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Abstract: 
The Disintermediation Challenge and Direct Booking Strategy
This report addresses the Disintermediation Challenge faced by hotels due to the dominance of Online Travel Agencies (OTAs) like Expedia and Booking.com. OTAs charge high commissions ($\mathbf{15\%}$ to $\mathbf{30\%}$) and seize customer ownership, severely impacting hotel profitability and hindering customer loyalty efforts.
The report aims to develop innovative strategies to shift consumer behavior and encourage direct bookings through the hotel's own channels.
Through a qualitative, deductive analysis of existing literature, industry reports, and successful hotel case studies, the findings confirm that direct bookings are dramatically more profitable, retaining up to $10\%$ higher profit margins than OTA bookings.
The analysis is framed by consumer behaviour theories, particularly the Theory of Planned Behaviour and Perceived Risk Theory, showing that customers choose OTAs for their perceived convenience and lower risk. Successful hotel strategies, such as Best Rate Guarantees (reducing price risk) and Exclusive Value-Adds like free Wi-Fi (improving attitude), directly attack these psychological barriers.
The report proposes five forward-thinking, actionable strategies to move beyond simple price matching:
1. Hyper-Personalized Dynamic Packages: Using data to offer unique, valuable bundles unavailable on OTAs.
2. Gamified Loyalty Conversion: Providing instant, guaranteed rewards upon direct booking to reinforce positive behaviour.
3. Direct-Channel Exclusive Room Inventory: Dedicating unique, high-value products that can only be booked directly.
4. Transparent Price Comparison Widgets: Visually demonstrating the superior total value of booking direct.
5. Seamless Chatbot-to-Agent Conversion: Combining AI speed with human-touch service to ensure a flawless experience.
II. Introduction 
The way people book trips has changed completely in the modern tourism world. The biggest change is the rise of powerful online booking websites, known as Online Travel Agencies (OTAs), such as Expedia, Booking.com, and others.

The New Context: OTAs Take Center Stage
In the past, people often booked their stays directly with the hotel, through a travel agent, or over the phone. Now, most people start their search and often complete their booking on an OTA website.
· OTAs act as huge, visible digital storefronts, listing thousands of hotels in one place, which makes it very convenient for customers to search, compare prices, and book.
· While this convenience is good for the customer, it puts significant pressure on traditional hotel suppliers. Hotels rely on these platforms to fill their rooms and reach a global audience. This dependence is the root of the main challenge.

 The Problem: The Disintermediation Challenge
When a hotel room is booked through an OTA, the hotel faces two major issues—what we call the Disintermediation Challenge:
1. High Commission Costs: OTAs charge the hotel a substantial commission (a fee, often $15\%$ to $30\%$ of the room price) for every booking made through their site. This significantly reduces the hotel's profit margin.
2. Loss of Customer Ownership: The OTA owns the guest relationship, not the hotel. The hotel doesn't get the guest’s direct contact information or details about their booking preferences until very late, if at all. This makes it difficult for the hotel to build customer loyalty, offer personalized services, or encourage repeat bookings without paying the commission again.
In simple terms, hotels are paying too much and losing control over their own customers.

Aim and Objectives (Our Report's Mission)
The core purpose of this report is to figure out how hotels can reduce their reliance on OTAs and take back control.
Our Aim:
To study why a hotel's direct sales channels (like its own website) are so strategically important, and to develop new, creative strategies that will encourage customers to book directly with the hotel instead of using third-party websites.
Our Objectives (The Steps We Will Take):
1. Review the Value of Direct Booking: We will look at what experts and research say about the benefits of direct booking, focusing on things like the hotel gaining control over its brand, pricing, and communication, and the resulting higher profitability.
2. Analyze the Digital Customer Journey: We will map out how consumers currently search for and buy a hotel stay online (the digital purchase funnel) to find the best places to step in and influence their choice.
3. Evaluate Booking Strategies: We will examine successful direct booking strategies already being used (like offering better rates or loyalty programs) and propose new, innovative ideas to shift customer behaviour.

III. Literature Review 
This section establishes the core ideas that explain the current hotel booking challenges and provides a framework for the strategies we will propose.

How Rooms Get to Guests: Distribution Channels
The path a hotel room takes from the hotel (supplier) to the person who stays in it (consumer) is called the distribution channel. There are two main types:
1. Direct Distribution (The Goal)
· Definition: The shortest path, where the hotel sells the room directly to the guest.1
· Path: Hotel $\right arrow$ Consumer
· Examples: The hotel's own website, phone reservations, walking up to the front desk.2
· Benefit for Hotel: 3$100\%$ profit (no commission) and full ownership of the guest's data and relationship.4
2. Indirect Distribution (The Challenge)
· Definition: The path where an intermediary (a middleman) handles the sale.5
· Path: Hotel $\right arrow$ Intermediary (OTA) $\rightarrow$ Consumer
· Examples: Online Travel Agencies (OTAs) like Booking.com or Expedia, or traditional travel agents.6
· Cost for Hotel: High commissions (15% to 30%) and the loss of direct contact with the guest.

 The Dominance of OTAs
Today, indirect distribution—specifically through OTAs—is dominant.7
· Market Power: Companies like Booking Holdings (which owns Booking.com, Priceline, Agoda) and Expedia Group (which owns Expedia, Hotels.com, Vrbo) control the vast majority of the online booking market.8 They use massive marketing budgets and technology to ensure they always appear first in search results.
· The Billboard Effect: While OTAs charge high commissions, they do offer one benefit: visibility. Many customers use OTAs like a digital window display to discover a hotel, check reviews, and compare prices. After finding a hotel on an OTA, a percentage of guests will then leave the site and search for the hotel's own website to book directly. This discovery function is known as the Billboard Effect. However, only a portion of the time is this effect strong enough to offset the high commissions.
Theoretical Frameworks: Understanding the Guest's Choice
To shift consumers toward direct booking, we must understand why they choose the OTA in the first place. We use these psychological theories to analyze the decision-making process:
1. Theory of Planned Behaviour (TPB)
This theory suggests that a person's Intention (to book directly) is the best predictor of their actual Behaviour (booking directly). This intention is shaped by three key factors:
	TPB Factor
	Application to Direct Booking
	What We Need to Influence

	Attitude
	The guest's personal belief that booking directly is better (e.g., they think the hotel offers the best deal, better service, or a better room).
	Show the perceived value of direct booking (e.g., "Best Price Guarantee" or "Free Upgrade").

	Subjective Norms
	The social pressure or perceived behaviour of people important to the guest (e.g., "My friends always book directly because they get perks").
	Use strong testimonials, display loyalty membership, and show that smart travelers book direct.

	Perceived Behavioural Control
	The guest's belief that booking directly is easy and they have the ability to do it (e.g., "The hotel's website is fast, secure, and easy to navigate").
	Ensure the hotel website is mobile-friendly, payment is secure, and the booking process is simple.


2. Perceived Risk Theory
Customers will choose the booking channel that they feel has the lowest risk. They always weigh the potential negative outcomes of their choice.
· OTA Perception: OTAs are perceived as having low risk because they are widely known, offer guaranteed low prices, have clear cancellation policies, and handle payment security (financial risk).
· Hotel Website Perception: The hotel's own website often faces higher perceived risk. Guests might worry about:
· Price Risk: Is the price really the lowest? (The OTA price might change after they check).
· Performance Risk: Will the booking actually go through? Is the site trustworthy?
· Security Risk: Is my credit card safe on this lesser-known site?
The hotel's strategy must reduce perceived risk by loudly promoting security seals, clear cancellation policies, and price guarantees.
3. Customer Loyalty/Relationship Marketing
This body of theory focuses on creating long-term relationships with customers, which is far more valuable than a single transaction.9
· Key Concept: Building loyalty is achieved through personalized service and recognizing repeat customers.
· Direct Booking Advantage: Booking directly allows the hotel to own the customer's data. This data (preferences, stay history, feedback) is the foundation of a loyalty program.10 Without direct data, the hotel cannot offer meaningful rewards or build a relationship, meaning they must pay commission for every single return visit. Therefore, direct booking is fundamentally necessary for any successful relationship marketing strategy.
IV. Methodology This section explains the plan for how the research will be conducted to meet the report's objectives.

Research Approach: What Kind of Study?
This study will use a qualitative, deductive approach based on secondary data analysis.
· Qualitative: We are focusing on understanding the why and how behind successful strategies, not just counting numbers. We will analyse the quality and meaning of different approaches.
· Deductive: We will start with the established theories (like the Theory of Planned Behaviour) and use them to test and explain real-world strategies and outcomes.
· Secondary Data Analysis: We won't conduct new surveys or interviews. Instead, we will analyse and synthesize information that has already been published by others.
· Case Study Method: We will dive deep into a few specific examples of hotels or chains to see exactly how they succeeded in getting people to book directly.

Data Sources: Where Will We Find the Information?
We will gather information from four main, reliable sources:
1. Academic Journals: Scholarly articles and research papers that provide theoretical depth on consumer behaviour, loyalty, and distribution.
2. Industry Reports: Official data and market analyses from specialized travel research firms (like Phocuswright or STR). These reports provide the market share and financial context of OTAs and hotels.
3. Hotel Company Reports: Publicly available financial statements or annual reports from large hotel groups (like Marriott or Hilton) to understand their stated priorities regarding direct sales.
4. Best Practice Guides: Official white papers, industry conference presentations, and professional guides that outline practical, successful direct booking strategies.
 Case Study Selection: Who Will We Study?
We will select specific hotels or chains that have implemented well-known and successful "Book Direct" campaigns. The selection will be justified by a few criteria:
· Varying Scale: We will look at both large, international chains (e.g., Marriott's "Marriott Rewards Member Rates" or Hilton's "Stop Clicking Around" campaigns) and successful independent or boutique hotels.
· Documented Success: The campaigns chosen must have publicly reported or widely acknowledged success in shifting bookings away from OTAs.
· Strategic Variety: The selected cases must demonstrate a range of different strategies (e.g., one focusing on loyalty, another on price, another on unique offers) to provide a broad view of effective tactics.

Analytical Method: How Will We Make Sense of the Data?
We will use Content Analysis to systematically review the information gathered from the data sources and case studies.
· Content Analysis: This involves reading, interpreting, and categorizing the text (the content) of all the reports, campaigns, and articles we find.
· Categorization: We will use the theoretical frameworks from the literature review as our guiding categories. For example, every successful direct booking strategy will be categorized based on which theory it addresses:
· Does the strategy reduce Perceived Risk (e.g., a "Best Rate Guarantee")?
· Does it improve Attitude towards direct booking (e.g., offering free Wi-Fi only for direct bookers)?
· Does it support Customer Loyalty (e.g., a dedicated members-only portal)?
By organizing the strategies this way, we can clearly prove that the successful real-world tactics align with the established consumer behaviour theories.

V. Findings 
The Value of Booking Direct
This section uses real-world data and case studies to prove the financial benefit of direct sales and to show the specific strategies hotels use to achieve this goal.

The Financial Case for Direct Bookings
The core finding is that direct bookings are dramatically more profitable than bookings made through Online Travel Agencies (OTAs).
	Cost Factor
	Indirect Booking (OTA)
	Direct Booking (Hotel Website)

	Commission/Distribution Cost
	to of Revenue
	to of Revenue

	Guest Data Access
	Limited (OTA owns the relationship)
	Full (Allows for re-marketing and loyalty)

	Cancellation Rate
	High (Often around)
	Lower (Around)


In simple terms: For every $100 room night sold, the hotel keeps only $70-$85 through an OTA, but keeps over $95 through its own website, even after accounting for the costs of website maintenance, payment processing, and online advertising (PPC/SEO). This means the hotel's profit margin is typically to higher on a direct booking.
 Analysing Current Direct Booking Campaigns
Successful hotel chains have launched campaigns focusing on three key areas to shift consumer behaviour away from OTAs: Price, Value, and Loyalty.
1. Price Parity & Guarantees
Due to agreements with OTAs, hotels usually cannot publicly offer a lower price on their website. Instead, they focus on matching the price and providing a guarantee to reduce the guest's perceived risk (Perceived Risk Theory).
· Best Rate Guarantee (BRG): This is the foundation of most major hotel campaigns (e.g., Hilton's "Stop Clicking Around" campaign). The promise is: "If you find a lower price on an OTA after booking with us, we will not only match it but also give you an extra discount (like off) or a gift card."
· The Goal: To assure the guest that they are safe from price risk and have no reason to book elsewhere, thereby improving the Attitude toward direct booking.
2. Value-Adds (Exclusive Perks)
Since hotels can't always discount the rate publicly, they discount the total value of the package by adding free, desirable perks that are only available to direct bookers.
· Case Examples:
· Marriott: Offers exclusive Member Rates (a small discount) but, more importantly, guarantees free premium Wi-Fi and mobile check-in/key access only for those who book direct and are loyalty members.
· Boutique Hotels: Offer perks like complimentary breakfast, late check-out/early check-in, a welcome gift/drink, or guaranteed best room location (e.g., a high floor) to direct bookers.
· The Goal: To create a clear, compelling reason to book directly that overcomes the convenience of the OTA (improving Attitude).
3. Loyalty Mechanics (Membership Walls)
This strategy requires the guest to interact directly with the hotel's brand to unlock a special rate or benefit, ensuring that the hotel captures the guest data for future relationship marketing.
· Case Examples:
· Marriott/Hilton/InterContinental: Their exclusive direct-only rates are locked behind a free sign-up for their loyalty program. The best prices are available only to members.
· The Process: To see the lowest price, the guest must provide their email and name, which officially makes them a loyalty member. The hotel immediately gains valuable customer ownership and data.
· The Goal: To enforce a direct relationship from the very first booking, building Customer Loyalty and enabling targeted future marketing without commissions.

Digital Channel Audit: The Technical Edge
Even the best promotions fail if the hotel's website is frustrating to use. Successful hotels invest heavily to ensure their direct channel is technically superior, addressing the Perceived Behavioral Control factor.
· Mobile-Friendliness: Since most travel research starts on a smartphone, successful hotel websites are designed mobile-first. The booking process is optimized to be readable, fast, and easy on a small screen.
· Booking Engine Speed & Simplicity: The path from clicking "Book Now" to receiving the confirmation should be no more than 3 to 4 clicks/steps. Slow loading times or complicated forms (requiring too much information) are the biggest reasons guests leave the hotel site and return to the familiar, fast OTA interface.
· Security and Trust: Successful sites clearly display security badges (like SSL encryption), provide multiple trusted payment options, and have a clear, easy-to-find cancellation policy to reduce the guest's perceived security and performance risk.

VI. Discussion: Connecting Consumer Behaviour to Hotel Strategy
This section explains how modern consumer habits influence where people book and shows how the successful hotel strategies we found directly address those habits and the theories we discussed.

Critical Evaluation of Behavioural Trends
Consumer behaviour is constantly changing, and successful direct booking strategies must adapt to these trends:
1. Mobile-First Booking
· The Trend: Almost everyone uses their smartphone to start their travel research—checking prices, reading reviews, and looking at photos. This is the "mobile-first" approach.
· The Challenge: While research starts on mobile, many consumers still switch to a desktop computer or the OTA/hotel app to actually complete the booking (especially for complex or expensive trips). They might also switch channels if the mobile website is slow or difficult to use.
· Strategic Necessity: The hotel's direct website and booking engine must provide a seamless mobile experience to stop the customer from abandoning the process or switching to a competitor. If the hotel website loads slowly or payment is complicated on a phone, the customer returns to the familiar, trusted, and fast OTA. This directly impacts the Perceived Behavioural Control theory—if it's not easy, they won't do it.
2. Trust and Social Proof
· The Trend: Customers heavily rely on online reviews (social proof) and the trust established by large, familiar platforms.
· The Challenge: OTAs have built-in trust because they are massive, global brands with millions of reviews. A lesser-known hotel's website might look less trustworthy or secure. Customers often trust the OTA to handle the transaction safely and provide recourse if something goes wrong.
· Strategic Response: Hotels must use their direct channel to build trust by prominently featuring:
· Direct Review Feeds: Displaying up-to-date, verified reviews (social proof).
· Security Badges: Showing payment security seals (reducing Perceived Risk).
· Vibrant social media: Using platforms to showcase genuine guest experiences, making the brand feel more authentic and reliable than an OTA listing.
3. Post-Pandemic Flexibility
· The Trend: Since the pandemic, the demand for flexible cancellation policies and access to reliable, detailed information about health and safety has become a top priority for travelers.
· The Challenge: While OTAs display policies, traveller’s often want to communicate directly with the hotel for complex questions or last-minute changes, especially regarding safety.
· Strategic Response: The hotel's direct channel becomes a vital communication tool. Hotels use their own sites to:
· Promote Superior Flexibility: Offer more lenient cancellation terms for direct bookers than are listed on OTAs (a Value-Add).
· Act as the Official Source: Provide the most up-to-date, detailed information on cleanliness, procedures, and local restrictions, positioning the direct site as the most reliable source of truth.

Bridging Theory and Findings: Why the Strategies Work
The analysis shows that all successful direct booking strategies directly attack the barriers to direct booking identified by the consumer behaviour theories:
· The Problem: Perceived Price Risk (The worry that the OTA has a cheaper price).
· The Strategy: The "Best Rate Guarantee" and "Member Exclusive Rates."
· The Connection: This strategy reduces the Perceived Risk to zero. The hotel is saying, "You will not lose money by booking here," which strengthens the guest's Attitude that the hotel site is the smart choice.
· The Problem: Low Attitude (The belief that the OTA is more convenient and offers the same value).
· The Strategy: Exclusive Value-Adds (Free breakfast, Wi-Fi, late check-out).
· The Connection: This strategy significantly improves the guest's Attitude toward direct booking by demonstrating that the value offered is superior to the OTA. It makes the direct channel the only place to get the "full package."
· The Problem: Loss of Customer Ownership (The hotel can't build loyalty).
· The Strategy: Loyalty Mechanics (Requiring sign-up for the best rate).
· The Connection: This directly enables Relationship Marketing. The act of requiring sign-up for a benefit is a mechanism to capture the guest's data, which is the necessary first step to building long-term Customer Loyalty.
In short, successful hotels use these campaigns to systematically remove the psychological and practical barriers that push guests toward OTAs.

VII. Strategy Recommendations (Part of Discussion/Conclusion, Focus on Innovativeness)
This section outlines five forward-thinking, actionable strategies that hotels can adopt to creatively shift consumer behaviour and maximize direct sales. These focus on innovation to move beyond simple price matching.

1. Hyper-Personalized Dynamic Packages
The Idea: Stop offering generic deals. Use technology (AI/CRM) to look at a returning customer's past spending and search history to create a one-time, unique package that appears only on the hotel's website.
· How it works: If a customer previously spent a lot at the golf course, the website dynamically offers them a "Direct Booking Golf Package" that includes a free round or deeply discounted tee time. If they always choose a room with a specific view, the package guarantees that view.
· Why it's innovative: OTAs cannot match this level of personalization because they don't have this detailed history. It makes the direct site the source for the most relevant and valuable offer, boosting the customer's Attitude toward direct booking.
2. Gamified Loyalty Conversion
The Idea: Introduce a fun, interactive game or reward system directly on the booking confirmation page or just before payment to provide an instant, satisfying reward.
· How it works: After selecting a room, the customer sees a pop-up: "You booked direct! Spin the Wheel for an instant, guaranteed perk!" The guest might instantly win free parking, a late check-out, or a room upgrade.
· Why it's innovative: This taps into the emotional, or hedonic, side of consumer motivation. The immediate, random reward is exciting and reinforces the positive feeling of booking direct, strengthening the link between Behaviour (booking direct) and an instant reward, encouraging future direct bookings.
3. Direct-Channel Exclusive Room Inventory
The Idea: Dedicate a unique, high-value product or room type that is never, under any circumstance, listed on an OTA.
· How it works: The hotel creates a special offering, perhaps calling it the "CEO Suite," the "Signature Experience Package," or a "Private Rooftop Dinner." Since the customer can only find and book this exclusive product on the hotel’s website, the direct channel instantly becomes the source of exclusivity and aspiration.
· Why it's innovative: This strategy ensures that guests who seek the absolute best or a special experience must visit and transact on the hotel's website, driving traffic and guaranteeing profit on the most expensive products.
4. Transparent Price Comparison Widgets
The Idea: Install a visually simple widget on the hotel's booking page that clearly compares the total value of booking direct versus booking on an OTA.
· How it works: The widget doesn't just show the room rate. It shows:
· OTA Price: $150 (Room Rate)
· Direct Price: $150 (Room Rate)
· Plus, Direct Value-Adds: Free Wi-Fi ($10), Free Breakfast ($20), Late Check-Out (Value priceless)
· TOTAL DIRECT VALUE: $180+
· Why it's innovative: This shifts the comparison from just price to total value. It acts as a clear, immediate tool to reduce the Perceived Price Risk and reinforce the Attitude that the hotel site is the better deal, removing any doubt right at the moment of decision.
5. Seamless Chatbot-to-Agent Conversion
The Idea: Use an AI Chatbot for 24/7 customer service on the website, but program it to be a proactive sales tool that transitions smoothly to a human agent when needed.
· How it works: A customer asks the chatbot a complex question about a special request. Before the chatbot hands the conversation to a human agent, it is programmed to say: "I see this requires human help. Before I connect you, here is a special $20 direct-booking credit for your upcoming stay!" The human agent then takes over with the credit already noted.
· Why it's innovative: This strategy combines the speed and efficiency of AI with the trust and personal touch of a human. It ensures that the hotel captures the booking before the customer gets frustrated or leaves to search on an OTA, providing a high level of Perceived Behavioural Control and customer service.
VIII. Conclusion 
This report set out to understand why hotels need to focus on direct bookings and what they can do to win back customers from large online travel agents (OTAs).

 Key Conclusions
1. Direct Booking is Critical for Profit: The central finding is purely financial. Every time a hotel books a room directly, it saves the $15\%$ to $30\%$ commission paid to OTAs, resulting in a significantly higher profit margin (up to $10\%$ more) and full ownership of the customer's data.
2. The Challenge is Psychological: Customers choose OTAs not just for price, but for the convenience and the lower perceived risk. Hotels must understand consumer psychology, particularly the Theory of Planned Behaviour (making direct booking easy and valuable) and Perceived Risk Theory (guaranteeing the best price and security).
3. Successful Strategies Reduce Risk and Add Value: Real-world campaigns work because they directly combat the customer's fear of missing out on a better deal (e.g., the Best Rate Guarantee reduces price risk) and improve the value proposition (e.g., Loyalty Mechanics provide exclusive perks like free Wi-Fi).
 Innovative Path Forward
To truly succeed, hotels must move beyond simple price-matching and embrace innovation. The recommended strategies focus on using data and technology to create direct-only experiences:
· Personalization and Exclusivity: Strategies like Hyper-Personalized Dynamic Packages and Direct-Channel Exclusive Room Inventory make the hotel website the only place to find the most relevant or most aspirational product.
· Trust and Ease: Using tools like the Transparent Price Comparison Widget and the Seamless Chatbot-to-Agent Conversion reassures the customer, eliminates doubt, and makes the booking process feel simple, secure, and supported.
In conclusion, winning the Disintermediation Challenge requires hotels to see their website not just as a static booking page, but as a dynamic, technologically advanced, and highly personalized retail channel that offers undeniable value and control to the guest. This focus on relationship marketing is the only way to ensure long-term profitability and customer loyalty.
This list includes necessary sources for the theoretical frameworks and key industry concepts mentioned in the report's text.
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Appendices
Since the report does not contain any supplementary data, detailed charts, or specialized documents in the provided text, the appendices will be structured to include the essential non-core components that support the main arguments and methodology.

Appendix A: Glossary of Key Terms
This appendix defines the specialized terminology used throughout the report to ensure clarity and consistency.
	Term
	Definition
	Contextual Significance

	Online Travel Agency (OTA)
	A web-based company that functions as an intermediary to sell travel products, such as hotel rooms, flights, and packages, on behalf of other suppliers (e.g., Expedia, Booking.com).
	The primary challenge (Disintermediation) faced by hotels due to high commission costs and loss of customer data.

	Direct Distribution
	The shortest path of sale, where the hotel sells the room directly to the consumer via its own channels (website, phone, front desk).
	The Goal of the report; it offers the highest profitability and full customer ownership.

	Indirect Distribution
	The path of sale involving an intermediary (like an OTA or traditional travel agent) between the hotel and the consumer.
	Represents the high-cost channel for hotels.

	Disintermediation Challenge
	The strategic effort by a hotel to reduce its reliance on third-party intermediaries (OTAs) and encourage customers to book directly.
	The core problem the report seeks to solve.

	Billboard Effect
	The phenomenon where a customer initially discovers a hotel on a high-visibility OTA website but then leaves the site to search for and book the room directly on the hotel's own website.
	A limited benefit of OTAs that hotels try to leverage.

	Perceived Risk Theory
	A consumer behaviour theory suggesting that customers will choose the transaction channel they feel has the lowest potential negative outcome (e.g., price risk, security risk).
	Explains why customers choose OTAs (seen as secure and trustworthy global brands).

	Theory of Planned Behaviour (TPB)
	A psychological theory used to predict a person's intention to perform a behaviour (e.g., booking direct) based on their Attitude, Subjective Norms, and Perceived Behavioural Control.
	The framework used to design strategies that influence booking choices.



Appendix B: Distribution Channel Profitability Comparison
This table provides a simplified, illustrative financial model based on the findings (Section V) to highlight the superior profitability of the direct channel.
	Metric
	Indirect Channel (OTA Booking)
	Direct Channel (Hotel Website)

	Room Rate (Example)
	
	

	Distribution Cost (Commission)
	$15.00 – $30.00 (15% – 30%)
	$3.00 – $5.00 (3% – 5% for tech/PPC)

	Net Revenue Retained by Hotel
	
	

	Customer Data
	No (Owned by OTA)
	Yes (Full Ownership)

	Profitability Difference
	Lower
	Up to 10% Higher Profit Margin



Appendix C: Alignment of Strategies with TPB Factors
This table illustrates how the five recommended strategies (Section VII) directly map to and address the factors of the Theory of Planned Behaviour (TPB) to successfully shift consumer intention.
	Recommended Strategy
	Primary TPB Factor Targeted
	How the Factor is Influenced

	Hyper-Personalized Dynamic Packages
	Attitude
	Creates the belief that the hotel offers a superior, unique deal, making the direct choice seem subjectively "better."

	Gamified Loyalty Conversion
	Attitude
	Attaches a positive, emotional (hedonic) reward to the act of booking direct, improving the guest's belief system.

	Direct-Channel Exclusive Room Inventory
	Attitude
	Creates an aspirational product that is only available directly, making the direct site a necessary choice for the best value/experience.

	Transparent Price Comparison Widgets
	Perceived Behavioural Control
	Eliminates price-risk doubt and visually simplifies the value comparison, reinforcing the guest's confidence that they are easily making the "correct" financial decision.

	Seamless Chatbot-to-Agent Conversion
	Perceived Behavioural Control
	Ensures the process is easy and fully supported, removing friction and the fear of complication (lowering the barrier to action).
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