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[bookmark: _Toc216766358]1. Abstract
As a result of high occupancy rates, increased travel frequency, and fierce competition across distribution channels, the Christmas season is considered to be one of the most significant peak-demand periods for the tourist industry anywhere in the world.  Direct booking channels, such as official websites and mobile applications, are becoming increasingly important to tourist organizations such as hotels and tour operators during this time period. This is done with the goal of boosting income and strengthening relationships with customers.  Based on a comparison with Online Travel Agencies (OTAs), this paper investigates the impact that direct booking channels have on tourism firms during the Christmas rush. The analysis focuses specifically on the effectiveness of these channels in generating bookings and the strategic implications that they have.
 This study does an analysis of academic literature that has been subjected to peer review as well as industry research that is associated with tourist distribution tactics, consumer booking behaviour, and revenue management. The research methodology utilized in this study is qualitative and based on secondary data.  According to the findings, direct booking channels provide a number of substantial benefits during the Christmas season. These benefits include decreased commission costs, increased pricing control, access to consumer data, and significantly improved prospects for establishing customer loyalty.  When it comes to encouraging repeat reservations during busy periods, it has been discovered that tailored offers, loyalty programs, and unique advantages that are made available through direct channels are very beneficial.

 Direct reservations, on the other hand, are connected with a number of significant problems, including a lower online presence in comparison to online travel agencies (OTAs), more marketing and technological investment requirements, and increased operational complexity during demand surges.  According to the findings of the report, tourism businesses need to adopt balanced distribution strategies that effectively integrate direct channels with online travel agencies (OTAs) in order to optimize their performance during high-demand periods. This is because direct booking channels play a significant role in improving profitability and long-term customer relationships during the Christmas festive season.
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[bookmark: _Toc216766360]The Christmas season is acknowledged as a peak period for the tourism and hospitality industry, characterized by high activity and profitability. Extended holidays, festive celebrations, family reunions, and leisure travel lead to a notable rise in the demand for accommodation, transportation, and tourism services. During this peak period, tourism businesses encounter opportunities and challenges while striving to maximize bookings, manage capacity, and optimize revenue. The distribution strategy is crucial during the Christmas peak, as businesses must determine the allocation of inventory between direct booking channels and third-party intermediaries, including Online Travel Agencies (OTAs).

Direct booking channels denote reservations conducted directly via a tourism business's proprietary platforms, encompassing official websites, mobile applications, call centres, and in-person bookings. Recently, numerous hotels and tour operators have made significant investments in digital technologies to enhance their direct booking capabilities. This transition is motivated by the aim to decrease reliance on OTAs, which generally impose substantial commission fees, and to enhance control over pricing, customer interactions, and brand representation (Kotler et al., 2019). During the Christmas season, characterized by high demand and constrained margins, direct bookings are notably appealing due to their capacity to enhance profitability.

The analysis of consumer behaviour during the Christmas period underscores the significance of direct booking strategies. Travellers frequently prioritize reliability, flexibility, and personalized experiences in the context of festive travel bookings. Tourism enterprises utilize direct channels to provide exclusive incentives, including member-only discounts, complimentary upgrades, flexible cancellation policies, and loyalty rewards. These strategies promote direct bookings and improve customer trust and long-term loyalty, which are essential for sustained business performance beyond the peak season.

While direct booking channels offer benefits, they also pose challenges during the Christmas peak period. Tourism enterprises face competition from the broad reach, marketing capabilities, and price comparison functionalities provided by online travel agencies (OTAs). Ensuring optimal website performance, overseeing mobile application functionality, and addressing heightened customer inquiries during periods of peak demand necessitate substantial technological and operational investments. Consequently, numerous businesses implement hybrid distribution models that integrate direct bookings with OTA collaborations.

This report analyzes the utilization of direct booking channels by tourism businesses during the high-demand Christmas season and evaluates the benefits and challenges of direct bookings in comparison to OTAs. This study enhances the understanding of effective distribution management in peak-season tourism by analyzing cost savings, customer loyalty, and pricing strategies.
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3.1 Distribution Channels in Tourism and Concepts of Direct Booking

Tourism distribution channels denote the frameworks utilized for the marketing and sale of tourism products and services to consumers. Historically, distribution depended on intermediaries like travel agents and tour operators; nonetheless, digital transformation has profoundly changed this framework. Direct booking channels, including hotel websites, mobile applications, and direct reservation systems, enable tourism businesses to market products independently of third-party intermediaries (Buhalis & Law, 2008).

Research indicates that direct booking channels allow tourism enterprises to regain authority over pricing, branding, and customer relationships (Law et al., 2015). During peak periods like the Christmas season, direct channels gain strategic significance as they enable firms to leverage high demand while reducing commission expenses linked to Online Travel Agencies (OTAs).

3.2 Seasonal Trends in Christmas and Reservation Patterns

Seasonality is a key feature of tourism demand, with Christmas serving as one of the most significant peak periods globally. Butler (2001) posits that peak-season demand leads to a concentration of bookings within brief periods, thereby intensifying the challenges associated with capacity management and pricing strategies. During the Christmas season, consumers frequently emphasize availability, reliability, and flexibility rather than engaging in extensive price comparisons.

Studies show that travellers making reservations during the Christmas peak tend to prefer established brands and reliable booking platforms (Gretzel et al., 2015). This behavioural pattern presents opportunities for tourism businesses to promote direct bookings by providing reassurance via transparent policies, flexible cancellations, and direct customer support. The urgency of festive travel heightens dependence on OTAs, which facilitate rapid comparisons and immediate confirmations.

3.3 Advantages of Direct Booking Channels for Tourism Enterprises

The primary advantage of direct booking channels is the potential for cost savings. Online Travel Agencies (OTAs) generally impose commission rates between 15% and 30%, which considerably diminishes profit margins (Ivanov & Zhechev, 2012). Direct bookings remove these fees, enabling tourism businesses to maintain greater revenue per booking, which is particularly advantageous during peak demand periods such as Christmas.
A significant advantage is the ownership of customer data. Direct channels facilitate access to essential customer information, which supports personalized marketing, loyalty initiatives, and post-stay engagement (Buhalis & Sinarta, 2019). Research indicates that personalization improves customer satisfaction and boosts intentions for repeat purchases, positioning direct bookings as a strategic instrument for effective long-term customer relationship management.

Direct bookings provide enhanced control over pricing and inventory. In contrast to OTAs, which often enforce rate parity clauses or restrict pricing flexibility, direct channels enable businesses to adopt dynamic pricing strategies in response to peak demand. This flexibility is essential during Christmas, as demand fluctuations necessitate real-time pricing adjustments.

3.4 The Function of Mobile Applications and Digital Technology

The advancement of mobile technology has enhanced direct booking strategies. Mobile applications facilitate efficient booking processes, deliver push notifications, and offer exclusive app-only promotions that promote direct user engagement (Wang et al., 2015). Mobile applications demonstrate heightened efficacy during the Christmas season, attributed to their convenience and capacity to provide timely promotions.
Studies show that younger travellers are increasingly adopting mobile-first booking behaviours, prioritizing speed, personalization, and integrated digital experiences (Gretzel et al., 2020). Tourism enterprises utilizing mobile applications during the holiday season experience increased conversion rates and enhanced customer retention.

3.5 Challenges Associated with Direct Booking Channels

Direct booking channels, while advantageous, encounter numerous challenges. A significant limitation is reduced online visibility relative to OTAs, which lead search engine results and allocate substantial resources to digital marketing (Law et al., 2015). During the Christmas rush, when consumers make rapid decisions, online travel agencies frequently secure spontaneous bookings owing to their significant online visibility.

Direct channels necessitate significant investment in technology and marketing. Ensuring the security of websites, the usability of interfaces, the optimization for mobile devices, and the protection against cybersecurity threats during periods of high demand requires significant resources. Smaller tourism enterprises may find it challenging to compete with the technological advantages and marketing resources of online travel agencies.
Operational challenges become more pronounced during the Christmas period. The rise in website traffic, customer inquiries, and booking modifications exerts pressure on internal systems and personnel, which may compromise service quality if not properly managed.

3.6 A Comparative Analysis of Direct Bookings and Online Travel Agencies

The literature indicates that direct bookings and OTAs fulfill complementary roles instead of acting solely as substitutes. OTAs demonstrate strong capabilities in market reach and customer acquisition; however, direct channels are more effective for enhancing profitability and fostering relationships (Buhalis & Foerste, 2015). During the Christmas season, numerous tourism enterprises implement a hybrid distribution strategy, utilizing online travel agencies for enhanced visibility while encouraging repeat customers to make direct bookings.
Research shows that customers obtained via direct channels exhibit greater loyalty and lifetime value than those acquired through online travel agencies (Lemon & Verhoef, 2016). OTA customers exhibit heightened price sensitivity and responsiveness to promotions, rendering them particularly valuable during periods of increased demand.

3.7 Identified Research Gap
While considerable research has been conducted on tourism distribution and direct bookings, there is a scarcity of studies that specifically address peak-season contexts, such as Christmas. Much of the literature analyzes distribution strategies on an annual basis, neglecting the distinct challenges posed by high-demand festive periods. This gap underscores the necessity for targeted analysis of the performance of direct booking channels during the Christmas peak period.

4 Methodology
This study adopts a qualitative, exploratory research methodology to examine the impact of direct booking channels on tourism businesses during the Christmas season. A qualitative approach is appropriate as it allows for in-depth analysis of strategic practices, consumer behavior, and operational challenges associated with peak-demand periods.
4.1 Research Design
The research is based on a secondary data research design, utilizing peer-reviewed academic journals, tourism management textbooks, and industry reports. This design enables synthesis of existing theoretical and empirical insights related to tourism distribution, direct booking strategies, and seasonal demand management. An exploratory design is particularly suitable given the study’s focus on Christmas as a distinct high-demand context.
4.2 Data Sources
Data were collected from academic databases including Google Scholar, ScienceDirect, Emerald Insight, and Taylor & Francis Online. Priority was given to journal articles published within the last fifteen years addressing direct bookings, OTAs, consumer booking behavior, and revenue management. Industry reports from organizations such as UNWTO, Statista, and Deloitte were used to supplement academic insights.
4.3 Data Analysis Technique
A thematic analysis approach was employed to analyze the collected literature. Key themes such as cost efficiency, customer loyalty, pricing control, technology adoption, and operational challenges were identified and systematically reviewed. This method allowed for comparison of direct booking and OTA strategies during the Christmas rush.
4.4 Limitations
The study relies exclusively on secondary data, which may not capture real-time changes in Christmas booking behavior or platform-specific developments. Additionally, findings may vary across destination types and business sizes. Despite these limitations, the methodology provides a strong foundation for analyzing direct booking strategies in peak-season tourism.
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There is a period of time known as the Christmas rush, which is defined by extraordinarily high demand, time-sensitive purchase behaviour, and intense competition among distribution channels. The findings of this study demonstrate that direct booking channels play an increasingly critical role for tourism firms during this period. During this peak season, hotels and tour operators are actively prioritizing direct booking channels, according to an analysis of the existing literature. This is done in order to boost profitability, strengthen client connections, and gain better control over pricing and inventory.
The efficiency of cost management is one of the most important discoveries that was made. Through direct bookings, tourist organizations are able to avoid the commission fees that are generally paid by online travel agencies (OTAs). These fees often vary from fifteen percent to thirty percent of the total value of the booking. A significant amount of money is retained when commission expenditures are eliminated during the Christmas season, which is a time when occupancy rates are high and margins are under pressure as a result of increased operational costs. According to Ivanov and Zhechev (2012), studies have repeatedly demonstrated that direct bookings yield higher net revenue per booking in comparison to reservations generated by online travel agencies (OTAs). This results in direct bookings being particularly profitable during times of peak demand.
Another significant discovery relates to the management of revenue and the regulation of prices. Businesses in the tourism industry have more leeway to employ dynamic pricing strategies during the Christmas rush because to direct booking channels, which offer them with additional flexibility. Rates can be adjusted in real time by hotels and tour operators based on swings in demand, the amount of inventory that is still available, and the lead times for bookings. Direct channels give firms the ability to offer varied prices, bundled packages, and value-added incentives such as complimentary upgrades or flexible cancellation policies. This is in contrast to online travel agencies (OTAs), which frequently impose rate parity limits. The independence of pricing allows for more efficient control of yields during times of strong demand, such as during the holiday season.
At the same time, the findings shed light on the significance of customer loyalty and relationship management in the process of driving direct reservations over the Christmas season. Businesses in the tourism industry are increasingly turning to direct channels in order to promote loyalty programs, discounts that are exclusive to members, and personalized offerings. Businesses are able to personalize their messages and incentives to customers based on their previous actions and preferences when they have access to customer data through direct reservations. According to research conducted by Lemon and Verhoef (2016), customers who book directly with the company exhibit higher levels of return purchase intentions and lifetime value in comparison to customers who book through an online travel agency (OTA). This is especially true when loyalty perks are emphasized during peak seasons.
An additional significant discovery was made about mobile applications and the optimization of websites. Businesses in the tourism industry who make investments in mobile apps and websites that are easy to use benefit from increased conversion rates during the holiday shopping season. The enhancement of consumer confidence and the reduction of booking friction can be achieved by the implementation of features such as mobile-exclusive deals, secure payment methods, mobile-only pages, and real-time availability. When it comes to encouraging last-minute direct bookings over the holiday season, push notifications and discounts that are integrated into mobile applications are particularly beneficial
In spite of these benefits, the studies also highlight a number of difficulties that are linked with direct booking methods. Limited visibility in comparison to online travel agencies is a significant obstacle. Due to their wide marketing reach, search engine dominance, and the ability to aggregate various options onto a single platform, online travel agencies (OTAs) are relied upon by a significant number of customers during the holiday shopping rush. To compete for attention, businesses in the tourism industry need to make significant investments in digital marketing, search engine optimization, and paid advertising. This results in a rise in the expenses associated with acquisition.
It was also determined that there were operational issues. There is a substantial demand placed on internal systems, customer service teams, and booking platforms as a result of the high traffic volumes that occur over the Christmas season. The customer experience can be significantly impacted by factors such as website unavailability, slow response times, or booking problems, which can have a negative impact on revenue. The lack of a suitable technology infrastructure may make it difficult for smaller tourism enterprises, in particular, to manage the operational demands that are placed on them.
In general, the findings suggest that direct booking channels offer obvious financial and strategic benefits over the Christmas season; but, in order to achieve their full potential, they require a significant amount of effort, careful planning, and integration with other distribution channels.
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5. Discussion 
The outcomes of this study are in close agreement with the existing literature on tourist distribution and revenue management. This conclusion reaffirms the growing strategic significance of direct booking channels during peak demand periods such as Christmas. In light of the fact that the Christmas rush magnifies both the benefits and the drawbacks of direct bookings, the discussion underscores the fact that distribution strategy is an essential factor in determining the performance of a firm.

Ivanov and Zhechev (2012) found that the financial benefits associated with direct bookings lend support to previous studies that highlighted commission avoidance as a primary incentive for reducing reliance on online travel agencies (OTAs). Businesses in the tourism industry are able to maximize revenue retention through direct channels during the holiday season, when demand is high and pricing power is increased. This conclusion highlights the importance of revenue management theory, which argues for optimizing distribution costs in conjunction with pricing strategies in order to increase total profitability.

Relationship marketing theory was supported by the findings, which revealed that customer loyalty and data ownership emerged as three of the most important topics. Through the use of tailored communication and loyalty incentives, direct booking channels make it possible for tourism enterprises to cultivate long-term relationships with their customers. The importance of this cannot be overstated during the holiday season, when customers place a premium on dependability and confidence. (Lemon & Verhoef, 2016) The debate suggests that direct bookings not only improve immediate income outcomes but also contribute to persistent competitive advantage through stronger customer relationships. This is because direct bookings allow for more direct communication with customers.

Nevertheless, the discussion also acknowledges the enduring significance of online travel agencies (OTAs) amid the holiday shopping frenzy. The online travel agencies (OTAs) provide unparalleled visibility, convenience, and comparison tools, which are appealing to customers who are pressed for time. According to Buhalis and Foerste (2015), this lends credence to the idea that online travel agencies (OTAs) and direct bookings have to be regarded as complementing channels rather than as competing ones. Businesses in the tourist industry can take advantage of the reach of online travel agencies (OTAs) to acquire new clients through the use of a hybrid distribution strategy, which also encourages existing customers to switch to direct channels.

The level of technological capabilities is a critical factor in determining the level of success that direct booking tactics achieve. For the purpose of meeting the expectations of customers during times of high traffic, it is vital to make investments in the performance of websites, mobile applications, and cybersecurity. The conversation brings to light the fact that companies who do not possess a robust digital infrastructure may have difficulty capitalizing on the benefits of direct bookings, particularly during the Christmas season, which is a time when operations are significantly more demanding.

The discussion as a whole highlights the fact that direct booking channels have the greatest potential for success when they are incorporated into a more comprehensive distribution and marketing strategy. As the holiday season approaches, firms in the tourist industry need to strike a balance between cost efficiency, customer experience, and market exposure in order to maximize their success.
[bookmark: _Toc216766366]6. Conclusion 
The purpose of this analysis was to investigate the influence that direct booking channels have on tourism firms during the Christmas rush. More specifically, the report focused on the ways in which hotels and tour operators use their websites and mobile applications to enhance bookings during times of unusually high demand. According to the findings of the investigation, direct booking channels provide significant benefits in terms of cost savings, pricing control, and customer loyalty. As a result, they are a strategically important component of distribution management during peak seasons.

The results of the study demonstrate that direct reservations make it possible for tourist firms to keep more of their revenue by eliminating fees from online travel agencies (OTAs) and to implement flexible pricing strategies that are in line with the conditions of real-time demand. In addition, direct channels make it possible to strengthen client relationships through data-driven customisation and loyalty programs, which contribute to the long-term sustainability of businesses beyond the Christmas season.

At the same time, the report identifies substantial problems that are connected with direct reservations. These challenges include a lower online visibility in comparison to online travel agencies (OTAs), high expenses related with marketing and technology, and higher operational complexity during demand periods. Based on these issues, it appears that direct booking techniques cannot carry out their functions independently.

In conclusion, the paper highlights the need of a well-balanced and hybrid distribution strategy during the holiday shopping rush. Businesses in the tourism industry that successfully integrate direct booking channels with online travel agencies (OTA) partnerships are in a better position to maximize profitability, improve client loyalty, and preserve operational resilience during times of peak demand. Therefore, direct bookings must to be regarded not just as a method for reducing expenses, but also as a long-term strategic investment in the management of client relationships and the enhancement of brand power.
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