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In this assignment, the impact of distribution channel decisions within the hospitality industry will be analysed and Marriott International will be used as a reference point. Marriott is a chain of hotels that are considered to be one of the largest globally and operates through a broad distribution network, either using direct or indirect means, such as direct booking on its websites, mobile apps, and indirectly via online travel agencies (OTAs) and travel agents (Marriott International, 2024). The distribution strategy of the company shows how organisations strike a balance between customer needs, the product nature, internal capabilities, and external market conditions to maximise revenue and customer satisfaction.
[bookmark: _Toc226733952]Factors Influencing a Company’s Choice of Distribution Channels
Distribution channels can be defined as the channels through which the product or service flows between the company and the end-user. These channels are direct booking systems (hotel websites), online travel agencies (OTAs), travel agents and global distribution systems (GDS) in the hospitality industry. The selection of the appropriate distribution channel is a strategic choice that influences the income of a company, experience to the customers and competitiveness.
This decision is determined by several important elements: customer traits, nature of the product, resources of the company, and the market environment.
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Among the most significant aspects to consider during distribution choices are customer characteristics. The booking preferences, expectations and behaviours of different customer segments vary (Harjadi, and Gunardi, 2022).
To illustrate, youthful and tech-savvy clients are more comfortable using online channels because of the convenience, real-time reservation, and availability of reviews. A large number of customers resort to the services of such platforms as Booking.com and Expedia to compare the offers (Statista, 2024). Conversely, business travellers and older consumers might like direct booking or travel agents due to the reliability and customised service.
Marriott International studies customer data on these behaviours and encourages its direct booking platforms by providing loyalty and discounts (Silvia-Patricia et al. 2024). Global behaviour is another factor that is affected by geographic differences, with global travellers depending more on global platforms.
Thus, the knowledge of customer demographics and preferences will assist businesses in choosing the channels that will enhance accessibility, convenience, and satisfaction.
[bookmark: _Toc226733954]2. Nature of the Product or Service
Distribution channel decisions are highly affected by the nature of the hospitality services. The services like hotel rooms are intangible, perishable, that is, they should be sold in a time limit.
Due to this fact, such companies as Marriott employ various channels in order to maximise occupancy rates (Buhalis et al. 2023). As an example, rooms that do not sell can be displayed on OTAs at reduced prices to get last-minute sales.
Luxury or tailor-made services will usually need face-to-face interaction, which would promote the application of direct booking channels or travel agents. On the contrary, online platforms allow distributing standardised services with ease without requiring personal assistance.
Also, brand image is important (Raad, 2023). Marriott maintains control over its premium brands by encouraging direct bookings, ensuring consistent service quality and customer experience.
Therefore, the perishability, value of the service, and its complexity determine the use of direct or indirect channels.
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The internal capabilities of a company such as financial strength, technology and human resource have a great influence on the distribution choices.
Big companies, such as Marriott, can afford to invest in sophisticated digital platforms, mobile applications, and customer relationship management systems. This enables them to cope with direct bookings without the need to use middlemen.
Smaller hotels, though, might not have them and rely on third-party services such as Booking.com and Expedia to get attention and customer attraction.
Of particular importance is technological capability. Firms that have good IT have the ability to control pricing, inventory and booking in various channels in real time (Ibrahim et al. 2022). The human resources are also a factor, as competent personnel will be required to run partnerships as well as deal with customers.
Hence, businesses select distribution channels according to their capabilities to support and run them efficiently.
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Competition, change in demand and change of technology are the three market conditions that have a significant influence on distribution strategies.
Under the competitive markets, it is important that the companies employ various channels so that they can be more visible and reach a larger audience. Marriott, among others, uses OTAs to promote its properties to be able to compete with other hotel brands (Marriott International, 2024).
Demand patterns also contribute to decision making. The low-demand seasons make the companies more reliant on the intermediaries and offer promotions to attract customers (de Vega-Ventura et al. 2024). They encourage direct reservations at high seasons so as to optimise the profit margins.
Distribution channels have also been influenced by technological advancements. The emergence of online channels and mobile reservations has made online channels to be the most preferable channel in the hospitality sector (Statista, 2024).
There are economic reasons too. During a recession economy, customers are more price sensitive and hence companies choose channels that would assist them in maintaining competitive prices and offers. By doing so, the companies are influenced by external market forces to be adaptable and dynamic in their distribution strategies.
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Conclusively, distribution channels depend on the nature of customers, nature of the product, company resources and market conditions in the hospitality industry. Taking the example of Marriott International, it is possible to see how a multinational corporation can use both direct and indirect channels strategically to reach as many people as possible, improve customer experience, and become more profitable.
In the modern highly competitive and technology-driven hospitality industry, a balanced multi-channel strategy is the key to success.
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