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Abstract

The Christmas season represents one of the most significant peak periods for the global tourism industry. During this time, tourism distribution channels play a crucial role in shaping consumer travel decisions, managing demand, and ensuring efficient supply chain coordination. This study explores the role of Online Travel Agencies (OTAs) such as Expedia, Booking.com, and Airbnb in influencing consumer behavior during the Christmas holiday season. The research examines how promotional strategies, dynamic pricing, bundled packages, and digital technologies adopted by OTAs impact booking patterns and destination choices. Using secondary data, industry reports, and case-based analysis, the study highlights key trends in tourism distribution during Christmas and evaluates the effectiveness of OTAs compared to traditional travel agents and direct booking channels. The findings indicate that OTAs dominate Christmas travel bookings due to convenience, price transparency, and targeted promotions, while also presenting challenges related to dependency, commission costs, and reduced supplier control. The study concludes by suggesting innovative channel management strategies for tourism stakeholders to optimise the distribution efficiency during peak holiday time . 








Introduction

Tourism distribution channels act as a bridge between tourism suppliers—such as hotels, airlines, and attractions—and final consumers. These channels determine how tourism products are marketed, priced, and delivered. During peak periods like Christmas, the efficiency of distribution channels becomes even more critical due to increased demand, limited inventory, and heightened consumer expectations.


The Christmas season is traditionally associated with family reunions, leisure travel, winter vacations, and cultural tourism. Consumers tend to plan trips well in advance or, increasingly, make last-minute bookings influenced by promotional offers. In this context, Online Travel Agencies (OTAs) have emerged as dominant intermediaries in tourism distribution, offering a one-stop platform for flights, accommodations, experiences, and travel insurance.


OTAs such as Expedia, Booking.com, and Airbnb have transformed the tourism supply chain by leveraging digital technologies, data analytics, and global distribution networks. Their influence becomes particularly visible during Christmas when discounts, flash sales, and bundled holiday packages significantly affect consumer booking behavior. Compared to traditional travel agents, OTAs provide greater convenience, transparency, and flexibility, aligning well with modern consumer preferences.



This study aims to explore the role of OTAs during the Christmas season and analyse how their strategies influence the  consumer behavior. The research also critically evaluates emerging distribution trends and discusses innovative approaches to managing tourism channels during peak holiday periods.




































Literature Review

Tourism Distribution Channels

Tourism distribution channels refer to the pathways through which tourism products reach consumers. According to Pearce (2016), these channels include direct bookings through supplier websites, indirect channels such as travel agents, and online intermediaries like OTAs. The choice of distribution channel affects pricing, customer experience, and profitability.

Traditional travel agents historically played a vital role in holiday travel planning, especially for complex itineraries. However, the rise of digital platforms has reduced reliance on physical agencies, particularly among younger and tech-savvy consumers.

Growth of Online Travel Agencies

OTAs emerged in the late 1990s and early 2000s with the expansion of internet usage. Scholars note that OTAs gained popularity due to their ability to aggregate multiple suppliers and provide real-time price comparisons (Buhalis & Law, 2008). During peak seasons such as Christmas, OTAs benefit from high web traffic and increased consumer search activity.

Booking.com and Expedia operate on an agency and merchant model, earning commissions from suppliers. Airbnb, on the other hand, represents a peer-to-peer platform that expanded Christmas travel options by offering the home-stays and alternative accommodations.

Consumer Behavior During Christmas


Christmas travel behavior is influenced by emotional, social, and cultural factors. Studies suggest that consumers are more price-sensitive yet emotionally driven during festive periods (Solomon, 2020). Promotions, limited-time offers, and festive branding significantly impact booking decisions.


OTAs use personalized recommendations, email marketing, and app notifications to target consumers during the holiday season. These tools create a sense of urgency, encouraging quicker purchase decisions.


Digital Technologies in Tourism Distribution


The integration of artificial intelligence, big data analytics, and mobile applications has enhanced OTA effectiveness. Dynamic pricing, chatbots, and personalized offers help OTAs manage high demand during Christmas while improving customer satisfaction.


Methodology

This study adopts a qualitative research approach based on secondary data analysis. Data sources include academic journals, industry reports, OTA websites, and tourism market analyses. Case examples of Expedia, Booking.com, and Airbnb during the Christmas season are used to understand real-world applications.

The methodology focuses on:
· Analysing the  OTA promotional strategies during Christmas
· Examining consumer booking behavior patterns
· Evaluating distribution channel effectiveness

This approach allows for a comprehensive understanding of trends without the limitations of primary data collection.










Findings


Dominance of OTAs During Christmas

Findings indicate that OTAs account for a significant share of Christmas travel bookings. Consumers prefer OTAs due to convenience, access to multiple options, and transparent pricing and it’s infrastructure .Mobile app usage increases sharply during the festive season.


Influence of Promotions and Discounts

OTAs heavily rely on Christmas-themed promotions such as “Holiday Deals,” “Year-End Sales,” and bundled packages. These offers strongly influence consumer decisions, particularly among budget-conscious travellers and families.


Shift Toward Alternative Accommodations

Airbnb experiences increased demand during Christmas as travellers seek homely environments for family gatherings. This trend reflects changing consumer preferences toward personalized and experiential travel.



Reduced Role of Traditional Travel Agents

While travel agents remain relevant for luxury and group travel, their role during Christmas has diminished compared to OTAs. Many agents now use OTA platforms themselves, indicating channel integration rather than competition.

































Discussion

The findings confirm that OTAs play a central role in tourism distribution during Christmas. Their effectiveness lies in technological integration, marketing reach, and consumer trust. However, over-dependence on OTAs poses challenges for suppliers, including high commission fees and limited control over customer relationships.

Innovative channel management strategies such as hybrid distribution models, loyalty programs, and direct booking incentives can help balance OTA dominance. Suppliers who integrate digital tools while maintaining direct engagement with customers are better positioned during peak festive seasons.

From a theoretical perspective, the study supports multi-channel distribution theory, emphasising the necessity need for all the coordinated channel strategies rather than reliance on a single intermediary.
















Conclusion

The Christmas season amplifies the importance of efficient tourism distribution channels. Online Travel Agencies have emerged as the most influential intermediaries during this period, shaping consumer behavior through promotions, digital convenience, and personalized marketing. While OTAs enhance accessibility and efficiency, tourism suppliers must adopt innovative strategies to reduce dependency and improve long-term sustainability.

This study highlights the need for strategic channel integration and technological adoption to optimise tourism distribution during peak holiday seasons. Future research may include primary consumer surveys to further explore behavioural motivations.
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