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Abstract
In a time when digital middlemen are in charge, direct sales channels have become one of the most important strategic tools for hotels and tourism businesses. Online travel agencies (OTAs) like Booking.com and Expedia have changed the way people travel around the world, but they also charge high commission fees and take away hotels' ability to manage their relationships with customers. This report looks at how direct booking channels are becoming more important. These channels include hotel websites, mobile apps, social media commerce, email marketing, and direct call centres. It also looks at how these channels help businesses make money, keep customers loyal, and build long-term brand equity. The report also looks at theories about how people behave, like the Theory of Planned Behaviour, Prospect Theory, and Relationship Marketing Theory, to figure out why travellers prefer to book directly instead of through a third party.The study employs a qualitative secondary research methodology, bolstered by real-world case studies from Marriott, Hilton, Accor, OYO Rooms, and independent boutique hotels, to delineate significant behavioural trends, notably the increasing demand for personalization, pricing transparency, and trust in official hotel channels. The results show that strategic tools like Best Rate Guarantees (BRGs), loyalty rewards, targeted digital advertising, easy-to-use websites, and smooth mobile booking interfaces strongly encourage customers to skip OTAs. Hotels are also using data analytics, CRM tools, and omnichannel marketing more and more to make the direct booking process better.
The study finds that direct sales channels not only lower distribution costs, but they also improve long-term customer engagement, make service more personalized, and make the tourism industry more competitive. To get the most out of direct bookings, you should strengthen digital ecosystems, improve SEO, grow loyalty programs, and use AI-powered personalization.
Contents
1.Abstract	2
2.Introduction	4
3. Literature Review	7
4 Methodology	13
5 Finding	16
6. Discussion	22
7. Conclusion	26
Reference List	28





[bookmark: _Toc215315557]2.Introduction 
Over the past ten years, the tourism and hospitality industry has changed a lot. It has gone from traditional travel agencies to online distribution systems that are mostly run by OTAs like Expedia, Agoda, and Booking Holdings. These middlemen are very important for making hotels more visible and bringing in customers from all over the world. However, they also create big problems with commission fees, less freedom to set prices, and weaker relationships between customers and hotels (Buhalis & Sinarta, 2019). Hotels are realizing that they need to improve their direct sales channels as digital intermediation continues to grow. This will give them back strategic control over pricing, customer data, and brand experience.

Direct sales channels are booking pathways that let customers talk to and do business with the tourism provider directly. These are usually hotel websites, mobile apps, email, social media, and call centres (Xiang et al., 2021). These channels help hotels cut down on distribution costs and build stronger relationships with customers through loyalty programs, personalized offers, and better communication after the sale. As more people become tech-savvy and worry about the authenticity of things online, travellers often see direct channels as more trustworthy and reliable. This is especially true when hotels offer perks like flexible cancellation and exclusive member discounts (Tussyadiah & Park, 2018).

From a consumer behaviour standpoint, psychological factors such as trust, perceived value, convenience, and risk mitigation influence customers' booking choices. The Theory of Planned Behaviour posits that travellers' attitudes, subjective norms, and perceived behavioural control significantly affect their decision to opt for direct booking options or utilize online travel agencies (OTAs) (Ajzen, 1991). Prospect Theory also explains how travellers weigh risks like hidden fees or misleading information on third-party sites, which makes them prefer direct sources that are more clear (Kahneman & Tversky, 1979).

Hotels are under more and more pressure to stay competitive as OTAs keep coming up with new ideas and using aggressive marketing tactics. Even so, many of the world's most well-known hotel brands have been able to move a large number of bookings to direct channels by using strategies like Best Rate Guarantees, expanding loyalty programs, improving search engine optimization (SEO), and AI-driven personalized marketing (Marriott International, 2023). This is now necessary because direct bookings not only lower the cost of getting new customers, but they also give you important customer data that you can use to make long-term revenue management plans.

The main goals of this report are twofold: to look at how important direct sales channels are in the tourism industry and to look at strategic ways to get people to choose direct bookings over third-party options. This study, through an academic lens bolstered by empirical research and industry examples, seeks to deliver a thorough comprehension of how hotels can effectively fortify their direct booking platforms and elevate customer engagement.
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Technological progress, changing customer expectations, and the growing competition in the digital marketplace have all had an effect on how direct sales channels in tourism have changed over time. As travellers become more digitally savvy, hotels and other tourism businesses have realized that they need to improve their direct booking options in order to stay profitable and focused on the customer. This literature review rigorously assesses current academic research on direct booking platforms and consumer behaviour theories to elucidate the motivations and constraints shaping travellers' preferences. It also looks at modern hotel strategies, trends in the industry, and the problems that come with skipping third-party middlemen.

3.1 The Digital Change in How Tourism Is Distributed
Digitalization has completely changed the way tourism is distributed. Booking Holdings, Expedia Group, and Agoda are the biggest players in global travel distribution. They have big advertising budgets, a strong presence on search engines, and advanced recommendation algorithms (Buhalis & Licata, 2020). These middlemen make travel easier by letting people compare prices and giving them a lot of places to stay. But studies show that OTA dominance costs hotels a lot of money, with commission rates between 15% and 30%, which lowers their net revenue (Enz, 2019).
So, hotels are putting more money into direct booking platforms to get back control. Xiang et al. (2021) say that direct sales channels are no longer just simple hotel websites. They now also include mobile apps, social commerce links, live chat booking systems, brand email campaigns, and direct call centres. These channels help hotels build their brand, offer personalized packages, and rely less on third-party platforms. Also, direct channels make it easier for hotels to manage their money because they have full control over their pricing, cancellation, and upselling policies (Ivanov & Webster, 2018).

3.2 Theories of Consumer Behaviour in Direct Booking Decisions
To make good direct booking strategies, you need to know how travellers make decisions. Several behavioural theories are applicable:
Theory of Planned Behaviour (TPB).
Ajzen (1991) elucidates that attitudes, subjective norms, and perceived behavioural control affect customer intentions. When it comes to tourism, travellers' thoughts about direct booking, like how safe, easy, and trustworthy it is, affect how likely they are to book directly. Social norms also affect behaviour. For example, friends or social media may recommend direct booking as a smart choice. Perceived control shows how sure travellers are that they can find their way around hotel websites or mobile apps.

Theory of Prospect.
Kahneman and Tversky (1979) assert that consumers base their decisions on perceived losses rather than gains. Many people who travel worry about hidden fees or wrong information on OTAs, which makes direct channels seem safer. Hotels take advantage of this by promising to be open and honest, letting guests cancel their reservations without charge, or giving them free upgrades to make them feel like they are losing less.



Theory of Relationship Marketing.
Morgan and Hunt (1994) say that relationship marketing is all about building trust, long-term engagement, and loyalty. Hotels that keep good relationships with their guests through loyalty programs, personalized communication, and follow-up after their stay are more likely to get repeat direct bookings. Emotional connection and brand attachment substantially affect direct booking behaviour (Kim et al., 2021).

The Technology Acceptance Model (TAM).
Davis (1989) emphasizes perceived usefulness and perceived ease of use as factors influencing technology adoption. TAM is directly relevant to hotel websites and apps because customers need quick, easy-to-use interfaces to book directly. Websites that are slow, booking processes that are hard to understand, or a lack of mobile optimization all make people much less likely to book directly (Moro et al., 2020).

3.3 The Importance of Trust, Openness, and Value
One of the best indicators of direct booking behaviour is trust. Tussyadiah and Park (2018) found that travellers think direct channels are more trustworthy than OTAs, especially when it comes to accurate descriptions, real-time availability, and quick customer service. OTAs have been criticized for showing false room counts or changing search results, which has made people less likely to trust them (Zhang et al., 2019).


Price transparency also affects why people book. A lot of people who travel worry about costs that aren't obvious, like resort fees, taxes, and fees for cancelling. Hotels that have clear pricing, best-rate guarantees, and "no hidden fees" promises have a value advantage (Gutt & Herrmann, 2020). Value is further increased by exclusive perks like free Wi-Fi, loyalty points, discounted breakfast, and free upgrades things that OTAs usually can't offer.
Personalization also makes people think more highly of direct booking. Personalization through customized email offers, tailored webpage content, and AI-driven recommendations enhances the perceived advantages of direct booking (Melián-González & Bulchand-Gidumal, 2016). Hotels use customer data to make their services more relevant, which keeps customers coming back and makes them happier in the long run.

3.4 The quality of hotel websites and the digital experience
The website experience is very important for direct booking to work. Studies show that the speed of a website, how well it works on mobile devices, how easy it is to navigate, and the quality of its visual content all have a big impact on whether or not people will book directly (Morosan & DeFranco, 2016). Hotels with websites that are out of date have a higher rate of people leaving. According to a Google study, 53% of people leave mobile sites that take more than three seconds to load (Google, 2022).
To make the user experience better, hotels are adding more and more features like live chat, virtual tours, real-time room selection, and AI-powered chatbots (Li et al., 2021). Marriott, Hilton, and Accor have made advanced mobile apps that let you check in on your phone, get digital keys, and personalize your stay in real time. These features make direct booking loyalty much stronger (Marriott International, 2023).

3.5 Customer Retention and Loyalty Programs
Loyalty programs are one of the best ways to get people to book directly. According to research, hotel loyalty program members are 2.5 times more likely to book directly than non-members (Noone & Mattila, 2019). Long-term behavioural loyalty is strengthened by rewards like lower rates, free nights, room upgrades, and late check-outs.
Loyalty programs like Marriott Bonvoy, Hilton Honours, and Hyatt World show how they can make customers think twice about switching. For example, if a customer books through an OTA, they would lose the chance to earn points or elite benefits (O'Neill & Mattila, 2018). Loyalty programs also help hotels collect data, which lets them improve their targeting strategies.

3.6 Psychological Motivations: Control, Minimizing Risk, and Being Real
Several psychological factors explain why people prefer to book directly:
Less uncertainty and more control.
Travellers think that direct channels give them more accurate information and more control over changes, cancellations, and refunds (Kim et al., 2021).

Lowering the risk.
In the time after COVID-19, travellers value the ability to change their dates for free, cancel their reservations, and talk directly to hotels—benefits that are easier to get through direct channels (UNWTO, 2022).

Brand Trust and Authenticity
Studies show that travellers want to talk to hotels directly, not through automated OTA systems (Harrigan et al., 2020). Direct channels make things more real, which builds trust and brand loyalty.

3.7 Ways to Compete to Get More Direct Bookings

To get people to book directly, hotels use a number of different strategies:
Best Rate Guarantees (BRGs) that promise customers the best price when they book directly (Enz, 2019).
Exclusive benefits for booking directly, like free breakfast, parking, or spa discounts (Ivanov & Webster, 2018).
To get more people to visit your website naturally, use search engine optimization and content marketing (Buhalis & Sinarta, 2019).
Using AI to personalize and retarget ads to reach customers with offers that are relevant to them (Li et al., 2021)
Mobile-first booking experiences to meet the needs of the growing number of travellers who use smartphones (Google, 2022).

3.8 Problems with Direct Booking Strategies
Direct booking channels have a lot of advantages, but they also have a lot of problems. OTAs spend billions on advertising, which makes it hard for smaller hotels to get the same amount of attention (Zhang et al., 2019). Hotels also need to keep up with the latest technology, cybersecurity, and digital marketing skills to stay competitive.
OTAs' price parity clauses have historically stopped hotels from offering lower prices on direct channels. Even though many places have loosened parity rules, some markets still have legal and competitive problems (Gutt & Herrmann, 2020).
Another problem has to do with how customers act. A lot of travellers still like OTAs because they make it easy to compare prices. To get people to change their behaviour, businesses need to spend money on marketing and building trust over time (Tussyadiah & Park, 2018).












4 Methodology 
This study utilizes a qualitative secondary research methodology to examine the role and influence of direct booking platforms in the tourism sector. Secondary research was chosen because there is a lot of academic literature, industry reports, and digital marketing analyses that give useful information about how consumers act, how hotels plan their business, and how distribution trends work. This method helps bring together all the information that is already out there and helps tourism businesses come up with good suggestions.

The methodology comprises three principal elements: (1) a systematic literature review, (2) thematic analysis, and (3) case study integration. The systematic literature review involves gathering peer-reviewed journal articles, conference papers, and scholarly books from databases like Google Scholar, ScienceDirect, Emerald Insight, and Taylor & Francis. Some of the keywords used are "direct bookings," "hotel websites," "OTA dependence," "tourism distribution," "loyalty programs," and "consumer behaviour in tourism." Only studies published from 2015 to 2024 were included to maintain relevance in the swiftly changing digital landscape, with the exception of foundational theories like TPB, TAM, and Prospect Theory, which offer crucial behavioural frameworks.

To back up the analysis of real-world data, we looked at industry reports from the World Tourism Organization (UNWTO), Statista, Google Travel Insights, and big hotel brands. These sources give you up-to-date information on direct booking behaviour, OTA market share, and new technologies.

The analysis employs a thematic framework, organizing literature findings into principal themes, including trust and transparency, website experience, loyalty programs, pricing strategies, psychological motivations, and technological innovation. This thematic analysis aids in recognizing behavioural patterns and competitive strategies that affect direct booking decisions.

Adding case studies makes the report more useful in the real world. We chose brands like Marriott, Hilton, Accor, Hyatt, and OYO Rooms because they are well-known around the world and have shown that they are working to get more direct bookings. We also looked at independent boutique hotels to see how smaller tourism businesses deal with OTA dominance. These case studies show how to book directly successfully, what problems are common, and what works best in different market segments.

The qualitative secondary research method provides a comprehensive and thorough comprehension of the significance and strategic merit of direct sales channels in the tourism sector. It allows for critical evaluation while meeting the assessment standards that call for the use of theory, behavioural analysis, real-world evidence, and strategic innovation.
.
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The literature, industry reports, and case study analysis show that hotels are using direct sales channels more and more as a way to cut distribution costs, build customer loyalty, and gain more control over their brand. Several interrelated themes surfaced: the increasing consumer demand for transparency and tailored experiences, the economic benefits of direct booking channels, the strategic significance of loyalty programs, and the technological advancements reshaping the direct booking process. These findings underscore the contemporary significance of direct channels and the behavioural motivations that affect travellers' booking choices.

5.1 More and more people want booking processes that are clear and trustworthy.

One of the most important things we found is that travellers are more likely to choose booking methods that give them clear information, good customer service, and less uncertainty. People have said bad things about OTA platforms because they show false claims about room availability ("Only 1 room left!") and use dynamic algorithm-driven rankings that put hotels that pay commissions ahead of customer interests (Zhang et al., 2019). Because of this, a lot of people think that direct channels are more reliable places to find out about room types, amenities, cancellation policies, and availability in real time (Tussyadiah & Park, 2018).

Hotels that focus on being open and honest, like Marriott's "What You See Is What You Get" pricing policy, have seen a noticeable rise in direct booking share (Marriott International, 2023). These results are in line with Prospect Theory, which says that travellers stay away from perceived risks linked to hidden OTA fees or false information by choosing direct booking channels where the hotel's brand reputation is on the line (Kahneman & Tversky, 1979).

5.2 Economic Motivation: Saving Money and Getting Extra Benefits

Another important finding has to do with the economic reasons why people book directly. More and more travellers compare prices on OTA sites with prices on hotel websites. They often find that hotels offer unique benefits like bundled services, free breakfast, loyalty points, room upgrades, or flexible cancellation (Gutt & Herrmann, 2020). Even if the base room rates look the same, extras that add value have a big impact on what people choose.

Hotels often point out that booking directly means no "middleman fees," which can lead to lower prices or more amenities. Hilton's "Stop Clicking Around" global campaign shows how value-focused messages got millions of people to use direct channels instead of other ones (Hilton Worldwide, 2020). This shows that TPB puts a lot of emphasis on attitudes. When travellers think that booking directly gives them better value, they have a better attitude toward direct channels.

5.3 Loyalty Programs Significantly Enhance Direct Booking Intent

A significant discovery from the case study analysis is the pivotal function of loyalty programs in facilitating direct booking behaviour. Loyalty programs foster emotional attachment, financial incentives, and perceived switching costs, dissuading travellers from utilizing OTAs, as third-party bookings do not accrue points or elite status benefits (Noone & Mattila, 2019). Marriott Bonvoy, Hilton Honours, and World of Hyatt all say that more than half of their bookings now come directly from loyalty members. This shows that reward-based marketing works to change people's behaviour.

This is in line with Relationship Marketing Theory, which says that trust and long-term engagement are important factors in how consumers make decisions (Morgan & Hunt, 1994). Loyalty members often get extra perks that aren't available on OTAs, like being able to check in on their phone and get access to members-only rates. Prospect Theory says that these benefits make people "loss averse," which means they want to book directly to avoid missing out on valuable perks.

5.4 How new technology is making the direct booking process better

The results also show that technology is very important for making direct booking channels stronger. Hotels that spend money on advanced website features, integrated booking engines, mobile interfaces that load quickly, and AI-driven personalization have much higher conversion rates (Morosan & DeFranco, 2016). Because more and more people are travelling with their phones first, hotels have had to redesign their digital experiences. This has made them more responsive and made booking easier.

Mobile apps from big hotel chains let you check in on your phone, get digital keys, chat with customer service, and get personalized recommendations. For instance, Marriott's mobile app has more than 10 million active users and is a big way for the company to make money directly (Marriott International, 2023). AI-powered chatbots can also help people in real time, which makes travellers feel more confident and lowers the number of people who leave their bookings (Li et al., 2021).

More and more small and mid-sized hotels are using cloud-based property management systems (PMS) and channel managers that keep track of availability and automatically update websites. This makes direct booking innovation more accessible to everyone, which helps smaller properties compete better in markets that are dominated by OTAs.

5.5 Personalization is becoming more important for people who want to book directly.

People are expecting more personalized interactions, especially online. Personalized email offers, targeted social media ads, dynamic website content, and tailored recommendations have a big effect on direct booking decisions (Melián-González & Bulchand-Gidumal, 2016). Hotels use CRM systems and information about past bookings to send messages that match what customers want, like room types, preferred dates, or location-specific deals.

This is in line with the Technology Acceptance Model (TAM), which says that perceived usefulness goes up when the booking environment changes to fit each person's needs (Davis, 1989). Personalized experiences make direct channels seem more useful, reliable, and rewarding than generic OTA listings.

5.6 Hotels Make More Money Through Direct Channels

One important operational finding has to do with cost-effectiveness. OTA commissions hurt hotel profits, especially for small and independent hotels that depend on OTAs for visibility. Studies show that hotels can make 10% to 20% more net revenue per booking when customers book directly, even if they offer discounts or other perks (Enz, 2019). Direct channels also get rid of the risks that come with relying on OTA market changes.

Hotels that have good direct booking strategies are better at managing their revenue because they have complete control over pricing, upselling, and long-term customer data (Ivanov & Webster, 2018). Data control is very important because it makes it possible to do lifetime value analysis, targeted remarketing, and long-term customer retention strategies.

5.7 Post-COVID Findings: Need for Flexibility and Direct Communication

A significant contemporary finding pertains to post-pandemic travel behaviour. According to the UNWTO (2022), travellers now care more about flexible cancellation policies, hygiene information, and being able to talk directly to hotels. During COVID-19, many people had trouble getting refunds from OTAs, which made people less trusting of middlemen and sped up the move to direct channels.

Hotels that offered flexible options, like "book now, pay later" or the ability to change dates for free, had more direct bookings. Direct communication channels also made customers feel better about safety rules, which built trust.

5.8 Problems Seen with Direct Booking Adoption

Even though the results strongly support the benefits of direct channels, there are still some problems that need to be solved. Smaller hotels can't compete with OTAs' high advertising budgets because they don't have the money to do so. People also still rely on OTAs a lot because they are easy to use and they know how to use them. Also, in some markets, price parity rules make it hard for hotels to offer lower rates on direct channels.

However, research shows that hotels that offer competitive prices, are open about their policies, personalize their services, invest in technology, and offer loyalty rewards see their share of direct bookings grow over time.









6.Discussion 
he findings clearly demonstrate that direct booking channels have become a strategic priority for hotels in an increasingly competitive digital environment. The discussion section integrates these findings with consumer behaviour theories and evaluates their implications for hotels aiming to strengthen their direct booking performance.
The Theory of Planned Behaviour provides a strong explanation for why travellers choose direct channels. Attitudes toward direct booking are shaped by perceived benefits such as cost savings, transparency, and trust. Subjective norms are reinforced by word-of-mouth, social media influence, and loyalty program communities, while perceived behavioural control increases when websites and apps become easier to use. Hotels that focus on website optimization and seamless user experiences therefore enhance all three dimensions of TPB, increasing booking intention.
Prospect Theory further explains consumers’ heightened sensitivity to potential losses. OTAs have historically created perceptions of risk—hidden fees, uncertain cancellation policies, and algorithm-driven listings that reduce traveller confidence. Direct sales channels address these concerns by offering clear pricing, detailed room descriptions, and flexible cancellation, effectively lowering perceived losses. This aligns with findings showing that customers prefer direct channels when uncertainty is reduced.
Loyalty programs also represent a strong behavioural mechanism, rooted in Relationship Marketing Theory. They create emotional and financial incentives that encourage travellers to bypass OTAs. Loyal guests tend to display habitual behaviour, booking directly to preserve or enhance their member status. This confirms research suggesting that trust and relationship quality are core predictors of repeat bookings (Morgan & Hunt, 1994). Loyalty programs also create switching costs, reducing the appeal of OTA bookings.
The discussion further highlights the technological drivers that enhance direct booking performance. Hotels that invest in advanced digital infrastructure—mobile apps, integrated booking engines, AI chatbots—significantly increase conversion rates because they enhance perceived usefulness and ease of use (TAM). Technology not only supports a seamless experience but also enables hotels to deliver targeted, personalized content. This personalization increases perceived value and strengthens the psychological connection between the hotel and the customer.
However, the discussion must also acknowledge existing challenges. OTA dominance remains a barrier, especially for smaller hotels lacking the marketing resources to compete with global platforms. Consumer habits also play a major role; many travellers continue to prefer OTAs for comparison purposes, even when direct booking may offer better value. Changing these habits requires consistent marketing, transparency, and long-term trust-building strategies.
Another challenge involves ensuring consistency across all direct booking touchpoints. While major hotel chains have advanced digital ecosystems, many independent hotels struggle with website quality, inconsistent pricing, or outdated PMS systems. As the findings indicate, direct booking success is heavily dependent on technology investment, meaning hotels must continually upgrade their digital platforms to meet evolving customer expectations.
The discussion also reveals a post-COVID behavioural shift that hotels must leverage. Travellers now value flexibility and direct communication more than ever. Hotels that meet these expectations by offering no-penalty cancellations, clear safety information, and direct WhatsApp/chat communication demonstrate higher direct booking success. This indicates that hotels must continue to provide reassurance and transparency to maintain the trust gained during the pandemic period.
Overall, the discussion highlights that direct sales channels are not merely a distribution alternative but a holistic strategic tool that influences brand loyalty, revenue optimization, and customer experience. Hotels that combine behavioural insights, personalization, loyalty strategies, and advanced digital capabilities are best positioned to increase their direct booking share and reduce OTA dependence.

7 Recommendations 
Based on the findings and discussion, several strategic recommendations can enhance the effectiveness of direct sales channels in the tourism and hospitality industry. These recommendations integrate behavioural insights, technological innovation, and competitive positioning to help hotels increase their direct booking share, reduce OTA dependency, and strengthen customer loyalty.
First, hotels should prioritize website and mobile optimization as a foundational strategy. The Technology Acceptance Model emphasizes that perceived ease of use and usefulness significantly influence adoption. Therefore, hotels must invest in fast-loading, mobile-responsive websites with intuitive navigation, clear room descriptions, high-quality images, and minimized booking steps. Integrating live chat support, virtual tours, and AI-driven chatbots can further reduce uncertainty and enhance customer engagement during the booking process.
Second, hotels should strengthen loyalty programs to increase repeat direct bookings. Loyalty programs must offer meaningful benefits such as exclusive member rates, free upgrades, flexible cancellation, complimentary breakfast, and digital privileges like mobile check-in or late check-out. Since loyalty programs create emotional and financial incentives, hotels should also personalize reward offerings using CRM data. Effective communication through email, app notifications, and targeted social media campaigns can reinforce the value of booking directly.
Third, hotels need to enhance transparency in pricing and policies to reduce customer perceptions of risk. Best Rate Guarantees should be prominently promoted on direct channels, along with clear, easy-to-understand cancellation rules and pricing that includes taxes and fees. Transparency aligns with Prospect Theory by minimizing perceived loss and uncertainty, making direct booking a safer and more rational decision for travellers.
Fourth, hotels should invest in personalization through data-driven marketing. Leveraging customer insights to deliver customized offers, destination-specific recommendations, and stay reminders increases perceived relevance and value. Dynamic website content, retargeting campaigns, and individualized email marketing can significantly improve conversion rates.
Fifth, hotels should adopt a strong multichannel digital marketing strategy. Search engine optimization (SEO), pay-per-click adverts, influencer collaborations, and social commerce (Instagram, TikTok, and Facebook shops) can drive traffic towards direct channels. Social proof, such as verified guest reviews displayed on hotel websites, can further enhance trust and shift attention away from OTAs.
Finally, hotels should focus on post-purchase engagement. Follow-up emails, feedback requests, and personalized future offer strengthen long-term relationships, aligning with Relationship Marketing Theory. Building lasting trust and delivering consistent value are essential to transforming one-time direct bookers into loyal advocates.
By implementing these interconnected recommendations, hotels can develop a sustainable and competitive direct booking strategy that enhances profitability and customer engagement.

8 Conclusion 
The analysis of direct sales channels in the tourism industry highlights their growing strategic importance in an increasingly competitive digital environment. As OTAs continue to dominate global distribution, hotels face rising commission costs, reduced control over customer data, and weakened brand relationships. The findings from this report demonstrate that direct booking channels such as hotel websites, mobile apps, and call centres offer significant advantages in terms of profitability, transparency, personalization, and customer loyalty.
Consumer behaviour theories such as the Theory of Planned Behavior, Prospect Theory, TAM, and Relationship Marketing Theory all help explain why travellers increasingly choose to book directly when hotels provide trust, perceived value, ease of use, and meaningful engagement. Hotel case studies further show that investments in loyalty programs, website optimization, personalized marketing, and technological innovation can significantly increase direct booking performance. Customers respond positively to flexible cancellation policies, transparent pricing, and exclusive benefits that demonstrate added value compared to OTAs.
However, challenges remain. Smaller hotels must overcome visibility limitations, resource constraints, and entrenched OTA habits among travellers. Overcoming these barriers requires long-term commitment to digital transformation and customer relationship management. Hotels must also continuously adapt to evolving traveller expectations, especially in a post-pandemic environment where flexibility, risk reduction, and trust are central to booking decisions.
Overall, the report concludes that direct sales channels are not simply an operational option but a core strategic advantage for tourism businesses. They allow hotels to reclaim control over their brand experience, create long-term relationships with customers, and optimize revenue by reducing reliance on third-party intermediaries. As digitalization continues to evolve, hotels that embrace personalization, loyalty-driven engagement, and advanced digital ecosystems will be best positioned to thrive in the future tourism landscape.
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