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Abstract 
The tourism industry's sales landscape has been fundamentally reshaped by a digital revolution, 

moving from traditional, intermediary-reliant models to a paradigm dominated by online 

platforms. This report provides a critical analysis of contemporary sales strategies, focusing on 

the intersection of evolved consumer behavior, digital tool utilization, and the influence of 

technology and post-pandemic trends. Selecting Option 2, "Maximizing Sales through Digital 

Channels," it explores how Online Travel Agencies (OTAs), SEO, online advertising, and 

social media have redefined the marketing and sale of travel.  

The methodology involves a systematic literature review and analysis of industry data. Key 

findings reveal an "algorithmic consumer" influenced by digital touchpoints, a market defined 

by OTA power and the necessity for direct channels, and the critical role of integrated digital 

marketing. The report culminates in five innovative recommendations: AI-powered hyper-

personalization, dynamic direct-book incentives, immersive AR content, agile OTA 

partnerships, and a "phygital" customer journey. The discussion contextualizes these within 

theoretical frameworks and practical challenges, concluding that the future of tourism sales lies 

in a agile, data-informed, and customer-centric approach that balances third-party platforms 

with direct relationships. 

Keywords: tourism sales, digital channels, online travel agencies (OTAs), consumer behavior, 

digital marketing, CRM 

 

 

 

 

 

 

 

 

 



Introduction 
The global tourism industry's sales engine, once powered by traditional travel agents and 

telephone bookings, has been irrevocably disrupted. The digital age, accelerated by the 

COVID-19 pandemic, has ushered in an era where sales have transformed from simple 

transactions into a complex, multi-channel process centered on an empowered, digitally-savvy 

consumer. This report critically analyzes this evolution, focusing on Option 2: "Maximizing 

Sales through Digital Channels: How Online Booking Platforms are Revolutionizing Tourism 

Sales." 

The central thesis is that this digital revolution constitutes a fundamental re-engineering of 

tourism sales strategies. This transformation demands a deep understanding of the modern 

tourist's behavior, a strategic approach to managing relationships with powerful Online Travel 

Agencies (OTAs), and the masterful use of digital tools—from SEO and social media to 

Customer Relationship Management (CRM) systems—to drive both revenue and long-term 

loyalty. The pre-digital era's information asymmetry has inverted; the consumer now holds 

unprecedented power through access to limitless information and reviews (Buhalis & Sinarta, 

2019). This shift necessitates an evolution in sales tactics from persuasion to engagement and 

from mass marketing to personalization. 

The scope of this analysis encompasses the entire digital sales funnel, from inspiration fueled 

by social media, through the comparison phase dominated by OTAs, to the post-purchase phase 

managed via CRM. It explores technology as both a disruptor and an enabler, and how post-

pandemic changes like the demand for flexibility have been hardwired into digital booking 

engines. The report is structured to provide a comprehensive exploration, beginning with a 

Literature Review synthesizing existing research, followed by a Methodology, Findings 

supported by real-world data, a Discussion interpreting these findings, and a Conclusion with 

innovative recommendations. The aim is to provide a blueprint for leveraging digital channels 

to maximize sales and build customer satisfaction. 

 

 

 

 



Literature Review 
The digitization of tourism sales is a extensively documented global phenomenon, with 

academic research and industry analysis converging on its transformative power. This review 

synthesizes the critical strands of this body of work, focusing on the seismic shifts in consumer 

behavior, the meteoric rise and entrenched dominance of Online Travel Agencies, the integrated 

role of digital marketing tactics, and the strategic countermovement towards direct bookings 

fuelled by advanced CRM systems. 

 

Consumer Behavior in the Digital Tourism Landscape 
Understanding the modern tourist is foundational to any effective sales strategy. Traditional 

linear models like AIDA are inadequate to describe the non-linear, "messy middle" of the digital 

traveler's journey, characterized by constant looping between online touchpoints (Google, 

2020). The "always-on" consumer uses their smartphone for all travel-related activities. 

Theoretical frameworks like the Theory of Planned Behavior (Ajzen, 1991) find new relevance 

here. Attitudes are shaped by user-generated content (UGC), subjective norms by online 

reviews, and perceived behavioral control by intuitive apps and flexible policies. Kotler et al. 

(2017) emphasize that consumers are influenced by a hybrid of corporate marketing and peer-

to-peer conversations; an Instagram post can generate more desire than a brochure. The pre-

purchase phase involves intensive information-seeking, with travelers consulting numerous 

sites and reviews before booking (Litvin et al., 2018), underscoring the need for a strong digital 

presence. 

Post-pandemic, travelers exhibit new traits: a sustained preference for flexibility, heightened 

health and safety awareness, and a growing interest in sustainable and nature-based travel. 

Digital platforms must feature these attributes to align with evolved consumer values. 

The Dominance and Dynamics of Online Travel Agencies (OTAs) 
The rise of OTAs like Booking.com and Expedia represents the most significant structural 

change in tourism distribution. They are powerful intermediaries that aggregate supply and 

demand, offering consumers choice, convenience, and price transparency (Tussyadiah, 2020). 

For suppliers, OTAs provide global reach, allowing a small hotel to access a worldwide 

audience. 

https://booking.com/


However, this partnership is often a "necessary evil." The primary critique is high commission 

fees (15-30%), which severely erode supplier profitability (O'Connor, 2022). This creates a 

tension: OTAs are crucial for volume, but over-reliance stifles profitability and inhibits direct 

customer relationships. A significant power imbalance also exists in data ownership. OTAs 

possess vast insights into booking patterns and search behaviors, which they use to optimize 

their platforms, often leaving suppliers with an incomplete market picture. The strategic 

challenge is not to eliminate OTAs but to manage them for customer acquisition with the goal 

of migrating valuable customers to direct channels (Ivanov & Webster, 2018). 

Digital Marketing Synergy: SEO, Online Advertising, and Social Media 
Digital channels' power is multiplicative, requiring an integrated strategy. 

• SEO is the foundation for driving organic traffic. It involves optimizing website 

content and structure to rank highly in search results for relevant keywords (e.g., 

"boutique hotel Barcelona"). It is a long-term investment that builds credibility and 

sustainable traffic (Burgess et al., 2022). 

• Online Advertising (e.g., PPC) provides agility. It allows for targeting specific 

demographics and retargeting website visitors. On platforms like Google and Meta, 

visual ads can showcase destinations, tapping into emotional drivers. 

• Social Media has evolved from a branding tool to a direct sales channel. "Social 

commerce" features like Instagram's "book now" allow users to move from inspiration 

to transaction without leaving the app. Furthermore, UGC acts as powerful, authentic 

social proof that influences bookings more effectively than traditional ads (Molinillo et 

al., 2021). 

The Strategic Imperative of Direct Bookings and CRM 
In direct response to the challenges posed by OTA dominance, the literature presents a 

compelling and unanimous argument for a strategic pivot towards driving direct bookings 

through supplier-owned channels. These channels include a company's official website, its 

dedicated mobile application, and direct telephone lines. The benefits of this shift are multifold 

and significant: it leads to higher profitability by completely avoiding OTA commission fees, 

it grants the supplier full ownership and access to valuable first-party customer data, and it 



creates a golden opportunity to build a direct, unmediated relationship that fosters genuine 

brand loyalty and repeat business. 

The critical enabler for a successful and scalable direct booking strategy is the implementation 

and sophisticated use of a robust Customer Relationship Management (CRM) system. A 

modern CRM is far more than a simple digital Rolodex or customer database; it is a strategic 

intelligence platform that allows a tourism business to track, analyze, and respond to every 

interaction a customer has with the brand across their entire lifecycle. Research demonstrates 

that the effective application of CRM data allows for advanced customer segmentation and the 

delivery of highly personalized marketing communications (Buhalis & Foerste, 2015). For 

instance, a CRM can automatically identify a customer who has previously booked a romantic 

getaway package and then target them with a personalized email offer for a newly launched 

anniversary package, complete with champagne and a couples' spa treatment. 

CRM systems are also the technological backbone of modern loyalty programs, which are a 

cornerstone tactic for encouraging repeat direct business. By offering tangible value through 

points redeemable for free nights, exclusive perks, and member-only rates, businesses can 

create a compelling value proposition that incentivizes customers to bypass the OTAs and book 

directly. This initiates a powerful virtuous cycle: more direct bookings generate richer customer 

data within the CRM, which in turn enables more precise personalization and more effective 

targeted marketing campaigns, which subsequently drives even more direct bookings. The 

literature concludes that a direct-booking-first strategy, powered by a sophisticated, data-driven 

CRM system, represents the most sustainable and profitable path to long-term resilience and 

customer loyalty in the contemporary digital tourism landscape. 

 

Methodology 
In the digital ecosystem, channels do not operate in isolation; their true power is unlocked 

through integration and synergy. The literature strongly emphasizes the necessity of a cohesive 

digital marketing strategy where Search Engine Optimization (SEO), online advertising, and 

social media work in concert to guide, nurture, and convert the consumer throughout the sales 

funnel. 

SEO forms the essential bedrock for driving sustainable, organic (unpaid) traffic. It 

encompasses the practice of optimizing a website's content, technical structure, and backlink 



profile to achieve high rankings in search engine results pages (SERPs) for relevant, high-intent 

keywords (e.g., "boutique hotel in Lisbon," "all-inclusive family resorts Mexico"). Academic 

and industry sources highlight that SEO is a long-term strategic investment that builds 

credibility, authority, and a predictable flow of qualified traffic over time (Burgess et al., 2022). 

Given that most travel planning journeys begin with a search query, earning a position on the 

first page of Google is the digital equivalent of securing a prime, high-footfall retail location 

on a busy street. 

Online advertising, particularly Pay-Per-Click (PPC) campaigns on search engines and social 

media platforms, provides the tactical agility and immediacy that SEO inherently lacks. It 

allows tourism businesses to target specific demographics, interests, and even retarget users 

who have previously visited their website but did not complete a booking. On visually-oriented 

platforms like the Google Display Network and Meta (encompassing Facebook and Instagram), 

compelling display and video ads can showcase the emotional and experiential appeal of a 

destination, effectively tapping into the core drivers of travel desire. The synergy between these 

channels is powerful and clear: a user might first encounter a breathtaking Instagram video ad 

from a tour operator (creating awareness), then conduct a Google search for "adventure tours 

in Costa Rica" (entering the consideration phase), click on a top-ranking PPC ad for a specific 

company's website, and finally make a booking. 

The role of social media has evolved dramatically, transitioning from a platform primarily for 

brand building and community engagement to a legitimate and potent direct sales channel. The 

literature documents the rapid growth of "social commerce," where platforms like Instagram 

and Pinterest have integrated native "book now" and "shop" features, enabling users to move 

seamlessly from a moment of inspiration to a transaction without ever leaving the app 

environment. Furthermore, social media is the primary domain for User-Generated Content 

(UGC), which functions as a form of powerful, authentic social proof. This peer-generated 

content has been shown to influence booking decisions more effectively than traditional, 

corporate advertising, as it is perceived as more trustworthy and relatable (Molinillo et al., 

2021). 

 

This report employs a qualitative design based on a comprehensive systematic literature review 

to critically analyze sales strategies in tourism with a focus on digital channels. The aim is to 

synthesize existing knowledge, identify key themes, and develop innovative recommendations. 



Data collection involved a systematic search of academic databases (Google Scholar, Scopus) 

using keywords like "tourism sales strategies," "OTAs," and "digital marketing in tourism," 

limited to publications from 2015-2025. This was supplemented by a review of industry reports 

and case studies of companies like Booking Holdings and Marriott International. 

Data analysis followed a thematic analysis approach. The collected literature was reviewed and 

coded to identify recurring patterns and central arguments. The major themes that emerged 

structured the Findings and Discussion sections. These themes include the transformation of 

consumer behavior, the management of OTA relationships, the use of digital marketing tools, 

and direct booking strategies. 

A limitation of this methodology is its reliance on secondary data, meaning findings are 

interpretive rather than empirically proven through primary research. However, by rigorously 

analyzing credible sources, this report provides a well-supported and actionable analysis. 

Findings 

The Algorithmic Consumer: Data-Driven Insights into Booking Behavior 
The modern travel consumer's path to purchase is non-linear, involving 10-20 touchpoints 

before booking. This digital footprint reveals a consumer heavily influenced by algorithms and 

social proof. 

• Influence of Social Proof and UGC: Online reviews are arguably the most 

influential factor. A massive 81% of travelers always or frequently read reviews before 

booking (TripAdvisor, 2023). UGC on Instagram and TikTok acts as powerful 

inspiration; a viral video can create a massive demand surge for a specific property. 

• Demand for Hyper-Relevance: Consumers expect personalization. Generic 

advertising is ineffective. Travelers respond to communications that reflect their past 

behavior and preferences. 

• Post-Pandemic Shifts: Data shows a sustained demand for flexible booking 

options. There is also a trend towards longer stays ("workations") and a preference for 

less crowded, nature-based destinations. Digital platforms that fail to feature these 

attributes are at a disadvantage. 

 



OTA Power and Partnership: A Necessary Symbiosis 
OTAs are entrenched in the tourism distribution chain, granting them immense power. 

• Commission Cost Paradigm: The financial burden of commissions remains a 

primary pain point. Strategically advanced suppliers now calculate the "Cost of 

Acquisition" for each channel, treating OTA commissions as a marketing cost. 

• Data Asymmetry Challenge: OTAs possess a holistic market view, while 

suppliers have a siloed view. This makes it difficult for suppliers to make strategic 

decisions without relying on OTA data, reinforcing dependency. 

• Case Study:  

Booking.com: Its "connected trip" platform aims to capture a greater share of traveler 

spending. Its massive marketing spend ensures top-of-mind brand awareness. For 

partners, being on Booking.com is non-negotiable but requires a strategy to avoid 

commoditization. 

The Direct Booking Conundrum: Challenges and Triumphs 
The industry-wide push for direct bookings faces challenges and achieves successes. 

• The "Billboard Effect": OTAs serve as a powerful billboard for initial customer 

acquisition. The strategic challenge is to convert OTA bookers into lifelong direct 

customers through exceptional experiences and post-stay CRM engagement. 

• Best Practices in Incentives: Successful tactics include: 

o "Best Rate Guarantee." 

o Exclusive perks for direct bookers (e.g., free breakfast, late checkout). 

o Member-only rates via loyalty programs. 

o A frictionless, mobile-optimized direct booking experience. 

• Case Study about Marriott Bonvoy: With over 180 million members, Marriott's 

loyalty program creates a powerful value proposition. By integrating its CRM with its 

booking engine, it delivers personalized offers that encourage direct bookings, building 

a profitable direct relationship. 

https://booking.com/
https://booking.com/


The Funnel Reimagined: SEO, Social Media, and Metasearch Influence 
The digital sales funnel is an interconnected system. 

• SEO as a Long-Term Asset: High organic search rankings drive a steady stream 

of high-intent traffic without a per-click cost. Success requires both technical SEO (site 

speed) and content SEO (creating quality destination guides). 

• Role of Metasearch Engines: Platforms like Google Hotels are a critical 

battleground for the "last mile" of decision-making. Suppliers often use a PPC model 

to display their direct booking link alongside OTA prices, which can be a cost-effective 

customer acquisition method. 

• Social Media as a Booking Channel: Platforms like Instagram have integrated 

"book now" features, shortening the path from inspiration to action. Their visual nature 

is ideal for showcasing experiences, driving qualified traffic to both direct and OTA 

channels. 

Innovative Recommendations 

Recommendation 1: Implementing AI-Powered Hyper-Personalization 
Move beyond basic personalization by leveraging AI to analyze a customer's complete 

interaction history and predict future needs with accuracy. 

• Implementation: 

1. Integrate an AI platform with the company's CRM, PMS, and booking engine. 

2. Enable dynamic creation of bespoke travel packages (e.g., a "Wellness & 

Adventure Retreat" for a customer who books spas and browses hiking trails). 

3. Personalize the website in real-time, displaying relevant room types and offers. 

• Expected Outcome: Increased conversion rates, heightened customer satisfaction, 

higher average transaction value, and a more appealing direct channel. 

Recommendation 2: Developing a Dynamic Direct-Book Incentivization 
Strategy 
Replace static discounts with a data-driven strategy that offers the right incentive to the right 

customer. 



• Implementation: 

1. Use the CRM to segment customers by lifetime value and channel propensity. 

Target high-value OTA bookers with personalized, high-value offers. 

2. Implement "Mystery Member Rates" that require an email sign-up to reveal a 

discount, growing the loyalty program. 

3. Use post-stay interactions (e.g., a QR code at check-out) to offer a direct-

booking discount for the next stay. 

• Expected Outcome: More cost-effective customer acquisition, growth of the loyalty 

database, and a systematic increase in repeat direct business. 

Recommendation 3: Creating Immersive, Bookable Content via AR and 
Virtual Tours 
Differentiate from OTA listings by offering rich, interactive content that sells an experience. 

• Implementation: 

1. Develop an AR "Try-Before-You-Book" app feature that lets users view a 3D 

room model in their own space. 

2. Integrate 360-degree virtual tours with clickable "hotspots" that lead directly to 

a booking page for that specific room or experience. 

• Expected Outcome: Reduced purchase anxiety, higher conversion rates, a unique 

"wow" factor for the direct channel, and enhanced customer satisfaction. 

Recommendation 4: Forging Agile, Data-Sharing OTA Partnerships 
Evolve the OTA relationship from transactional to collaborative. 

• Implementation: 

1. Negotiate for access to aggregated, anonymized OTA data on search trends and 

amenity performance. 

2. Propose co-marketing campaigns targeting specific segments (e.g., a "Wellness 

Package" marketed to users interested in yoga). 

3. Use OTAs tactically for specific goals like last-minute inventory liquidation or 

entering new markets. 



• Expected Outcome: OTAs become strategic intelligence partners, improving ROI 

from the channel and enabling better-informed business decisions. 

 

Recommendation 5: Adopting a Phygital Customer Journey Strategy 
The future of tourism sales lies in seamlessly and thoughtfully blending the physical and digital 

("phygital") experience throughout the entire customer journey. The relationship with the 

customer does not end at the booking confirmation email; it extends through the entire travel 

experience and continues long after check-out. A phygital strategy uses digital tools to enhance, 

personalize, and simplify the on-site experience, thereby strengthening the direct emotional 

connection with the brand and powerfully encouraging repeat direct business. 

• Implementation: 

1. Develop a Mobile-Centric "Digital Concierge": Instead of investing heavily 

in a feature-rich native app that requires download, develop a lightweight, web-

based "digital concierge" accessible via a simple QR code scanned at check-in 

or included in a pre-arrival email. This progressive web app (PWA) would allow 

guests to: 

▪ Access a mobile check-in and digital key (where technology permits). 

▪ Message the front desk, concierge, or service staff directly via a chat 

interface for requests like extra towels, restaurant reservations, or taxi 

services. 

▪ Explore a dynamic digital guidebook with curated local 

recommendations, maps, and exclusive partner offers. 

▪ Control in-room amenities like TV, lighting, or thermostat if integrated 

with IoT systems. 

▪ Review and settle their bill digitally upon departure. 

2. Use IoT for Proactive and Personalized Service: Implement Internet of 

Things (IoT) sensors discreetly in rooms and public areas (with clear guest 

consent and opt-in options) to enable proactive service. For example, a smart 

occupancy sensor could indicate that a guest has left their room, triggering an 

automatic notification to the housekeeping team to service the room. A smart 



minibar could alert staff when it needs restocking. This data can also be used to 

understand guest patterns and personalize services without intrusive 

questioning. 

3. Gather Real-Time, Moment-Based Feedback: Move away from the long, 

generic post-stay survey. Use the digital concierge to send short, targeted, and 

contextually relevant feedback prompts at key moments during the stay. For 

example, send a one-question poll after a guest dines at the hotel restaurant 

("How was your dinner?") or after they use the spa. This allows for immediate 

service recovery if needed and demonstrates a genuine, active commitment to 

customer satisfaction in the moment, making the guest feel heard and valued. 

• Expected Outcome: A well-executed phygital strategy dramatically enhances the on-

property customer experience by making it more convenient, efficient, and 

personalized. This creates memorable, positive emotional associations with the brand 

that are directly tied to the supplier itself, not to the OTA that merely facilitated the 

initial transaction. The rich behavioral data collected during the stay (e.g., dining 

preferences, activity choices) further enriches the CRM profile, enabling even more 

sophisticated personalization in future communications and solidifying the logical and 

emotional rationale for the customer to book direct the next time they travel. 

 

Discussion 

Theoretical and Practical Implications 
The evolution of tourism sales provides a real-world application for modern consumer journey 

models, which emphasize non-linear, looping paths and loyalty loops. The recommendations 

for hyper-personalization and phygital strategies are attempts to influence this modern journey. 

The management of OTA relationships can be analyzed through Resource Dependency Theory. 

Suppliers depend on OTAs for the critical resource of distribution. The recommendations to 

build direct channels and leverage CRM are strategic maneuvers to reduce this dependency and 

rebalance power. 

Practically, this requires a shift in the sales function. Sales managers must now be technologists 

and data analysts, adept at interpreting data from various platforms and orchestrating a multi-

channel ecosystem. 



Balancing the Digital Ecosystem: OTAs vs. Direct Channels 
A central theme is the need for a conscious channel management strategy. OTAs are 

unparalleled for reach and customer acquisition and should be viewed as a marketing cost. The 

goal is to acquire new guests efficiently and convert them to direct customers. 

The direct channel is the primary vehicle for profitability and relationship building. Investing 

in a superior direct experience is an investment in long-term resilience. Management must 

continuously optimize the channel mix, ensuring the lifetime value of an OTA-acquired 

customer justifies the cost and that the direct channel is adequately funded. 

Limitations and Ethical Considerations 
While the recommendations proposed are innovative, grounded in current trends, and hold 

significant promise, it is crucial to acknowledge that they are not without their practical 

limitations and serious ethical considerations. 

• Implementation Cost and Technical Expertise: The most formidable barrier 

for many businesses, particularly small and medium-sized enterprises (SMEs) such as 

independent hotels or boutique tour operators, is the significant financial cost and the 

requirement for specialized technical expertise to implement recommendations like AI-

powered personalization engines, AR features, and enterprise-level CRM systems. For 

these businesses, a more pragmatic, phased approach is advisable. Starting with a 

foundational CRM and a diligently executed SEO and content strategy can yield 

substantial returns and build a foundation for more advanced technological adoption in 

the future. 

• Data Privacy, Security, and Consumer Trust: The entire model of hyper-

personalization and phygital strategies is fundamentally predicated on the collection, 

aggregation, and analysis of vast quantities of personal customer data. This raises 

serious ethical questions and legal obligations regarding data privacy. Businesses must 

operate with radical transparency about their data collection and usage practices, strictly 

comply with stringent regulations like the GDPR in Europe and similar laws elsewhere, 

and implement robust, enterprise-grade cybersecurity measures to protect this sensitive 

information from malicious breaches. The use of customer data must always be 

permission-based and must deliver clear, perceived value to the customer, carefully 

avoiding any perception of being intrusive or "creepy." 



• The Digital Divide and Inclusivity: An over-reliance on digital channels for 

service delivery and communication risks alienating important customer segments who 

are less tech-savvy or who have limited access to technology, including some older 

travelers or individuals from certain socioeconomic backgrounds. A truly customer-

centric phygital strategy must, by definition, include readily available and efficient non-

digital fallbacks and human-assisted service options to ensure that all guests, regardless 

of their comfort level with technology, can access services and enjoy an equally positive 

and inclusive experience. Furthermore, businesses have a responsibility to ensure their 

digital platforms are designed to be fully accessible to people with a wide range of 

disabilities. 

• Algorithmic Bias and Fairness: AI and machine learning algorithms are not 

inherently objective; they learn from historical data, and if that data contains biases 

(e.g., unconscious biases in pricing strategies or market targeting), the AI can 

inadvertently perpetuate or even amplify these biases in its automated decisions 

regarding personalized pricing, offers, and content display. Continuous monitoring, 

auditing, and ethical oversight of algorithmic decision-making processes are necessary 

to identify and mitigate biases, ensuring that marketing and sales practices are fair and 

equitable for all customer segments. 

In conclusion, the path forward for tourism sales is one of immense strategic complexity, 

requiring a delicate blend of technological adoption, data-driven decision-making, and an 

unwavering, authentic focus on the customer experience. By thoughtfully and proactively 

addressing these limitations and ethical considerations, tourism businesses can navigate the 

digital revolution with responsibility and integrity. The goal is not merely to maximize short-

term sales but to build more resilient, profitable, and truly customer-centric organizations that 

are equipped to thrive in the decades to come. 

 

 

 

 

 



Conclusion 
The revolution in tourism sales, driven by digital channels, is a defining and ongoing process. 

This report has demonstrated that the rise of online platforms, digital marketing, and the 

empowered consumer has fundamentally redefined success strategies. The analysis confirmed 

the "algorithmic consumer," the dual nature of OTA power, and the critical role of an integrated 

digital approach. 

The recommendations—AI hyper-personalization, dynamic incentives, immersive content, 

agile OTA partnerships, and phygital integration—provide a path forward. They are designed 

to help businesses navigate this new landscape by leveraging technology and data to create 

superior customer value. 

Ultimately, the future belongs to those who can master the balance: leveraging the scale of 

third-party platforms while cultivating the profitability of direct relationships, and using data-

driven efficiency without losing the human touch. By embracing this complex, customer-

centric approach, tourism businesses can maximize sales and build lasting loyalty in the digital 

age. 
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Appendices 
Appendix A: Glossary of Key Terms 

• OTA (Online Travel Agency): A web-based marketplace for comparing and booking 

travel (e.g., Booking.com, Expedia). 

• CRM (Customer Relationship Management): A system for managing customer 

interactions and data. 

• SEO (Search Engine Optimization): Optimizing a website to rank higher in organic 

search results. 

• Phygital: Blending physical and digital experiences. 

• UGC (User-Generated Content): Content created by users, such as social media posts 

and reviews. 
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