku, 9Bl RER
i o Korean shopping hauls: 5 FNECiolE, BINLNEE, Kiold
Tl R, s
B: Pylog, Banimejapan, Sexplorejapan
SrEkeN iEEEE B ElEnn
10 rE A bW, vE Ml sB X8 A
1: Wl w5 oRE
12 s, s B UM, shFi it B
L3: oBNET, whe B, esurmmer
L J R el el I ) R S

15: s 2018, rREMEYS sLEEEE
& L6 kg v BRI, sExm R
LT WD L], wle] ][], wakincare

DOIiSO, DOH%UJO'ILQ, COSVV)@'HCS ana/ SVWIC/QS

& & & & & & @

Thai inspira*iona/ reels Taiwanese itineraries

., "
HJF 11}
A ™y ., 9
'Il 1:" = pe? '] .r - 4 ::'
'!'“ L ] = 1 . L
* 0 . ol "'_"'.ll:h"":I " e To/eyo and Osaka Taiwanese v/ogs
/o] ] A e Py |
g [ L .ur :.'
TiPS and must bMyS snack and = . go teY ol

skincare in Thai

Anime and cultural videos

2 4 6 8 10 12 14
UMAP-1

nelated social search cluster
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cluster ->

10

11

12

13

14

15

16

17

translated hashtags

#purchasingagent, #kyotoattractions,
#touristspots

#knowledge, #share, #tokyo

#travel, #tiktoktravel, #kawaguchiko

#tiktokfood, #japanitineraryrecommendation,
#tokyoitineraryrecommendation

#japansouvenir, #yokumoku, #japanesepuffpastry

#japandaiso, #daisocosmetics, #daiso

#donquijoteshoppinglist, #japanshoppinglist,
#donquijoteshopping

#asakusa, #kaminarimon, #tokyo

#vlog, #animejapan, #explorejapan

#mustbuyinjapan, #japanesedrugstore,
#japanesedrugstorerecommendation

#japaninternet, #japantravel, #japanexpert

#recommendation, #japanesesnacks, #protip

#goodthingrecommendation,
#japanpurchasingagent, #goodthingsharing

#travel, #superbview, #summer

#japanesesnacks, #delicioussnacks, #bonbon

#tokyotravel, #japantravelinfo, #japantravelhacks

#osaka, #japanguide, #japantokyo

#cheapstuff, #goodstuff, #skincare



South Korea - Japan overview

SEARCH BEHAVIOURS

Popular destination-related search

INSIGHTS

o Fukuoka is extremely popular as a Japan shopping

- ; keywords: gateway
" o QAUE Of3H El  Resonates with personal shopping hauls and reviews
} o AUHNH (high engagement on 702F won Donki haul and
= .;!_' | . UL MIXK cosmet.i.cs unboxing, sug.gesting authenticity and
A o QU A relatability drive shares/likes).
' Pzﬁiﬁ o QU XKHE e High saves and engagement on "must-buy" listicles
i “_ﬂj*.‘ 5“«*; A focused on value items (e.g., cheap cosmetics,
3 _l’-”e_. PO " medicines, scents, snacks), especially from Don Quijote,
et Sl ING ' drugstores, and convenience stores like 7-11.
| * Prefers content combining tips with product recs (e.g.,
| W ‘ CITIES OF INTEREST "don't do this" + must-buys, or discount methods), over
- “ - pure vlogs, though group/friend travel viogs (e.g., teen
e ‘ P o : : trips) get high shares.
- Popular cities being searchea: e Funnelsinto beauty/cosmetics-related searches
- * Fukuoka (highest engagement on hauls featuring brands like
Ze * Tokyo Cezanne, Canmake, lip balms, cleansers), followed by
| * Osaka practical items like deodorizers, medicines, and entry-
* Sapporo level travel prep (phrases, essentials).
e Kyoto

e Engages more with youth-oriented or relatable personas
(e.g., gifts from friends, 17-year-old trips), indicating
preferences for fun, social, non-solo travel content.



South Korea - Japan social search cluster

UMAP - kr = Japan
Cluster =» Distinctive hashtags
0 ER AR, sRER RN, Hukeoks

S*udy, hacks and *ips 1R, AU A YA S sravel

‘/‘ A LAURMEN e s s EREE
- L]

cluster -> translated hashtags

#fukuoka,
#fukuokacafe,
#fukuoka

#protip,
#japanshoppinglist,
#travel

#studyingjapanese,

#japantravelinfo,
#japantravelhacks
V/ogs ama’ frave/ 1

reviews

Fukuoka and sholplping
hauls

L e L 1 .3
-

+5U\. ,JC’ Ol = A|H}E]]



https://www.tiktok.com/@eunhalu_/video/7470855721890958610
https://www.tiktok.com/@eunhalu_/video/7470855721890958610

South Korea - Japan content

o ‘Bl culture rules: focus on must-haves and pro-tips

e Fukuoka’s main draw is Donki bulk-buy. HQ Cheapest
LCC fares and Canal City’s 24-hr Don Quijote make
FUK the “cart-full in two hours” airport. Haul posts
map out drug-store aisles and show tax-refund kiosks;
tours that bundle late-night Donki stop + luggage-
forwarding to hotel dominate share-of-voice.

e Osaka is were Koreans go for USJ merch & street-food
add-ons. Travelers plan a split wallet: first half to
theme-park exclusives (One-Piece, Nintendo),
second half to Kuromon snacks.

e Tokyo is about beauty-flagship crawl lists. Shibuya’s
Matsukiyo, Ainz-Tulpe and @cosme flagship are done
in sequence. Content centres on shade exclusives and
pre-order tax-free counters.

o Kyoto means heritage and premium craft splurge.
Travelers tag artisanal cosmetics (Yojiya blotting
papers) and niche matcha confectionery.

e Sapporois for snack arbitrage run. The city functions
as northern supply depot for Shiroi Koibito, Royce
“fabrik” specials and convenience-store winter
flavours.

Hashtags - kr = Japan
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Shopping experiences fuel Korean travel to Japan:

h.a.h
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https://www.tiktok.com/@meomuknam__/video/7543235217125821704
https://www.tiktok.com/@eunhalu_/video/7470855721890958610
https://www.tiktok.com/@eunlseul_hd/video/7521371045408804114
https://www.tiktok.com/@eunlseul_hd/video/7521371045408804114
https://www.tiktok.com/@eunhalu_/video/7470855721890958610
https://www.tiktok.com/@meomuknam__/video/7543235217125821704

Taiwan - Japan overview
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SEARCH BEHAVIOURS

Popular destination-related search

keywords:

CITIES OF INTEREST

Popular cities being searched:

HAx®
HARSEHERE
H Z< ks
HZS1TIEARE]
HZASRsH# R

e Tokyo

Osaka
Yelle
Nara
Kyushu

L LY
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INSIGHTS

High saves on practical shopping lists and must-
buy recommendations (e.g., souvenirs,
drugstore cosmetics, snacks), indicating users
bookmark for future trips

Strong resonance with food-focused content,
especially matcha desserts, ramen, and sweets
Prefers visual highlight reels of scenic spots,
sunsets, and nature (e.g., caves, shrines, Mt.
Fuji), with high shares for inspirational travel
Engages more with listicle-style guides (e.g.,
"top 8 places,"” "must-do tips") over pure vlogs,
funneling into searches for itineraries, apps, and
budget travel hacks

Interest in anime/Ghibli-inspired spots and
cultural experiences, often tied to seasonal
themes like summer or cherry blossoms

High overall engagement on beauty/skin care
products (e.g., masks, creams) and customs
warnings, revealing preferences for risk-
avoidant, value-driven shopping during trips
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Taiwan - Japan social search cluster

UMAP - tw — Japan
. Cluster =» Distinctrve hashtags
FOOGI Vlaleos 0 mjapantravel, s 8, sjapan
IR A, il sEE
I am, ekhE, e R
3 wE AT, 0 B g, o By
4; mjapanesefood, siktokliood, sE R AN

. To/ego and Osaka Beautiful inspimﬁona/

ree /S cluster -> translated hashtags
L]

#japantravel,
#superbview, #japan

#japanexpert, -
#purchasingagent,
#japan

#tokyo, #osaka, a
#kaminarimon

#mustbuyinjapan,
#japanesedrugstore, _
#hokkaidofreetravel , e

]

-y,

#japanesefood,
#tiktokfood,

Bl 4 1 A T



https://www.tiktok.com/@ray_eat_food/video/7396292444062502149
https://www.tiktok.com/@ray_eat_food/video/7396292444062502149
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Taiwan - Japan content

Hashtags - tw —+ Japan

Taiwanese TikTokers sort Japan into Tokyo for overview,
Kansai for heritage-plus-dessert, anywhere for bargains,
and everywhere for food content.

ikl e Tokyo posts combine multiple interests. Sightseeing

,'?T“".ds‘;_‘.“:’,_".J__?’_F;f‘”,_,_,. - at Ghibli Park, Shibuya beauty shopping, restaurants

T e~ AN )4 and grocery store food.

o Kyoto-Osaka searches fuse sightseeing with specific
sweets: matcha sets, Yojiya blotting papers, Kuromon
crab bowls. Products and places are one package.

e The shopping cluster is largely city-agnostic.
Currency arbitrage and deals are the big draw.

=
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D=
16




Thailand - Japan overview

SEARCH BEHAVIOURS INSIGHTS

e High saves and shares on practical travel guides, such
as budgets, itineraries, immigration forms, and
expense summaries (e.g., videos on "Japan on 20k
budget” or "filling arrival cards" outperform pure
entertainment)

o Prefers list-based content (top destinations, hidden
gems, rankings) over casual vlogs, especially when
focused on scenic spots, shrines, or must-buy items

e Strong resonance with souvenir and shopping hauls,
including snacks, makeup, and quirky items like
squishies or branded accessories (e.g., Sanrio,

CITIES OF INTEREST matcha-related, or "must-buy"” lists show elevated
likes and comments)

e Funnelsinto first-time traveler content, including

Popular destination-related search
keywords:

« yaUUveydu

 nSUNgdydu

e tyduNgd

e tyJu uwautngd

e fyJu NiNgdLU=Ln

Popular cities being searched: "Tokyo vs Osaka" comparisons, self-planned trips, and
* Tokyo "what not to do" warnings, often tied to group or
. ¢ Osaka family travel themes
‘ _ ET: * Hokkaido  Resonates with natural beauty and seasonal content
* Fukuoka (e.g., Mount Fuji views, caves, autumn leaves) with
* Kyoto high comments and shares, indicating aspirational or

inspirational appeal



Thailand - Japan social search cluster

UMAP - th = Japan
Cluster = Distinctive hashtags

[T a @ LT
L Ilil'l:l_ ..I'lrl .I' l" .Il'F

o O e LGl L japantinp

e e

1 e Eatak e o s Dkt
Wonderlust inslpimﬁona/ o 2epold, wiuRY, WHEREE

L I'-I'-I I.I'll._

ree/s

cluster -> translated hashtags

#japansouvenirs,
t#tgotojapan,
#japantrip

#travel, #tiktoktravel,
#tiktokuni

#japantravel,
#travelhacks,
#delicioussnacks

. Gifts and souvenir hauls
18

Budgets, hacks and 5 S

chealo SV)OIC/QS

-3.5



https://www.tiktok.com/@onmindsway/video/7485744215951936775
https://www.tiktok.com/@onmindsway/video/7485744215951936775

Thailand - Japan content

Hashtags — th — Japan

o traveljapan® Destination insights

Im Lﬂ hokkaldo. g J a pa ntraveL PIANTI . In Tokyo, clips walk through Suica top-ups, Metro 24-hour

TWslwlwu
LEN ?,:I‘L!W] oy s tickets and airport transfer hacks.
fukuoka
'TéT%

mottytravel

kawaguchiko

N | - In Osaka, creators feature streetfood and Universal-Studios; the
osakaoii —: 3 + sell is kushikatsu alleys by night, USJ by day.

Words - th - Japan
um " HOUDEINT @5 | S L R T

2on Uil i?hﬂm %’?ﬁiﬂum - Fukuoka rhymes with Donki, pointing to the pull of yen-

sS4 oro tokyotravel
nldnaltravel apanese pp y

‘E]EJ

w |
Fm% ) L EEE
Q aylod ULLY 'i.ﬂ'l]

ONF ) M
2 TR In wakayama -

P 13 1 arbitrage hauls of cosmetics and snacks on LCC weekend runs.
4 Uuas 1A

b R IGHE

1341 - Hokkaido / Kyushu is the scenery loop. The content features
WA “snow, onsen, roadtrip”; little shopping content, the draw is
nature-led itineraries rather than mall crawls.
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- Thai also enjoy Wakayama and Nara for the temple & fortune
reels. “2Q, shrines, ldSUQIYL” (boost your luck). Spirituality is not
the main content pillar, but it’s not forgotten in Thai TikTok.

5717110




Vietham

: : 7 g™
Featuring social searchdatafrom: @

South Korea Taiwan



Vietham+elated social search cluster

14

12

UMAP-2

10

AGIVQVHLMFQ 0”’)6/

experiences

Solo travel and bac/e/aac/eing *ips

0

UMAP - Destination: Vietnam

[/' Damamg & Nhafmng Korean v/ogs

. Souvenirs &

s il o - ) shopping - =

Mu/ﬁ/ingua/ Vietnam & HCMC i 15 .
visual reels \2 l . )l . B

L [ B

: ¢ [ K\ Hanoi, north

vietnam fourism

' K_/Damang, sea ano/ beach ree/s

1 2 3 4
UMARP-1

cluster ->

Cluster == Distinctive hashtags

o & 0 imewpaetravel, sl RS, cRIMIAGN

1: 04 b s, #hochiminh, 88 2] 214)
o iEHE cHNRE o HENENN
3o wChiglon i, RS IR, sChH R R
& 4 o0|f SR eEYLY
5 #ninhbinh, Rthingitodoindetnam, Babonye
& IMITANE, g ann, s aRnNg
T: Rdanangvietnam, sbeautiful, Pmamornes
8: #shand, Ihat_unﬂ-ﬂ-up.lh:nnmﬂnam
2 eRE dREMR
10; mtravalitimerary, Bzolotravel, Mraveltips
10 el el MY, s Y
11: maigontravel, Bxotours, Bmotorbiketowr
13 sEMDIE, st7RIAN, B NE
* 14 slNEY, oA SPE SHNES
15 sEAE L, il 08 &, oINS
& 16 shemiravel, sYIEFeE sl S AR
17 sMMATEC R, RIS, sl NS

s & 8 @&

Taiwanese food

videos

10

11

12

13

14

15

16

17

translated hashtags

#mewpaetravel, #vietnamislands,
#vietnamfourgreatbays

#vietnam, #hochiminh, #hochiminhcity

#ruanmantou, #vietnamtravel,
#chrisinvietnam

#danangtravel, #danangemperortour,
#danangnightlife

#travel, #nhatrang, #viethamshopping

#ninhbinh, #thingstodoinvietnam, #abcxyz

#travelrecommendationofficer,
#danangtravel, #vietnamtravelguide

#danangvietnam, #beautiful, #memories

#hanoi, #hagiangloop, #hanoivietnam

#hoian, #attractionrecommendation,
#danang

#travelitinerary, #solotravel, #traveltips

#vietnamtravel, #vietnamcarrental,
#vietnamcharteredcar

#saigontravel, #xotours, #motorbiketour

#vietnamroaming, #itineraryplanning,
#saigontravel

#vietnamsupermarket,
#pettybourgeoisiegirlroaming,
#touristbus, #vietnamesebeauty,
#birdsnest

#hcmtravel, #hochiminhmusteat,
#vietnammustbuylist

#vietnameseintaiwan, #hochiminhguide,
#vietnamvisa



South Korea - Vietham overview

SEARCH BEHAVIOURS INSIGHTS
Popular destination-related search e Prefers personal stories, vlogs, and how-to content
keywords: (e.g., shooting travel reels or fun incidents) over

o HEE Ot generic listicles like top places to visit.

e HIEE {ALEHA e High engagement on detailed reviews of specific

e HIEH Al =H snacks and candies as must-buy souvenirs,

e HIEH M MZ especially budget-friendly ones with flavor

descriptions and purchase tips.

e Saves practical guides like shopping lists, market
tips, must-do courses, and budget resort
recommendations for reference.

 Resonates with fun, relatable shopping hauls or

CITIES OF INTEREST transformations (e.g., cheap items turning into cute
souvenirs or outfits).
Popular cities being searched: e Funnelsinto budget-focused travel elements like
. DaNang affordable hotels/resorts, souvenirs, and snacks,
Nha Trang rather than broad attractions or news-style tops.

Phu Quoc
Hanoi
Ho Chi Minh City




South Korea - Vietham social search cluster

UMAP = kr = Vietnam

SV)OICkS, souvenirs amd 9/7[7[8 =

Cluster —» Distinctive hashtags
& : Bviginam, Pvietnamiravel, Shyp
Lo B0l UE s R DNE, s S
e Iamolgt schd ROl suic)y

Trave/ V/OgS

cluster -> translated hashtags

#vietnam,
#vietnamtravel,

#fyp

#vietnamtravelgift,
#mangojelly,
#snackrecommend
ation

#hoian,
#danangfreetravel,
#banahills

R

Snacks, souvenirs and giﬁs



https://www.tiktok.com/@kimming0_0/video/7484961243665599761
https://www.tiktok.com/@kimming0_0/video/7484961243665599761

South Korea - Vietham content

Hashtags - kr — Vietnam

-'-|.| wetnamtravelfyp_

Sigor o _ el o Aesthetics still matter: travelers are looking for

r'“ 5 beautiful and photogenic places

e Checklist culture: top-X lists, price points, and quick
budget guides drive clicks.

o Interest clusters around coastal hubs (Ct, @ X[ 21,
LTI =) over rural escapes, confirming a beach-and-

h% N | 3 city holiday mindset rather than adventure or solo
: — |

sh _
B EFU:’L‘F’:QF travel

pasalu boru,

Okl .A I -
3 Lo A




Taiwan - Vietham overview

SEARCH BEHAVIOURS INSIGHTS
Popular destination-related search e High engagement on scenic and inspirational content
keywords: featuring Vietnam's natural beauty or landmarks (e.g.,
- BEER drone videos of rivers, hills, or "magic views")
o HEIRES ¢ Saves and shares spike for comprehensive travel guides
o HWEITIERE! and itineraries (e.g., full Phu Quoc strategies or Da Nang
o HFEAMNESE attraction unboxings), indicating users value saveable,
o R IRIEEIXAR actionable planning resources for trips.

e Resonates strongly with food-related videos, including
recipes (like Vietnamese spring rolls) and local
specialties (e.g., sausages, snacks), with higher likes and
comments on content that ties food to cultural or

CITIES OF INTEREST home-cooking appeal.

» Prefers personal stories or vlogs about experiences

Popular cities being searched: (e.g., scam warnings, daily life, or youthful travel

« Ho Chi Minh City moments) over generic listicles, especially when they

. DaNang include practical tips to avoid pitfalls.

e Hanoi e Funnelsinto content about specific destinations like

e Hoi An Phu Quoc, Da Nang, Ho Chi Minh, and Ba Na Hills, often
linked to group or luxury travel themes (e.g., friends
sharing spots, hotel recommendations).

e Nha Trang
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Taiwan - Vietham social search cluster

UMAP - tw = Vietnam

Cluster = Distinctive hashtags
& O sEMND, sHMIRE, TR ET
I = 2 L, oM, shochiminbity
® 2 eEMME, iR, o

) HCMC and cify life

. : " = K/ con *ernt cluster -> translated hashtags

#vietnamtravel,
#vietnamtravelguide,

*rave/ 9uicles amcl #travelrecommendat
ionofficer

recommendations

#hochiminh,
#hochiminh,
L #hochiminhcity

#vietnamtravel,
#ruanmantou,
#travel

Vlogs and food



https://www.tiktok.com/@travel.tw/video/7308569213822618885
https://www.tiktok.com/@travel.tw/video/7308569213822618885

Taiwan - Vietham content

Hashtags - tw — Vietnam

'\\“f

A
»

n

Food first: cuisine guides and restaurant lists
are top-of-funnel hooks.

Peer reviews and listicles over official promos.
City focus is narrow: Ho Chi Minh, Danang,
Hanoi dominate. This echoes the classic tri-city
loop Taiwanese itineraries follow.

Taiwaneses prefers Chinese language content,
but also use English hashtags and occasionally
English and Vietnamese language videos will
slip into their results

Packaged ease over adventure: high frequency
of “4T#2" and “Jikiz” vs. zero extreme-sports
terms confirms demand for pre-planned, low-
risk experiences.
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USA - Vietham overview e

I
.
SEARCH BEHAVIOURS INSIGHTS
e High engagement on content featuring unique,
Popular destination-related search quirky experiences like themed cafes (e.g., koi
keywords: fish cafes, maze bars) and adventurous activities
e vietnam things to do (e.g., ostrich riding with humorous personal
e vietnam travel package anecdotes)
e vietnam itinerary e Prefers DIY travel guides, budget breakdowns,
e vietham what to do and personal vlogs over promotional tour
e vietnam travel tips packages, which show consistently lower
engagement

e Saves and shares itinerary-focused videos,
especially short trips (e.g. 3-day budgets) and
backpacking routes with practical details like

CITIES OF INTEREST costs and how-to-get-there
 Resonates with listicle-style "top things to do”
content when tied to specific locations (e.g.,

Popular cities being searched: Hanoi, Hoi An) and including food or cultural

: g:nl\i);ng highlights like lantern boats, egg coffee, or

. Sapa street eats .

+ Ho Chi Minh City  Fun-oriented, visually appealing reels (e.g.,

« Hoi An beach luxury in Da Nang, hidden gems, bucket-

list spots like train street) outperform general
tips on logistics (e.g., weather, visas, payments)
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USA - Vietham social search cluster

UMAP - us = Vietnam

Cluster =» Distinctive hashtags
& 0 stravelitinerary, Bworkihop, Bdiy
1: I'h.1m;u,lh.;|g|.;nglwpl Fhanoreeingm
& I thochimenhcity, Basbastnam, Pastnamiraveltips

itineraries and

exlberiences

RKide-at
Sunset A

—

e e el
2. &5
oy

Hanoi and north-

Vietnam

HCMC and south-

Vietnam



https://www.tiktok.com/@brandneweats/video/7234139602808737026
https://www.tiktok.com/@brandneweats/video/7234139602808737026

LB 8 8 & & |

USA - Vietnam content ——

L
- . o WS —  American content is English only, but feature creators from
PPIEL Joockers2MOWREALR best /@ COC h
| n S e .r, 0 entry Know everywnere
o | t | e rary e Three simple clusters: broad #vietnam reels, Hanoi-focused
2 ot country sy th able [ist 2l \=° ] JPAT N : :
C iy complex i posts, and Ho Chi Minh reels. Americans split North vs. South,
i - temple «binh* anoent o
= h with little coastal chatter.
«CATONNIMIA . : . ey " .
ta Hashtag_s s Vietnam e Planning style is checklist-heavy: top-10 “itinerary,” “things to do,
ap backpackl ng - Viethamtraveltip cememne Vietnamesefood and ”guide" keywords dominate.
ha,ﬁ;ﬁwnam i e it ST  Contentisall-English and broad: cafe, boat, temple, market.

Sampler experiences trump deep dives.
» Backpacker tone: “backpacking,” budget tips, and DIY routes
surface; luxury or package content is more rare

hanoitravel

travelguide

danangvietnam
tra\."eli[inerary

vietnamthings

O
1ochiminh o traveltok CU

dn.

motorbiketour

travelwetnamt chiminngit ;

(}/let rav

vi5|tV|etnam

EI'ICII'I

itin eranyy

anane “rsouthepstasia gty mgstpglp

vietna ‘nf: od .

traveltips: =) saigon

derlust LNINEStOdoinvietnam
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|[End of Report]




About SocialSeal



YOUR BRAND IS MISSING
IN KEY, HIGH-INTENT
SEARCH QUERIES

< Q Best hotel for kids tokyo) £) Searct

Q best hotel for kids tokyo

Q best place in tokyo for kids

Q. Tokyo hotel disabled toilet 0 o Q. hotel in tokyo near train station

<

Top Videos Users Shop Photos Places Q Dbest hotel tokyo

All Unwatched Watched Recently uploaded traditional hotel tDHVD tatami

family kids
Q  hotel room in tokyo

Q best tokyo hotel

Q  hotel tokyo near station



WE HELP POSITION BRANDS

IN SOCIAL SEARCH:
THE NEXT FRONTIER FOR TRAVEL

WHY BOTHER?

{ Q where to stay chongqing baby €3  see 51 o/o 3X

of GenZ prefer TikTok higher purchase intent
for search when searching VS
scrolling

@ LLMs are indexing
short-form videos,
optimizing discoverability
on Al Search as well




WE’VE PARTNERED WITH i& klook
OUR DESIGN PARTNER

Angelica - CEO -

- Over 80%
M&C Saatchi Performance - Klook - Google bookmgs/brgggc?gﬁvel

recommendations from
content creators

mmm Growth marketer for over a decade

Julien-CTO
2x Technical founder- INSEAD MBA - ZS Associates

. (9
.4 Kua\:wmp\"‘ KOREA S‘

mmm Shipping production ML since 2006 s e

g i
part 24 | Are V‘OU {
g)lHere‘dfe‘ Ust-\

@ Playlist Travel Ne

e J Dianain Japan f}?‘ﬂ’ 7 '}'

. This Ryokan is just #3§ @Klook #pr
4 #klookkreator #ch)oki-:rf;::aturf;x...more

4 - d
: 44 Contains: Embrace Eternity - N8

Q) Search - sapporo private onsen hotel



SOCIALSEAL - MAP. EXECUTE. ATTRIBUTE.

WE TURN SOCIAL SEARCH INTO BOOKINGS WITH LARGE-SCALE VIDEO DATA + AUTOMATION + ATTRIBUTION LOOP

1. MAP 2. EXECUTE 3.ATTRIBUTE
- Massive video indexing - Briefs = Al video — review = post - Rank/SOV/sentiment
. Intent keywords + gaps . Targeting, routing & localization - Uplift by tribe/keyword
- Tribe-level success factors . Test formats/metadata . Attribute bookings + revenue

p b Tk ik i . e . £ oo
SocialSaal Disbboard MU Tracking @ B it () Seasd Trands < Costest DHA b T e N TR N SociaSeal || Dasbboard B Tescking  ~F Brandhedit (] Sesch  ~FTeends o Content DA b
ContentCustaig & Bt Prcties o e Ty —
Anaiysa of 8 keysordy comosele
< Content Clusters ) 5 Generate Report
@& SocialSeal Ai-identified content patterns and opportunitios in travel & hosphality ::’ff:““”“ LT T
4 4,641 88% 8 5

m Cortent Chainry Wikeon Analyred ey Corance, [
& Keyword Universe [

Expand from seed terms to a comprehe

{2 Content Patterm Mag

mmmmm i ShGwg e $0e waSed G Wl Ry SO A mary §ACh 330 MR e Al Al Tabl, ST e R bR puttiTrL
classified by funnel stage and include w sy
e
g * SocialSeal
O memn 2 e o oy o Conbo B - e
Luxury Resort Experiences Adventure & Outdoor Activities
i i ) Visual Sty Mg end renert eentent festunng premm Thviling outsosr sxpirimcart. afed dchwatieny a A23%
Q Enter sebd kiywords... ® = saarch Peﬂorml smenties and eachane Cpenencoy el content Prep— iy
‘ ° Track your search rankings, sh 7 12.4M 1203 187 56M 9.7%
Cinematc. Slbmatet i ?“ 8. Totsl Vs B Ergagemant
Luxury Beach Rescrts o - e aw
=] | TI4T vickeers anabyzed ——
b L ’ = | Performance Overview a2 823 2.8 934
& Framm Loaeancs Soomin = . o Fank Raniing P Savie
e s P—— . . R o e
- £32 videdn anslyred O 5 = =
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Tum social search into your most
powerful booking engine today.

Keen to find out more?

Reach out to angelica@socialseal.co via email, or LinkedIn.
Or book a call here to have a chat, no pressure- we’ll pass you a free social search audit.

Scan to book a call:



https://www.linkedin.com/in/angelicahandover/
https://calendly.com/angelica-socialseal/socialseal-coffee-chat

