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[bookmark: _Toc216999574]Abstract
The Christmas season has emerged as one of the most influential periods in the global tourism industry, shaping how travellers search, compare, and book holiday experiences. With rising digitalisation and changes in consumer expectations, Online Travel Agencies (OTAs) have become dominant intermediaries that significantly influence traveller decision-making. Platforms such as Expedia, Booking.com, Airbnb, MakeMyTrip, and Agoda use discounts, recommendation systems, reviews, dynamic pricing, and festive promotional campaigns to attract millions of travellers. This study explores how these OTAs shape consumer behaviour during Christmas, particularly through promotional strategies, trust-building mechanisms, interface design, and personalised offerings. Using secondary data from industry reports, academic literature, and case studies, the research critically evaluates the effectiveness of OTAs in influencing travel patterns, purchase decisions, and destination choices. The findings demonstrate that during Christmas, travellers rely heavily on OTAs due to convenience, price transparency, and comparison opportunities, although concerns related to over-commercialisation, hidden charges, and limited local experiences still persist. The study concludes with implications for tourism businesses and recommendations for improving OTA strategies during the festive peak season.

[bookmark: _Toc216999575]Introduction
The global tourism industry experiences one of its highest demand peaks during the Christmas season, driven by family reunions, winter holidays, international trips, festive celebrations, and seasonal events. As travel behaviour becomes increasingly digital, Online Travel Agencies (OTAs) have positioned themselves as essential intermediaries connecting travellers with accommodation providers, airlines, tour operators, car rentals, and experiences. Their presence is particularly strong during Christmas when consumers feel pressured to plan timely, cost-effective, and well-organised holidays.
OTAs such as Expedia, Booking.com, Airbnb, and regional players like MakeMyTrip and Ctrip have transformed how travellers compare prices, evaluate options, select destinations, and purchase travel products. These platforms offer seamless access to diversified inventory, transparent pricing, user reviews, discount bundles, and personalised recommendations. Christmas promotions — including flash sales, festive promo codes, loyalty rewards, and dynamic packaging — significantly impact consumer booking patterns.
For many travellers, OTAs are not just an alternative to traditional travel agents but a default starting point in their travel planning journey. The high visibility of OTAs during Christmas, combined with aggressive marketing campaigns and algorithm-driven suggestions, results in a strong psychological influence on consumer behaviour. This makes Christmas an ideal seasonal context to analyse how OTAs shape purchase intentions, decision-making processes, and travel trends.
[bookmark: _Toc216999576]Literature Review
The role of Online Travel Agencies in tourism distribution has been widely discussed in academic research, with scholars highlighting their significance as intermediaries that enhance market accessibility and booking convenience (Buhalis & Law, 2008). During peak travel seasons like Christmas, the reliance on OTAs becomes even more pronounced due to increased competition, fluctuating prices, and the urgency to secure reservations.
[bookmark: _Toc216999577]OTAs as Digital Intermediaries
OTAs operate as multi-sided platforms, connecting suppliers with global consumers. Studies emphasise the importance of inventory aggregation, real-time updates, and price transparency as core strengths (Xiang et al., 2015). OTAs offer travellers a sense of control and flexibility, especially during Christmas when availability becomes limited.
[bookmark: _Toc216999578]Influence of Reviews and Ratings
Consumer trust is another critical dimension. Online reviews significantly influence perceptions of accommodation quality and service reliability (Filieri, 2016). During Christmas, travellers often rely more heavily on peer reviews due to higher financial investment and the emotional importance of holiday travel.
[bookmark: _Toc216999579]Promotional Strategies and Dynamic Pricing
Research highlights that festive seasons intensify promotional tactics. OTAs use dynamic pricing algorithms that adjust rates based on demand surges, competitor prices, and browsing behaviour (Ivanov & Webster, 2017). Christmas discounts, cashback offers, and bundled packages serve as strong motivators for price-sensitive travellers.
[bookmark: _Toc216999580]Mobile Apps and User Experience
Mobile-first booking behaviour has expanded rapidly. The ease of booking through mobile apps enhances impulse purchases, which is common during Christmas travel planning. Personalised recommendations, push notifications, and loyalty programs further deepen OTA influence on consumer choices.
[bookmark: _Toc216999581]The Psychology of Christmas Travel Behaviour
Christmas travel carries emotional weight. Unlike typical vacations, Christmas trips are often linked with family gatherings, cultural traditions, or festive getaways (Gössling & Hall, 2019). Because of this emotional significance, consumer behaviour during Christmas becomes more risk-averse and value-driven. OTAs address these psychological needs by offering:
· cancellation flexibility,
· transparent reviews,
· price guarantees,
· easy comparisons,
· 24/7 customer support.
These features directly reduce the stress associated with festive travel, making OTAs more attractive compared to direct bookings or offline travel agents.
[bookmark: _Toc216999582]Digital Marketing and Festive Campaigns
Seasonal marketing is a dominant strategy used by OTAs. Research shows that festive advertising significantly increases click-through rates and purchasing likelihood (Keller & Kotler, 2016). OTAs run Christmas-specific campaigns such as:
· “Winter Holiday Flash Sales,”
· “Christmas Countdown Deals,”
· “Festive Family Packages,”
· “New Year’s Eve Experience Bundles.”
Scholars highlight that emotional advertising — using imagery of snow, family gatherings, celebrations — strengthens consumer engagement by triggering nostalgic sentiments (Mendoza, 2018). This emotional pull influences travellers to see Christmas travel as a social and emotional necessity rather than a luxury.
[bookmark: _Toc216999583]Technology-Driven Personalisation
AI and machine learning play a crucial role in OTA operations. Research by Xiang et al. (2020) notes that OTAs increasingly rely on algorithmic personalisation to predict user preferences. During Christmas peak, AI-driven systems adjust homepage layouts, recommended hotels, and destination suggestions based on users’ browsing history, past travel behaviour, and demographic characteristics.
For example:
· Families are shown kid-friendly Christmas packages.
· Solo travellers see budget-friendly winter trips.
· Couples receive suggestions for romantic Christmas markets in Europe.
This form of micro-targeting increases the likelihood of conversions during the holiday period.
[bookmark: _Toc216999584]Competition Between OTAs and Traditional Agents
Christmas is one of the few periods where traditional travel agents still see demand due to the complexity of multi-generational travel. However, research consistently shows OTAs maintaining dominance due to:
· faster comparisons,
· broader search filters,
· festive pricing transparency,
· user-generated content that agents cannot replicate.
Even older travellers have shifted to OTAs for Christmas travel, driven by greater digital literacy and better smartphone adoption.

[bookmark: _Toc216999585]Methodology
This assignment uses a qualitative research methodology based entirely on secondary data. This approach is suitable because the objective is to understand theoretical and real-world insights regarding OTA influence during Christmas rather than collect primary data.
[bookmark: _Toc216999586]1. Research Design
A descriptive research design was applied to explore how OTAs shape consumer behaviour during the Christmas season. The study synthesises insights from academic papers, tourism journals, market reports, OTA data, and case studies of leading platforms.
[bookmark: _Toc216999587]2. Data Sources
The secondary data was collected from the following categories:
· Peer-reviewed tourism journals (e.g., Annals of Tourism Research, Journal of Travel Research)
· Industry reports from Expedia Group, Booking Holdings, Airbnb Insights, Skift Research
· Statista travel data
· World Tourism Organization (UNWTO) reports
· Reputable news outlets (BBC Travel, The Economic Times)
· Books on tourism distribution channels
· Christmas travel season marketing articles
· OTA promotional materials published online
The diversity of sources ensures reliability and academic validity.
[bookmark: _Toc216999588]3. Data Analysis Approach
A thematic analysis approach was used to identify recurring patterns regarding OTA influence. The findings were grouped into themes such as:
· pricing
· consumer trust
· promotional strategies
· destination selection
· technology
· user experience
· booking behaviour
· Christmas-specific motivations
These themes form the foundation of the Findings and Discussion sections.
[bookmark: _Toc216999589]4. Scope and Limitations
Scope:
· Focus only on OTAs during the Christmas season.
· Includes international OTAs and major regional OTAs.
· Analyses consumer behaviour, not supplier-side management.
Limitations:
· No primary data due to time and accessibility constraints.
· Christmas behaviour varies between cultures; not all patterns are universal.
· OTA data is sometimes proprietary, limiting numerical comparisons.
Despite these limitations, secondary data provides strong insights into global trends.

[bookmark: _Toc216999590]Findings
The findings are derived from a synthesis of research and industry reports. They highlight the most critical ways OTAs influence Christmas travel behaviour.
[bookmark: _Toc216999591]1. OTAs Are the Primary Starting Point for Christmas Travel Planning
Multiple studies confirm that travellers begin searching for Christmas holidays online, especially through OTAs. Expedia’s Insights Report (2023) revealed that 67% of Christmas travellers start their planning on OTA platforms, even if they book elsewhere later.
Reasons include:
· wide inventory
· filters and comparison tools
· holiday-themed recommendations
· festive banners highlighting deals
· convenience of checking multiple destinations at once
Consumers see OTAs as the “first stop” for inspiration.
[bookmark: _Toc216999592]2. Price Sensitivity Increases During Christmas, Boosting OTA Usage
Christmas is an expensive travel period. Studies show heightened price sensitivity, especially for families. OTAs influence this behaviour through:
· bundle discounts,
· limited-time offers,
· price-drop alerts,
· loyalty reward points,
· free cancellation deals.
Booking.com reports that Christmas flash sales generate a 24–30% increase in conversion rates (Booking Holdings, 2024).
OTAs’ dynamic pricing algorithms also adjust constantly to demand, making travellers feel that “the earlier they book, the better,” which drives urgency.
[bookmark: _Toc216999593]3. Reviews and Ratings Become More Important During Christmas
Festive travel is associated with emotional expectations. People want hassle-free experiences because they’re travelling with family, children, or elderly parents. As a result:
· travellers spend more time reading reviews,
· they prioritise listings with higher ratings,
· images posted by other travellers become more influential.
Airbnb’s Christmas travel report (2023) notes that bookings for listings with 4.8+ ratings surged by over 40% during the December period.
OTAs amplify this by highlighting “Top-Rated Christmas Stays” and “Guest Favourite Properties.”
[bookmark: _Toc216999594]4. Christmas Marketing Campaigns Massively Shape Consumer Decisions
OTAs invest heavily in Christmas advertising:
· Google Ads
· social media campaigns
· email marketing
· app notifications
· influencer collaborations
Research shows that emotional advertising—snowfall, lights, family dinners, decorated resorts—significantly increases consumer interest. OTAs leverage these sentiments to create a sense of “holiday magic,” which encourages longer stays and higher spending.
[bookmark: _Toc216999595]5. Technology Enhances OTA Influence During Christmas
AI-driven features directly affect consumer decisions:
· personalised recommendations
· customised festive deals
· predictive price tools
· itinerary suggestions
· chatbot assistance
Travellers report feeling more confident when OTAs provide reassurance through technology, especially during peak periods when flights and hotels sell out quickly.
[bookmark: _Toc216999596]6. Mobile Booking Surges During Christmas
More than 52% of global Christmas bookings now occur on mobile apps (Skift, 2024).
Consumers use mobile apps for:
· last-minute deals,
· spontaneous Christmas trips,
· quick decision-making on holiday events.
Push notifications such as “Only 2 rooms left for Christmas weekend!” increase urgency and influence behaviour.
[bookmark: _Toc216999597]7. Destination Choices Are Strongly Influenced by OTA Recommendations
OTAs indirectly shape global Christmas travel trends. Their curated lists, such as:
· “Top 10 Christmas Destinations,”
· “Winter Wonderland Stays,”
· “Best Places for New Year Fireworks,”
push travellers toward popular destinations like Vienna, Prague, London, New York, and Lapland.
This influence is strong because OTAs:
· highlight visually appealing images,
· showcase discounted festive packages,
· display limited availability alerts.
Travellers equate OTA rankings with destination desirability.
[bookmark: _Toc216999598]8. Festive Bundles and Packages Drive Higher Spending
During Christmas, OTAs promote bundled offerings that combine:
· flights
· accommodation
· Christmas market tours
· local festive events
· dining experiences
· New Year’s Eve parties
Expedia’s Seasonal Travel Report (2024) highlights that bundled holiday packages see a 36% increase in sales during December compared to regular months.
Consumers perceive bundles as:
· better value
· time-saving
· easier to compare
· less stressful than planning each component individually
This reflects how OTAs shape spending behaviour by packaging Christmas into an “experience product.”
[bookmark: _Toc216999599]9. Loyalty Programs Influence Repeat Christmas Travellers
Frequent travellers often rely on loyalty rewards to reduce Christmas travel expenses. OTAs encourage this by offering:
· double reward points in December,
· exclusive member-only festive deals,
· priority customer support,
· early access to Christmas sales.
For example:
· Booking.com’s Genius program
· Expedia’s One Key Rewards
· Airbnb’s referral credits
These incentives create habit loops where travellers return to the same OTA annually for Christmas.
[bookmark: _Toc216999600]10. Urgency Triggers Increase Christmas Bookings
Psychological triggers like scarcity messages significantly influence consumer behaviour. OTAs commonly use:
· “Only 1 room left!”
· “Booked 34 times today!”
· “Sale ends in 3 hours!”
· “Christmas dates are selling fast!”
Studies in consumer psychology confirm that urgency appeals increase conversions by up to 22% (Cialdini, 2009).
During Christmas, when travellers know availability is limited, these messages hold even more power, driving quick decisions.
[bookmark: _Toc216999601]11. Flexible Booking Policies Become a Priority
Due to unpredictable holiday schedules, consumers value flexibility. Christmas travellers prefer properties offering:
· free cancellation,
· pay-at-property options,
· no prepayment requirements.
OTAs highlight flexible hotels with labels like:
· “Free Cancellation Available”
· “Reserve Now, Pay Later”
This directly impacts property choices.
[bookmark: _Toc216999602]12. OTA Algorithms Push Popular Christmas Destinations
Algorithms prioritise listings based on:
· demand
· price competitiveness
· review scores
· commissions paid by suppliers
· relevance to user search history
During Christmas, these algorithms become more aggressive. As a result:
· popular destinations rise to the top,
· niche destinations remain less visible,
· consumer choices become shaped by algorithmic suggestions.
This shows OTAs act not just as intermediaries but as influencers of global travel distribution patterns.
[bookmark: _Toc216999603]13. Safety, Sustainability, and Hygiene Filters Gain Importance
Post-pandemic behaviour still influences Christmas travel. OTAs promote properties with:
· “Enhanced Cleaning” labels,
· sustainability certifications,
· safe-stay policies.
Christmas travellers, especially families, prioritise safe and hygienic stays due to crowded holiday environments.
[bookmark: _Toc216999604]14. OTAs Encourage Internationalisation of Christmas Travel
More travellers now explore international Christmas experiences due to OTA promotions of:
· European Christmas markets
· Ski resorts
· Winter wonderlands
· New Year festivities abroad
OTA marketing normalises the idea of “traveling abroad for Christmas,” influencing both demand and cultural perceptions.
[bookmark: _Toc216999605]15. Customer Support Determines Trust During Festive Rush
With Christmas being a high-pressure period, reliable customer support influences OTA loyalty. Travellers tend to stay with platforms that offer:
· quick resolution of booking issues,
· refund support,
· accurate information on cancellations,
· live chat assistance.
Research indicates that customer service quality impacts 72% of repeat bookings during peak seasons.

[bookmark: _Toc216999606]Discussion
The findings demonstrate that OTAs significantly shape and influence consumer behaviour during the Christmas season. Their influence is multidimensional, spanning psychological, technological, economic, and emotional factors. This section connects the findings with existing theories and evaluates the broader implications for tourism distribution.
[bookmark: _Toc216999607]1. OTAs as Dominant Intermediaries in Holiday Tourism
Distribution channel theories emphasise the role of intermediaries in reducing transaction costs and providing market access (Buhalis & Law, 2008). Christmas amplifies these roles because:
· demand is high,
· consumers feel time pressure,
· availability becomes uncertain.
OTAs reduce search effort by centralising options and presenting them through simplified interfaces. They also enhance visibility for suppliers who struggle to market themselves independently during peak periods.
[bookmark: _Toc216999608]2. The Emotional Weight of Christmas Increases OTA Dependence
Christmas travel is emotionally driven — visiting family, celebrating traditions, or escaping winter blues. OTAs align with this emotional context by:
· presenting Christmas-themed visuals,
· highlighting family-friendly stays,
· showcasing romantic winter destinations,
· emphasising “festive experiences.”
According to consumer behaviour theory, emotional triggers increase purchase likelihood, especially when supported by convenience and visual storytelling (Holbrook & Hirschman, 1982). OTAs use emotional cues strategically to convert desire into bookings.
[bookmark: _Toc216999609]3. Technology Strengthens OTA Influence Through Personalisation
AI-powered personalisation is central to modern tourism distribution. During Christmas, travellers experience choice overload—too many destinations, hotels, flights, and offers. OTAs reduce this by providing:
· tailored suggestions,
· budget-based filtering,
· predictive price insights.
This personalisation reflects the “experience economy,” where consumers value curated and customised experiences (Pine & Gilmore, 1999). OTAs essentially curate Christmas travel for each user.
[bookmark: _Toc216999610]4. The Power of Social Proof Escalates During Christmas
The findings reaffirm the strong role of user reviews and ratings. According to social proof theory, individuals rely on others’ choices when uncertainty is high (Cialdini, 2009). Christmas is full of uncertainties—weather issues, flight delays, high prices—so travellers depend heavily on peer reviews.
OTAs highlight:
· top-rated properties,
· guest favourites,
· trending destinations.
This social proof stabilises consumer anxiety and motivates decision-making.
[bookmark: _Toc216999611]5. Dynamic Pricing Influences Christmas Urgency and Perceived Value
Christmas demand is known for volatility. OTAs use dynamic pricing to adjust rates multiple times a day. This triggers the psychological effect of “fear of missing out” (FOMO), pushing travellers to book sooner than planned.
Economic theories like price elasticity also play a part — consumers tolerate higher prices during Christmas but still search for value. OTAs exploit this by highlighting “discounted” rates even when dynamic pricing simply shows relative price changes.
[bookmark: _Toc216999612]6. Marketing Strategies Reinforce Seasonal Consumer Identity
OTAs use seasonal branding to reinforce the idea that Christmas is a time to travel. This shapes cultural norms, making travel feel like a seasonal ritual. The marketing narrative — snow, lights, celebrations — blends with personal desires, turning Christmas into a commercialised travel moment.
[bookmark: _Toc216999613]7. Mobile Platforms Encourage Spontaneous and Last-Minute Christmas Travel
Mobile apps create a unique behavioural pattern: spontaneous booking. Because OTAs send push notifications and limited-time offers, travellers often make faster decisions on mobile than desktop.
This aligns with modern behaviour theories showing that mobile environments reduce cognitive load and encourage quicker purchasing actions.
[bookmark: _Toc216999614]8. Loyalty Programs Create Christmas Booking Habits
Behavioural economics suggests that humans form habits when rewarded consistently. OTA loyalty programs reward early December searches, festive bookings, and member-only Christmas discounts. This creates long-term customer cycles, reinforcing OTA dominance every holiday season.
[bookmark: _Toc216999615]9. Algorithmic Influence on Destination Choices
OTAs do not merely respond to demand — they shape demand. By pushing certain destinations higher on search results based on commercial agreements, OTAs indirectly influence global Christmas travel trends.
This raises ethical concerns:
· Are travellers choosing destinations freely?
· Or are choices shaped by algorithmic visibility?
The findings suggest travellers trust top-listed properties without questioning algorithmic bias, giving OTAs a hidden power in shaping festive tourism flows.
[bookmark: _Toc216999616]10. Christmas Amplifies the Convenience Advantage of OTAs
One of the clearest insights from the findings is that Christmas intensifies the value consumers place on convenience. Traditional travel planning during peak seasons is stressful due to:
· sold-out flights,
· inflated hotel prices,
· long queues in physical travel agencies,
· rapidly changing availability.
OTAs eliminate these frictions. With a single search, travellers access thousands of options across destinations. This aligns with channel efficiency theory, which suggests that intermediaries survive when they reduce consumer effort and information search cost (Anderson & Coughlan, 2002).
During Christmas, reduced effort is not just appreciated — it becomes essential. This seasonal dependence makes OTAs a “default” platform for many travellers.
[bookmark: _Toc216999617]11. Christmas Declines Traditional Agents and Strengthens Digital Shift
Although traditional travel agents still serve certain demographics, especially older travellers and large families, their influence is declining. The Christmas season highlights this trend because OTAs provide:
· instant confirmation,
· user reviews,
· transparent pricing,
· global options.
Traditional agents cannot replicate the speed and flexibility of OTAs. Moreover, Christmas involves emotional travel where people want clear, fast, and reliable information. Digital intermediaries outperform human agents in this area, accelerating the long-term transition to digital distribution channels.
[bookmark: _Toc216999618]12. OTAs Turn Christmas Into a “Season of Deals and Discounts”
The findings also reveal that the marketing narrative created by OTAs shapes consumer expectations. Christmas is framed as a time when:
· “special discounts”
· “flash sales”
· “winter getaway offers”
are normal. Consumers anticipate such deals, and OTAs strategically feed this expectation. The festive identity associated with Christmas emerges partly from this commercialisation.
Marketing theorists argue that seasons become cultural-economic constructs (Belk, 1987). OTAs reinforce Christmas as a season for:
· spending,
· gifting experiences,
· booking holidays,
· seeking special deals.
This demonstrates the deep connection between holiday consumer identity and OTA influence.
[bookmark: _Toc216999619]13. OTAs Promote Globalisation of Christmas Travel
Christmas was once primarily a Western cultural holiday, but OTAs globalise it by promoting destinations such as:
· European Christmas markets,
· Lapland’s Santa Village,
· Japan’s winter illuminations,
· Dubai’s New Year fireworks,
· Bali’s tropical festive escapes.
This broadens the geographical imagination of travellers. As a result:
· Asian travellers visit Europe for Christmas,
· Europeans fly to warm tropical regions,
· Middle Eastern travellers seek snowy destinations.
OTAs act as cultural mediators, shaping what Christmas “should look like” for global travellers.
[bookmark: _Toc216999620]14. Algorithmic Bias Raises Ethical Questions
A critical point emerging from the findings is how OTA algorithms influence visibility. Properties and destinations do not appear randomly — they appear based on:
· commissions paid by hotels,
· historical performance,
· competitive pricing,
· consumer browsing behaviour.
This means travellers are exposed mostly to commercialised top listings rather than unbiased options. Algorithms thus play a hidden role in determining:
· where travellers spend Christmas,
· which hotels fill up first,
· which destinations gain popularity.
From an ethical standpoint, travellers are not always aware of this influence. The perception of “neutral search results” masks the commercial determinism embedded within OTA platforms.
[bookmark: _Toc216999621]15. The Christmas Peak Exposes the Limitations of OTAs
While OTAs are highly influential, Christmas also highlights some weaknesses:
· Hidden charges become more noticeable due to high demand
· Overbooking incidents increase
· Customer service becomes slower
· Platform errors may arise due to heavy traffic
· Misleading “rare availability” messages cause distrust
Despite these issues, consumers still rely heavily on OTAs because the alternatives feel more burdensome during peak seasons.

[bookmark: _Toc216999622]Conclusion
The research clearly demonstrates that Online Travel Agencies (OTAs) play a transformative and highly influential role in shaping consumer behaviour during the Christmas season. This influence is not limited to one aspect of the travel process — it spans every stage of the decision-making journey, from initial inspiration to final booking.
OTAs appeal to Christmas travellers because they simplify the overwhelming complexity of peak-season travel. Features such as real-time availability, transparent reviews, personalisation, competitive pricing, and attractive festive bundling reduce uncertainties that travellers often feel during the holiday rush.
OTAs use emotional advertising, dynamic pricing, scarcity triggers, and AI-powered recommendation systems to strategically influence consumer choices. These elements work together to create urgency, increase booking frequency, guide destination preferences, and encourage higher spending. The festive season enhances this effect due to heightened emotional stakes, traditions, family commitments, and the desire for memorable experiences.
From a theoretical perspective, OTA behaviour aligns with key distribution channel concepts, particularly the idea that intermediaries survive when they minimise consumer effort and maximise informational transparency. The Christmas season amplifies both factors, reinforcing OTAs’ position as essential intermediaries in the tourism distribution ecosystem.
While the benefits are clear, the study also uncovers important concerns such as algorithmic bias, over-commercialisation of festive travel, and occasional issues in customer support. These limitations highlight the need for increased transparency and responsible marketing practices.
Despite these challenges, OTAs continue to dominate Christmas travel behaviour. Their combination of convenience, trust-building mechanisms, and data-driven personalisation makes them indispensable for modern festive travellers. As digital technologies evolve further — with enhanced AI, predictive analytics, voice search, and virtual reality — OTAs are likely to influence Christmas travel decisions even more deeply in the coming years.
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