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Abstract : The travel and tourism business throughout the world experiences one of its busiest times of the year during the Christmas season. The level of competition is higher, there are more bookings, and individuals are required to make judgments more rapidly. Because of this circumstance, digital technologies have become extremely significant in terms of the operation of tourism distribution channels and the degree to which they are successful. This study examines the impact that digital technologies have on tourist distribution channels over the Christmas season. Particular attention is paid to developing tools such as recommendation systems driven by artificial intelligence (AI), chatbots, dynamic pricing algorithms, and transparency solutions enabled by blockchain technology.The purpose of this study is to investigate tourism distribution and digital transformation using a qualitative secondary research technique, which is guided by previous research on these topics. The evaluation of how digital technologies increase efficiency, transparency, responsiveness, and customer experience across direct and intermediary distribution channels during the Christmas season is based on an examination of publications published in academic journals, reports from the industry, and case studies from the real world. Personalization and automation driven by artificial intelligence have been shown to significantly improve booking efficiency and customer engagement, while chatbots provide fast support during times of high demand, according to the research that has been conducted. Additionally, there is a growing interest in blockchain technologies due to the fact that they have the potential to enhance trust, data security, and transaction transparency in tourism distribution networks. 
Digital technologies not only make business processes more efficient, but they also affect the power balance between tourism suppliers and middlemen during busy periods like Christmas. This is demonstrated by the findings of the study. Despite this, significant obstacles concerning data privacy, the costs of technological advancements, and discrepancies in the adoption of digital technology continue to exist.
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The travel and tourism business throughout the world experiences one of its busiest times of the year during the Christmas season. In addition to the increased number of individuals who are travelling, prices are becoming more sensitive, and there is a great deal of competition between the various distribution channels. During this time period, firms in the tourist industry such as hotels, airlines, tour operators, and destination management organizations are required to handle a large number of bookings in a short period of time while simultaneously meeting the high expectations of their customers regarding speed, accuracy, and personalization. As a consequence of this, digital technologies have emerged as an essential component in ensuring the efficiency of tourism distribution channels during the holiday season. 

Distribution channels in the tourism industry are infrastructures and intermediaries that facilitate the availability of tourism-related goods and services to consumers. Company websites and mobile applications are examples of direct channels, whereas online travel agencies (OTAs), global distribution systems (GDS), and metasearch platforms are examples of indirect channels (Buhalis & Law, 2008). These channels were heavily reliant on people and processes that were performed manually in the past. On the other hand, rapid advancements in digital technologies have brought about a dramatic transformation in the manner in which tourism services are distributed, particularly during peak times such as Christmas. 

A growing number of new digital technologies, such as artificial intelligence (AI), chatbots, big data analytics, and blockchain, are being utilized to enhance the effectiveness, openness, and responsiveness of tourism distribution systems. Recommendation engines that are powered by artificial intelligence are able to provide personalized travel choices to users based on how they behave, what they enjoy, and how they have booked in the past. According to Xiang et al. (2021), this is especially helpful during the Christmas rush, when individuals are looking for solutions that are both rapid and practical. Chatbots and virtual assistants also provide customer help around the clock, answering queries in real time about bookings, cancellations, and modifications to itineraries. Additional services include customer service. As a result, it is much simpler to manage the company at times of high demand. 

A significant amount of attention has also been paid to blockchain technology in the tourism industry due to the fact that it has the potential to make transactions more transparent, trustworthy, and secure. When it comes to the hectic Christmas season, when fraudulent bookings and price arguments are more likely to occur, blockchain-based systems have the potential to provide immutable transaction records and secure data sharing among stakeholders (Treiblmaier, 2020). The way in which tourist businesses deal with customers and middlemen is altered by these technologies during high travel seasons. 

Even if there are numerous advantages to digital transformation, there are still some issues that need to be addressed. Due to the fact that digital technologies are expensive to install, raise issues about data privacy, pose cybersecurity threats, and are not being implemented equitably across areas and company sizes, it is possible that they will not perform as effectively in the distribution of tourism. In addition, the fact that digital platforms are gaining more and more popularity causes individuals to concern about the power imbalances that exist between middlemen and providers. 

The purpose of this paper is to investigate the ways in which digital technologies alter the ways in which tourists are able to navigate public transportation throughout the holiday season. It investigates the ways in which new technologies make things more open and efficient, alter the way in which items are disseminated, and influence the way in which individuals book travel during times of high demand. Through the incorporation of academic research and insights from the business, the purpose of this study is to provide a comprehensive understanding of the digital change that occurs in the distribution of tourism during the Christmas season.
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Over the past two decades, digital technology have brought about significant changes in the manner in which tourism products are sold. These technologies are especially more significant at travelling times that are particularly busy, like as Christmas, because they enable tourism businesses to manage a large number of bookings, adjust prices, and swiftly satisfy the requirements of their customers. The purpose of this literature review is to examine the most recent studies on tourism distribution channels, the ways in which digital technologies may make things more efficient and clear, and the ways in which new technologies are particularly effective during the holiday season specifically. 

2.1 Distribution Channels for Technology in the Tourism Industry 

The distribution channels for tourism are the many means by which tourists can acquire products and services such as housing, transportation, and experiences. When these channels were first established, they were dependent on traditional travel agencies, tour operators, and global distribution systems (GDS). On the other hand, the internet and digital platforms have totally altered the distribution of tourism by enabling buyers and suppliers to communicate with one another in a direct manner (Buhalis & Law, 2008). 

In recent years, online travel agencies (OTAs) like as Booking.com, Expedia, and Airbnb have emerged as the most crucial intermediaries, particularly during peak travel periods such as the holiday season. A great deal of information is gathered by these platforms, which also enable users to compare costs and make it simpler for users to make reservations. According to research conducted by Law et al. (2015), when individuals are busy, they appear to place a greater emphasis on convenience, quickness, and the degree to which something appears to be reliable. As a result, they are more inclined to employ digital middlemen. While this is going on, tourist businesses are investing more money into direct digital channels such as websites and mobile applications in order to reduce the amount of money they spend on commissions and to have a greater degree of control over their interactions with clients. 

2.2 The Transformation of Tourism Distribution Through Digital Means and the Improvement of Efficiency 

The degree of success and the rate at which things may be completed are directly proportional to the degree of digital transformation in the tourism distribution industry. Businesses that are involved in tourism have a great deal of strain during the Christmas season to cope with a large number of bookings, a large number of queries from customers, and prices and availability that are subject to rapid fluctuation. According to Xiang et al. (2021), digital technologies make it feasible to automate significant operations, which in turn reduces the number of errors and the amount of time needed to respond. 

Numerous individuals are of the opinion that artificial intelligence (AI) and big data analytics are powerful instruments that can significantly improve the effectiveness of distribution. Systems that are powered by artificial intelligence analyze large datasets in real time in order to forecast demand, enhance inventory management, and assist with developing flexible pricing strategies. Gretzel et al. (2020) state that with the utilization of data-driven distribution, tourism organizations are able to better manage abrupt surges in demand during periods of high demand, which ultimately results in improved capacity utilization and increased revenues. 

Artificial Intelligence-Based Recommendation Systems 

The way in which people book things is being significantly impacted by recommendation systems that are powered by artificial intelligence. Your browsing history, previous bookings, location data, and demographic information are all taken into consideration by these systems, which then employ algorithms to provide you with personalized travel recommendations. According to Xiang et al. (2021), personalized recommendations make it much simpler to find what you are looking for and to make a decision during the holiday season, when people are looking for quick and easy ways to book their accommodations. 

According to research conducted by Godey et al. (2016), personalized digital recommendations have the ability to increase conversion rates and customer satisfaction by displaying information about relevant bargains at the appropriate time. As a result, firms in the tourism industry are able to make reservations more rapidly and achieve greater results from their channels. On the other hand, concerns regarding algorithmic bias, transparency, and data privacy are still highly prevalent in the research literature. 

What Chatbots and Virtual Assistants Are Capable Of Doing 

In the tourism distribution channels, chatbots and virtual assistants that are driven by artificial intelligence are becoming increasingly widespread in order to handle client contacts during times of high demand. You may book, amend your itinerary, cancel, and get answers to frequently asked issues in real time with the assistance of these tools. Chatbots are able to assist customer service personnel by managing a large number of inquiries all at once, which is especially helpful during the hectic Christmas season (Ivanov & Webster, 2019). 

It has been demonstrated through research that chatbots enhance the perception of service quality by offering instant responses and being available around the clock. A number of factors, including how well they are constructed, how well they are able to communicate in the language, and how hard the customer's request is, all have a role in how well they function. According to the research that has been conducted, even though chatbots make things more efficient, human assistance is still required for travel issues that are either especially difficult or emotionally sensitive. 

In the tourism distribution system, blockchain technology and transparency of the system 

When it comes to tourism distribution channels, blockchain technology has emerged as a potential solution that might make them more trustworthy, open, and secure. Decentralized and tamper-proof transaction records are made possible by blockchain technology, which can contribute to a reduction in instances of fraud, price disputes, and inaccurate data manipulation. According to Treiblmaier (2020), these are issues that have a heightened level of significance at times of high activity, such as Christmas. 

The literature highlights the capacity of blockchain technology to improve transparency in commission structures, contract administration, and the sharing of customer information among stakeholders in the tourism industry. By creating records that cannot be altered, blockchain technology has the potential to facilitate the development of trust among consumers, middlemen, and suppliers. In spite of this, acceptance is still relatively limited due to the fact that the technology is difficult to understand, the costs of implementation are costly, and there is no industry-wide standardization. 

2.6 The Role of Digital Technologies Within the Holiday Season and the Trust of Customers 

Trust in a company is a significant aspect in determining whether or not consumers book, particularly during times of high demand when both time and money are in short supply. The provision of trustworthy information, transparent pricing, and secure payment mechanisms are all examples of how digital technologies influence trust. As a result of research conducted by Fileri et al. (2015), it has been found that consumers are more likely to make reservations through platforms that offer transparent pricing, authenticated reviews, and secure transactions throughout the holiday season. 

With the assistance of blockchain technology, secure payment gateways, and systems that check reviews, digital distribution channels have the potential to become more trustworthy. The research, on the other hand, suggests that if customers do not comprehend the process by which prices or recommendations are determined, then placing an excessive amount of reliance on algorithms and automation may make things appear less apparent. 

Instances of Problems and Ethical Concerns 

There are a number of challenges associated with the utilization of digital technologies for the distribution of tourism information, despite the fact that these technologies provide a multitude of advantages. According to Gretzel et al.'s research from 2020, these concerns include concerns around data privacy, dangers to cybersecurity, unequal adoption of digital technology, and the expanding influence of large digital platforms. Due to the high volume of transactions that occur over the holiday season, these risks are considerably more severe. 

A number of other ethical concerns have been raised regarding algorithmic pricing, data spying, and the power inequalities that exist between companies. Scholars argue that although digital technologies promote efficiency, they may also marginalize smaller tourism businesses that lack the resources to invest in modern systems (Buhalis et al., 2019). This is because digital technologies provide the potential to improve efficiency. 

In conclusion, 
Digital technologies are particularly significant for changing the way tourism is distributed, especially during busy times like Christmas, according to the literature. This is especially true during hectic times like Christmas. Customers benefit from increased efficiency, openness, and enjoyment as a result of technology like as chatbots, data analytics, blockchain, and personalization powered by artificial intelligence. But in addition to this, they also bring forth new challenges in terms of trust, ethics, and market power. This theoretical framework serves as the foundation for the subsequent investigation into the influence that digital technologies have on the travel and tourism distribution performance throughout the holiday season at Christmas.

[bookmark: _Toc216766362]3 Methodology 
This investigation makes use of a qualitative research methodology that is founded on the examination of secondary data in order to investigate the impact that digital technologies have on tourist distribution channels specifically during the Christmas season. Because the purpose of the research is not to statistically evaluate relationships, but rather to investigate how emerging technologies can improve efficiency, transparency, and customer experience inside tourism distribution systems, a qualitative technique is the most appropriate approach to use. The method makes it possible to acquire a comprehensive comprehension of the intricate technological, operational, and behavioural dynamics that are present during times of high travel demand. 

The Design of the Research 

Both exploratory and descriptive approaches are taken in the design of the research. It focuses on detecting trends, themes, and linkages connected to the deployment of digital technologies within tourism distribution channels over the Christmas season. These technologies include artificial intelligence (AI), chatbots, big data analytics, and blockchain. The research is based on tourism distribution theory, digital transformation theory, and technology acceptance views. These theories collectively describe how digital innovations influence channel performance and consumer trust (Buhalis & Law, 2008; Gretzel et al., 2020). The study is theoretically grounded in these theories. 

3.2 Sources of the Data 

In order to guarantee the legitimacy and usefulness of the data for academic purposes, only respectable secondary sources were used to acquire the data. Journal papers that were subjected to peer review were obtained from academic sources such as Google Scholar, ScienceDirect, and JSTOR. The articles focused on tourist technology, digital distribution, and consumer booking behaviour. Furthermore, in order to capture the present practices of the business as well as the trends that are special to Christmas bookings, industry publications from recognized organizations such as Deloitte, McKinsey, the World Tourism Organization (UNWTO), and Statista were analyzed using statistical methods. A survey of published case studies of airlines, hotels, and online travel agencies was also conducted in order to provide real-world insights into the practical deployment of digital technology during peak seasons. 

3.3.1 The Accumulation and Evaluation of Data 

A methodical literature study was utilized in order to locate pertinent sources that were released largely inside the past ten years. This was done in order to guarantee that the information was both current and pertinent. The chosen body of literature was subjected to thematic analysis, which entailed the coding and categorization of data into crucial themes such as the enhancement of efficiency, transparency, personalization, automation, and trust. An evaluation of the similarities and differences between the research was carried out with the help of comparative analysis, which helped to increase the reliability of the findings. 

Considerations of an Ethical Nature 

Relying entirely on secondary data that was accessible to the public and ensuring that all sources were accurately acknowledged through the use of in-text citations and references formatted in the APA style were the means by which ethical considerations were addressed. Because there was no collection of primary data involving human participants, concerns about consent, confidentiality, and the protection of personal data were not relevant. Through the avoidance of plagiarism and the maintenance of transparency in reporting, the study remains in compliance with the criteria of academic honesty. 

3.5 Some Restrictions 

It is possible that this methodology may not reflect real-time operational issues or firm-specific tactics during the Christmas season because it relies on secondary data, which is a significant weakness of this methodology. The generalizability of the findings may also be hindered by differences in the use of technology across different areas and sizes of businesses. Interviews and surveys are two examples of primary data gathering methods that could be incorporated into future research in order to provide more in-depth and context-specific insights.




4 Finding
[bookmark: _Toc216766363]This section outlines the principal findings obtained from the qualitative examination of academic literature, industry reports, and documented case studies regarding the application of digital technologies in tourism distribution channels during the Christmas season. The results are grouped by theme to show how new technologies improve efficiency, transparency, customer experience, and channel performance during busy holiday times, as well as the problems that come with them.

4.1 More efficient distribution of tourists during Christmas

One of the most important things we learned is that digital technologies make tourism distribution channels much more efficient during the Christmas season. During the busiest times of the year for tourism, businesses have to deal with a lot of bookings, prices that change quickly, and a lot of customer questions in a short amount of time. AI-driven automation, big data analytics, and cloud-based reservation systems are some of the technologies that help tourism suppliers and middlemen process a lot of transactions quickly and accurately.

According to the literature, AI-powered demand forecasting and inventory management tools help hotels and airlines better manage their capacity during Christmas, which cuts down on overbooking and underutilization (Gretzel et al., 2020). Automated distribution systems also cut down on mistakes made by people and speed up response times, which helps tourism companies stay competitive in a market where time is very important. Because of this, digital technologies are needed to keep operations running smoothly during busy travel times.

4.2 What AI-Powered Recommendation Systems Do

AI-powered recommendation systems were found to be very important in changing how people booked during the Christmas season. These systems look at things like a user's search history, booking patterns, location, and preferences to come up with personalized travel suggestions. During Christmas, when people are short on time and need to make quick decisions, personalized recommendations make it much easier to find what they want and make a choice.

The results show that personalized recommendations boost conversion rates and booking efficiency for both direct channels and online travel agencies (OTAs). Tourism platforms that use AI well can show customers relevant deals at the best times, which makes them happier and boosts sales (Xiang et al., 2021). There were, however, worries about transparency because customers might not fully understand how recommendations and dynamic pricing decisions are made.

4.3 How Chatbots and Virtual Assistants Affect Things

During the Christmas season, chatbots and AI-powered virtual assistants were especially useful because they could help customers 24 hours a day, seven days a week. The results indicate that chatbots efficiently manage substantial quantities of standard inquiries concerning availability, pricing, cancellations, and itinerary modifications, thereby alleviating the burden on human customer service teams (Ivanov & Webster, 2019).

Tourism companies that used chatbots during busy times said that they got back to customers faster and made them happier. Chatbots were very helpful for handling last-minute changes and bookings, which are common during the Christmas season. The results also show that chatbots have some problems. For example, they have trouble with complicated or emotionally charged customer issues, which means that people still need to be involved in high-involvement interactions.

4.4 Blockchain and Openness in Distribution Channels

During Christmas, blockchain technology was recognized as a nascent yet constrained instrument in tourism distribution. The results show that blockchain has a lot of potential to make things more open, trustworthy, and safe by keeping transaction records that can't be changed and cutting down on price disputes and fake bookings (Treiblmaier, 2020). These features are especially useful during the Christmas season, when there are a lot of transactions.

Some case studies show that systems that use blockchain make it easier for tourism suppliers and intermediaries to see how commissions and contracts are handled. The results, on the other hand, show that widespread use is still limited by high implementation costs, a lack of standardization, and a lack of technical knowledge in the industry. Because of this, blockchain's effect on Christmas is more exploratory than transformative right now.

4.5 Changes in Power Between Direct and Intermediary Channels

The results show that digital technologies are changing the way power works in tourism distribution channels during the Christmas season. Direct digital channels, like hotel and airline websites and mobile apps, have become more important because they allow for better personalization, loyalty integration, and price control. AI-powered tools help suppliers compete better with OTAs by giving direct bookers personalized deals and special perks.

However, OTAs are still the most popular choice during Christmas because they are easy to find, convenient, and thought to be reliable. Digital technologies make this dominance even stronger by letting OTAs collect huge amounts of data and change prices and suggestions in real time. This makes a dual-channel environment where suppliers can reach more people, but they still need strong middlemen to do business.

4.6 Trust in Consumers and How They Book Online

Trust in the consumer was found to be a key factor affecting how people booked online during Christmas. Secure payment systems, clear pricing, verified reviews, and dependable customer support all make people much more likely to book online during busy times (Filieri et al., 2015). The results show that when making last-minute decisions about holiday travel, people prefer platforms that are clear, safe, and responsive.

The results show that while digital technologies usually build trust, too much automation and decision-making by algorithms can make things seem less clear. If customers think that dynamic pricing and personalized recommendations are unfair or unclear, they may not trust them.

4.7 Problems and dangers of using digital technology

Digital technologies bring a lot of problems during the Christmas season, even though they have some good points. The results show that there are worries about data privacy, cyber threats, system reliability, and unequal access to new technologies. Many smaller tourism businesses don't have the money or technical know-how to set up advanced digital systems, which puts them at a disadvantage in the market.

Also, system failures or cyberattacks during busy times can have serious effects on both the company's reputation and its finances. These risks show how important it is to have strong digital infrastructure and responsible technology management during busy times.








5. Discussion 
The findings of this study demonstrate that digital technologies have become central to the effective functioning of tourism distribution channels during the Christmas season. This discussion interprets the findings in relation to existing tourism and technology literature and critically evaluates the strategic and ethical implications of digital transformation during peak holiday demand.
A key insight from the findings is the significant role of digital technologies in enhancing operational efficiency during Christmas. Consistent with digital transformation theory, automation and data-driven decision-making enable tourism businesses to manage high booking volumes, fluctuating demand, and time-sensitive customer inquiries more effectively (Gretzel et al., 2020). AI-driven demand forecasting and inventory management systems allow suppliers to optimise capacity utilisation and pricing strategies, which is particularly critical during the Christmas rush. This supports Buhalis and Law’s (2008) argument that technology-driven distribution systems improve scalability and responsiveness in tourism operations.
AI-driven recommendation systems emerged as a major influence on consumer booking behaviour during Christmas. The findings suggest that personalised recommendations reduce information overload and decision fatigue, enabling consumers to make faster booking decisions in a high-pressure environment. This aligns with prior research indicating that personalisation enhances perceived relevance and booking conversion rates (Xiang et al., 2021). However, the increasing reliance on algorithms raises concerns regarding transparency and fairness. Consumers may perceive dynamic pricing and personalised offers as opaque or discriminatory if the underlying mechanisms are not clearly communicated, potentially undermining trust.
The use of chatbots and virtual assistants further highlights the efficiency benefits of digital technologies during peak seasons. Chatbots provide continuous customer support, handling routine inquiries and last-minute changes that are common during Christmas travel. This finding supports Ivanov and Webster’s (2019) assertion that service automation enhances operational resilience in tourism. Nevertheless, the limitations of chatbots in addressing complex or emotionally sensitive issues suggest that human interaction remains essential. A hybrid service model combining automation with human support appears most effective for maintaining service quality during high-demand periods.
Blockchain technology presents a contrasting picture in the discussion. While the findings indicate strong potential for improving transparency, trust, and security within tourism distribution channels, actual adoption remains limited. This reflects broader challenges identified in the literature, including high implementation costs, lack of standardisation, and resistance to change among industry stakeholders (Treiblmaier, 2020). During the Christmas season, when trust and reliability are paramount, blockchain could offer significant advantages, yet its impact is currently constrained by practical barriers.
The findings also reveal shifting power dynamics between direct and intermediary distribution channels. Digital technologies empower tourism suppliers to strengthen direct booking channels through personalised offers, loyalty integration, and improved user experience. However, online travel agencies (OTAs) continue to dominate during Christmas due to their extensive reach, brand recognition, and technological sophistication. This dual dependency highlights a structural tension within tourism distribution, where suppliers benefit from digital reach but remain vulnerable to intermediary control and commission pressures.
From an ethical and managerial perspective, the findings raise important considerations. While digital technologies enhance efficiency and profitability, they also introduce risks related to data privacy, cybersecurity, and digital inequality. Smaller tourism businesses may struggle to compete due to limited access to advanced technologies, potentially widening the digital divide within the industry. Additionally, excessive automation and data-driven decision-making may reduce perceived transparency and consumer trust if not managed responsibly.
Overall, the discussion underscores that digital technologies are indispensable to tourism distribution during the Christmas season, yet their effectiveness depends on balanced implementation. Strategic investments in technology must be accompanied by transparency, ethical data practices, and inclusive digital adoption to ensure sustainable and trustworthy tourism distribution systems.
[bookmark: _Toc216766365]6. Conclusion 
This report has examined the effect of digital technologies on tourism distribution channels during the Christmas season, a period characterised by peak demand, intense competition, and time-sensitive consumer decision-making. The analysis demonstrates that digital transformation has become essential for tourism businesses seeking to manage high booking volumes, enhance customer experience, and maintain operational efficiency during the Christmas travel rush.
The findings highlight that technologies such as artificial intelligence, big data analytics, chatbots, and emerging blockchain applications significantly improve the efficiency and responsiveness of tourism distribution systems. AI-driven demand forecasting and personalised recommendation systems enable tourism suppliers and intermediaries to optimise pricing, inventory, and customer targeting during periods of heightened demand. Similarly, chatbots and virtual assistants provide real-time customer support, reducing service bottlenecks and improving responsiveness when consumer inquiries peak during Christmas.
The study also reveals that digital technologies are reshaping the balance of power within tourism distribution channels. While direct digital channels have strengthened through enhanced personalisation and loyalty integration, online travel agencies continue to dominate during the Christmas season due to their visibility, convenience, and technological sophistication. This dual-channel dependency highlights ongoing structural challenges within tourism distribution, particularly for smaller suppliers that rely heavily on digital intermediaries.
Despite the significant benefits of digital transformation, the report identifies several challenges and risks. Issues related to data privacy, cybersecurity, transparency, and unequal access to advanced technologies remain prominent, especially during high-demand periods when system failures can have serious consequences. Additionally, emerging technologies such as blockchain, while promising in terms of transparency and trust, face practical barriers to widespread adoption.
In conclusion, digital technologies play a critical role in enabling effective tourism distribution during the Christmas season. However, their successful implementation requires a balanced approach that combines technological innovation with ethical data practices, transparency, and inclusive adoption. Future research could extend this study by incorporating primary data or cross-country comparisons to better understand how digital technologies influence tourism distribution performance during peak travel periods.
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