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ABSTRACT 

Online Travel Agencies (OTAs) have reshaped tourism distribution by transforming how consumers 

access travel products, how businesses promote services, and how global travel markets operate. This 

report explores OTA evolution, their impact on traditional travel agents, their growing dominance, and 

the post-pandemic digital transformation that accelerated their adoption. Through consumer behaviour 

theories, real-world case studies, and data-driven insights, the report critically evaluates the 

opportunities and challenges OTAs create for tourism businesses. Findings reveal that OTAs improve 

price transparency, expand global visibility, and enhance consumer convenience; however, they also 

impose high commission fees, dependency risks, and competitive pressures. Recommendations are 

provided for tourism businesses to balance OTA reliance with strengthened direct booking strategies. 

INTRODUCTION 

Tourism distribution channels connect tourism suppliers such as hotels, tour operators, and airlines 

with consumers. Traditionally, distribution relied on brick-and-mortar travel agencies, global distribution 

systems, and direct sales via telephone or in-person bookings. However, digital transformation has 

drastically altered these channels, especially through the rise of Online Travel Agencies (OTAs). 

Platforms like Booking.com, Expedia, Airbnb, and Agoda now account for a substantial share of global 

travel bookings. Their widespread adoption has influenced consumer expectations, supplier strategies, 

and industry competitiveness. The COVID-19 pandemic further accelerated digital adoption, making 

OTAs indispensable intermediaries. This report analyzes how OTAs have reshaped tourism distribution 

channels, influenced traveller decision-making, disrupted traditional travel agencies, and set new 

trends in digital tourism. 

LITERATURE REVIEW 

Tourism Distribution Channels 

Tourism distribution involves pathways through which travel products reach consumers. The three 

primary types include direct channels, indirect channels, and hybrid channels. Direct channels involve 

suppliers selling directly to consumers through websites, apps, or physical offices. Indirect channels 

involve intermediaries such as traditional travel agencies, tour operators, and OTAs. Hybrid channels 

include meta-search engines such as Google Travel and Trivago. 



Rise of OTAs 

OTAs emerged in the late 1990s but became globally dominant in the 2010s due to increased internet 

access, smartphone usage, secure online payments, and digital literacy. Research shows that OTAs 

democratize information by providing real-time prices, user reviews, photos, and competitive deals. 

They offer vast inventories, allowing travellers to compare thousands of hotels, flights, and 

experiences. 

Consumer Behaviour Theories 

1. Consumer Decision-Making Model (CDM) 

OTAs influence all five stages: information search, evaluation, purchase, and post-purchase. 

2. Technology Acceptance Model (TAM) 

Consumers adopt OTAs because they perceive them as useful and easy to use. 

3. Network Externality Theory 

The value of OTAs increases as more users and suppliers join, creating self-reinforcing networks. 

Post-Pandemic Digital Transformation 

COVID-19 changed travel behaviour, increasing demand for refundable bookings, contactless services, 

and flexible policies. OTAs responded by offering hygiene badges, flexible rates, and transparent 

health guidelines. 

METHODOLOGY 

This study uses qualitative secondary research including academic journals, OTA industry reports, 

tourism statistics, post-pandemic market analyses, and case studies. Information was synthesized 

using thematic analysis to interpret how OTAs influence tourism distribution and consumer behaviour. 

FINDINGS 

Impact on Traditional Travel Agencies 

OTAs significantly reduced the market share of physical travel agencies. Consumers now prefer online 

booking due to convenience, transparency, and independence. Traditional agencies survive by 

specializing in luxury, corporate, or custom travel. 

Advantages of OTAs for Consumers 

• 24/7 access 



• Price comparison 

• Verified reviews 

• Huge variety 

• Mobile convenience 

• Instant confirmation 

• Flexible cancellation options 

Disadvantages for Consumers 

• Hidden fees 

• Misleading reviews 

• Over-reliance on OTA ranking algorithms 

Advantages for Tourism Businesses 

• Increased visibility 

• Access to international markets 

• High-volume bookings 

• Revenue management tools 

• Customer analytics 

Disadvantages for Businesses 

• High commissions (15–25%) 

• Over-dependence on OTAs 

• Rate parity restrictions 

• Brand dilution 

• Algorithm-based visibility 

Case Study: Booking.com 

Booking.com dominates Europe’s OTA market. Small hotels rely heavily on the platform for occupancy, 

indicating dependency risks but also exposure benefits. 



Case Study: Airbnb 

Airbnb transformed the accommodation sector by promoting home-sharing. Post-pandemic growth 

increased demand for rural, private, and extended stays. 

DISCUSSION 

Digital Transformation 

OTAs accelerated digital transformation by integrating AI, personalized marketing, big data, and mobile 

technologies. Mobile bookings now represent over 70% of OTA transactions. 

Role of Social Media 

Social platforms such as Instagram and TikTok now influence destination choices. OTAs benefit from 

embedded booking links and influencer partnerships. 

Future Trends 

• AI personalization 

• VR hotel previews 

• Blockchain payments 

• Super Apps combining multiple travel services 

CONCLUSION 

OTAs have redefined tourism distribution by giving travellers global access, convenience, and 

transparency. However, they also create dependency and reduce profitability for tourism suppliers. To 

remain competitive, tourism businesses must adopt digital strategies, optimize OTA presence, and 

strengthen direct booking channels. 

RECOMMENDATIONS 

For Tourism Businesses: 

• Improve direct booking platforms 

• Use pricing strategies to compete with OTAs 

• Invest in social media and SEO 

• Encourage customer reviews 

• Diversify channel mix 



For OTAs: 

• Reduce commission rates 

• Improve review verification 

• Enhance transparency 

• Strengthen customer service 
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