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Abstract
Over the past 20 years, online travel agencies (OTAs) like Expedia, Booking.com, Airbnb, Agoda, and Trip.com have changed the way people book travel around the world. Their rise has changed the way people look for, compare, book, and experience travel services, which has changed the role of traditional travel agencies. OTAs have made it easier for people to access tourism products by giving them real-time information, dynamic pricing, and user-generated reviews. They have also helped suppliers quickly reach international markets. This report looks at how OTAs affect tourism distribution channels and looks closely at the pros and cons of OTAs for both consumers and tourism businesses. The results show that OTAs help suppliers get more exposure, make transactions easier, and help consumers make better decisions by being open and personal. But there are still big problems, like high commission rates, price parity agreements, less control for suppliers, and differences in service quality. The growth of peer-to-peer platforms like Airbnb has also changed the way people book places to stay, which has had effects on both regulations and competition. The report says that OTAs will still have an effect on how tourists get around, but for them to be successful in the future, they will need to be more innovative with technology, adapt to new rules, and work better with suppliers.
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Online Travel Agencies (OTAs) have changed the way tourism products are marketed, bought, and used, making them one of the most powerful forces in modern tourism distribution. In the past, tourism depended a lot on travel agencies that had physical locations. These agencies acted as middlemen between customers and suppliers like hotels, airlines, and tour operators. These agencies were very important for helping people plan their trips, especially when the plans were complicated. But the rise of the internet, digital platforms, and e-commerce has changed this structure a lot. It has led to the creation of OTAs like Expedia, Booking.com, Airbnb, Kayak, and Agoda, which now dominate the digital tourism market.

OTAs give travellers quick access to huge amounts of flights, hotels, tours, and transportation options. Their platforms combine real-time availability, pricing algorithms, user reviews, and comparison tools that help customers make smart choices. This change has made people much less reliant on traditional travel agencies, especially for things like flights and hotel rooms that are easy to find. Online booking is easy, clear, and accessible, which is why millions of travellers around the world, especially younger and tech-savvy ones, prefer OTAs.

OTAs are great distribution partners for tourism suppliers because they give them access to a global audience that would be expensive to reach on their own. Hotels, airlines, and tour companies use OTAs to fill their rooms, especially during slow times, by tapping into demand online. But this relationship is often a double-edged sword: high commission fees, pressure to keep prices the same, and losing direct customer relationships make it hard to keep customers coming back and make money in the long run. At the same time, peer-to-peer platforms like Airbnb have added to the disruption by letting regular people rent out their homes, which makes the hotel market even more competitive.

The fast growth of OTAs is a sign of bigger changes in how people shop and how the tourism industry is going digital. More and more, people who travel want personalized suggestions, flexible booking options, instant confirmations, and the ability to plan their own trips. OTAs have reacted by using AI-driven algorithms, mobile-first interfaces, and integrated user experiences that make it easy to plan a trip from start to finish.

This report looks at how OTAs have changed the way people book travel today and looks at the pros and cons of using OTAs for both travellers and tourism businesses. It puts OTAs in a key role as middlemen whose power will only grow as tourism becomes more digital.
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The rise of Online Travel Agencies (OTAs) has changed the way tourism is distributed in a big way. It has changed the way consumers and suppliers interact and how intermediaries work. This literature review brings together academic studies on how OTAs have changed over time, how they have affected traditional travel agencies, and the pros and cons of OTA platforms for consumers and tourism businesses.

A recurring theme in the literature pertains to the transition from conventional intermediaries to digital intermediaries. In the past, physical travel agencies were the main go-betweens for people and tourism providers like airlines, hotels, and tour operators. But the internet and e-commerce became more popular in the late 1990s, which messed up these models and let people book travel on their own. Buhalis and Law (2008) say that digitalization changed how people look for and book travel information in a big way. OTAs took advantage of this change by providing centralized platforms that bring together large inventories of tourism services, making it easy to compare and book right away. Their success is linked to how consumers' tastes have changed over time. They now want more freedom, openness, and speed when planning trips.

Many researchers say that OTAs are now the most important part of the distribution system, and they are often better at reaching and serving customers than traditional agencies. A large part of the online booking market is controlled by Expedia, Booking Holdings, and Airbnb. To help people make better choices, these platforms use cutting-edge technologies like dynamic pricing, search filters, and user-generated content. Xiang et al. (2015) point out that OTAs are not only middlemen for booking but also strong digital marketing channels for tourism suppliers.

The literature also talks about how OTAs can help consumers. OTAs give travellers a lot of information, including customer reviews, price comparisons, and real-time availability, so they can make better decisions. Research indicates that user-generated reviews considerably impact purchasing decisions, serving as a digital equivalent of word-of-mouth marketing (Filieri & McLeay, 2014). OTAs also offer bundled services, loyalty programs, mobile apps, and flexible booking options, which make travel planning more convenient and tailored to each person.

Researchers also find problems for consumers, though. OTAs sometimes give too much information, which can make it hard to decide (Xiang et al., 2017). Customers may be misled by fake reviews, biased listings, and recommendations based on algorithms. Another worry is that customer service can be hard, especially when people need to get their money back, file a complaint, or cancel. Scholars say that OTAs can make it harder to figure out who is responsible for service because suppliers often pass that responsibility on to the middleman.

From the point of view of tourism suppliers, OTAs give them access to markets and visibility around the world. OTAs are very important for small hotels, independent hosts, and new tourism businesses that want to reach customers all over the world. Research indicates that OTAs assist suppliers in replenishing inventory, especially during periods of low demand (Inversini & Masiero, 2014). They also provide advanced marketing tools and analytics that many suppliers can't pay for on their own.

The literature, on the other hand, points out a number of problems for suppliers. One big problem is that commission rates are often between 15% and 30%, which cuts into profits by a lot. Hotels say that these fees hurt long-term financial stability, especially for small, independent hotels. Price parity agreements, which say that suppliers must keep the same prices on all platforms, make it even harder for suppliers to control their pricing strategies. Sigala (2018) says that these kinds of practices make it less competitive and less likely that people will book directly.

Another important idea has to do with the paradox of disintermediation and reintermediation. The internet first made it possible for suppliers and customers to talk to each other directly (disintermediation). Then, OTAs came along as new middlemen (reintermediation) with even more power to negotiate. This paradox has created a cycle of dependence in which suppliers depend on OTAs a lot, even though they have their own problems.

The rise of peer-to-peer platforms, especially Airbnb, has made the distribution landscape even more complicated. Airbnb lets individual property owners compete with traditional hotels in the accommodation market. Airbnb's growth has made the market more competitive, changed how prices are set, and made it harder for regulators to do their jobs (Guttentag, 2019). Some places have put rules and taxes in place to control short-term rentals and protect the housing market for people who live there.

Several scholars examine the extensive structural influence of OTAs on tourism distribution channels. The old linear distribution model, which went from supplier to travel agent to customer, has changed into a digital ecosystem with multi-channel distribution, consumer empowerment, and decisions based on algorithms. OTAs are a key part of this ecosystem because they combine inventory from different suppliers and give personalized, data-driven suggestions. They have an impact on more than just bookings; they also affect reviews, digital marketing, loyalty programs, and analytics.

Even though OTAs are in charge right now, the literature shows that new trends may change how things are distributed in the future. These are the rise of hotels' direct booking campaigns, the growing importance of mobile apps, and the use of AI in customer service. Suppliers are putting more money into digital strategies to rely less on OTAs, but the results are mixed.

The literature indicates that OTAs have fundamentally altered tourism distribution channels by enhancing efficiency, transparency, and accessibility. They offer substantial benefits for both consumers and suppliers, yet they also pose challenges concerning cost, control, competition, and service accountability. To figure out what OTAs will do in the future of tourism, you need to know how these things work.







4 Methodology 
This study utilizes a qualitative research methodology to examine the influence of Online Travel Agencies (OTAs) on tourism distribution channels and to assess their benefits and drawbacks for consumers and tourism enterprises. A qualitative approach is suitable as the study seeks to elucidate intricate behavioural, economic, and technological interactions rather than quantify numerical trends. The research design is interpretive and descriptive, facilitating a comprehensive analysis of academic viewpoints and industry insights.

The study predominantly utilizes secondary data sourced from academic articles, industry reports, tourism textbooks, and reputable online publications. We got academic sources from databases like Google Scholar, ScienceDirect, and ResearchGate. These sources were mostly about research on OTAs, digital platforms, how people make decisions, and tourism distribution. Reports from the UN World Tourism Organization (UNWTO), the World Travel & Tourism Council (WTTC), and major OTA companies were used to get information about the industry. These sources offer current evaluations of market trends, technological advancements, and shifting consumer behaviours.

We used a thematic analysis approach to make sense of the literature we gathered. We found and studied important themes, such as how OTAs affect traditional travel agencies, how they help customers, how they make things harder for suppliers, and how peer-to-peer platforms cause problems. This method made it possible to combine different research results, which led to a full understanding of how OTAs work in the tourism distribution system.

The methodology recognizes its intrinsic limitations. The findings are contingent upon the validity and recency of the secondary data utilized in the study. Digital platforms are changing quickly, so some sources may not be useful for long. Also, the fact that OTA adoption and regulation vary by region may make it harder to apply the findings to other tourism markets.

Even with these problems, the qualitative methodology is very useful because it gives us a lot of information about how tourism distribution channels are changing. It helps the study's goal of figuring out why people are relying more and more on OTAs, what that means for the economy, and how it affects both travellers and tourism providers. The approach guarantees academic rigour while permitting the integration of global perspectives pertinent to the future of tourism.
.
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The results of this study demonstrate that Online Travel Agencies (OTAs) have fundamentally transformed the structure and functioning of tourism distribution channels. Their impact is felt in many areas, such as how customers act, how suppliers work together, how the market works, new technologies, and the rules that govern business. The results also show that OTAs have two effects: they help users and businesses a lot, but they also make things harder for destinations and suppliers, who need to deal with these problems.

A major finding is that OTAs have made consumers much more powerful by giving them more access to information, making the booking process easier, and making things more clear. Now, travellers can look up, compare, and buy travel products on their own without having to go through a travel agent. OTAs bring together huge amounts of hotels, flights, activities, and rentals, and they show users what is available in real time and what the prices are. Reviews written by other users have become a powerful way to make decisions, letting travellers judge the quality of service based on the experiences of many people. This has given consumers more power, and they now expect personalized suggestions, flexible booking options, and instant confirmations. Because of OTAs, consumers now expect more convenience, freedom, and digital access.

Another important finding is how the business models of tourism suppliers are changing. More and more hotels, airlines, and tour operators are using OTAs to reach people all over the world. This is especially true for smaller businesses that don't have a lot of money to spend on marketing. OTAs help businesses stand out in crowded markets by showing millions of potential customers around the world listings of properties and experiences. They help suppliers fill unused capacity during off-peak times by using targeted marketing and promotional pricing. But this openness has a price. Suppliers have to pay high commissions, which can be anywhere from 15% to 30%, which cuts into their profits. Some OTAs also have price parity agreements that stop hotels from offering lower prices on their own websites. This limits hotels' ability to set their own prices. Many suppliers are now dependent on OTAs, which can hurt their long-term competitiveness.

The results also show that OTAs have brought about new types of competition, especially through peer-to-peer sites like Airbnb, Vrbo, and HomeAway. These platforms let private homeowners compete with professional accommodation providers, which increases the number of places to stay and makes them more varied. Hotels are facing more competition, especially in cities, even though customers have more options and lower prices. Airbnb's rapid growth has messed up housing markets, made zoning laws harder to follow, and made local governments have to come up with new rules. The rise of peer-to-peer housing also brings up issues of safety, taxes, and fairness in competition.

Another finding shows that OTAs are very important for technological innovation and digital transformation. OTAs put a lot of money into AI, machine learning, making mobile apps, and dynamic pricing algorithms. These tools make it easier to book a trip and give you personalized travel suggestions based on your past behaviour, preferences, and browsing history. These kinds of new ideas set new standards for digitalization across the board. To stay competitive or rely less on OTA platforms, many hotels and airlines are now trying to use similar technologies. Still, it's hard for smaller suppliers to copy these innovations on their own because large OTAs are so big and use such advanced technology.

OTAs also have an effect on marketing and competition for destinations. Destinations that are prominently listed on OTAs get more tourists, especially from other countries, because they are seen by more people around the world. But this can also lead to overtourism, which is when a place gets more visitors than it can handle. OTAs often promote well-known cities and attractions, which makes demand even more concentrated and adds to congestion. Some destinations have started working with OTAs to promote places that don't get a lot of visitors, put in place measures to protect the environment, and encourage tourists to spread out.

The results show even more problems with customer service that OTAs have. It's easy to book through OTAs, but problems often come up when you need to cancel, get a refund, or settle a service dispute. Customers may feel stuck between the OTA and the service provider, with each blaming the other for problems. This makes it harder to solve problems and lowers trust. During the COVID-19 pandemic, for instance, thousands of travellers had trouble getting refunds because OTAs and suppliers had different rules.

Another important finding is about the effects of OTA dominance on the economy and the law. Big OTAs have a lot of power in negotiations and often set the terms for smaller suppliers. This messes up the usual relationships between agencies and suppliers, which has led some markets to have to step in and regulate price parity clauses or limit platform fees. As platforms like Airbnb have grown, new laws about taxes, safety, and zoning have had to be made.

In general, the results show that OTAs are now the main players in the distribution of tourism today. They make things easier, more open, and more accessible around the world, but they also bring up issues like high commissions, more competition, less freedom for suppliers, and worries about regulations. To shape the future of tourism distribution, you need to know how these things work.

6.Discussion 
The findings of this study demonstrate that the rise of Online Travel Agencies (OTAs) has profoundly reshaped tourism distribution channels, creating both opportunities and challenges for consumers and tourism businesses. One of the central themes emerging from the discussion is the shift in power dynamics within the tourism value chain. OTAs have empowered consumers with information, transparency, and autonomy, altering traditional dependent relationships between travellers and travel agents. At the same time, they have gained significant influence over suppliers, shaping pricing structures, marketing strategies, and customer acquisition models.
The findings indicate that OTAs have significantly enhanced consumer experience, primarily through access to information, user-generated reviews, and seamless digital interfaces. This has transformed consumer behaviour, encouraging independent travel planning and reducing reliance on traditional travel agencies. The widespread use of mobile apps and AI-driven recommendation systems reflects broader trends in digital consumption, where personalisation and convenience are key priorities. These developments align with global digital transformation trends and suggest that consumer expectations will continue to evolve alongside technological innovation.
However, the discussion highlights that OTAs’ influence comes with important drawbacks for suppliers. High commission fees reduce profitability, especially for small hotels and independent tourism businesses. Price parity conditions limit suppliers’ control over pricing strategies, restricting their ability to compete effectively or build direct booking relationships. This raises concerns about long-term dependency, where suppliers may lose strategic autonomy over their distribution channels and brand identity. The findings underscore the need for suppliers to develop stronger digital capabilities, diversify distribution strategies, and negotiate more favourable terms with OTAs.
The discussion also emphasises the disruptive impact of peer-to-peer platforms, particularly Airbnb. These platforms have increased competition in the accommodation sector and challenged regulatory frameworks. Their rapid expansion raises concerns about housing affordability, unfair competition, and safety standards. Many cities have introduced regulations to balance the economic benefits of short-term rentals with the need to protect local communities. This suggests that future tourism distribution models must consider social equity and sustainability alongside digital efficiency.
Another key theme relates to the complexity of customer service responsibility. While OTAs provide convenience, disputes regarding cancellations, refunds, or service failures often create confusion for customers. This highlights the need for clear policies, transparent communication, and shared accountability between OTAs and suppliers. Improved collaboration could significantly enhance customer experience and reduce friction in service delivery.
The discussion also points to future opportunities for innovation. OTAs are likely to continue integrating advanced technologies such as AI, voice assistants, blockchain-based booking systems, and immersive virtual experiences. These innovations will enhance personalisation, security, and user experience. Suppliers who adapt to these technological advancements will be better positioned to compete and reduce their reliance on OTA platforms.
Overall, the discussion suggests that while OTAs have positively transformed tourism distribution, their influence must be carefully managed to ensure fairness, sustainability, and long-term industry resilience. A balanced approach—where OTAs innovate responsibly and suppliers strengthen their digital capabilities—will be essential for shaping the future of global tourism distribution channels.












7 Recommendations 
Based on the findings of this study, several strategic recommendations can support tourism suppliers, policymakers, and OTA platforms in improving the efficiency, fairness, and sustainability of tourism distribution channels.
First, tourism suppliers should prioritise strengthening direct booking strategies to reduce dependence on OTAs. This includes improving website functionality, offering exclusive discounts, creating personalised loyalty programmes, and enhancing search engine optimisation. By building stronger digital capabilities, suppliers can reclaim control over customer relationships and pricing strategies while reducing commission costs.
Second, OTAs must adopt more transparent and equitable partnership models. High commission rates and strict price parity agreements create tension between platforms and suppliers. OTAs should explore flexible commission structures, performance-based pricing, and contract terms that support small and independent businesses. More collaborative approaches can strengthen long-term partnerships and improve industry balance.
Third, policymakers should develop clear regulatory frameworks to address issues related to market dominance, consumer protection, and peer-to-peer accommodation platforms. Regulations should ensure fair competition, protect housing markets from excessive short-term rentals, and enforce safety, taxation, and licensing standards. Balanced regulations can help maximise the economic benefits of OTAs while minimising negative social impacts.
Fourth, OTA platforms and suppliers should work together to improve customer service coordination. Clear communication channels, unified refund policies, and shared responsibility guidelines can reduce customer dissatisfaction, especially during cancellations or disruptions. Collaboration in handling complaints and emergencies can build trust across the distribution chain.
Fifth, OTAs should continue investing in technological innovation that enhances consumer experience while ensuring ethical and responsible platform operations. This includes AI-driven personalisation, secure payment systems, reliable review verification tools, and accessibility enhancements for travellers with disabilities.
Finally, destinations and tourism boards should partner with OTAs to promote sustainable tourism practices. Through targeted marketing, responsible travel messaging, and dispersion strategies, OTAs can help spread visitor demand across lesser-known areas and support destination management goals.
Collectively, these recommendations highlight the need for greater collaboration, transparency, and digital capability-building to ensure that tourism distribution channels evolve in a fair, efficient, and sustainable direction.

8 Conclusion 
This study examined the critical role of Online Travel Agencies (OTAs) in reshaping tourism distribution channels and transforming how consumers and suppliers interact within the global tourism ecosystem. The findings demonstrate that OTAs have generated significant benefits by offering transparency, convenience, real-time information, and global reach. These platforms empower travellers to independently research and book their trips, while helping suppliers access wider markets and improve occupancy rates.
Despite these advantages, OTAs also present substantial challenges. High commission fees, limited pricing autonomy, and intense competitive pressure—especially from peer-to-peer platforms like Airbnb—create vulnerabilities for tourism suppliers. The findings also highlight ongoing concerns about customer service responsibility, regulatory complexity, and the potential for market dominance by large OTA conglomerates. These challenges underscore the need for equitable and well-governed digital distribution systems.
The study concludes that OTAs will continue to play a central role in the future of tourism distribution. However, long-term success and sustainability require balanced collaboration between OTAs, suppliers, policymakers, and travellers. Encouraging innovation, strengthening digital skills among suppliers, improving customer service frameworks, and implementing fair regulations will be essential to ensure that OTAs contribute to a resilient and inclusive tourism sector.
Overall, OTAs represent both opportunity and disruption. Their continued influence will depend on how effectively the tourism industry navigates the intersection of digital transformation, market fairness, and consumer expectations.
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