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The Impact of Social Media on South Korean Tourists' Travel Decisions to Yunnan

Lu Weiwei

Yuxi Normal University, China Yunnan Yuxi 653100

Abstract: With the advent of the new media era, tourists' ways of obtaining travel information, forming destination
perceptions, and making travel plans have significantly changed. When choosing tourism products in Yunnan, an
increasing number of South Korean travelers rely on photos, video blogs, and content shared by influencers on platforms
such as Instagram, YouTube, Naver Blog, Xiaohongshu (Little Red Book), and TikTok to make their final decisions.
Yunnan boasts abundant natural resources, ethnic diversity, wellness options, and border-related attractions, yet its
visibility, marketing precision, and product conversion rate in the South Korean market remain areas for improvement.
Social media not only shapes South Korean tourists' initial impressions of Yunnan as a travel destination but also
influences their choices regarding travel itineraries, budget allocation, timing of trips, as well as accommodations,
dining, and cultural activities. This paper explores how social media can influence South Korean tourists' travel
decisions to Yunnan, focusing on aspects such as information dissemination, destination image formation, consumer
confidence, and marketing strategies. It further offers recommendations on enhancing the influence and conversion rates
of Yunnan's tourism products on social media platforms in South Korea.
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