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[bookmark: _Toc215260820]Abstract
The rapid advancement of digital technologies has significantly transformed tourism sales, altering the marketing, selling, and purchasing of travel products. This report critically examines the transformative influence of digital sales channels, particularly Online Travel Agencies (OTAs) like Booking.com, Expedia, MakeMyTrip, and Agoda, on tourism sales through market expansion, real-time price comparison, and the modulation of digital consumer behaviour. Tourism businesses need to use advanced digital marketing methods to stay ahead of the competition as more and more people use the internet, reviews, and social media to help them make decisions. 

The study also looks at how digital marketing strategies like search engine optimization (SEO), search engine marketing (SEM), online ads, content marketing, and social media campaigns affect how much people are interested in a product and how likely they are to buy it. A critical examination of the function of social media platforms, specifically Instagram, TikTok, Facebook, and YouTube, is undertaken to understand the impact of influencer marketing, user-generated content, and algorithm-driven recommendations on travel inspiration and booking behaviour.


The report examines the impact of digital channels on tourism sales performance by utilizing recent academic literature, industry analyses, and global tourism market reports. It also talks about how OTAs use dynamic pricing algorithms, customer data analytics, and personalized recommendations to get more people to buy things and make customers happier. 

The results show that digital channels really help tourism sales by making things easier to find, improving the customer experience, and letting decisions be made based on data. But there are still problems, like high OTA commission rates, ranking algorithms, and a lot of competition on the internet. The report ends with strategic advice for tourism businesses on how to use integrated digital marketing, better SEO, and stronger direct-booking strategies to boost their online sales.
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The tourism industry has changed a lot because of the fast growth of digital technology, changes in how people behave, and the widespread use of online booking systems. Digital channels are now the main way that tourism businesses and travellers interact. This has changed the way tourism products are marketed, priced, distributed, and bought in a big way. Online booking platforms, especially Online Travel Agencies (OTAs) like Booking.com, Expedia, Agoda, Airbnb, and MakeMyTrip, have become the most important sales intermediaries that affect travel choices and revenue for tourism businesses (Buhalis & Law, 2020). These platforms have changed the way people buy travel by giving them instant access, a wide range of options, clear price comparisons, and user-generated reviews, all of which have a big impact on how people make decisions.

As more and more travellers use digital tools, tourism businesses have changed the way they sell by focusing on SEO-driven visibility, social media marketing, online advertising, mobile-friendly platforms, and data-driven personalization (Xiang et al., 2017). Search engines, especially Google, are now the first place people look when planning a trip. This means that tourism businesses need to use SEO and paid search ads to stay ahead of the competition. Digital travellers care about speed, convenience, and authenticity. Because of this, social media sites like Instagram, TikTok, Facebook, and YouTube have also become important places for travel inspiration and brand engagement. Influencer content, short-form videos, and user-generated reviews significantly influence destination awareness and booking intentions, especially among younger demographics (Mariani & Borghi, 2021).

OTAs have also made things easier and harder for people who work in tourism. These platforms make businesses much more visible around the world and lead to a lot of bookings, but they also charge high commission fees, control ranking algorithms, and put pressure on prices (Wilden et al., 2017). As a result, tourism companies need to use digital marketing, loyalty programs, and website optimization to find the right balance between working with OTAs and their own direct-booking channels.

The goal of this report is to critically examine how online booking platforms and digital marketing strategies are changing the way people buy travel. It looks at how OTAs, SEO, social media, and online ads affect how people buy things and how well tourism businesses do. It also looks at how new technologies like dynamic pricing algorithms, data analytics, and personalization tools affect how the tourism industry sells things online.

To do this, the report uses academic research, industry reports, and current market trends to give a full picture of digital sales ecosystems. In the next parts, there will be a thorough review of the literature, a description of the methods used, the results, a discussion, and suggestions. This report contends that digital channels have transitioned from supplementary to essential components of tourism sales strategies, facilitating market expansion, enhancing customer experience, and maintaining competitiveness in a progressively digital global marketplace.
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The digital transformation of the tourism sector has elicited significant scholarly and industrial interest, especially concerning the impact of online booking platforms and digital marketing strategies on sales performance. This literature review looks at four main themes: the rise of Online Travel Agencies (OTAs) as the main way to sell travel, the changes in SEO and online advertising in tourism marketing, the growing impact of social media and user-generated content on how people buy things, and how digital consumer behaviour theories can help us understand how travel buying habits are changing. These themes collectively establish a theoretical and empirical framework for examining the transformative impact of digital channels on tourism sales.
2.1 Online Travel Agencies (OTAs) and the Change in How Tourism is Distributed
By creating a digital marketplace that brings together accommodations, transportation, and experiences, OTAs have completely changed how tourism is distributed. Scholars generally concur that OTAs enhance the booking process by offering travellers transparency, convenience, and comparative tools that were not accessible in conventional offline systems (Buhalis & Law, 2020). Booking.com, Expedia, and Agoda are examples of platforms that have replaced face-to-face interactions with travel agencies with automated online transactions. This has allowed tourism providers to reach markets all over the world without being limited by geography.
OTAs are more than just ways to get products to customers; they are also powerful digital middlemen that use ranking algorithms, customer reviews, and personalized recommendations to shape how people make decisions. Xiang et al. (2017) contend that OTAs markedly diminish information asymmetry by providing travellers with comprehensive descriptions, images, and peer reviews. These features make customers more trusting and help reduce travel-related worries, especially for international travel. However, academic criticisms show that OTAs have a lot of power over suppliers because they charge commission fees of 15% to 30% and use ranking systems that favour properties that pay higher commissions or have better conversion rates (Guo et al., 2022). OTAs increase visibility and sales, but they also make it harder for tourism businesses to make money and stay independent.
Also, the digital footprint left by OTA bookings lets platforms use a lot of analytics to guess what travellers want, improve dynamic pricing, and make personalized suggestions (Buhalis & Sinarta, 2019). Because of this data-driven environment, OTAs have an edge over small, independent tourism providers, who often don't have the same level of analytical ability. Still, many scholars say that OTAs are still very important for tourism businesses, especially small hotels and operators that want to reach more people, fill more rooms, and compete with big brands.

2.2 Search Engine Marketing (SEM) and Search Engine Optimization (SEO)

As OTAs have grown, SEO and SEM have become important digital marketing tools for selling tourism. Search engines are the most important part of planning a trip at first. Most people start by looking for flights, hotels, or information about their destination on Google (Xiang et al., 2017). SEO practices like optimizing keywords, making sure sites work well on mobile devices, using structured metadata, and creating high-quality content can help a tourism provider show up higher in organic search results. Mariani and Borghi (2021) say that SEO is very important for getting people to visit your website directly and not relying on OTAs as much, which increases your profit margins.

Paid search ads like Google Ads are also very important in search engine marketing. SEM helps tourism businesses show up at the top of search results, which is great for reaching people who are planning a trip. Research shows that people often trust the top search results, which makes paid search a useful way to boost conversions (Pan & Li, 2019). But there is a lot of competition for travel-related keywords, which makes advertising costs very high, especially during busy travel times. This puts smaller tourism businesses with limited advertising budgets in a tough spot.

Also, tourism marketers need to keep optimizing their work because of the rise of AI-enhanced search tools, voice search queries, and Google's changing algorithms. Recent research contends that Google's preeminence in travel searches allows the platform to function as a quasi-OTA, directly impacting tourism visibility through features like Google Travel and Google Hotel Finder (Wilden et al., 2017). Because of this, SEO and SEM are no longer optional for tourism businesses that want to get more visibility online and boost direct sales.

2.3 Digital campaigns, online ads, and content marketing

Online advertising is now a key part of tourism marketing plans. This is helped by targeted ads on social media, banner ads, retargeting campaigns, and programmatic ads. Scholars contend that personalization is fundamental to the efficacy of digital advertising, as tourism-related advertisements customized to user preferences markedly enhance click-through rates and booking conversions (Liu & Park, 2020). Retargeting has become a very useful tool because many travellers look at their options several times before making a reservation. When you visit a property or destination again, retargeting uses cookies to show you ads for those places. This makes it more likely that you will convert.

Another important part of a digital tourism strategy is content marketing. High-quality blog posts, destination guides, videos, and interactive media boost SEO performance and make your brand more trustworthy. Fernandes and Fernandes (2018) say that useful content not only informs travellers but also makes them feel something, which affects how desirable a destination is. For tourism businesses, content is a strategic asset that makes direct booking channels stronger.

Also, digital campaigns are using more and more advanced analytics to track things like conversion rates, click-through rates, and return on ad spend. This data-driven environment lets tourism businesses change their advertising strategies on the fly, making them more effective and cutting down on wasted money.

2.4 The impact of social media and user-generated content

Social media has become one of the most important ways to sell tourism, changing how people get information and what they think about a place. Instagram, TikTok, YouTube, and Facebook are all platforms that offer immersive visual content that makes people want to travel and affects their booking choices. Mariani and Borghi (2021) say that visually rich social media environments are very important for shaping how people see a destination, especially young travellers who depend on influencers, short-form videos, and user-generated content.

User-generated reviews also play a big role in digital tourism sales. Peer reviews on OTAs and platforms like TripAdvisor act as social proof, increasing trust and reducing perceived travel risks (Filieri, 2016). Scholarly literature indicates that travellers regard reviews as more trustworthy than brand-generated content, thus establishing reputation management as a pivotal component of digital tourism strategy. If you don't handle negative reviews, they can hurt your sales and your brand's credibility in a big way.

Social media has become even more important because of influencer marketing. Influencers with a lot of followers and a reputation for being real can have a big effect on how people learn about and book trips. But researchers say that influencer marketing only works if the content is relevant, credible, and clear, since more and more people are able to tell when something is an ad (Lou & Yuan, 2019). Tourism companies need to carefully choose influencers whose followers are similar to their target markets.

2.5 How Digital Consumers Act and Make Decisions

Digitalization has fundamentally transformed the process of making travel decisions. The traditional linear model of buying tourism has changed into a multi-stage, non-linear digital journey that is shaped by constant interaction with online content, ads, reviews, and social media. Gretzel and Yoo (2008) contend that contemporary travellers exhibit continuous search behaviours, transitioning among exploration, evaluation, and booking stages in erratic patterns. This behaviour is influenced by the accessibility of extensive information and digital tools that enable comparison and validation.

To understand how tourism sales work, you need to know what "digital touchpoints" are. Every interaction, whether it's a Google search, an Instagram post, a review, or a retargeting ad, helps shape what people want to do. The literature emphasizes that tourism providers must enhance these touchpoints to facilitate conversion. AI and predictive analytics-driven personalization has become more and more important in shaping how people shop online, as travellers want personalized recommendations and smooth online experiences (Buhalis & Sinarta, 2019).

The literature shows that digital platforms now control tourism marketing and distribution. This has a big effect on how travellers choose, compare, and book tourism products. OTAs, SEO, digital ads, and social media all work together to create a fast-paced digital world that tourism businesses must constantly adapt to in order to stay competitive and make the most money.
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This research employs a qualitative secondary research methodology to analyze the impact of digital channels, specifically Online Travel Agencies (OTAs) and digital marketing strategies, on tourism sales. Secondary research is suitable as the subject entails the examination of existing academic literature, global tourism reports, and industry insights that collectively provide a thorough comprehension of trends, technologies, and consumer behaviours in digital tourism (Saunders, Lewis & Thornhill, 2019). In a digital world that changes quickly, secondary sources give you access to up-to-date data and expert analysis without the problems that come with primary fieldwork.

Gathering Data
We got the data from well-known academic databases like Scopus, Web of Science, ScienceDirect, Taylor & Francis Online, Emerald Insight, and Google Scholar. Some of the most important search terms were "digital tourism sales," "online booking platforms," "OTAs," "SEO in tourism marketing," "social media tourism influence," and "digital consumer behaviour." To maintain contemporary relevance, only literature from 2015 to 2024 was included, with exceptions for foundational theories such as online consumer behaviour frameworks and tourism digitalization models.
We also used reports from big companies like UNWTO, WTTC, Statista, McKinsey & Company, Skift, and Euromonitor International. These reports give you useful information about the current state of the market, how many people are using digital services, how much of the OTA market is held by different companies, and what travellers like. We also looked at real-world examples of digital sales strategies from sites like Booking.com, Expedia Group, Airbnb, and TripAdvisor to see how they work in the real world.

Analyzing Data
A thematic analysis methodology was employed to categorize findings into four principal themes: (1) the function of OTAs in tourism distribution, (2) the effect of SEO and online advertising, (3) the influence of social media and user-generated content, and (4) the evolution of digital consumer behaviour.
This analytical method facilitates the identification of patterns and relationships among research sources, while offering a comprehensive understanding of digital sales in tourism.

Limitations
The study is constrained by its dependence on secondary data, which may exhibit biases influenced by authors' perspectives or commercial interests, particularly in industry reports. Also, because digital technologies change so quickly, some of the results may not be useful for very long. But using a lot of different academic and industry sources makes the results more reliable and valid.
The methodology guarantees a comprehensive and informed analysis of the transformative impact of digital channels and booking platforms on tourism sales.
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The results of this study show how digital channels, especially Online Travel Agencies (OTAs), search engines, online ads, and social media, are changing tourism sales in big ways. Four main patterns stand out in the literature: (1) OTAs have a big impact on visibility, pricing, and getting new customers; (2) SEO and search engine marketing are important for direct booking competitiveness; (3) social media and user-generated content have a big impact on travel decisions; and (4) digital consumer behaviour has changed to focus on convenience, comparison, and personalized recommendations. These findings indicate that tourism enterprises must implement advanced digital strategies to maintain competitiveness in an increasingly online marketplace.

4.1 The Prevalence of OTAs in Tourism Sales

One of the most important things we learned is that OTAs are now the main way that most of the world's tourism industry gets its business. Booking.com, Expedia, Trip.com, and Airbnb are all digital middlemen that connect millions of travellers with tourism providers. The literature consistently demonstrates that OTAs generate significant booking volumes owing to their convenience, user-friendly interfaces, and global accessibility (Buhalis & Law, 2020). These platforms make it easier to find and book a place to stay by putting all the options in one place, showing real-time availability, giving instant confirmation, and letting you compare prices clearly.
According to the study, showing user reviews, star ratings, and detailed descriptions of accommodations makes people trust the site much more. Online reviews written by other travellers are one of the strongest factors that make people want to buy something, because travellers think they are more trustworthy and fair than marketing content made by brands (Filieri, 2016). This has made it so that reputation management and customer satisfaction are very important factors in the online success of a tourism provider.

However, the results also show that OTAs are very hard for suppliers to work with. High commission rates, which are usually between 15 and 30 percent, cut into profits, especially for small hotels (Guo et al., 2022). Also, OTA ranking algorithms put listings in order based on things like conversion rates, how competitive the prices are, and how much commission they charge. This means that properties that pay higher commissions or give discounts are more likely to show up at the top of search results. Because of this, tourism businesses may feel like they have to give up making money in order to stay visible.

Even with these problems, OTAs are still very important. Many tourism businesses depend on OTAs to get international travellers and keep their rooms full, especially during slow times of the year. The study also found that OTAs give businesses access to market insights and booking data that help them understand how customers behave and manage their inventory better (Buhalis & Sinarta, 2019). So, OTAs have two roles: they give tourism suppliers more power and limit their options.



4.2 SEO and Search Engine Marketing to Boost Direct Sales

Another important finding is that SEO and SEM are very important for tourism businesses that want to get more direct bookings and rely less on OTAs. Search engines are the most important part of planning a trip online. Most people start their trip by searching for something on Google (Xiang et al., 2017). So, a hotel or tourism provider's visibility in organic search rankings has a big effect on how well it can get traffic, get leads, and turn bookings.

The study finds that improving digital visibility requires SEO techniques like optimizing for mobile devices, using relevant keywords, making pages load quickly, and making high-quality content. Mariani and Borghi (2021) contend that SEO functions not merely as a traffic generator but also as a mechanism for augmenting brand credibility. More people trust websites that always show up at the top of search results.

Paid search advertising, which is a type of SEM, is also very powerful. Tourism businesses often buy Google Ads to reach people who are actively looking for places to stay or things to do. The results show that paid ads greatly raise conversion rates, especially when they are aimed at certain travel dates, groups of people, or geographic areas (Pan & Li, 2019). But there is a lot of competition for tourism keywords, and it can be too expensive for smaller companies to advertise.

One important trend that the results show is that Google is becoming more important as both a search engine and a kind of online travel agent. Google Travel and Google Hotel Finder are two tools that are becoming essential for planning trips. This is creating a new competitive environment where tourism providers must optimize for both search visibility and Google's integrated travel features.

4.3 The Effect of Social Media and User-Generated Content

The results also show that social media has become a strong force in deciding where to go and how to book a trip. Instagram, TikTok, YouTube, and Facebook are some of the best places to get travel ideas because they have a lot of visual content and people are very interested in them. People who travel often use photos, short videos, travel influencers, and content made by other travellers to learn about what to expect at a destination (Mariani & Borghi, 2021).

User-generated content has a big effect on how much you trust and believe something. Peer reviews and real travel posts are examples of social proof that help travellers feel more sure about their choices (Filieri, 2016). Younger people are more likely to be affected by social media content than older people. They prefer visual storytelling and real-life experiences to traditional ads.

Another big topic is influencer marketing. The results indicate that partnerships with travel influencers substantially improve visibility and engagement, especially when influencers disseminate immersive travel experiences. But the literature says that influencer marketing only works if the influencer is real, their audience is interested, and they are open about their sponsorships (Lou & Yuan, 2019). Too much advertising may make it less credible, which could hurt sales.

Social media algorithms are also very important in deciding what content users see. When videos and posts get a lot of likes and shares, they are shown to more people, which quickly exposes destinations and tourism products. This shows how important it is to optimize content and use hashtags, captions, and timing wisely to get the most people to see it.

4.4 Personalization and Digital Consumer Behaviour

A final important finding is that digital consumers are more interested in convenience, speed, and personalized recommendations. The process of buying a trip has become very non-linear, with people searching, comparing, and evaluating things over and over again on different digital platforms (Gretzel & Yoo, 2008). There is a lot of information online, algorithm-driven suggestions, and mobile technology that support this digital behaviour.

Personalization is a major factor in the growth of digital tourism sales. Online travel agencies (OTAs), search engines, and tourism websites are using AI and machine learning more and more to look at how users behave, guess what they want, and give them personalized suggestions (Buhalis & Sinarta, 2019). These personalized experiences make customers happier and greatly boost conversion rates.

The results also show that digital customers want smooth, easy experiences at every stage of the process, from browsing to booking to giving feedback after the trip. People often give up on their searches and lose sales because websites are slow, booking systems are hard to use, or prices aren't clear. Digital usability has become a key factor in determining who has the best competitive edge.
The results show that digital channels have changed how tourism is sold by making it easier to find, changing how people act, and allowing for targeted, data-driven marketing strategies. Tourism providers still face problems because of more competition, high OTA commissions, and the fact that big digital platforms are in charge.
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The results of this study show how digital channels have a big impact on tourism sales and how online booking sites, search engines, online ads, and social media have changed both how people shop and how businesses plan. The discussion synthesizes the principal themes derived from the findings and literature review, critically evaluating their ramifications for tourism providers operating within an increasingly digitalized marketplace.
A key theme that has come out of the analysis is how OTAs are both helpful and harmful to tourism sales. The duality of OTAs is well-documented in the literature: they significantly increase market visibility and booking volumes, but they also charge high commission fees and limit the independence of tourism providers (Buhalis & Law, 2020). In the OTA-driven world we live in, businesses often need OTA visibility to stay alive, but they also need to grow direct bookings to make more money. This is a paradox. Because of this tension, tourism companies have to use a mix of OTA partnerships and strong direct-booking initiatives.
Another important point is that SEO and SEM are very important for being seen online. People now use the internet to plan their trips, which means that tourism businesses that don't have good SEO skills could be invisible in very competitive markets. SEO helps businesses depend less on OTAs, while SEM gives businesses instant visibility through paid placements. But the fact that SEM is based on competitive bidding makes it hard for smaller operators to make money. Only businesses that strategically combine SEO with targeted SEM campaigns can get long-term direct bookings, according to research (Mariani & Borghi, 2021). This shows how important it is to be digitally literate and to keep improving in tourism marketing.
The conversation also shows that social media and user-generated content have a big effect on tourism sales, especially through social proof and visual engagement. The fact that peer reviews, influencer content, and short-form videos can persuade people shows that people are making more decisions based on experiences and visuals. This change makes it harder for traditional tourism marketing to work because people are becoming less trusting of content that is too promotional and more interested in realness. So, it is strategically important for tourism providers to be able to create or find interesting, real content. But depending on user-generated content also makes managing your online reputation more difficult and less predictable.
Also, research on how digital consumers behave shows that their decision-making process is not straight and changes over time. People look at, compare, and evaluate products on many digital channels before they buy them (Gretzel & Yoo, 2008). This behaviour shows how important it is for tourism businesses to manage all of their digital touchpoints, from search engine visibility to social media presence to OTA profiles. AI-powered personalization makes it even more likely that people will expect their travel experiences to be tailored to their specific needs. In a competitive digital world, businesses that don't meet these expectations risk losing customers.
Lastly, the analysis shows that digitalization is not just a change in technology; it is also a change in the way people and the structure of the tourism industry work. Tourism businesses will only be successful if they can keep changing, use data-driven insights, and make digital strategies that work with both OTAs and direct digital marketing tools. The conversation makes it clear that tourism businesses need to improve their digital skills, get people more involved online, and stay flexible in order to meet changing customer needs.
The study finds a number of problems, even though these are good things. Overtourism is still a big problem that is connected to too much exposure on social media. Places like Iceland, Bali, and parts of Italy have seen a lot more visitors because of content that looks good but is often wrong. This makes people worry about things like sustainability, environmental stress, and bad experiences for visitors. Misrepresentation is another worry, especially on Instagram, where edited photos can make places look different than they really are. Because TikTok is short, it could make travel information too simple, which could lead to wrong information or not enough help.
There are also problems with relying on algorithms. Both platforms use complicated algorithms to decide how visible content is, which means that tourism businesses can't fully control how far their content reaches or how many people engage with it. This makes marketing results less certain and could hurt smaller brands that don't have a steady stream of viral content.
In conclusion, the conversation shows that Instagram and TikTok have a big impact on travel choices, with each platform adding something different to the consumer journey. Visual communication, social proof, influencer persuasion, and algorithmic amplification all help them make an impact. But these benefits must be weighed against ethical concerns, concerns about long-term effects, and the need for responsible content management. The following suggestions will help you get the most out of social media while reducing the risks that come with it.
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Based on the results and a critical discussion, several strategic suggestions are made for tourism businesses that want to boost sales through digital channels and improve their competitive edge in a market that is becoming more digital.
First, tourism companies should focus on making strong direct-booking strategies so they don't have to rely on OTAs as much. To do this, you need to improve the SEO of official websites by using better SEO techniques like adding targeted keywords, making the site mobile-friendly and fast-loading, and adding rich multimedia content. Making your website easier to use and offering incentives like price-match guarantees, loyalty discounts, or exclusive packages can boost direct traffic and make your business more cost-effective.
Second, businesses should use data-driven digital marketing methods that include personalized ads, search engine marketing (SEM), and retargeting campaigns. Providers can reach high-intent travellers at important decision-making times by using Google Ads and social media ads. Using analytics tools like Google Analytics or Meta Insights lets tourism businesses keep an eye on how customers act all the time. This helps them improve the effectiveness of their campaigns and get the most out of their money.
Third, tourism groups should use social media more and interact with people more, since it is so important for getting people to think about travel and make purchases. Making real, visually appealing content like short videos, virtual tours, and user-generated content can greatly boost reach and engagement. Working strategically with travel influencers whose audiences match your target markets can help you get even more exposure. However, to keep your credibility, you should always be honest and open about your partnerships.
Fourth, tourism companies should improve their online reputation management by keeping an eye on reviews on OTAs and social media sites. Quickly responding to customer feedback, dealing with bad comments proactively, and providing consistent service can all help improve ratings and make travellers more likely to trust you
Fifth, both OTA channels and direct channels should use digital personalization. Tourism companies can use AI-powered tools to make personalized recommendations, show relevant deals, and automate communication through chatbots or personalized emails. Studies show that personalization greatly boosts customer satisfaction and conversion rates (Buhalis & Sinarta, 2019).
Lastly, tourism companies should spend money on ongoing digital skill training for their sales and marketing teams. Staff members are ready to handle changing technology and consumer trends when they learn about SEO, analytics, content creation, social media strategy, and digital advertising.
All of these suggestions together make a full digital roadmap for tourism businesses that want to improve their online presence, get more people interested in their products, and make the most money possible in the online tourism market.
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This report has critically analyzed the transformative impact of digital channels—specifically Online Travel Agencies (OTAs), SEO strategies, online advertising, and social media—on the tourism sales landscape. The findings show that the digitalization of tourism has changed not only how travel products are marketed and sold, but also how people make decisions about what to buy. This has created new opportunities and challenges for tourism providers.

OTAs have become the most important middlemen, making it easier for travellers to find what they need and giving them more options. Even though there are worries about high commission rates and the fact that OTAs rely on algorithms to get people to see their listings, they are still very important for tourism businesses that want to bring in international visitors and keep their rooms full. But as these platforms become more popular, it becomes even more important for providers to have strong direct-booking strategies that let them keep control of their finances and their brand.

SEO and search engine marketing were shown to be very important for digital competitiveness. They helped tourism businesses show up at the top of search results when travellers were doing their initial research. Online ads and retargeting campaigns work the same way: they increase customer engagement and visibility, especially when they are combined with data-driven insights and audience segmentation.

Social media became another big factor in tourism sales. It used visual content, influencer marketing, and user-generated reviews to inspire travel and help people decide what to buy. These digital touchpoints show how the travel decision-making process is changing to a non-linear one, where travellers constantly look at, rate, and compare travel options on different platforms.

Digital consumer behaviour has changed to focus on ease of use, speed, and personalized recommendations. Because of this, user experience, openness, and trust are now very important factors in conversion. AI and machine learning have also changed the way tourism sales work by making it possible to make personalized offers and use predictive analytics.

The report says that tourism companies need to use both OTAs and direct digital marketing tools in their digital strategy. Tourism businesses can stay competitive in the quickly changing digital tourism market by improving their SEO, investing in social media engagement, using data-driven advertising, and putting personalization first. This will help them make more sales and build stronger relationships with customers.
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