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[bookmark: _Toc215262221]Abstract
Hotels want more control over their revenue, customer relationships, and brand identity, so direct sales channels have become more important in the tourism and hospitality industry.  Online Travel Agencies (OTAs) like Booking.com and Expedia are very popular, which means that hotels often have to pay high commission fees, have less control over prices, and have less access to guest data.  In response, many hospitality companies are making their direct booking platforms stronger. These include official websites, mobile apps, and dedicated reservation call centres. This is to get customers to book directly instead of going through third-party sites (O'Connor, 2020).

 This report looks at how important direct sales channels are for the tourism industry, with a focus on hotel direct booking systems.  The study shows that direct channels can help businesses make more money, keep guests coming back, personalize their experiences based on data, and build brand value over time (Noone & Mattila, 2022).  It also looks at the new technologies, marketing strategies, and ways hotels get customers to book directly, like loyalty programs, website optimization, real-time pricing, SEO, targeted digital ads, and user experience design that makes it easy for people to use (Buhalis & Leung, 2018).
 Direct channels have their problems, though. For example, OTAs have a lot of marketing power, customers are very price-sensitive, and small hotels don't have many digital tools (Xiang et al., 2021).  But studies show that customers are putting more value on direct communication, personalized offers, and openness. This makes direct booking strategies more effective and competitive
 This report uses a qualitative secondary research approach to look at the changing role of direct booking channels in tourism by putting together academic literature, industry reports, and global best practices.  The results indicate that hotels that put money into data-driven marketing, advanced booking technologies, and value propositions based on loyalty are better able to reduce their reliance on OTAs and build long-term relationships with customers.
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[bookmark: _Toc215262222]1.Introduction 
Direct sales channels are now a key strategic focus for the tourism and hospitality industry. As competition in the digital world grows, hotels are looking for ways to make their official booking sites stronger so they don't have to rely on Online Travel Agencies (OTAs) like Booking.com, Expedia, and Agoda as much. OTAs are great for hotels because they give them a lot of exposure and access to a lot of customers. However, they also charge high commission fees, which can be anywhere from 15% to 30%, and they limit hotels' ability to set prices, talk to guests, and build their brand (Guo, Ling & Yang, 2022). These problems show how important it is to add more direct sales channels, such as hotel websites, mobile booking apps, direct email communication, call centres, and bookings made through social media.

There are many reasons why people are booking directly more often. First, direct channels give hotels full access to guest information, which lets them tailor their offers, run remarketing campaigns, and build customer loyalty (Noone & Mattila, 2022). Second, direct sales boost profit margins by getting rid of OTA commissions. This lets hotels put money back into their digital infrastructure, new services, and ways to make guests' experiences better (O'Connor, 2020). Third, direct communication helps hotels and guests get to know each other better, which helps businesses understand what their customers want, fix problems quickly, and offer customized packages (Buhalis, 2020).

The growth of digitalization makes direct channels even more useful. AI-powered chatbots, real-time pricing engines, dynamic packaging, secure payment systems, virtual tours, and mobile-first website designs are all examples of new technologies that improve the user experience and raise the number of bookings (Xiang et al., 2021). Hotels that have well-designed websites, easy-to-use booking engines, and mobile integration that works well are more likely to get direct bookings, especially from younger travellers who like to do things digitally (Morosan & DeFranco, 2016).

But hotels have a lot of problems that make it hard for them to stop relying on OTAs. OTAs have well-known brands, big marketing budgets, and high search engine visibility, which makes it hard for individual hotels to compete (Abrate & Viglia, 2016). Also, customers often think that OTAs have lower prices, more openness, and more options for comparison. Many travellers will keep booking through third-party sites unless there are strategic incentives like loyalty rewards, added value, flexible cancellation policies, and guaranteed best rates (Zhang, Morrison & Jang, 2022).

Because of these complications, this report looks into how important direct booking channels are to the tourism industry. It looks at the benefits of direct sales for hotels in terms of money and operations, the problems that make it hard for hotels to fully use direct channels, and the best ways to increase direct booking conversion. The report also looks at how digital marketing, consumer behaviour, and new technologies affect direct-to-consumer sales strategies.

This report aims to give a full picture of how hotels can improve their direct booking abilities, become more competitive, and build stronger long-term relationships with customers in a tourism market that is becoming more digital by combining academic and industry insights.

[bookmark: _Toc215262223]2. Literature Review 
Direct sales channels are now an important part of strategic revenue management in the tourism and hospitality industry. As competition gets tougher and digital consumer behaviour changes, hotels are realizing that they need to strengthen their direct booking channels to rely less on Online Travel Agencies (OTAs). This literature review looks at current academic discussions about direct sales. It looks at topics like the importance of direct channels, the problems with relying on OTAs, new technologies, consumer preferences, marketing strategies, and loyalty-driven approaches.

2.1 The Importance of Direct Sales Channels in Tourism
Most academics agree that direct channels are very important for making money in the hospitality industry, keeping customers interested, and controlling the brand. Direct bookings let hotels avoid paying OTA commissions, which means they can keep more of their profits. This leads to better financial performance and more operational flexibility (Guo, Ling & Yang, 2022). For independent hotels with tight budgets, even a small change from OTA to direct bookings can have a big effect on their income.
Direct sales channels also give hotels access to important customer information that OTAs usually keep to themselves. This kind of information is very important for remarketing, personalized offers, and building long-term relationships (Noone & Mattila, 2022). Buhalis and Leung (2018) say that a hotel can give better service, make better recommendations, and get repeat business if it owns its customers' data. Hotels have a hard time understanding how travellers behave or getting them to engage after their stay without direct relationships.

Also, direct channels give you strategic branding benefits. Hotels can make sure that their websites and social media pages are consistent and real by fully controlling the content, images, prices, and messages on those pages (O'Connor, 2020). This helps the brand become stronger and more in line with what the target audience wants.

2.2 OTA Dependence and Its Constraints
OTAs give you a lot of exposure and reach around the world, but they also make you less competitive. OTA commissions can take up to 30% of revenue, which lowers profits (Zhang, Morrison & Jang, 2022). Also, OTAs often use aggressive discounting and price parity clauses, which limit a hotel's ability to set its own prices (Abrate & Viglia, 2016).
One big problem is that customers lose ownership. OTAs are middlemen that stop hotels from talking to guests directly before or after their stay. This makes it harder to build loyalty and limits chances to cross-sell or upsell (Xiang et al., 2021). According to Morosan and DeFranco (2016), hotels that rely more on OTAs have fewer repeat customers and lower customer lifetime value (CLV) than hotels that get more direct bookings.
OTAs also use paid ads and SEO to make their websites more visible in online searches, which makes it hard for hotels, especially small ones, to compete naturally (Tussyadiah & Zach, 2017). So, making direct channels stronger is not only a way to make money, but also a way to stay ahead of the competition.




2.3 Consumer Behaviour and Reasons for Direct Booking
Research in academia indicates that travellers' choices between direct bookings and online travel agency (OTA) bookings are influenced by perceived value, trust, convenience, and transparency. OTAs get customers by offering easy-to-use interfaces, big inventories, and the ability to compare search results. But more and more evidence shows that travellers like the benefits of direct bookings when they are given good reasons to do so (Buhalis, 2020).

Some of the main reasons to book directly are:
· Best rate guaranteed (Noone & Mattila, 2022)
· Special discounts or extras like free breakfast or room upgrades (Guo et al., 2022)
· Policies that let you cancel easily
· Better service for customers and direct contact
· Have faith in the hotel brand
As people become more tech-savvy and rely more on their phones, they expect to be able to talk directly to brands. Younger travellers are using mobile apps and social media more and more, so direct channels are becoming more popular when user experience is improved (Morosan & DeFranco, 2016).



2.4 Technology and Website Optimization for Successful Direct Bookings
Technological innovation is very important for making direct booking platforms stronger. The literature lists a number of important website and system improvements that can help increase conversion rates:

Design of the Booking Engine A booking engine that works well on mobile devices and is easy to use can greatly increase direct bookings (Xiang et al., 2021). Pages that load slowly, payment options that aren't good enough, and poor layout design all make people less likely to trust you.

AI and Chatbots
AI-powered chatbots answer customer questions in real time, making service easier and lowering the number of people who leave (Lu & Stepchenkova, 2015).

Prices and deals that are unique to you
Dynamic pricing engines look at how people use the site and give them personalized deals, which increases conversion (Buhalis, 2020).

Pictures and virtual tours of the website
Users are more likely to trust and engage with high-quality images, videos, and virtual tours (O'Connor, 2020).


Safe Payment Systems and Cybersecurity

Secure, encrypted payment gateways make people more likely to use direct booking platforms (Huang & Benyoucef, 2013).
Hotels with modern digital platforms do much better with direct bookings than hotels with old websites or not enough money spent on technology.

2.5 Digital Marketing Plans for Direct Bookings

The literature strongly supports the idea that digital marketing can help people book directly. Hotels can compete with OTA visibility by using search engine optimization (SEO), search engine marketing (SEM), and retargeting campaigns (Tussyadiah & Zach, 2017).

Marketing on social media
Hotels can use social media to promote special direct booking deals, share content made by users, and make their brand more visible (Xiang et al., 2021).

Marketing through email
Personalized email campaigns, loyalty newsletters, and targeted offers all make it much more likely that people will buy something right away.


Search Engines for Metasearch
Google Hotels, TripAdvisor, and Trivago are examples of platforms that let hotels show up next to OTAs, which gives them a competitive edge (Stangl, Inversini, & Schegg, 2016). Hotels can use metasearch advertising to get people to go back to their own booking engines.

2.6 Loyalty Programs and Direct Booking Bonuses
One of the best ways to get people to book directly is through loyalty programs. Points-based systems, tiered membership benefits, exclusive pricing, and free amenities encourage repeat customers to avoid OTAs (Noone & Mattila, 2022).
Studies show that loyalty members are much more likely to book directly because they think it's worth it, they know the brand, and they trust it (Morosan & DeFranco, 2016). Loyalty pricing is a successful way for big hotel chains like Hilton, Marriott, and Hyatt to compete with OTAs.

More and more boutique hotels are using lightweight loyalty models, like:
· Discounts for booking directly
· Benefits for guests who come back
· Welcome experiences that are unique to you
These improve relationships with customers and make it easier for them to stay interested in your brand over time.


2.7 Difficulties in Making Direct Channels Stronger

Despite clear benefits, hotels face numerous challenges in promoting direct sales:
· OTA's dominance in paid search ads (Abrate & Viglia, 2016)
· Customers think that OTAs have lower prices
· Small hotels don't have much money for technology
· Independent properties don't have enough digital know-how
· Guests have high expectations for a smooth user experience.
These problems show how important it is to invest strategically, improve digital skills, and use marketing in a more integrated way.


2.8 A Summary of What the Literature Says

In general, the literature says that hotels need to make the most of technology, use digital marketing, improve the user experience, and offer strong value propositions in order to grow direct sales. Direct channels are important for competitive positioning in the modern tourism industry because they provide long-term financial, operational, and relational benefits.


[bookmark: _Toc215262224]3 Methodology 
This study employs a qualitative secondary research methodology to examine the strategic significance of direct sales channels within the tourism and hospitality sector, specifically concentrating on hotel direct booking platforms. Secondary research is suitable as existing academic literature, industry reports, and market analyses provide significant insights into digital booking behaviours, revenue management, and hotel distribution strategies (Saunders, Lewis & Thornhill, 2019). This method enables a thorough and analytically robust comprehension of the subject without the necessity of primary data collection.

Gathering Data
We got our data from peer-reviewed academic journals, scholarly books, hospitality journals, and big industry reports. We used academic databases like Google Scholar, ScienceDirect, Emerald Insight, Taylor & Francis Online, and JSTOR to find good literature. Some of the search terms were "direct bookings," "hotel distribution channels," "OTA dependency," "booking engine optimization," "digital marketing in tourism," and "customer behaviour in hospitality." Also, industry publications from STR Global, Phocuswright, HVS, Statista, and the World Tourism Organization (UNWTO) were included because they are important to trends in tourism distribution.
Most of the sources were published between 2015 and 2024 to make sure they are still relevant today. However, foundational works like O'Connor (2003) and Buhalis & Law (2008) were also included because they are important for shaping digital distribution theory.


Criteria for Inclusion and Exclusion
Sources were included if they talked about at least one of the following topics:
· The significance and function of direct booking channels;
· The problems that come with hotels relying on OTAs;
· New technologies and digital marketing strategies for hotel distribution;
· Reasons why customers choose to book directly;
· Loyalty programs and ways to set prices.

To keep the studies relevant, those that only looked at airline distribution or non-digital sales channels were not included.
Analyzing Data
A thematic analysis methodology was employed to discern principal patterns and insights within the literature. Some of the topics were OTA limitations, the benefits of direct channels, why people book online, how to improve a website, digital marketing, and loyalty strategies. The data was then put together to make a clear analysis of how hotels can improve their ability to take direct bookings (Braun & Clarke, 2013).
Constraints
Secondary research depends on how accurate and useful existing publications are. Results may indicate contextual biases originating from particular markets or hotel segments. Also, new technology can make some insights less useful. But using more than one academic and industry source makes the information more reliable and makes sure that the interpretation is fair.
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The results of this study show that direct sales channels are becoming more and more important for tourism and hospitality businesses to make money. Hotels are strategically moving toward direct booking platforms to make more money, build better relationships with customers, and rely less on Online Travel Agencies (OTAs). Six main themes stood out: (1) the financial benefits of direct bookings, (2) owning and personalizing customer data, (3) improving the digital experience and website, (4) marketing strategies that lead to direct sales, (5) loyalty and value-added incentives, and (6) the challenges and problems that come with reducing OTA dependence.

4.1 Benefits to the economy of direct booking channels
The results show that hotels make a lot more money when they sell directly to customers because they keep more of their revenue. Most OTAs charge between 15% and 30% in commissions, which cuts into profits by a lot (Guo, Ling & Yang, 2022). Direct channels cut out these middleman costs, which lets hotels put the money they save back into marketing, service improvements, and technology upgrades (O'Connor, 2020).
Hotels also have more say over how they set their prices. Direct channels let hotels set dynamic pricing without any restrictions. This is different from OTAs, which often have parity clauses or discounting policies (Abrate & Viglia, 2016). This flexibility is especially useful during busy times or events when prices need to be changed quickly because demand changes.




4.2 Opportunities for Personalization and Ownership of Customer Data

One of the best things about direct bookings was that they gave you access to customer data. OTAs usually keep guest information, which makes it harder for hotels to tailor their communications or target customers after their stay (Noone & Mattila, 2022). Hotels can get a lot of information about their guests' demographics, booking history, preferences, and behaviour patterns through direct bookings.
This information backs up:
· personalized deals,
· targeted email marketing,
· opportunities to upsell and cross-sell,
· automated ads for remarketing,
· and loyalty programs that last a long time.
Studies show that personalization makes people more likely to book, improves the guest experience, and makes them more loyal to the brand (Buhalis & Leung, 2018). Also, hotels with good CRM systems can better divide guests into groups and offer them personalized packages.




4.3 Improving the user experience, technology, and the website
The results show how important technology and user experience (UX) are for getting people to book directly. Customers want websites that load quickly, have clear pictures, work well on mobile devices, and have safe payment systems (Huang & Benyoucef, 2013). A bad digital experience often leads to a lot of people leaving.

The literature lists the following as important UX features:
· AI-powered chatbots for questions that need to be answered right away (Lu & Stepchenkova, 2015),
· designing websites for mobile first,
· easy-to-use navigation,
· booking engines that respond,
· combined reviews and frequently asked questions,
· and virtual tours that show off the rooms and amenities (O'Connor, 2020).
Hotels that put user experience first often see more bookings and higher conversion rates.




4.4 Plans for Marketing Making Direct Sales Happen
The results show that strong digital marketing is very important for promoting direct booking channels. Hotels can compete with OTAs' strong search visibility by using search engine optimization (SEO), pay-per-click (PPC) ads, and metasearch participation (Tussyadiah & Zach, 2017).

Marketing on social media
Hotels can use Instagram, Facebook, and TikTok to show off special deals, share guest experiences, and talk directly to customers. User-generated content makes a brand more credible and real (Xiang et al., 2021).

Email Marketing and Retargeting
To get customers to come back and book directly, hotels send targeted emails, reminders for abandoned carts, and personalized newsletters (Stangl, Inversini, & Schegg, 2016).

Search Engines for Meta
Google Hotels and TripAdvisor show hotel prices right next to OTAs, which helps hotels bring back travellers who care about price to their own website.
Overall, how customers see value and trust when choosing booking channels is greatly affected by marketing strategies.


4.5 Loyalty Programs and Incentives for Direct Booking

Loyalty programs are a big part of getting people to book directly. Research shows that hotel chains with strong loyalty programs, like Marriott Bonvoy or Hilton Honours, can get direct traffic by offering:
· special low prices,
· getting points,
· upgrades to rooms,
· Breakfast is free.
· and tailored benefits (Noone & Mattila, 2022).
These rewards work especially well for people who travel a lot and value consistency and recognition. Boutique hotels are also using simpler loyalty programs or discounts for returning guests more and more.
Many hotels also use Book Direct Benefits, which are things like:
· guaranteed the best prices,
· policies that let you cancel easily,
· free services like Wi-Fi or parking,
· check-in with priority.
· Research shows that these perceived benefits greatly boost the desire to book directly (Zhang, Morrison, & Jang, 2022).
4.6 Problems and Obstacles to Lessening OTA Dependence
· Even though direct channels have their benefits, hotels still have a few problems:
· OTA's market power
· OTAs use expensive ads and SEO to get to the top of online travel searches, which makes it hard for hotels to beat them (Abrate & Viglia, 2016)
How customers see the value of an OTA
Some travellers think that OTAs offer lower prices, more flexible cancellation policies, and more openness.
Not many digital skills
Independent hotels often don't have the money or the technical know-how to make advanced booking engines (Guo et al., 2022).

Recognizing a Brand
Many hotels don't have as strong of a brand as global OTAs do, so customers tend to use OTA platforms by default (Tussyadiah & Zach, 2017).
So, even though hotels want to boost direct sales, they still face a lot of competition from outside sources.



4.7 Summary of Results
The results show that direct bookings are good for hotels in terms of money, strategy, and relationships. However, to get good results from direct bookings, you need to make smart digital investments, do good marketing, and offer value propositions that put the customer first. When hotels use advanced technology, personalized marketing, and loyalty-driven engagement, direct sales channels do very well.
[bookmark: _Toc215262226]6. Discussion 
The results of this study show that direct booking channels are becoming more and more important for the tourism and hospitality industries.  As the competition changes, hotels are starting to realize that being able to get direct bookings is not only good for business, but also good for customer relationships and brand control.  The discussion brings these findings together and ties them to the larger body of work.
 The economic benefit of direct bookings is a key idea.  Direct sales allow hotels to keep a bigger share of their revenue than OTA-mediated transactions, which charge commission fees of up to 30% (Guo, Ling & Yang, 2022).  This is in line with what O'Connor (2020) said about how important it is to reduce OTA dependency for long-term financial stability.  So, direct booking strategies are a good way for hotels to save money in the short term and build long-term financial strength.


 Another important topic of conversation is who owns customer data.  The results show that direct channels give hotels full access to guest information, which lets them run personalized marketing campaigns, targeted promotions, and loyalty programs.  This is in line with what Noone and Mattila (2022) say, which is that personalizing based on data increases conversion rates and makes customers happier.  OTAs, on the other hand, are closed ecosystems that don't let hotels use guest data for remarketing or building relationships.  So, the move toward direct channels is mostly because of the need for customers to own things and build long-term loyalty.
 The conversation also shows how important digital experience and new technology are.  People who travel these days expect digital interactions to be smooth and easy to understand on all of their devices.  Studies show that direct booking performance goes up a lot when booking engines are well-optimized, websites are easy to use on mobile devices, and payment systems are safe (Huang & Benyoucef, 2013).  Additionally, AI-driven chatbots and dynamic pricing tools improve user convenience and engagement, supporting Buhalis and Leung's (2018) assertion that technology is a critical element in digital competitiveness.
 Another thing to think about is how digital marketing can change how people act.  Hotels that spend money on SEO, metasearch ads, and social media can effectively compete with OTA visibility and send traffic to their own websites (Tussyadiah & Zach, 2017).  This is especially important in a market where OTAs use big ads to get to the top of search results.  So, direct marketing helps with both getting new customers and making your brand stand out.
 Also, loyalty programs turn out to be an important way to encourage direct bookings.  The results show that exclusive member rates, personalized benefits, and reward points have a big effect on booking decisions (Noone & Mattila, 2022).  This is in line with studies that show that loyal customers are more likely to book directly and stay with the same hotel brand more than once (Morosan & DeFranco, 2016).
 But the conversation needs to recognize the ongoing problems that hotels have.  The growth of direct channels is limited by the dominance of the OTA market, the high level of trust consumers have in third-party platforms, and the lack of technological investment among small hotels (Abrate & Viglia, 2016).  Additionally, customers' belief that OTAs provide better price transparency and flexibility remains an obstacle.
 Overall, the discussion shows that direct booking platforms have a lot of strategic benefits, but they only work if technology, personalized marketing, loyalty rewards, and good brand communication all work together.  To compete successfully with OTAs, hotels need to take a unified approach to both their digital and service offerings.









[bookmark: _Toc215262227]7. Recommendation 
The findings and discussion lead to a number of suggestions for hotels to improve their direct booking channels and rely less on Online Travel Agencies (OTAs). These suggestions are all about making digital infrastructure better, giving customers more value, making marketing more effective, and building long-term loyalty.
First, hotels should spend a lot of money on making their digital platforms better, especially their official websites and mobile apps. To boost conversion rates, it's important to have a smooth user experience that includes fast page loading, easy navigation, secure payment gateways, and a design that works best on mobile devices (Huang & Benyoucef, 2013). Adding features like real-time availability, clear pricing, and personalized suggestions to the booking engine can greatly improve the performance of direct bookings. Adding AI-powered chatbots can help customers even more by giving them quick answers and lowering the number of people who leave their bookings.
Second, hotels need to use effective digital marketing to make their direct channels more visible. To compete with OTAs' strong online presence, you need to use search engine optimization (SEO), pay-per-click (PPC) advertising, metasearch participation, and targeted social media campaigns (Tussyadiah & Zach, 2017). Hotels should also use retargeting ads and personalized email campaigns to get people who have already visited their website or stayed with them again.
Third, hotels should come up with good reasons for people to book directly. These could be things like guaranteed best-rate policies, flexible cancellation options, room upgrades, free services, and special packages. Studies show that travellers are more likely to respond to extra value than just price cuts (Zhang, Morrison, and Jang, 2022). It is important to clearly promote these benefits on the website's homepage, on social media, and during the booking process.
Fourth, loyalty programs should be a big part of direct sales plans. Tiered rewards, personalized offers, and appealing membership benefits can greatly boost repeat direct bookings (Noone & Mattila, 2022). To get people to come back, smaller hotels can use simpler loyalty programs like discounts for returning guests or digital punch-card systems.
Fifth, hotels should use customer data in a fair and smart way. Hotels can customize their communications, predict demand, and create personalized travel packages by collecting, analyzing, and using guest data through CRM systems (Buhalis & Leung, 2018). Using data well strengthens relationships with customers and increases their lifetime value.
Finally, hotels need to train their employees and make sure that the company's culture is in line with the goals of direct booking. Front desk staff, reservation agents, and marketing staff should always tell guests why they should book directly in the future and make sure they get great service.
All of these suggestions together give hotels a plan for how to get more direct bookings, make more money, and build stronger, longer-lasting relationships with customers.






[bookmark: _Toc215262228]8. Conclusion 
This report has shown that direct sales channels are very important for the strategic growth of modern hotels because they affect profitability, customer engagement, and the long-term competitiveness of the brand. As OTAs continue to dominate the online distribution landscape, hotels are realizing that they need to improve their direct booking platforms in order to lower commission costs, give customers more control over pricing, and build stronger relationships with them. Direct channels let hotels keep full control over their brand story while also giving them access to useful customer data that helps them personalize and build loyalty.
The results show that people are starting to prefer digital experiences that are easy to use, clear communication, and personalized value propositions. Hotels that offer quick, easy, and safe booking systems that use AI-powered tools and are optimized for mobile devices are more likely to turn visitors into direct bookers. Digital marketing strategies like SEO, paid search campaigns, social media engagement, and metasearch participation make hotels even more visible on direct channels and help them compete with OTAs.
Loyalty programs are also a key way to get people to book directly again. Hotels can keep customers longer and make more money by offering exclusive rewards, tier-based benefits, and personalized offers. In addition, incentives like flexible cancellation policies, best-rate guarantees, and free extras are very important in changing how people book directly.
The discussion does, however, acknowledge ongoing problems, such as the OTA market power, the fact that smaller hotels don't have as many digital tools, and the fact that consumers tend to prefer third-party platforms. To get past these problems, you need to make smart investments in digital infrastructure, train your staff, and work together on marketing.

In conclusion, the report shows that direct sales channels are not just options for hotels to use instead of OTAs; they are also important strategic tools for hotels in a competitive digital market. The best hotels for improving their financial performance, making guests happier, and getting a long-term competitive edge are those that align their technology, marketing, service quality, and loyalty strategies around direct bookings.
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