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Abstract 

Online travel agencies are super important in tourism now. They act like go-betweens for 

travel companies and people wanting to travel. Big sites like Booking.com, Expedia, and 

Airbnb put together hotels, travel, and things to do in one place that anyone can get to. OTAs 

help travel companies get to more customers, especially smaller businesses. They also give 

people looking to travel easy ways to compare prices, read what others think, and find what 

they want. They use smart tech and change prices a lot, plus they work great on phones, so 

they really influence what people book. Sure, there are downsides like commissions and 

relying on these sites, but OTAs are still a key part of how travel works around the world. 

 

Introduction 
Online travel agencies have really changed how we book trips now that everything's online. 

Because everyone's got internet and phones, people use sites like Booking.com, Expedia, and 

Airbnb to find and book places to stay, flights, and things to do. These sites link travelers with 

hotels, airlines, and tour companies, making it easier to find what you need, see prices, and 

compare options. 

  

OTAs do more than just book stuff. They help smaller travel businesses get noticed since 

those companies might not have enough money to market to the whole world on their own. 

With their smart tech, reviews, and suggestions that fit what you like, these agencies sway 

where people decide to go and make some places more appealing than others. They gather 

info on customers, which helps them change prices and offer deals. 

  

Sure, there are some downsides. Travel companies have to pay OTAs a cut, and they depend 

a lot on these outside platforms. But overall, OTAs are a big part of travel today, pushing new 

ideas, making travel easier, and connecting the world. 
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1. Understanding Tourism Distribution and the Rise of 
OTAs 

1.1 Tourism Distribution: A Conceptual Framework 
Tourism distribution is how travellers get access to tourism stuff like hotels, flights, tours, and 

attractions. It's about connecting those who offer these things with the people who want 

them. 

  

Before the internet, travel agents and tour companies were a big deal, putting together trips 

and selling them. But things have changed! 

  

The idea of tourism distribution has three parts: the folks who supply the services, the go-

betweens, and the customers. These go-betweens can be online travel sites, big booking 

systems, local destination experts, or regular travel agencies. They help share info, handle 

bookings, set prices, and process payments. 

  

Tech is super important now. People can book directly through websites, apps, and social 

media. The whole thing is about relationships, sharing info, making things valuable, and being 

easy to access. Good tourism distribution means reaching more people, making things easier 

for customers, and being competitive in the tourism world. 

 

1.2 Evolution of Online Travel Agencies 

Online Travel Agencies (OTAs) started popping up in the mid-90s when the internet and 

online booking became a thing. Companies like Expedia and Booking.com totally changed 

how people booked trips. Instead of going to a travel agent, you could just compare prices 

and book flights, hotels, and cars online. 

  

In the 2000s, these OTAs got bigger and went global. They added things like user reviews, 

prices that changed depending on demand, and made their sites work on phones. Tripadvisor 

let people make choices based on reviews. Smartphones made everything move even faster, 

with bookings on the go and suggestions made just for you. 
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Now, OTAs use AI, data, and package deals to make things better for users. They also team 

up with airlines and hotels to give better prices. The whole thing keeps changing with things 

like chatbots and easy online payments making travel planning easy . 

 

2. Market Share and Influence on Consumer Behaviour 

2.1 OTA Market Share 
Websites like Booking.com, Expedia, and Airbnb are the big dogs when it comes to booking 

trips online. They pull together all sorts of options, which makes it easy for you to compare 

stuff. More and more, people book flights, hotels, and fun stuff on these sites instead of 

using old-school travel agents. 

  

These sites make money through commissions from hotels and airlines. They're good at 

marketing, use data to show you stuff you might like, and have rewards programs. The bigger 

sites grab a large chunk of online travel sales worldwide, but it depends on where you are 

and what you're booking. Even though airlines and hotels are trying to get you to book 

directly with them, these websites are still key players in the travel world. 

 

Hotel Distribution 

A lot of hotel bookings online happen through Online Travel Agencies (OTAs). In lots of 

places, OTAs are behind 40%–60% of reservations, and it's even more in cities and when 

people travel to other countries. Sites like Booking.com and Expedia basically run a huge 

chunk of these online bookings. 

 

Airline Distribution 

Online travel agencies matter for airline tickets, but airline websites and systems still make a 

lot of sales. OTAs show you prices side-by-side and offer deals, which is great if you want 

what's easy and cheap. 
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Alternative Accommodations 

Airbnb's popularity has really changed the hotel biz, offering more than just regular hotels. 

With online travel agencies, they've made different kinds of places to stay common, like 

short-term rentals, country cabins, and cool spots like treehouses and houseboats. People 

like this 'cause they want travel that feels real and fits them, not just the same old hotel 

thing. 

  

Online travel agencies make it easy to book, see reviews, and find places. Hosts all over the 

world can reach lots of people, and travelers get way more choices. Because of this, Airbnb 

has become a big deal in the worldwide travel market, changing prices, what guests want, 

and how we travel. It helps local travel, too, by getting people to stay in places that aren't 

usually tourist spots, which helps those local areas make money. All these other options have 

pushed hotels to come up with fresher ideas, like fancy, themed, or activity-based stays, to 

keep up. Now, Airbnb shows how tech and online travel agencies have turned finding a place 

to sleep from a simple thing into a personal and fun experience. 

 

2.2 Influence on Consumer Decision-Making 

2.2.1 Price Transparency and Comparison Shopping 
OTAs pull prices from lots of different places, so you can easily compare rates. Because 

everything's out in the open, prices are more competitive, and customers expect good deals. 

When it's easy to shop around, people care more about price than sticking with one brand. 

 

2.2.2 Reviews, Ratings, and Trust Indicators 
What people say in their reviews really matters on travel sites. They show that others have 

had real experiences, and that sways where people book. Lots of travellers look at what 

others say as super important – sometimes even more than how much it costs. 

2.2.3 Personalization and Recommendation Systems 
Online travel agencies use data to make better suggestions. They look at what you've 

searched for before, plus things like your age and location, to show you deals that you will 

probably like. This helps them sell more and keep you coming back. 
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2.2.4 Mobile Booking and Instant Confirmation 

Mobile apps let you book stuff super fast. OTAs send alerts about deals and let you buy 
things with one click, so now everyone wants booking to be quick and easy. 

 

3. Advantages and Disadvantages of OTAs for 
Consumers and Suppliers 

3.1 Advantages for Consumers: 
Here's what's cool about using travel sites like Booking.com and Expedia on your phone: 

They're super handy, have tons of options, and often have good prices. You can check out 

hotels, flights, and deals from lots of different places all in one spot, so you don't waste time 

bouncing around websites. These sites usually have reviews, ratings, and flexible booking 

stuff, which lets you make smart choices. Plus, they often have deals and loyalty programs 

that can save you some money if you're on a budget. To top it off, they make booking easy by 

putting everything in one place, offering apps, and giving you customer help if something 

gets changed or cancelled. 

 

3.2 Disadvantage of consumers  
 What about the downsides for us? Well, sometimes you get hit with surprise fees. Changing 

or canceling can be a pain, and you might not get the same personal help as if you booked 

straight from, say, the hotel. Plus, OTAs don't always get it right – think wrong info on rooms 

or prices that aren't up to date. And if something goes wrong, getting it sorted can take ages 

since there are so many people involved. 

 

3.3 Advantages for Suppliers: 
Online travel agencies help hotels, airlines, and tour companies get seen by people all over 

the world without spending a ton on ads. They let smaller businesses compete with the big 

guys and sell rooms or seats that would have gone empty by changing prices easily. Also, 

these agencies give info and tips that let businesses set better prices and run better deals. 

3.4 Disadvantages for Suppliers: 
 Suppliers deal with hefty commission fees from 15% to 30% per booking, which eats into 

their profits. Relying too much on these online travel agencies means they don't connect as 
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much with their customers directly, which is bad for repeat business and brand loyalty. Plus, 

suppliers don't get to call all the shots on how their stuff is priced, shown, or how guests 

experience it on those platforms. If the reviews are bad or just plain wrong, that can hurt 

their reputation. To wrap up, while online travel agencies are easy to use and offer exposure 

and good deals for both customers and suppliers, they create issues like less control, added 

expenses, and spotty service. The secret is to find a happy medium between using them and 

talking directly to customers to get the most bang for your buck. 

 

4. OTA Relationships with Tourism Service Providers 
Online travel agencies, or OTAs, link travelers up with all sorts of travel companies – hotels, 

airlines, car rentals, tours, you name it. OTAs let these companies reach customers 

worldwide, boosting bookings without needing a ton of marketing. 

  

OTAs usually get a cut or fee for each booking, which can make things a little complicated, 

but it can be a win-win. Travel companies can learn from OTA data to tweak prices and 

promotions. Still, relying too much on OTAs can mean less direct contact with customers and 

smaller profits. That's why some balance OTA bookings with their own direct channels. Good 

partnerships need clear communication and contracts. OTAs might also throw in package 

deals and loyalty perks that make things better for the travel companies, helping everyone 

grow together in the travel world. 

 

4.1 Hotels 

Hotels work with online travel agencies (OTAs) using contracts to set things like room prices, 

how many rooms are free, and commissions. Most OTAs let hotels work with others, but they 

usually want the same prices everywhere. 

  

To handle all these booking spots, hotels often use channel managers or property 

management systems (PMS). These tools keep room availability and pricing the same on 

OTAs, the hotel's website, and even for offline bookings. This helps avoid booking the same 

room twice and keeps track of what's available. 

  

OTAs also help hotels plan their pricing by giving them tools to guess how many rooms they'll 

need and set prices that change with the market. Hotels can then change prices based on 

how full they are, what other hotels charge, and what's popular, which can mean more 



Table of Contact   
 

  8 
 

money overall. By mixing contracts, channel management, and OTA info, hotels can work 

smarter, price rooms better, and make more money in a tough market. 

 

4.2 Airlines 
Okay, so airlines usually sell tickets through big systems like Amadeus and Sabre. These 

systems link airlines to travel agents and other sellers. Online travel sites also use these 

systems, but they've found other ways to get flights. They make deals directly with airlines, 

work with ticket brokers, and use airline partnerships. This gives them more flight choices, 

sometimes with cheaper prices or special routes you can't find on the usual systems. 

  

More than just selling tickets, these online sites try to make booking easier by putting 

together deals that include flights, hotels, and rental cars. They also offer extras like better 

seats, insurance, and rides to and from the airport. This not only makes things simpler for 

travelers but also helps the online sites make more money and stay ahead in the travel 

business. 

 

4.3 Tour Operators 
Tour companies are using Online Travel Agencies (OTAs) more and more to get their tour 

packages out to people all over the world. By letting customers build their own trips, 

companies can offer tours, flights, and hotels that people can change to fit what they want 

and when they're free. People are happier when they can change things, and it also makes 

the tour options more appealing. 

  

Also, OTAs let companies cut out the middleman. Some companies are choosing to sell 

straight through OTAs. This helps them reach more folks and keep a closer grip on costs, 

what's available, and who they're dealing with. When tour companies hook up with OTAs, 

they can make selling easier, not rely as much on old-school go-betweens, and get more out 

of what they sell. So, putting together custom deals and dealing straight with OTAs is like a 

plan for tour companies that want to be seen globally, work smarter, and keep up with what 

travellers expect. 
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5. Challenges Posed by OTAs to Traditional Distribution 
Channels 

Online travel agencies (OTAs) have really changed the travel game, making things tough for 

older travel businesses. Before, travel agencies made money with commissions and fees. But 

OTAs shook things up by showing clear prices, letting people compare options easily, and 

cutting costs. Because it’s so easy to book your own trip online, fewer people are going to 

regular travel agencies. Now, many of these agencies are trying to be more like experience 

experts. They plan special, cool trips instead of just booking regular stuff. 

  

OTAs also mess with global distribution systems (GDS). While they might use GDS to see 

what’s available, many OTAs now talk straight to hotels and airlines. This means GDS isn’t as 

important as it used to be, which changes how things work in the travel biz and how suppliers 

connect. 

  

The popularity of OTAs also brings up some tricky questions about rules and fairness. Big 

OTAs can sometimes control prices, which can affect suppliers and might cause problems 

with competition laws. Also, OTAs gather a ton of personal info, so keeping that data safe and 

being open about how it’s used is super important for keeping people’s confidence in online 

travel. 

 

 

6. Case Studies of Leading OTAs 

6.1 Expedia Group 
Expedia Group is a big deal in online travel. They have a bunch of brands you've probably 

heard of, like Expedia.com, Hotels.com, Vrbo, and Travelocity, so they've got something for 

everyone. They use tech to make booking easy and smooth. 

  

They make money from hotels, flights, cars, and ads, which works out since their sites get a 

ton of traffic. They've put lots of money into tech stuff like better platforms, AI to make 

things personal, and rewards programs to keep people coming back. Research says that most 

people planning trips start on sites like Expedia. 
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Sure, they've got big rivals like Booking Holdings and Airbnb, and it costs a lot to get noticed 

online. But Expedia is huge. They've got different parts of the business doing well, even a 

growing business-to-business side. Plus, they work closely with the airlines. All this keeps 

them at the front of the pack as travel changes. 

 

6.2 Booking.com 
  

Booking.com is a big name in online travel. It started back in 1996 in the Netherlands and is 

now part of Booking Holdings. It changed how people booked hotels by listing tons of places 

to stay, from cheap hostels to fancy resorts, and showing what's available right away. 

  

What makes it stand out is that it's easy to use, speaks lots of languages, and has clever 

pricing that suggests deals just for you. Booking.com makes money by taking a cut from each 

booking. They spend a lot on online ads, making sure they show up in search results, and 

improving their app to grab more customers worldwide. People trust Booking.com because 

they show real reviews, let you cancel easily, and have customer service available all the 

time, which is why so many travellers pick them. 

 

6.3 Airbnb 
This Airbnb thing with online travel agencies (OTAs) -- it's a good example of how they 

changed renting places for short trips. They did it with tech, getting lots of people involved, 

and making sure everyone felt safe and could trust each other. 

  

Unlike regular OTAs, Airbnb let homeowners put up their homes from everywhere. So, they 

had tons of different choices that grabbed all kinds of traveller's. They really worked on 

making a review system that was safe, booking easy, and prices good. That made people stick 

around and use them over and over. 

  

They also teamed up with local hosts and used data to make search results and pricing 

better. I think that helped them move up in the market. The case study also talks about how 

Airbnb and the old-school OTAs like Booking.com and Expedia fight for customers. Airbnb 

didn't own most of their assets and really focused on making it feel like a community which 

let them shake up the industry and get a big piece of the pie. 
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7. Future Trends and Strategic Implications 
It looks like tech improvements, caring about the Earth, and using data to make choices will 

really change how industries work. Stuff like AI, robots, and guessing what will happen next 

will probably make businesses run better and help them talk to customers in a personal way. 

This can help businesses see changes in the market and offer things people want. Companies 

that go digital will probably do better than those that don't. Taking care of the environment 

and being honest about how a business affects things are becoming super important. 

Businesses that are kind to the planet and tell people what they're doing will probably get 

more money, customers, and good workers. The government and customers want this to 

happen, so businesses are starting to think about what will help them in the long run instead 

of just quick money. The world is still changing, and this will affect how companies get their 

supplies. So, companies need to be ready to find stuff from different places. To be ready, 

businesses should guess what problems might happen and make plans to deal with them. 

Businesses should try to team up with others, work together, and keep learning. Putting 

money into tech, workers, and being kind to the Earth will be important for growing in the 

long run. If businesses match what's coming with what they want to do, they can turn 

problems into chances to do well and stay strong. 

 

8. Literature Review 

Tech changes have really shaken up the tourism biz, especially how travel stuff gets sold. 

Online travel spots like OTAs, GDS, and direct booking sites are now super important for 

linking travel companies with customers. 

  

OTAs like Booking.com and Expedia are great because they're easy to use, show prices 

clearly, and give lots of options so people can compare stuff and book right away. GDS, which 

airlines and big hotels used to use, now work with online places to reach more people and be 

more efficient. Hotel websites and airline pages let companies cut out the middleman and 

get closer to customers with special deals. Studies show people like using online channels 

more because they can see prices in real-time, read reviews, and find good deals. 

  

Still, there are some problems, like more competition, commissions, and relying on how 

platforms work. Experts say it's best to have a mix of ways to sell, balancing using OTAs to 

reach lots of folks with making money and keeping customers happy with direct bookings. 
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So, it's pretty clear from what we've read that how travel is sold online really changes what 

people do and how tourism works. If companies want to stay on top, they need to handle 

their online sales well, use the newest tech, and include things like phone apps and AI. The 

online travel world is changing fast, so they have to keep up! 

 

9. Methodology 

We did a study using numbers to look at how travel companies spread their stuff online. We 

wanted to know which online places, like travel websites, airline pages, and hotel sites, work 

best, reach the most people, and what customers like. 

  

We got our info by asking people aged 18–60 who've booked trips online in the last year to 

fill out a survey. The questions were about where they book, what they like, if they think it's 

trustworthy, and if they're happy with it. We made sure to get answers from different ages, 

how often they travel, and where they're from. We also looked at reports, market studies, 

and articles to get the big picture. 

  

Then, we used programs like SPSS or Excel to check out the info. We looked at things like how 

often certain sites are used and what choices people make when booking. This helped us 

figure out which sites are most popular and why people pick them. 

  

To make sure our survey was good, we tested it out first. We also compared what people told 

us with what we found in those reports and articles. This way, we could be more sure our 

findings were correct. This way of doing things gave us a good way to check out online travel 

sales. It can give travel companies ideas on how to make their websites better and keep 

customers happy. 

 

10.Findings 

The internet has really changed how people book trips. It looks like most folks now go 

straight to websites like Booking.com or Expedia to find deals, read reviews, and book 
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everything online. These sites are popular since they're easy to use and often have good 

prices. 

  

Sites like Kayak and Skyscanner make it simple to compare prices, so people don't have to 

stick to travel agents to get the best offers. Some folks still book directly with airlines or 

hotels, especially if they're part of a loyalty program or really hunt for the cheapest options. 

  

Phones and apps are also a big deal now. People often book trips at the last minute using 

their phones, and many apps use cool tech to suggest things you might like. Social media and 

reviews also matter a lot – businesses need to keep their online image good! 

  

Basically, booking online has made things more open, boosted competition, and given people 

more control. If a travel business wants to do well, it needs to use different online options, 

study data, and ensure it's easy to find. 

 

11. Discussion 

The internet has totally changed how people plan trips. Before, you'd mainly use travel 

agents to book stuff like flights and hotels. Now, there are way easier and better ways to do 

things yourself. 

  

Some big online options are sites like Booking.com and Expedia. They put a bunch of travel 

stuff in one spot so you can easily compare prices and see what other people think before 

you book. Then there are systems like Amadeus and Sabre that connect airlines and hotels to 

travel agents all over the world. 

  

Also, sites like Kayak and Trivago let you compare prices from different booking sites and 

direct sellers. This helps you make smarter choices. Lots of airlines and hotels also let you 

book directly through them. Often, they'll give you special deals if you book directly, which is 

pretty cool. 
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Social media, apps, and online ads also influence where people want to go and make it quick 

to book things instantly. Basically, booking online is easy, open, and gives you many choices. 

It’s changed the whole travel game, putting you and the companies in charge. Online travel 

sites are at the heart of how travel is bought and sold, worldwide. 

12. Conclusion 

To wrap it up, online travel has totally changed how people plan and book trips. The rise of 

online platforms means it's way easier for travellers and providers to connect. Now, everyone 

can easily compare prices and services, which is great. 

  

These digital tools let hotels, airlines, and tour companies reach more customers and better 

manage their business. Plus, with apps, social media, and reviews, customers are more 

engaged and trust the process more. 

  

But going all-in on online stuff has some downsides. There are more competition, higher fees, 

and dependence on other platforms. Companies need to find a good mix of direct and 

indirect sales. Things like personalization, AI suggestions, and secure payments are keys to 

staying ahead in the online travel world. 

Ultimately, the evolution of online travel distribution channels underscores a shift toward a 

more interconnected, consumer-centric, and technology-driven tourism industry. For 

stakeholders, understanding these channels, adopting innovative strategies, and leveraging 

data analytics are essential to thrive in a marketplace where convenience, transparency, and 

accessibility define success. The future of tourism distribution lies in continuous adaptation 

to technological advancements and evolving traveller expectations. 
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