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[bookmark: _Toc216766358]Abstract
During the Christmas season, the worldwide tourism industry experiences one of the most significant peak times. This peak period is characterized by increased consumer spending, increased travel demand, and time-sensitive decision-making.  Within this framework, Online Travel Agencies (OTAs) like Expedia, Booking.com, and Airbnb play a significant part in defining the distribution of tourism and influencing the booking behaviour of consumers.  This study investigates the role that online travel agencies (OTAs) play during the Christmas season, with a specific emphasis on the ways in which promotions, discounts, and package offers influence the travel decisions of consumers.  The study investigates changes in consumer behaviour that are driven by convenience, perceived value, trust, and emotional reasons related with holiday travel. The study draws on current academic literature and observations from the business . The research makes use of a qualitative, secondary-data-based strategy, conducting an analysis of peer-reviewed journals, reports from the tourist industry, and digital marketing studies that are associated with online travel distribution and seasonal tourism demand.  According to the findings, online travel agencies (OTAs) exert a substantial amount of influence over consumer behaviour over the Christmas season by providing consumers with price transparency, tailored recommendations, and bundled travel items that minimize the complexity of planning and the perceived risk.  It has been discovered that promotional methods such as limited-time discounts and festive packages can generate a sense of urgency and encourage impulsive bookings, particularly among travellers who are price-conscious and individuals travelling with families.  Another factor that plays a significant role in booking decisions during the high-risk holiday season is the level of trust that customers have in well-established online travel agencies (OTAs), which is supported by online reviews and safe payment systems.
 According to the findings of the study, online travel agencies (OTAs) have evolved into integral intermediaries in the Christmas tourism industry. This has resulted in benefits for both consumers and tourism suppliers, while simultaneously increasing the dependence of suppliers on digital platforms.  The findings offer useful information that may be utilized by tourist organizations and destination marketers that are looking to maximize distribution tactics during busy holiday seasons.
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[bookmark: _Toc216766359]1.Introduction 
[bookmark: _Toc216766360]During the holiday season, the tourism and hospitality industry around the world experiences one of the most significant peak periods it has ever experienced. As a result of prolonged vacations, festive celebrations, family reunions, and leisure travel objectives, there is a large surge in the demand for travel experiences during this time period. In recent years, Online Travel Agencies (OTAs) like Expedia, Booking.com, and Airbnb have emerged as important middlemen in the distribution of tourist products. These OTAs have reshaped the way in which customers search for, compare, and purchase travel products. Their influence is most noticeable during the Christmas season, when travellers are actively looking for convenience, cheap pricing, and packaged goods while they are under time limitations.
According to Buhalis and Law (2008), the rapid rise of digital platforms has resulted in a transformation of consumer behaviour in the tourism industry. This transformation has occurred as a result of the change in decision-making processes away from traditional travel agencies and toward online platforms that offer instant access to accommodations, transportation, and experience-based services. It is possible for travellers to compare costs, read reviews, and access real-time availability through online travel agencies (OTAs), which collect large amounts of information. The online travel agencies (OTAs) play a critical role in influencing booking decisions during the holiday season, when travel demand is at its highest and prices are fluctuating. They do this by offering specials, discounts, dynamic pricing, and tailored recommendations.
The behaviour of consumers during the Christmas season is frequently characterized by increased emotional involvement, a sense of urgency, and sensitivity to perceived value. According to Gretzel et al. (2015), Christmas travellers have a tendency to place a high priority on convenience and dependability, while continuously demonstrating a high level of responsiveness to promotional incentives such as limited-time deals, bundled packages, and loyalty benefits. Through the intensification of marketing activities, the provision of flash bargains, and the promotion of festive vacation packages that combine flights, lodgings, and experiences at discounted rates, online travel agencies (OTAs) deliberately capitalize on these behavioural trends.
The purpose of this paper is to investigate the function that online travel agencies play throughout the holiday season and to investigate the ways in which the advertising techniques of these agencies influence the booking behaviour of customers. To be more specific, the study investigates the influence that discounts, package offers, and digital marketing strategies have on the decision-making process regarding travel. The analysis delves deeper into the ways in which customer trust, perceived value, and convenience are the driving forces behind reliance on online travel agencies (OTAs) during peak holiday days.
The contribution that this study makes to expanding our understanding of seasonal consumer behaviour across tourism distribution channels is the primary reason for its significance. Considering that online travel agencies (OTAs) continue to dominate global travel markets, it is beneficial for tourism businesses, destination marketers, and governments to gain insights into the influence that OTAs have during high-demand periods such as Christmas. Having an understanding of these dynamics can assist hotel operators in developing efficient pricing strategies, optimizing distribution channels, and striking a balance between their dependence on online travel agencies and their efforts to promote direct booking.
This paper is organized in such a way that it begins with a complete literature review on online travel agencies (OTAs) and consumer behaviour, and then moves on to a methodological section that introduces the research technique. Analysis of the impact of online travel agency (OTA) strategies over the Christmas season is presented in the findings and discussion portions of the paper, and the report finishes with recommendations and implications for the tourism industry.

2. Literature Review 
2.1 The Development of Online Travel Agencies in the Market for Tourism Transportation
Through the transfer of control from traditional intermediaries to digital platforms, online travel agencies (OTAs) have brought about a transformation in the structure of the distribution infrastructure for tourism. Historically, brick-and-mortar travel agencies served as information gatekeepers and were the primary source of distribution for travel. On the other hand, online travel agencies (OTAs) like Expedia, Booking.com, and Airbnb have been able to dominate the worldwide tourism business as a result of the rapid development of internet technologies and digital platforms (Buhalis & Law, 2008). Consumers are able to search for, compare, and book services in real time using these platforms, which aggregate travel products such as accommodations, transportation, and experiences.
According to Law et al. (2015), academics make the argument that online travel agencies (OTAs) have improved market efficiency by lowering the knowledge gap that exists between consumers and suppliers. Online travel agencies (OTAs) have become the preferred booking channels, particularly during high seasons, due to their ability to provide price transparency, rapid confirmation, and global accessibility. During the holiday season, when demand is at its peak and supply is at its lowest, customers are increasingly reliant on online travel agencies (OTAs) to determine the most advantageous available options across all destinations. According to Ivanov and Zhechev (2012), online travel agencies (OTAs) provide firms in the tourist industry with the ability to access worldwide markets that would otherwise be impossible to access. However, their ability to do so frequently comes at the expense of exorbitant commission fees.

2.2 Demand During Each Season and Travel Behaviour During the Holidays

There is a significant correlation between seasonality and the demand for tourism, with Christmas being one of the most intense peak periods all around the world. In his article from 2001, Butler indicates that seasonal travel peaks are caused by institutional variables such as public vacations, school holidays, and cultural traditions. In addition, Christmas tourism is impacted by emotional and social incentives, such as the reunion of family members, the celebration of religious holidays, and the participation in festive leisure activities.
According to research, customers who travel throughout the Christmas season exhibit distinct behavioural tendencies in comparison to travellers who don't travel during the holiday season. According to Jang et al. (2018), they are typically more time-constrained, require less flexibility with regard to travel dates, and are more prepared to pay premium costs in order to acquire travel arrangements that are dependable and convenient. As a result, this creates an atmosphere that is favourable for online travel agencies (OTAs), who provide centralized systems that are able to handle complex travel planning while under time pressure. According to Gretzel et al. (2015), the research indicates that during peak periods, consumers place a higher value on certainty and convenience than they do on comprehensive search, which therefore strengthens their reliance on reputable online travel agencies (OTA).

3.3.1 The Importance of Discounts and Promotions During Busy Times of the Year

The promotional techniques that online travel agencies (OTAs) employ are of utmost importance to their competitive advantage, particularly during times of high demand such as Christmas. There is a prevalent practice of using discounts, flash sales, and limited-time deals in order to drive demand and speed up the decision-making process regarding bookings (Xiang et al., 2015). According to the research published in the field of behavioural economics, scarcity cues and time-bound promotions are effective ways to boost perceived value and urgency, which ultimately results in higher conversion rates.
During the holiday seasons, customers are extremely attentive to online travel agencies' (OTA) specials, according to a number of studies. According to the findings of Abrate et al. (2012), price reductions and special offers have a considerable impact on booking intentions, even when overall costs remain higher than off-season rates. Online travel agencies (OTAs) frequently feature "festive deals" or "holiday specials" throughout the holiday season, portraying these offers as exceptional chances despite the fact that prices are at their highest. This effect of framing plays a significant part in the process of creating the perceptions of value and savings held by consumers.
On the other hand, there are experts who warn that excessive discounting may have a negative influence on brand image, particularly for high-end hotels and premium travel services (Dolnicar et al., 2018). Even though this is a worry, the time pressure and emotional intensity associated with Christmas travel frequently take precedence over long-term brand considerations. As a result, promotional methods are extremely effective in the short term.

2.4 Travel Package Deals and Products That Are Bundled Together

The use of package deals is yet another important method that online retailers use to influence the behaviour of customers throughout the Christmas season. Flights, rooms, transportation, and sometimes activities are all included in these bundles, which are often offered at a discounted rate. (Jang et al., 2018) Research indicates that bundled items minimize cognitive effort by simplifying decision-making and minimizing perceived risk. This is supported by the literature mentioned above.
As a result of the fact that travellers frequently organize vacations for families or groups during the holiday season, logistics become more complicated. This difficulty is addressed by online travel agencies (OTAs) through the promotion of all-inclusive or semi-inclusive packages that are marketed as "hassle-free" alternatives. The argument put forth by Dolnicar et al. (2018) is that such bundles increase the perceived value of the product by simultaneously providing cost savings and convenience. It has been demonstrated through empirical research that consumers are more likely to purchase packaged travel packages during peak seasons, which are times when the costs of individual components are more fluctuating.
In addition, package deals are in line with the emotional drivers that are linked with Christmas travel, such as the desire for stress-free planning and experiences that would be memorable for the entire family. Online travel agencies (OTAs) reinforce their status as trusted facilitators of vacation travel by minimizing the anxiety associated with planning.

2.5 Trust among Customers, Individuals' Perceptions of Risk, and Online Reviews

When it comes to making purchases associated with travel online, trust is an essential factor in determining consumer behaviour, particularly during high-risk seasons such as Christmas. As a result of the fact that disruptions or service failures can dramatically impair holiday experiences, travelling during busy seasons carries with it higher financial and emotional stakes. According to Filieri and McLeay (2014), customers look for comfort through trusted platforms and content that is provided by members of their own peer group.
When it comes to establishing trust in online travel agencies (OTAs), online reviews and ratings are of the utmost importance. (Gretzel et al., 2015) Research has shown that customers place a significant amount of weight on reviews when making decisions on lodgings and destinations, particularly during the holiday season when expectations are at their highest. OTAs make investments in review verification systems and transparency measures in order to improve their reputation and lower the amount of risk that is perceived.
Established online travel agencies (OTAs) reap the benefits of strong brand awareness and consumer confidence over the holiday season. It has been shown by Hudson and Thal (2013) that during busy periods, travellers are less inclined to experiment with unknown platforms. Instead, they favour online travel agencies (OTAs) who have demonstrated reliability, customer assistance, and reasonable cancellation policies. In the holiday season, this further bolsters the dominance of big online travel agencies (OTAs).

2.6 Strategies for Implementing Personalization and Digital Marketing

Personalization and digital marketing are becoming increasingly crucial instruments that online travel agencies (OTAs) employ to influence the behaviour of their customers. According to Buhalis and Sinarta (2019), advancements in data analytics and artificial intelligence have made it possible for online travel agencies (OTAs) to provide personalized suggestions to users based on their interests, search history, and seasonal trends. Personalized discounts, tailored emails, and push alerts are frequently used in Christmas marketing campaigns. These elements are aimed to correspond with the travel goals of particular customers.
According to Gretzel et al.'s 2020 research, tailored marketing has been shown to boost engagement and the chance of bookings by increasing the perceived relevance of the marketing. During the holiday season, customisation may include suggestions for festive destinations, lodgings that are suitable for families, or romantic vacation getaways. When it comes to decision-making, these individualized messages appeal to both the emotional and functional elements of consumers.
In addition, online travel agencies are able to effectively sustain customer interest throughout the entire decision-making process by utilizing retargeting methods and dynamic pricing mechanisms. In their study, Xiang et al. (2015) highlight the fact that such techniques are more effective during peak seasons, when customers visit platforms numerous times before committing to a reservation.

2.7 Deficits in the Currently Available Literature

While there is a substantial body of research on online travel agencies (OTAs) and customer behaviour, there are just a few studies that concentrate especially on the Christmas season as a separate setting. A significant portion of the existing body of research investigates general online booking behaviour, but it does not take into consideration seasonal emotional factors or urgency altogether. Given this gap, it is imperative that a focused analysis be conducted on the ways in which online travel agency methods intersect with holiday-specific consumer motives.
Promotions, package deals, trust-building mechanisms, and tailored digital marketing are some of the ways that online travel agencies (OTAs) have been shown to exercise a substantial effect over the behaviour of consumers, as demonstrated by the research. These variables become accentuated during the Christmas season due to increased demand, emotional involvement, and time constraint, which positions online travel agencies as major actors in the distribution of holiday tourism.
[bookmark: _Toc216766361]3 Methodology 
This study adopts a qualitative, exploratory research methodology to examine the role of Online Travel Agencies (OTAs) during the Christmas season and their influence on consumer behavior. The qualitative approach is appropriate for this research as it allows for an in-depth understanding of consumer decision-making patterns, perceptions, and the strategic practices employed by OTAs during peak holiday periods. Rather than focusing on numerical measurement, the study emphasizes conceptual analysis and interpretation of existing scholarly work.
3.1 Research Design
The research design is based on secondary data analysis, drawing upon established academic literature and industry-based evidence. This design enables the synthesis of diverse perspectives related to tourism distribution, seasonal travel demand, and digital marketing strategies used by OTAs. An exploratory design is particularly suitable as the study aims to identify key themes and relationships rather than test specific hypotheses.
3.2 Data Collection Sources
Data were collected from a range of peer-reviewed academic journals, industry reports, and reputable tourism publications. Academic sources were accessed through databases such as Google Scholar, ScienceDirect, and Taylor & Francis. Industry insights were obtained from reports published by organizations such as the United Nations World Tourism Organization (UNWTO), Statista, and major OTA market analyses. Priority was given to sources published within the last fifteen years to ensure relevance, while foundational studies were included where necessary to support theoretical frameworks.
3.3 Data Analysis Technique
The collected literature was analyzed using a thematic analysis approach. Key themes such as price sensitivity, promotional influence, trust and risk perception, convenience, and personalization were identified and systematically examined. Thematic coding allowed for the organization of findings into coherent categories, facilitating comparison across studies and identification of recurring behavioral patterns related to Christmas travel bookings.
3.4 Ethical Considerations
As this study relies solely on secondary data, no primary data collection involving human participants was conducted. All sources were appropriately acknowledged using APA 7th edition referencing, ensuring academic integrity and avoidance of plagiarism.
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[bookmark: _Toc216766363]In light of the findings of this study, it is clear that Online Travel Agencies (OTAs) have a considerable role in influencing the behaviour of customers throughout the holiday season. During this peak travel period, customer reliance on online travel agencies (OTAs) increases due to increasing demand, time restrictions, and higher emotional involvement connected with holiday travel, according to an analysis of existing literature and data from the industry. Following the completion of the investigation, a number of significant themes appeared, including price sensitivity, promotional influence, convenience, trust, and personalization aspects.

The increased significance of pricing comparisons over the holiday season is one of the most notable discoveries that was made. The usage of online travel agencies (OTAs) by customers allows them to compare costs across a variety of airlines, hotels, and locations within a single user interface. Despite the fact that Christmas travel is typically associated with increased pricing, travellers continue to be extremely sensitive to the value they perceive there to be. Online travel agencies (OTAs) take advantage of this behaviour by providing tools for comparing prices and promoting items with labels such as "best deals" or "limited availability," which push customers to make decisions more quickly. According to research conducted by Xiang et al. (2015), internet-based travel agencies (OTAs) are perceived by customers as cost-saving tools even while absolute prices are higher during peak periods.

It has been discovered that promotions and discounts have a considerable impact on booking decisions over the Christmas season. There is a sense of urgency that is created by limited-time deals, flash sales, and seasonal discounts, which motivates people to make impulsive appointments. On the other hand, consumers frequently view these deals as opportunities to obtain greater value during a travel season that would otherwise be pricey. According to research conducted by Abrate et al. (2012), vacation travellers are more likely to commit to bookings when discounts are presented in a manner that is exclusive or time-sensitive. This is the case even if the real savings are less than significant. Email advertising, mobile notifications, and webpage banners are some of the ways that online travel agencies (OTAs) carefully enhance their promotional messaging over the Christmas season.

One more significant discovery pertains to the fact that package deals and bundled offerings have a particularly great appeal. Packages that include flights, lodgings, and additional amenities are the most popular choice among Christmas vacationers, particularly families and groups of people travelling together. Additionally, these bundles provide the image of cost efficiency while simultaneously reducing the complexity of planning and the perceived risk. Over-the-counter (OTA) distribution channels are the most favoured distribution channel, according to the literature (Dolnicar et al., 2018). This is because consumers value the convenience of "one-stop" booking options during busy holiday periods. Due to limited availability and the need for stress-free trip preparation, package deals are especially appealing throughout the holiday season—especially during the Christmas season.

It became clear that trust and the perception of reliability were important factors in determining consumer behaviour. An increase in consumer sensitivity to risk is a result of the increased emotional and financial stakes that are associated with Christmas travel. Existing online travel agencies (OTAs) enjoy the advantages of strong brand recognition, secure payment systems, and transparent procedures, all of which contribute to increased consumer confidence. It was discovered that the selection of accommodations and destinations is heavily influenced by the ratings and reviews that are available online. Consumers place a significant amount of weight on the opinions of their peers when evaluating the quality of service, particularly during the Christmas season when expectations are higher (Filieri & McLeay, 2014). It is more likely that online travel agencies (OTAs) that offer verified ratings and customer service that is responsive would attract bookings throughout the holiday season.

In addition, the findings shed light on the growing significance of personalization and digital marketing in the process of moulding the behaviour of consumers. Data analytics and artificial intelligence are utilized by online travel agencies (OTAs) in order to provide personalized recommendations and holiday promotions to users based on their browsing history and interests. It was discovered that increased engagement and booking likelihood could be achieved through the use of personalized emails that suggested Christmas destinations, hotels that were suitable for families, or romantic holiday getaways. In the study conducted by Gretzel et al. (2020), it was shown that personalized material has the ability to improve perceived relevance and reduce decision fatigue. This is especially advantageous when it comes to the time-sensitive process of holiday planning.

In conclusion, the data suggest that online travel agencies (OTAs) have an impact not only on booking decisions but also on the expectations of customers. customers are encouraged to select destinations and lodgings that are matched with festive imagery and seasonal themes through the use of promotional messaging and curated listings. These elements impact customers' impressions of ideal Christmas travel experiences. During peak seasons, this further bolsters the position of online travel agencies (OTAs) as influential intermediaries that shape demand patterns.

5. Discussion 
The findings of this study reinforce existing literature that positions Online Travel Agencies as dominant actors in contemporary tourism distribution, particularly during peak periods such as Christmas. The heightened reliance on OTAs observed in the findings can be explained through a combination of economic, psychological, and technological factors that influence consumer behavior during the holiday season.

Price sensitivity, despite overall higher travel costs during Christmas, remains a key driver of consumer decision-making. The findings support prior research suggesting that consumers are more responsive to perceived savings than absolute prices during peak periods (Xiang et al., 2015). OTAs effectively frame promotional offers as opportunities to obtain value, even within a high-price environment. This aligns with behavioral economics theories, which suggest that consumers are influenced by relative comparisons and urgency cues rather than objective price levels.

The strong preference for package deals observed in the findings is consistent with existing studies on bundled travel products. During Christmas, travelers face greater planning complexity and time pressure, making simplified booking solutions particularly attractive. Package deals reduce cognitive effort and perceived risk, supporting Dolnicar et al.’s (2018) argument that convenience and certainty are critical during peak seasons. This finding highlights the strategic advantage OTAs hold over direct suppliers that may lack the capacity to offer integrated travel solutions.

Trust and reliability emerged as central themes in the findings, underscoring the importance of brand reputation and online reviews during high-risk travel periods. Christmas travel often carries emotional significance, and service failures can have a disproportionate negative impact on consumer satisfaction. The preference for established OTAs reflects a risk-averse mindset, consistent with Filieri and McLeay’s (2014) findings on the role of trust in online travel purchasing. This suggests that newer or lesser-known platforms may struggle to compete during peak seasons without strong credibility signals.

The discussion also highlights the growing influence of personalization and digital marketing. Personalized recommendations and festive messaging address both rational and emotional dimensions of consumer behavior, enhancing engagement and reducing decision fatigue. This supports Buhalis and Sinarta’s (2019) assertion that personalization is a key determinant of competitiveness in digital tourism markets. During Christmas, personalization becomes particularly effective due to heightened emotional involvement and specific travel motivations.

Overall, the discussion suggests that OTAs do not merely respond to consumer demand during Christmas but actively shape it through strategic use of promotions, packaging, trust-building mechanisms, and personalized marketing. While this benefits consumers by enhancing convenience and perceived value, it also raises concerns regarding supplier dependency and market power. Tourism businesses must therefore strategically balance OTA partnerships with direct booking initiatives to remain competitive and retain control over customer relationships during peak holiday periods.

[bookmark: _Toc216766365]6. Conclusion 
During the Christmas season, which is a peak period that is characterized by high travel demand, emotional engagement, and time-sensitive decision-making, this study investigated the impact that online travel agencies (OTAs) play in influencing customer behaviour.  According to the findings of the study, online travel agencies (OTAs) like Expedia, Booking.com, and Airbnb have emerged as key players in the distribution of tourism over the Christmas season. These OTAs provide consumers with pricing transparency, convenience, and integrated booking solutions that are tailored to meet their requirements throughout the holiday season.

 According to the findings, promotional methods such as limited-time discounts, holiday deals, and flash sales have a substantial impact on the decisions that consumers make regarding bookings. These strategies provide a sense of urgency and enhance the perceived value of the product or service under consideration.  It was also found that package discounts are a significant factor in the preference for online travel agencies, particularly among families and group travellers who are looking for vacation planning that is hassle-free.  When it comes to the busy holiday seasons, online travel agencies (OTAs) are particularly appealing because of the packaged options that decrease complexity and perceived risk.

 Trust has emerged as a significant feature that plays a significant role in moulding consumer behaviour. Travellers have demonstrated a strong preference for established online travel agencies (OTAs) that provide trustworthy customer assistance, secure payment methods, and transparent review procedures.  When it comes to managing perceived risk, which is amplified during the holiday season due to the emotional and financial significance of holiday travel, online reviews and ratings play a critical role.  Additionally, it was discovered that aligning travel alternatives with individual tastes and seasonal incentives might improve customer engagement and booking likelihood. This can be accomplished through the use of personalized digital marketing and suggestions that are driven by data.

 According to the findings of the study, online travel agencies (OTAs) not only make it easier for customers to make travel reservations throughout the holiday season, but they also actively shape the expectations and demand patterns of customers through strategic pricing, marketing, and personalization.  The increasing dominance of online travel agencies (OTAs) generates worries regarding the dependence of suppliers and the expenses of commissions, despite the fact that OTAs offer major benefits to both customers and tourism suppliers.  Therefore, in order to ensure long-term competitiveness during peak holiday periods, enterprises in the tourism industry need to develop distribution strategies that are balanced and exploit the visibility of online travel agencies (OTAs) while simultaneously increasing direct booking channels.
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