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[bookmark: _Toc217562894]ABSTRACT
The Christmas season showcases a peak holiday travel where businesses in tourism and hospitality sectors like hotels, resorts, and airlines, face a high demand and an equally high competition for buyer spending. During these times, businesses in tourism and hospitality face demand and competitive intensity in pricing, and limited capacity resources. In these situations, direct reservation channels in tourism like, web sites, apps, email, and customer loyalty programs, have emerged from being primarily a cost, into a strategic lever for real profit, while also reducing reliance on middle agents. This study seeks to determine, Relational revenue theory, the importance on the obstacles to, maximizing direct reservation channels, in the Christmas crush on tourism businesses. This involves the use of digital platforms. This focuses on the value of optimizing demand during the Christmas crush, pricing and loyalty on the consumer. This also seeks to establish why tourism businesses are computerized, in order to bypass OTAs, while at the same time analyzes the technological, marketing, and consumer trust development costs. This study seeks to apply qualitative secondary data from industry reports on the leading brands in tourism, to consumer behavior. The study further seeks to determine the impact of these reservation channels on profitability and brand equity. The study concludes that the profitability of direct reservation channels, positively correlates with brand equity, and when integrated with personalized offers, loyalty programs, and festive promotions.
The study concludes that while OTAs remain relevant for visibility, direct booking channels are increasingly vital for sustainable growth during peak seasons. Strategic investment in digital infrastructure and customer-centric booking experiences is essential for tourism businesses aiming to succeed during the Christmas rush.
[bookmark: _Toc217562895]INTRODUCTION
The tourism and hospitality industry operates in highly competitive and dynamic market environment. Distribution channels in these industries are vital for assessing performance. Distribution channels in tourism are the different ways that tourism products and services like accommodation, transport, tours, and experiences are accessed by the consumers. Traditionally in tourism distribution, the main players involved were third parties for example travel agents and tour operators. However, highly advanced digital technology has shifted the structure of tourism distribution channels. One of these transformations is the growth of direct booking channels. This is of particular interest for tourism businesses because it influences the way they deal with customers in periods of high demand like Christmas.
Most people know how important and profitable the Christmas season is for the global tourism and travel industry. Increased demand for travel around Christmas comes from the holidays, family vacations, religious holidays, and leisure travel at the end of the year. Popular travel destinations around the world have near-100% occupancy, and there is higher spending by tourists. There is also increasing competition between businesses that cater to tourists. It is this Christmas rush that creates opportunity and risk for businesses in tourism and travel. Demand is high, but businesses also face the challenges of dynamic pricing, inventory management, customer service, and operational efficiencies. Christmas travel is both profitable and costly to serve. 
In this difficult market, channel strategy is very important. Tourism companies must determine how to manage the trade-off between indirect channels including OTAs with direct booking channels such as official web sites, mobile applications, call centres and e-mail reservation systems. Direct booking channels have emerged in the past decade as tourism businesses attempt to decrease dependence on middlemen and recover customer relationships. 
This shift has been further accelerated by the widespread adoption of smartphones, improved internet connectivity, and the growing consumer preference for personalized and transparent booking experiences.
The Direct booking channels allow tourism businesses to directly interact with customers without any involvement of third-party intermediaries. During the Christmas rush, this direct interaction becomes particularly valuable. Businesses can offer exclusive festive discounts, personalized holiday packages, flexible cancellation policies, and loyalty rewards to encourage customers to book directly. Moreover, direct bookings enable tourism enterprises to collect valuable customer data, which can be used to tailor marketing campaigns, improve service delivery, and foster long-term customer loyalty beyond the holiday season.
Despite these advantages, the use of direct booking channels during the Christmas season is not without challenges. Tourism businesses face increased marketing costs to attract customers directly, technological requirements to maintain secure and user-friendly booking platforms, and strong competition from OTAs that invest heavily in advertising and search engine optimization. Additionally, consumers often compare prices across multiple platforms, making it difficult for businesses to ensure rate parity while still promoting direct bookings.
The growing importance of direct booking channels during peak seasons has generated significant interest among researchers and industry practitioners. Understanding how tourism businesses utilize these channels during the Christmas rush can provide insights into effective revenue management, customer relationship management, and competitive positioning. This study focuses on analyzing the impact of direct booking channels on tourism businesses during the Christmas season, with particular emphasis on their role in increasing bookings, reducing costs, enhancing customer loyalty, and supporting strategic pricing decisions.
There are three objectives of this study. First, it aims to examine how tourism businesses use direct booking channels to capitalize on increased demand during the Christmas period. Second, it seeks to analyze the benefits and challenges associated with direct bookings in comparison to OTAs, particularly in terms of cost savings, brand control, and customer engagement. Third, the study evaluates the strategic importance of direct booking channels for long-term sustainability in the tourism industry.
By addressing these objectives, this research contributes to a deeper understanding of modern tourism distribution strategies during peak holiday seasons. The findings of this study are expected to be valuable for tourism managers, marketers, and policymakers who aim to optimize distribution channel performance and enhance competitiveness during the Christmas rush.
[bookmark: _Toc217562896]LITERATURE REVIEW

The literature on tourism distribution channels highlights their central role in connecting tourism suppliers with consumers and shaping purchasing decisions, especially during peak seasons. Scholars widely agree that distribution channels influence not only sales volumes but also pricing power, customer relationships, and long-term competitiveness of tourism businesses. This section reviews existing studies related to tourism distribution channels, the rise of direct booking platforms, seasonal demand during Christmas, and comparisons between direct booking channels and Online Travel Agencies (OTAs).
[bookmark: _Toc217562897]Concept of Tourism Distribution Channels
Tourism distribution channels refer to the network of organizations, platforms, and intermediaries involved in delivering tourism products and services from suppliers to end consumers. According to Pearce and Schott, tourism distribution channels function as mechanisms that reduce transaction costs, provide market access, and facilitate information exchange between producers and travelers. Traditionally, these channels consisted of travel agents, wholesalers, and tour operators who acted as intermediaries between suppliers and tourists.
With the digitalization of tourism, the structure of distribution channels has evolved significantly. Buhalis emphasized that information and communication technologies (ICTs) have enabled tourism businesses to bypass traditional intermediaries and interact directly with consumers. This transformation has resulted in a hybrid distribution system where direct and indirect channels coexist. During high-demand periods such as Christmas, the efficiency and effectiveness of these channels become even more critical, as businesses aim to capture maximum value from increased consumer demand.
[bookmark: _Toc217562898]Direct Booking Channels in Tourism
Direct booking channels are reservation tools owned and operated by travel businesses and do not require third-parties to book travel. These channels are businesses’ websites and mobile apps, call centers, emails, and social media. Various studies in these fields suggest that these booking channels are beneficial in several ways. As observed by Kracht and Wang, direct channels for bookings offer suppliers more control over their prices, brand promotion, and communication with their customers.
Several studies have highlighted the growing importance of direct booking channels in the hospitality sector. Hotels, in particular, have increasingly invested in user-friendly websites, secure payment systems, and mobile-optimized booking engines. During the Christmas season, direct booking channels are often used to promote festive packages, early-bird discounts, and value-added services such as complimentary meals or holiday experiences. These strategies are designed to incentivize consumers to book directly rather than through intermediaries.
Moreover, direct bookings provide access to valuable customer data, including booking history, preferences, and demographic information. During peak seasons, personalization plays a key role in influencing booking decisions, as travelers seek tailored experiences and flexible options.
[bookmark: _Toc217562899]Seasonality and Christmas Demand in Tourism
The effect of seasonality on tourism is a well-recognized phenomenon in tourism literature, referring to seasonal predictable cycles. Christmas season is the peak of the period characterized by the rise of tourism, holiday family travels and leisure trips. Butler's studies show that seasonal peaks in tourism result in a double-edged sword to tourism businesses; seasonal peaks provide great income opportunity and potential increase in revenue stream to tourism businesses but brings greater competition to the industry. Also, peak seasons bring greater demand to the industry resulting in capacity problems and higher consumer price sensitivity. Christmas tourists have a tendency to book trips in advance, have a greater tendency to compare multiple bookings and would look for special holiday deals. Distribution literature suggests that during peak Christmas season, consumer behavior is also affected by the distribution channel. Businesses that occupy a direct distribution channel have more capability to promote and communicate festive holiday themes, special offers and their brand values to their consumers. On the other side, OTAs that dominate the distribution channel have much higher online visibility due to their extensive marketing resources and global presence. Yang et al. show that during peak season, more travelers than not forgo price considerations and place a greater emphasis on availability, trust and ease of process. This result can help OTAs promote their services by incorporating strategic value of direct distribution channels that well established businesses can capitalize on during peak seasons when consumer trust is higher to promote direct bookings.
[bookmark: _Toc217562900]Comparison of Direct Booking Channels and OTAs
A significant portion of tourism literature focuses on the comparison between direct booking channels and OTAs. OTAs such as Booking.com, Expedia, and Airbnb act as powerful intermediaries that aggregate tourism products and provide consumers with price comparison tools, reviews, and booking convenience. According to Law et al., OTAs have transformed consumer booking behavior by offering transparency and ease of access.
However, several studies highlight the challenges associated with OTA dependency. One of the most frequently cited issues is commission costs, which can range from 15% to 30% per booking. During high-demand periods like Christmas, these commissions can significantly reduce profit margins for tourism businesses. Direct booking channels, in contrast, allow businesses to retain a larger share of revenue, making them particularly attractive during peak seasons.
Despite these advantages, literature also acknowledges the challenges of direct booking channels. Maintaining competitive pricing, investing in digital marketing, and ensuring technological reliability require substantial resources. During the Christmas rush, website crashes, slow booking processes, or poor user experience can lead to lost sales. Therefore, scholars emphasize the need for a balanced, multi-channel approach rather than complete disintermediation.
[bookmark: _Toc217562901]Strategic Importance of Direct Bookings During Peak Seasons
Recent studies have increasingly focused on the strategic role of direct booking channels during peak tourism periods. According to Ivanov and Zhechev, revenue management strategies are more effective when tourism businesses have direct control over pricing and inventory. During Christmas, direct channels allow businesses to adjust prices dynamically, offer bundled packages, and manage demand more efficiently.
Furthermore, loyalty programs linked to direct bookings have been shown to influence consumer choice during the holiday season. Research indicates that travelers are more likely to book directly when offered loyalty points, member-only discounts, or flexible cancellation policies. This reinforces the idea that direct booking channels are not only sales tools but also long-term relationship-building mechanisms.
[bookmark: _Toc217562902]Research Gap
While existing literature extensively discusses tourism distribution channels and the rise of direct bookings, there is limited research specifically focusing on the impact of direct booking channels during the Christmas season. Most studies examine general booking behavior or year-round distribution strategies, leaving a gap in understanding how peak holiday demand influences channel effectiveness. This study addresses this gap by analyzing the role, benefits, and challenges of direct booking channels for tourism businesses during the Christmas rush.
[bookmark: _Toc217562903]RESEARCH METHODOLOGY 
This will include:
· Research design
· Data sources
· Sampling (secondary data & case examples)
· Data analysis techniques
· Limitations
[bookmark: _Toc217562904]RESEARCH METHODOLOGY
The research methodology outlines the systematic approach adopted to examine the impact of direct booking channels on tourism businesses during the Christmas rush. This section explains the research design, data sources, methods of data collection and analysis, as well as the limitations of the study. A well-structured methodology ensures the reliability and validity of the findings and provides a clear framework for achieving the research objectives.
[bookmark: _Toc217562905]Research Design
This study adopts a qualitative and descriptive research design. The qualitative approach is appropriate because the research seeks to understand trends, strategies, and impacts related to direct booking channels rather than measure numerical relationships alone. Descriptive research is used to provide a detailed explanation of how tourism businesses utilize direct booking channels during the Christmas season and how these channels influence operational and strategic outcomes.
The study focuses on analyzing existing practices, industry trends, and documented experiences of tourism businesses rather than conducting primary surveys or experiments. This design allows for an in-depth understanding of distribution strategies during a peak seasonal period.
[bookmark: _Toc217562906]Sources of Data
The research is primarily based on secondary data sources, which are widely used in tourism and hospitality studies. Secondary data enables the researcher to access reliable and diverse information from multiple perspectives. The main sources of data include:
· Academic journals and research articles related to tourism distribution channels, direct bookings, and seasonal demand
· Industry reports published by tourism organizations, hospitality associations, and market research firms
· Books and textbooks on tourism management, distribution strategies, and digital marketing
· Case studies of hotels, resorts, and tourism service providers
· Online publications, official tourism websites, and hospitality industry blogs
These sources provide theoretical insights as well as practical examples of how direct booking channels are managed during the Christmas rush.
[bookmark: _Toc217562907]Sampling Technique
The effect of seasonality on tourism is a well-recognized phenomenon in tourism literature, referring to seasonal predictable cycles. Christmas season is the peak of the period characterized by the rise of tourism, holiday family travels and leisure trips. Butler's studies show that seasonal peaks in tourism result in a double-edged sword to tourism businesses; seasonal peaks provide great income opportunity and potential increase in revenue stream to tourism businesses but brings greater competition to the industry. Also, peak seasons bring greater demand to the industry resulting in capacity problems and higher consumer price sensitivity. Christmas tourists have a tendency to book trips in advance, have a greater tendency to compare multiple bookings and would look for special holiday deals. Distribution literature suggests that during peak Christmas season, consumer behavior is also affected by the distribution channel. Businesses that occupy a direct distribution channel have more capability to promote and communicate festive holiday themes, special offers and their brand values to their consumers. On the other side, OTAs that dominate the distribution channel have much higher online visibility due to their extensive marketing resources and global presence. Yang et al. show that during peak season, more travelers than not forgo price considerations and place a greater emphasis on availability, trust and ease of process. This result can help OTAs promote their services by incorporating strategic value of direct distribution channels that well established businesses can capitalize on during peak seasons when consumer trust is higher to promote direct bookings.
[bookmark: _Toc217562908]Data Analysis Techniques
The collected data is analyzed using thematic analysis, a qualitative method that involves identifying recurring patterns and themes within the literature. The analysis focuses on comparing the effectiveness of direct booking channels with indirect channels, particularly OTAs, during the Christmas season.
Themes such as cost efficiency, customer relationship management, pricing control, technological challenges, and competitive pressure are examined in detail. The findings are then interpreted in relation to the research objectives and existing theoretical frameworks discussed in the literature review.
[bookmark: _Toc217562909]Ethical Considerations
As the study relies entirely on secondary data, there are minimal ethical concerns. All sources used in the research are properly acknowledged through citations and references, ensuring academic integrity. No personal or confidential data is collected or analyzed as part of this study.
[bookmark: _Toc217562910]Limitations of the Study
The study is not without its limitations. First of all, it depends primarily on secondary data, so the findings will rely on the existing data's relevance and accuracy. Secondly, no primary research data, like surveys or interviews, which can offer first-hand accounts or opinions of tourism managers and clients, were included. Thirdly, since the focus is on the Christmas season, the findings may not be as generalizable to other peak times or to places with other seasonal patterns. Nonetheless, these limitations are not the study's main value. Rather, they point towards future research potential, such as conducting empirical work or other holiday seasons for comparative studies.

[bookmark: _Toc217562911]FINDINGS
This section presents the key findings derived from the analysis of secondary data, industry reports, and documented case examples related to the use of direct booking channels by tourism businesses during the Christmas rush. The findings are organized around major themes aligned with the research objectives, highlighting how direct booking channels influence business performance during the peak holiday season.
· Increased Utilization of Direct Booking Channels During Christmas
One of the primary findings of the study is that tourism businesses significantly increase their reliance on direct booking channels during the Christmas season. Hotels, resorts, and tour operators actively promote their official websites and mobile applications to capture high seasonal demand. Christmas-specific marketing campaigns, such as festive-themed website designs, countdown offers, and limited-time holiday deals, are commonly used to attract direct bookings.
Industry reports indicate that many tourism businesses prioritize direct channels during Christmas because consumer intent to travel is already high. As a result, businesses focus on converting this demand into direct reservations by offering incentives such as complimentary services, flexible cancellation policies, and guaranteed best-rate assurances. These strategies help reduce dependency on intermediaries during a period when occupancy rates are naturally elevated.
· Positive Impact on Revenue and Profit Margins
The findings reveal that direct booking channels have a positive impact on revenue generation and profit margins during the Christmas rush. One of the most significant advantages is the elimination or reduction of commission fees paid to OTAs. During peak seasons, OTA commissions can substantially erode profits, especially for small and medium-sized tourism businesses.
By encouraging direct bookings, tourism businesses retain a larger share of revenue per transaction. This allows them to reinvest in service quality, festive experiences, and staff incentives during the busy holiday period. Several case examples demonstrate that even a moderate shift from OTA bookings to direct bookings during Christmas can result in substantial cost savings and improved financial performance.
· Enhanced Pricing Control and Revenue Management
Another important finding is the increased level of pricing control achieved through direct booking channels. During Christmas, tourism businesses often implement dynamic pricing strategies to reflect demand fluctuations. Direct booking platforms enable real-time price adjustments, package bundling, and promotional offers without the constraints imposed by third-party intermediaries.
The study finds that tourism businesses use direct channels to offer value-added packages rather than deep discounts. For example, hotels may include festive meals, holiday activities, or late check-out options as part of Christmas packages. This approach helps maintain price integrity while enhancing perceived value for customers. Such pricing flexibility is more difficult to achieve through OTAs due to rate parity agreements and standardized listing formats.
· Strengthening Customer Relationships and Loyalty
The findings indicate that direct booking channels play a crucial role in strengthening customer relationships during the Christmas season. Direct interaction with customers allows tourism businesses to personalize communication, acknowledge repeat guests, and provide tailored recommendations. Loyalty programs linked to direct bookings are particularly effective during the holiday period, as travelers are more willing to engage with brands offering long-term benefits.
Customer data collected through direct bookings enables tourism businesses to send personalized holiday greetings, pre-arrival messages, and post-stay follow-ups. This personalized engagement enhances customer satisfaction and increases the likelihood of repeat visits in future seasons. The study finds that customers who book directly during Christmas are more likely to develop a stronger emotional connection with the brand compared to those who book through OTAs.
· Challenges Associated with Direct Booking Channels
Despite the positive impact, the findings also highlight several challenges associated with direct booking channels during Christmas. One major challenge is increased competition from OTAs, which intensify their marketing efforts during the holiday season. OTAs invest heavily in online advertising and often dominate search engine results, making it difficult for individual tourism businesses to attract direct traffic.
Another challenge is the technological and operational pressure on direct booking platforms during peak demand. Website downtime, slow loading speeds, or payment gateway failures during the Christmas rush can result in lost bookings and customer dissatisfaction. The study finds that tourism businesses with well-maintained and scalable digital infrastructure are better positioned to benefit from direct bookings during peak seasons.


[bookmark: _Toc217562912]DISCUSSION
The discussion section interprets the findings of the study in relation to existing literature and the stated research objectives. It critically examines the role of direct booking channels during the Christmas rush and evaluates their strategic implications for tourism businesses. By linking empirical observations with theoretical perspectives, this section provides a deeper understanding of how and why direct booking channels influence tourism performance during peak holiday periods.
· Strategic Role of Direct Booking Channels During Peak Demand
The findings confirm arguments presented in tourism distribution literature that direct booking channels play a strategically important role during periods of high demand. As discussed by Buhalis and Kracht, direct channels enable tourism businesses to exercise greater control over distribution processes. During the Christmas season, this control becomes particularly valuable as businesses face heightened demand, limited capacity, and intense competition.
· Pricing Control and Value-Based Strategies
The findings regarding enhanced pricing control through direct booking channels are consistent with revenue management theories discussed in the literature. According to Ivanov, pricing flexibility is essential for optimizing revenue during peak seasons. Direct channels allow tourism businesses to implement dynamic pricing strategies without the restrictions imposed by intermediaries.
The discussion highlights that tourism businesses increasingly adopt value-based pricing rather than discount-driven strategies during Christmas. By offering bundled services and exclusive benefits through direct bookings, businesses maintain brand positioning while appealing to holiday travelers seeking unique and memorable experiences. This approach contrasts with OTA-driven competition, which often emphasizes price comparison over value differentiation.
· Customer Relationship Management and Loyalty
Another important area to cover revolves around the role that direct booking channels play in customer relationship management. The results align with literature that indicates that direct contact increases trust, satisfaction, and loyalty. The Christmas season revolves around family, celebrations, family traditions, and related holiday travel. Personal marketing and themed advertising allow communication in tourism to fully utilize holiday emotions. Loyalty programs that are implemented with holiday direct bookings are powerful. These results allow us to conclude that direct booking channels are beneficial for tourism businesses in terms of short-term profitability and long-term customer loyalty. Operational and Technological Considerations The results also show us the positive operational impacts of the direct booking channels. These impacts must do with the management of inventory and anticipating demand. These results are in line with other research that highlights the value of systems that are integrated for bookings in busy periods. Real-time control of tourist activities helps to reduce the negative effects of demand during peak holiday periods. On the other hand, the results do show us the negative impacts of technology of direct bookings. These results acknowledge that there is a need for ongoing investment in and maintenance of digital infrastructures. The consequences of downtime are highly negative, economically and in terms of reputation. Thus, the strategic effectiveness of directDirect 
· Bookings Versus OTAs: A Balanced Perspective
While the discussion highlights the advantages of direct booking channels, it also recognizes the continued relevance of OTAs. Literature suggests that OTAs play a crucial role in market visibility, especially for new or smaller tourism businesses. During Christmas, OTAs attract a large volume of last-minute and international travelers who rely on comparison platforms.
The discussion emphasizes that the goal is not complete disintermediation but strategic balance. Successful tourism businesses adopt a hybrid distribution strategy, using OTAs for reach and exposure while prioritizing direct channels for profitability and customer engagement. This balanced approach is particularly important during peak seasons, where maximizing both occupancy and revenue is essential.
· Implications for Tourism Managers
From a managerial perspective, the discussion underscores the need for proactive distribution planning before the Christmas season. Tourism managers should invest in optimizing direct booking platforms, enhancing website usability, and designing compelling holiday offers. Integrating digital marketing efforts with customer data analytics can further strengthen the effectiveness of direct booking channels.
Overall, the discussion reinforces the strategic importance of direct booking channels as essential tools for managing demand, enhancing profitability, and building long-term customer relationships during the Christmas rush.
[bookmark: _Toc217562913]CONCLUSION
The Christmas season represents one of the most critical periods for the tourism and hospitality industry, characterized by high demand, increased competition, and significant revenue potential. This study set out to examine the impact of direct booking channels on tourism businesses during the Christmas rush, with a focus on understanding their role in enhancing bookings, improving profitability, strengthening customer relationships, and supporting strategic decision-making.
The findings of the study clearly indicate that direct booking channels play a vital role in helping tourism businesses capitalize on peak seasonal demand. During the Christmas period, tourism enterprises actively promote their official websites, mobile applications, and other direct platforms to attract customers. These channels enable businesses to convert heightened travel intent into confirmed bookings through festive promotions, value-added packages, and personalized offers.
One of the key conclusions of this study is that direct booking channels significantly improve revenue retention by reducing reliance on Online Travel Agencies and minimizing commission costs. During high-demand periods such as Christmas, these cost savings contribute substantially to overall profitability. In addition, direct bookings provide tourism businesses with greater control over pricing and inventory, allowing them to implement dynamic and value-based pricing strategies that align with festive demand patterns.
Despite these advantages, the study acknowledges that direct booking channels are not without challenges. Increased competition from OTAs, higher digital marketing costs, and the need for reliable technological infrastructure remain significant concerns. However, the findings suggest that these challenges can be effectively managed through strategic planning, investment in digital capabilities, and a balanced distribution approach.
For managers, the takeaway is clear: direct booking channels aren't just an 'extra'—they need to be a core part of your strategy, especially when the Christmas rush hits. It’s all about making that direct path the most attractive one. This means polishing up the user experience on your site, shouting about the exclusive perks of booking directly, and using customer data to send the right offers at the right time.
Ultimately, while big travel sites (OTAs) are still great for getting your name out there, direct bookings are the real MVP during the holidays. They offer better profit margins, help build real loyalty with guests, and put the control back in your hands. This study shines a light on just how vital these strategies are during peak season and sets the stage for future conversations about how we handle the holiday travel boom."
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[bookmark: _Toc217562916]Appendix A: Examples of Direct Booking Incentives During Christmas
· Festive accommodation packages including Christmas dinner and events
· Loyalty-point bonuses for direct website bookings
· Early-bird discounts for advance holiday reservations
· Flexible cancellation and payment options during peak season

[bookmark: _Toc217562917]Appendix B: Comparison of Direct Booking Channels and OTAs During Christmas
		Criteria
	Direct Booking Channels
	Online Travel Agencies

	Commission Cost
	None / Minimal
	High (15–30%)

	Customer Data Access
	Full access
	Limited

	Pricing Control
	High
	Restricted

	Brand Loyalty
	Strong
	Platform-based

	Visibility
	Moderate
	Very High






[bookmark: _Toc217562918]Appendix C: Common Challenges in Managing Direct Bookings During Peak Season
· Website traffic overload during Christmas
· Increased digital marketing expenditure
· Competition with OTA promotions
· Need for real-time inventory synchronization

