Topic: Exploring the role and effectiveness of tourism distribution channels during the
Christmas season

Abstract 
Christmas is like, the busiest time of year for travel companies all over the place. So, they need to be smart about how they sell trips to get as many bookings as possible and keep folks happy. This paper looks at how places like Expedia, direct booking sites, and regular travel agents do things, plus how they're using new tech. It checks out how these different ways of selling trips work during Christmas and what's working or not. The paper calls out some cool tricks that help boost sales and keep everyone on the same page when things get crazy busy during the holidays.

1.Introduction 
Christmas is usually super busy for tourism, with tons of folks wanting to travel. So, how well tourism companies sell stuff is super important to keep peeps happy and make as much money as possible. Places like Expedia, hotel websites, and travel agents all hook customers up with travel companies. Each has its good points, like being easy to use or giving a personal touch.

Websites like Expedia changed things a lot. Now, you can see prices right away, read reviews, and shop around. Booking straight from a hotel gives them more say over prices and lets them get to know you better. Also, travel agents still give advice and create custom trips, perfect if you want some help planning your holiday.

New tech like AI, apps, and changing prices all help these sales methods work better, make things smoother, and react quicker to busy times. If you work in tourism, understanding how these avenues work together is key to getting more people interested, keeping them happy, and making more money when it's Christmas time.

2. Tourism Distribution Channels: Theory and Framework 
Tourism distribution channels are just the ways tourism stuff like hotels, transport, trips, and attractions get from the people who offer them to the people who want them. Basically, it's about how to link what's offered to the customer. Usually, this involves travel agents, tour companies, and wholesalers, but now we also have online travel agencies, search sites, and direct booking sites.

You can think of it like this: the provider, the middleman, and the customer. This helps us see how info flows, how bookings happen, and how things get done.

Why are these channels important? They get you more customers, help with sales, and make the customer happier. If tourism companies pick the right channels and handle them well, they can cut costs, get noticed, and give customers what they want. Online channels also allow real-time bookings, special deals, and marketing based on data – super important in today's tourism world.

2.1 Channel Types
Tourism distribution channels are how tourism stuff like hotels, flights, and tours get to you, the customer. It's all about how the sellers get their services to travelers.

Basically, there are two types: direct and indirect. Direct is when the hotel or airline sells straight to you, usually on their website or by phone. This way, they have more say over prices and your expereince. Indirect is when they use someone else, like a travel agent or online travel site (like Expedia). This gets their stuff out to more people, and those agents might know a lot about specific trips. Of course, it costs the hotel or airline a commission.

One way to think about these channels is: 
(1) Selling to you in person directly, 
(2) Selling to you not in person directly (like on a website),
 (3) Selling to you in person through someone else (travel agents)
 (4) Selling to you not in person through someone else (online travel sites). 
If these channels are managed well, this help tourism businesses to be reachable, noticeable, and good compared to their competition.
2.2 Application of distribution channel theories:

Distribution channel theories basically help us figure out how stuff gets from the people who make it to the people who buy it. This affects how companies market their products and run their businesses.

For example, the Channel Choice Theory is all about picking the best way to get your product to customers. It's about finding the right balance between selling directly and using other sellers to help. Maybe a company uses wholesalers to get into markets that are far away. That way, they don't have to deal with all the shipping headaches and can take advantage of the wholesaler's know-how.

Then there's the idea that sellers help with things like buying, selling, storing, and even financing. They do more than just move products around; they actually make the whole process better.

Also, think about push and pull strategies. How you distribute your stuff goes hand-in-hand with how you promote it. Push strategies mean getting sellers to push your products. Pull strategies get customers excited so they go looking for your products.

When companies use these theories, they can create ways to sell their products that are more streamlined, reach more people, cost less, and keep customers happier. This helps them stay ahead in a constantly changing marketplace.

2.3 Integration of technology
Tech has totally changed how companies sell stuff and deal with customers. For example, pricing tools change prices super fast depending on what's popular, who the competition is, and what people are buying. This helps companies make more money!

AI also helps make shopping better by suggesting stuff people might like. This makes people buy more and be happier. Phone apps let people easily look at stuff, order, and pay. Chatbots are there to answer questions right away and keep people happy. Also, programs that keep track of customers let businesses remember what people like. This way, they can make ads and deals that people actually want.

All this tech makes selling stuff way better. It helps get the right products to the right people, makes customers loyal, and helps companies run smoothly. Basically, it's a new way of doing business that gives companies an edge.

3. Role and Effectiveness of Channels During the Christmas Season
During Christmas, how brands talk to us and get their products out there is super important for getting us to buy stuff. Stores online and in person use all sorts of ways to get our attention and make sure we see their ads, deals, and products when we're ready to shop.

Like, regular stores make things Christmassy with decorations and special displays, and the people who work there are extra helpful. This makes us want to come in and maybe buy things we didn't even plan on. Online, places like social media, email, and websites let us shop without leaving the couch. Social media gets brands noticed by getting us involved with fun stuff like contests and gift ideas. Sometimes these things get really popular and lots of people see them, which gets folks to buy things both online and at the store. Plus, TV and radio ads still work to reach lots of people, especially older shoppers who trust those kinds of ads.

It works even better if everything is connected, so the message is the same no matter where you see it. This makes you remember the brand and makes you more likely to buy something because it feels easy. Special holiday sales, stuff that's only available for a short time, and fast shipping also make us want to shop now because we're excited about Christmas. Basically, using all these ways to reach us during Christmas makes sure lots of people see the products, gets us interested, and helps stores sell more stuff. They need to be well-organized to reach their goals during this holiday season.

4. Critical Evaluation of Tourism Distribution Trends During Christmas
· Shift from traditional to digital Switching  
Switching from old-school to online ways of selling has really changed how people get their stuff. Companies are using websites and apps more and more to get things to people faster and right to their door. This moves cuts down on expenses like store costs and middleman fees. It also lets businesses sell everywhere and keep up with what customers want as it happens. Plus, online selling means you can do more personal ads, react faster to what folks want, and keep customers happy – super important for doing business these days.
· Consumer behavior trends
What folks buy and why is always changing because of tech, culture, and the economy. Nowadays, people really want things to be easy, personal, and online, especially on their phones. What they see on social media and from influencers has a huge impact on what they buy. Online shopping is still getting bigger, and everyone expects fast shipping and a smooth experience.

Being eco-friendly and doing the right thing matters a lot too. Many folks like to buy from brands that care about the environment and society. Plus, companies can now use data to make stuff just for you, which keeps you coming back. People care more about good times than just buying stuff; they want real and meaningful relationships with brands. So, businesses have to be quick to adapt and make sure they're using tech, being open, and putting customers first. That's how they can keep up with what people want and stay ahead in this digital world.

· Challenges faced by providers:

Businesses that offer stuff have a tough time handling how they get their products to people.One big problem is keeping things cheap and on time while still giving customers what they want. If deliveries are late, inventory is a mess, or they depend too much on other companies, it can mess up delivery times and raise prices.

Another issue is when different sellers compete for the same customers, which can cut into profits and cause fights. Companies also have trouble keeping up with shoppers' changing tastes and new tech, so they always need to tweak how they distribute things.

Making sure the product is good and the brand looks the same everywhere, both online and in stores, can also be hard. Rules and shipping problems, especially in other countries, make things even more complicated.

Basically, businesses need to find a good mix of low costs, happy customers, and working well with all their sales channels to stay ahead in a world that's always changing.

Comparative effectiveness
when we talk about how well different ways of selling stuff work, we're looking at which ones get products to customers in a way that's cheap and makes money. Companies usually sell in lots of ways – directly, online, through stores, and other places. Each way has its own ups and downs when it comes to who you can reach, how much it costs, how customers feel about it, and how fast things get there. Selling directly means you control how things look and feel for buyers, but it can cost more to run. Selling through stores gets you out there fast, but you make less per sale and don't control prices as much. Selling online is easy to grow and good for people who love tech, while stores let people see stuff in person right away. When you look at all these options, you can figure out the best way to sell that balances cost, who you can sell to, and keeping customers happy. Really, what works best depends on who you're trying to sell to, what you're selling, and what your business is trying to do overall.

5. Innovativeness in Channel Management Strategies During Christmas

5.1 Channel differentiation and strategic integration:
Making your channels stand out and work together well is super important for business now. Channel differentiation is all about making each way you reach customers special, so you're not just another face in the crowd and you actually give people what they want. Think of it like this: a store might have cool online stuff that's just for web users, great service if you visit a real physical location, or app features just for your mobile phone.

Then, strategic integration is about lining everything up so people get a smooth, consistent experience no matter where they interact with you. When marketing, sales, and how you get stuff to customers all work together, you cut out wasted effort, put resources where they're most useful, and make sure your brand always feels like, well, YOUR brand.

When you do both well, you can really take what each channel has to offer while staying on track with your main goals. This makes customers happier, keeps them coming back, and helps you wipe the floor with rivals because you’re keeping up with where everyone shops.
5.2 Dynamic marketing strategies 
Marketing strategies in distribution channels mean always tweaking what you do to get products from makers to buyers as smoothly as possible. Companies use a combo of direct sales, other stores, online spots, and teamwork to hit the folks they want to sell to. These plans are all about keeping up with what's hot, what buyers want, and what other companies do. Things like checking data as it comes in, giving special deals, and having flexible shipping help make channels work better. If marketing and channels work well together, companies can make customers happier, sell stuff, and build their name. In the end, these fast-moving plans make sure channels are quick, cheap, and strong, even when things change fast.
5.3Technological innovations
Tech has totally changed how stuff gets around, making it quicker and better for everyone. With things like robots, AI, and fancy computer programs for shipping, companies can keep an eye on what they have, guess what folks will want, and figure out the best way to deliver it. Online stores and marketplaces have made it easier to reach more peeps, hooking up the people who make stuff straight to the people who buy it, cutting out the middleman. Tech like blockchain makes sure you know where your stuff comes from, so you can be sure it's the real deal and not some fake. Plus, new ways to get stuff to your door, like drones and driverless cars, are making deliveries faster and dependable. Basically, tech has taken getting things from point A to point B from being a straight line to a whole data powered system.
Case study 
Over Christmas, Zomato got super creative with how it managed its channels. It did a great job using online and offline spots to get people involved and boost sales. Thinking that more folks order food during the holidays, Zomato used its app, site, social media, and restaurants to make ordering easy.

The company had holiday deals like discounts, combos, and special picks. They told everyone through notifications, emails, and posts. This got regulars excited and pulled in fresh faces wanting easy food during the holiday chaos.

Zomato also teamed up with restaurants for on-time delivery, Christmas menus, and cool packaging to make customers happier. They tested things like Christmas specials on the app, so people could find deals fast. And, using data, Zomato guessed when orders would spike and fixed up deliveries to cut delays and make things smoother.

By mixing tech, deals, and teamwork, Zomato really boosted its presence, letting customers hit them up easily from anywhere. This kept customers happy and showed Zomato was on the ball during that busy time. All in all, Zomato's channel management over Christmas is a cool example of how tech, promos, and getting stuff done right can grow a biz and make it look good.

Literature reviews
Tourism routes are super important to link travel companies with people who want to travel, especially around busy times like Christmas. These routes can be direct, like booking straight from a hotel, or indirect, like through websites such as Expedia, tour companies, or travel agents.

During Christmas, when everyone wants to get away and there are lots of deals, these routes are super important for getting travel stuff to the right people fast. Studies show more and more folks are using online routes, like websites and apps, because they're easy, let you compare prices, and let you book at the last minute. Plus, things like social media and ads make these routes even better during the holidays by helping travelers decide where to go. But old-school travel agencies still matter because they give personal help, especially if you're planning a big, fancy trip.
How well sales channels do during Christmas depends on if they can handle lots of orders, make sure people can use them, and give good deals and prices. Studies show that using a mix of ways to sell—like selling straight to loyal customers and using other sites to reach more people—works best (Dolnicar &amp; Ring, 2014). Plus, if all the sales channels work together, there's less chance of overbooking and people will be happier. So, sales channels aren't just for booking stuff; they're also good ways to get into the market and make more money during Christmas. Later on, studies could look at how new tech like AI and VR can make these channels even better.

Methodology 
We're doing a study that mixes things up to see how important travel places are when it's Christmas time. We're using numbers and stories to get a good idea of how people act, how good the travel spots are, and what the travel people think.

For the numbers part, we're doing surveys with people from here and other countries who travel at Christmas. We'll ask them what places they like to book from (like travel places, websites, or booking straight), why they pick them, and if they're happy with how easy it is. We want to ask 200 people we find in busy places, airports, and online travel hangouts. Then, we'll use math to find patterns and see if there's a link between where people book and how happy they are.
We'll do some interviews with tour operators, travel agents, and hotel managers to get their take. We want to know what problems they face, how they sell, and what promos they run during Christmas. We'll look for common ideas, what works, and what doesn't when it comes to how they get people to travel.
We'll also check out industry reports, booking stats, and marketing stuff to get a better sense of what's going on. We will ask people if we can use what they say. We won't tell anyone who we talked to, and people can stop if they want.
By comparing what we learn from surveys, interviews, and other sources, we can be more sure that what we find is right. This plan should give us a good idea of how these travel channels work and how well they help people travel at Christmas. This is useful for people in the tourism business and for research.


Findings 
The Christmas season is super busy for tourism, with lots of folks wanting to travel and enjoy the holidays. How people find and book these trips is super important. Our research shows that both old-school and online methods have a big on what people do.

Old-school ways, like travel agents, are still helpful, mostly for older people who want easy, planned trips. They give advice and make custom packages, which is nice when things get hectic. But they can be slow and not always easy to get to compared to online stuff.

Online options, like travel websites and apps, are great since they're easy to use, show what's available right away, and have good prices. Many travelers like using them for quick bookings, comparing costs, and getting instant confirmations. Social media and reviews also matter a lot, as they sway choices with ads and what other people say. It seems that using both old and ways works best during Christmas. Travel companies that use a mix of methods usually get more bookings and happier customers. Personalized marketing, timely deals, and easy transactions really help make things work better. So, yeah, how people sell holidays is super important. Online stuff is getting bigger because it's easy and quick. But old-school methods still matter since some folks like that personal touch. If you mix both well, you can totally cash in when everyone's booking trips around the holidays. 

Discussion 
Tourism sellers are super important for linking up travel companies (hotels, airlines, tour companies) with people who want to travel, especially at busy times like Christmas. These sellers -- online travel sites, old-school travel agents, tour companies, and direct booking spots --make it way easier to plan trips and book stuff without a headache.

Around Christmas when everyone's going somewhere, these sellers get really put to the test. Online sites like Booking.com or Expedia are big because they're easy to use, show what's open right away, and are simple to get around. People can check prices, read what others thought, and book right then, which is great if you're planning at the last minute.

Social media and apps make these sellers even better by giving you deals just for you, discounts for the season, and ads that get your attention. Travel agents and tour companies still give you something too, like ready-made vacation deals, inside tips about places, and help that's just for you. At Christmas, they're good if you want to be sure everything's taken care of – flights, hotels, and fun Christmas stuff. Booking straight from the hotel or airline also matters. They have rewards programs and special offers that keep people coming back.
These channels work if they're easy to get to, have clear prices, and can handle lots of people. During busy times like Christmas, you need quick booking, good help for customers, and easy to understand cancellation rules. When channels work together, like travel sites teaming up with airlines or hotels, things run smoother and people are happier. So, tourism channels really make a difference in how people experience holidays. If they're easy to use, trustworthy, and can handle the holiday rush, everyone wins – customers are happy, and businesses do well.

Conclusion 
Christmas time is super busy for tourism. How you get your name and product out there is super key for matching businesses with people who want to go places.

Both old-school and online methods assist big time in making everything easy to see and get to for travelers. You still have travel agents, tour guides, and physical booking spots for people who dig getting advice face-to-face and want pre-made vacation deals. But then you got websites, apps, and social media that take care of folks who need info ASAP, want good deals, and want to book without any trouble.

For these methods to work well, you gotta mix in your ads, give live updates, and have some wiggle room for people who change their minds during the holidays. Arranging deals between airlines, hotels, and cool local spots helps them get the word out to even more people and builds vacation packages that make customers happy.

It's not all sunshine though. Things can get messy with so many options out there. It is easy to get bogged down with info, and demand moves up and down. This means careful planning and fresh ideas are important. Basically, Christmas shows how crucial it is to have a mixed and well-run system for sharing info. It is not only a way to get sales but also make your brand stick in people's minds, keep customers happy, and help the tourism world get bigger and better.
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