IBIMA Publishing

Journal of Marketing Research and Case Studies
http://ibimapublishing.com/articles/[MRCS/2025/790809/
Vol. 2025 (2025), Article ID 790809, 11 pages, ISSN: 2165-7009
https://doi.org/10.5171/2025.790809

Research Article

Assessing the Impact of Online Travel Agencies on
Hotel Operations and Financial Outcomes:
A Mix Methodology

loseb Gabelaia and Sopiko Gabelaia

RISEBA University of Applied Sciences, Riga, Latvia
Correspondence should be addressed to: loseb Gabelaia; iosebgabelaia@gmail.com

Received date:2 June 2025; Accepted date:22 July 2025; Published date: 18 September 2025
Academic Editor: Krzysztof Sala

Copyright © 2025. loseb Gabelaia and Sopiko Gabelaia. Distributed under Creative Commons Attribution 4.0
International CC-BY 4.0

Abstract

This research aims to enhance the understanding of the Impact of OTAs on the hospitality industry, as
a disruptor in the post-pandemic era. Online Travel Agencies have challenged existing and traditional
strategies in the hospitality industry, particularly in areas such as room distribution, pricing, and
performance oversight. Moreover, there is limited evidence that shows the strategic impact of OTAs
on the operational and financial performance of hotels. The authors used a mixed-methods approach,
incorporating a survey study with semi-structured interviews. Survey data were collected from 278
hotel managers, and semi-structured interviews were conducted with 12 executives. The results
revealed that OTAs improve visibility, drive occupancy rates, and lower customer acquisition costs.
However, they concurrently create challenges related to pricing parity, commission reliance, and
brand value. Operationally, dependence on OTAs correlates with decreased direct booking and
increased investment in digital integration. Financially, top revenues may improve due to a broader
reach; however, net profitability usually declines due to commission arrangements. The research
emphasized the need for a balance between online travel agent (OTA) platforms and the growth of
direct-to-consumer (DTC) channels. Moreover, this research offers practical value in understanding
the OTA dynamics. It offers actionable steps for hotel managers to lead in the digital and post-
pandemic era of hospitality industry recovery.
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Introduction

The global hospitality industry is going through
a transformation. Online Travel Agencies (OTAs)
have become key in hotel distribution systems.
Moreover, in 2023, 51% of all travel bookings
were made through online travel agencies
(OTAs), exceeding direct hotel bookings at 21%
and airline bookings at 36% (Expedia Group
Media Solutions, 2024). Further, global revenue
reached $456.6 billion and is expected to exceed
$500  Dbillion by 2026 (Statista, 2024).
Additionally, 57% of transactions were made via
mobile applications, emphasizing the mobility
and digital native nature of travel (Statista,
2024).

In the post-pandemic recovery era, hotels rely
heavily on digital platforms to maximize their
capabilities and optimize occupancy rates. While
OTAs improve and create a dominance and
visibility, they also challenge hotel management
and leadership. For example, high commission
rates can impact profit margins. Besides, they
reduce price equality and capacity to create
competitive pricing strategies. Lastly, reliance
platforms damage brand value.

The authors used Porter's Five Forces and the
Resource-Based View (RBV) to explore this
phenomenon. Porter's five forces explain the
bargaining power of online travel agencies and
the competitive pressure they create on hotels.
On the contrary, the Resource-Based View
(RBV) emphasizes the significance of using
internal sources to gain a sustainable
competitive advantage.

Due to the limited empirical research, the goal
was to explore the full impact of OTAs on
operational efficiency and financial performance
within hotel management. Consequently, the
authors posted an overarching question: to what
extent OTAs impact hotel operations and
profitability? The following subsections present
an in-depth analysis and synthesis of survey
results, along with semi-structured interviews,
to offer actionable insights for both practical
and theoretical use.

Literature Review

Overview of Online Travel Agency

In the tourism industry, online travel agencies
(OTAs) act as intermediaries between service
providers and consumers (Pham & Nguyen,
2019). The travel and hospitality industry are a
prime example of an arena deeply impacted by
technological advancements, especially the
widespread adoption of online travel agencies
(Mariani & Predvoditeleva, 2019). These digital
platforms have transformed how travelers plan,
book, and experience travel (Chang et al., 2019;
Guizzardi et al, 2019). Moreover, when
searching and booking a hotel online, consumers
are exposed to multiple cues such as customer
reviews, price, and brand names (Wen et al,
2020).

The Internet revolution has transformed the
travel industry by making travel products easily
accessible to a mass consumer base (Kim et al,,
2019; Dhir et al, 2020; Guizzardi et al,
2019). With the development of e-commerce,
the 020 (online-to-offline) model is emerging as
a prevalent business model, as it integrates
online and offline channels (Chang et al,, 2019;
Ye etal,, 2019; Shi & Hu, 2021).

Online-to-offline mode has been widely applied
to the travel industry (Mariani & Predvoditeleva,
2019). OTAs do not own hotels; instead, they
host websites that attract tourists and business
travelers with extensive collections of hotel
information, price comparisons, discounts, and
review comments (Kim et al., 2019). In contrast,
hotel websites are owned by hotels and serve
only those specific hotels (Chang et al,, 2019).
Therefore, OTAs also became a significant
channel for selling hotel services (Shi & Hu,
2021).

Online travel agencies (OTAs) are expanding
their services to many segments of the travel
and tourism industry (Mariani &
Predvoditeleva, 2019). While they benefit
travelers, online travel agencies (OTAs) face
significant consumer resistance (Talwar et al,,
2020). Hotels must pay high commission fees
when cooperating with online travel agencies
(OTAs) to manage online marketing channels
(Ling etal., 2015; Wen et al., 2020).

The Internet has significantly influenced travel
behavior, and travelers have embraced it as a
crucial channel for booking hotel rooms (Ling et
al, 2015). The popularity of online travel
agencies has led to their increasingly significant
role in the distribution systems of hotels (Pham
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& Nguyen, 2019). Consequently, hotels have
displayed an uncertain attitude toward
cooperation with OTAs because cooperating
with OTAs means having to pay considerable
commission fees; however, they risk losing a
sizeable online market share in this e-commerce
era if they do not cooperate with OTAs (Pham &
Nguyen, 2019).

Transformation of the Hospitality Industry

The hospitality industry has historically relied
on traditional channels such as direct bookings,
travel agents, and telephone reservations to
attract guests and fill their rooms (Ivanov,
2020). However, online travel agencies (OTAs)
have disrupted this long-established model,
offering consumers a one-stop destination to
explore and book accommodation
options quickly and efficiently (Moyeenudin et
al., 2021; Ivanov, 2020). Online travel agencies
(OTAs) have democratized access
to various lodging choices, allowing consumers
to compare prices, read reviews, and make
reservations seamlessly (Majo et al., 2020; Peng
etal, 2024; Vinod, 2022).

The hospitality and tourism industry has
undergone significant changes (Hogberg, 2021;
Prawit et al,, 2022). Digital transformation has
brought disruptive changes to organizational
structure, customer experience, and operations
(Ye & Chen, 2024; Hogberg, 2021). This
transformation has revolutionized the booking
process but also changed consumer behavior
and expectations (Peng et al.,, 2024; Ye & Chen,
2024). Hence, modern travelers have high
expectations, seeking instant access to
information, transparent pricing, and
personalized experiences (Bhandari & Sin, 2023;
Bianco et al., 2024; Mariani & Predvoditeleva,
2019; Moyeenudin et al., 2021).

Sustainability has emerged as a critical concern
in the hospitality industry, driving changes in
operations and consumer expectations (Wei et
al, 2022). Hotels and restaurants are
increasingly adopting eco-friendly practices, and
guests are also seeking establishments that
prioritize sustainability (Abdullah et al., 2022;
Martin-Fuentes et al, 2021; Bhandari & Sin,
2023). Similarly, the sharing economy and
changing demographics have reshaped the
hospitality landscape (Wei et al., 2023). As the
hospitality industry continues to evolve,
businesses must adapt to these transformations

to stay competitive and meet the evolving needs
of today's travelers and diners (Hogberg, 2021;
Ye & Chen, 2024; Ling et al., 2015; Moyeenudin
etal, 2021; Gao, Mattila, & Andreu, 2024).

Rise and Impact of OTAs on Hotels

The digital landscape continues to evolve
(Moyeenudin et al., 2021; Martin-Fuentes et al,,
2021; Hogberg, 2021; Hogberg, 2021). Hotels
must adapt their strategies to harness the
benefits of online travel agencies (OTAs) while
effectively managing the associated challenges
(Jolene, 2023; Gao et al., 2024). One of the most
critical challenges facing the hotel sector has
been the dominant position achieved by Online
Travel Agencies (OTAs), leading to a
revolutionary shift in the electronic distribution
chain (Manousakis & Mattas, 2020; Anguera-
Torrell & Langer, 2021).

While OTAs offer definite
benefits regarding reach, visibility, and
convenience, their influence on hotels is
multifaceted and complex (Manousakis &
Mattas, 2020).0One of the most significant
challenges hotels face is the commission fees
imposed by online travel agencies (Jolene,
2023).In exchange for the exposure and
bookings facilitated by these platforms,
hotels are required to pay commissions ranging
from 10% to 30% (Anguera-Torrell & Langer,
2021; Cheng & Anderson, 2020; Wei et al,
2023). Moreover, rate parity agreements
enforced by OTAs prohibit hotels from offering
lower rates on their websites or through other
distribution channels, effectively limiting their
ability to compete on price (Cheng & Anderson,
2020; Angeloni & Rossi, 2021).

People use search engines and online travel
agencies similarly (Zhu et al. & Du, 2023;
Berezan et al, 2013).These alternative
accommodations often offer unique experiences
and competitive pricing, attracting a segment of
travelers seeking authenticity and local
immersion (Du, 2022; Gao et al,, 2024). Due to
the complexity of preparing trips, the only way
to collect information on offers was through a
travel agency (Hua et al, 2020; Putra & Law,
2023; Jain et al,, 2023).

Online Travel Agencies (OTAs) have emerged as
influential intermediaries in the hospitality
industry, revolutionizing how hotels distribute
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and sell their inventory (Abdullah et al., 2022;
Martin-Fuentes et al.,, 2021). Figure 1 shows the
impact and evolution of OTAs on Hotels. The
figure was developed based on systematic
literature analysis. As technology evolves and
consumer preferences shift, the relationship
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between hotels and online travel agencies
(OTAs) will undoubtedly undergo further
transformation (Maj6 et al, 2020; Angeloni &
Rossi, 2021; Gao et al.,, 2024; Wei et al., 2022;
Du, 2022).
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Fig 1. The Impact of OTAs on Hotels (Developed by the Authors using Drawio)

Challenges in the Adoption of OTA by Hotels

Recognizing the challenges posed by OTA
dominance, hotels have adopted various
strategies to mitigate their dependence on these
platforms and carve out a niche in the
competitive market (Wei et al,, 2023; Mariani &
Predvoditeleva, 2019; Hsiao et al., 2018). In
response to the challenges posed by online
travel agencies, hotels have implemented
various strategies to mitigate their dependence
on these platforms (Ren, 2024). One approach
is to diversify distribution channels by investing
in direct booking channels (Putra & Law, 2023).
By encouraging direct bookings, hotels can
reduce their reliance on online travel agencies
and retain a larger share of the booking revenue
(Jain et al., 2023).

Another strategy involves optimizing revenue
management practices to maximize profitability
while minimizing reliance on online travel
agencies (Wei et al, 2022; Chang et al, 2019;
Guizzardi et al, 2019). This may involve
dynamic pricing strategies, upselling ancillary
services, and targeted marketing campaigns to
attract high-value guests and increase revenue
per available room (Li & Xie, 2023). Moreover,
hotels are increasingly investingin enhancing
the guest experience through personalized

services (Abdullah et al.,, 2022; Martin-Fuentes
etal, 2021).

One key strategy hotels use is incentivizing
direct bookings through exclusive discounts,
perks, and loyalty rewards (Nimri et al.,, 2020).
By luring guests to bypass online travel agencies
and booking directly through the hotel's website
or mobile app, establishments can reduce
commission fees and retain a larger revenue
share (Gao et al,, 2024; Guizzardi et al., 2019).
These incentives provide guests with cost
savings and enhanced experiences (Hua et al,,
2020).

Enhanced loyalty programs represent another
avenue through which hotels seek to cultivate
direct relationships with guests and reduce their
dependence on online travel agencies (Ren,
2024). Such programs enhance the guest
experience and foster brand affinity, leading to
increased direct bookings and reduced reliance
on OTA intermediation (Berezan et al., 2013). In
addition to direct booking incentives and
enhanced loyalty programs, hotels strategically
manage price parity to maintain
competitiveness across all distribution channels
while adhering to OTA rate parity clauses (Li &
Xie, 2023; Zhu et al, 2019). This approach
enables hotels to balance revenue generation
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and distribution costs while maximizing direct
bookings and revenue streams (Angeloni &
Rossi, 2021; Wen et al., 2020).

Furthermore, hotels invest in content and
branding optimization to differentiate their
offerings and stand out in the crowded online
marketplace (Hsiao et al., 2018). By showcasing
unique selling points, compelling visuals, and
engaging multimedia content, hotels enhance
their online presence and appeal to discerning
travelers (Putra & Law, 2023). By cultivating a
distinctive brand identity and narrative, hotels
attract guests who resonate with their values
and offerings, thereby driving direct bookings
and reducing their reliance on online travel
agencies (OTAs) for customer acquisition (Ling
etal,, 2015; Nimri et al,, 2020; Wen et al,, 2020).
Lastly, hotels use a range of strategic initiatives
to mitigate their dependence on online travel
agencies (OTAs) and differentiate their offerings
in the digital marketplace (Li & Xie, 2023; Hsiao
etal, 2018).

As the hospitality industry continues to evolve
in response to the changing landscape of online
booking platforms, hotels must remain vigilant
and adaptable to navigate the complexities of
the digital ecosystem (Koutoulas & Vagena,
2023; Hsiao et al, 2018). While OTAs will
continue to play a significant role in the
distribution landscape, hotels can influence
technology, data analytics, and innovative
marketing strategies to shape their niche and
thrive in a competitive marketplace (Prassida et
al.,, 2021; Li & Xie, 2023; Vinod, 2022; Dhir et al.,
2020).

Research Methodology

The authors used a mixed methodology to
explore the strategic impact of Online Travel
Agencies (OTAs) on hotel management. The
focus was on understanding the complex nature
of this phenomenon, particularly in terms of
operational and financial performance. This
research was conducted between March 17,
2024 - April 30, 2025.

This research was grounded in two conceptual
frameworks. First, Porter’'s Five Forces
Framework (Porter, 1980) showed the analysis
of external pressures set by OTAs, especially in
terms of bargaining power, competitive rivalry,
and the threat of substitution. Second, the
Resource-Based View (RBV) (Barney, 1991) has

shown how internal capabilities, such as brand
loyalty programs, direct booking systems, and
data analytics, moderate the impact of OTA
reliance on performance metrics.

A survey was conducted on 278 hotel managers
from diverse parts of the hospitality industry,
including independent hotels, boutique
properties, and large chains. Initially, more than
500 hundred inquiries were distributed in
countries such as Georgia, Latvia, Turkey,
Lithuania, the Netherlands, and Malta. Snowball
and convenience sampling were used. The
authors used closed-ended questions on Likert
scales focused on the perceived impact on OTAs.
Furthermore, a pilot study (n = 20) was
conducted to assess validity. The internal
consistency was confirmed with a Cronbach’s
alpha of 0.87. Obtained data were analyzed with
descriptive statistics, correlations, and
regressions.

Furthermore, the authors conducted 12 semi-
structured interviews with executives in the
hotel management sector. Interviewees were
selected using purposive sampling. Interview
protocols concentrated on strategic responses
to OTA dominance, resource deployment,
challenges with pricing control, and brand
positioning efforts. All interviews were
conducted on Zoom and transcribed using Otter
software. Furthermore, coding was deductive to
align with the theoretical frameworks and
inductive to capture emerging patterns. Lastly,
the triangulation with quantitative results
provided validity and reduced bias.

All research participants received informed
consent. Data confidentiality and anonymity
were strictly monitored throughout the research
process.

Research Findings
Survey Results

Three hundred-one hotel managers participated
in the survey. After data cleaning, 33
respondents were eliminated due to incomplete
data. Therefore, 278 sets were selected to
conduct descriptive statistics. The authors used
non-probability sampling techniques,
particularly  snowball and convenience
sampling. Cronbach’s alpha yielded a reliability
coefficient of a = 0.87, indicating high internal
consistency. Mean scores for OTA impact on
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financial performance (M = 3.82, SD = 0.71) and
operational performance (M = 3.94, SD = 0.68)
showed a generally positive yet cautious
perspective, with significant variance based on
hotel type and size.

Furthermore, the author calculated Pearson’s
correlation  coefficients to explore the
relationships  between the independent
variables (OTA visibility, occupancy rates, and
customer acquisition costs) and the dependent
outcomes. Some of the results achieved are
illustrated in table 1. First, significant positive
correlations were observed between OTA

visibility and operational performance (r=.52, p
< .001). Second, Occupancy rate impact and
financial performance (r = .48, p < .001) and
customer acquisition cost reduction and
operational performance (r = .45, p < .001).
However, negative correlations were also
identified between commission dependency and
financial performance (r = -.39, p < .001) and
pricing parity pressure and operational
flexibility (r = -.36, p < .01). These results
indicate both positive strategic value and
potential performance limitations imposed by
OTA integration.

Table 1: Pearson’s Correlation on key OTA Variables (Developed by the Authors)

) | 2 3 4 5
“OTA Visibility .00 52 44 -30 -.25
Occupancy Rate Impact 52 0 A8 -35 - 28
Customer Acquisition Cost B A48 1.00 -39 -.30
Commission Dependency -.30 -.35 -39 1.00 42
Pricing Parity -25 28 -.30 42 1.00

Next, Table 2 shows regression results. The
authors explored predictive relationships
through regression analysis. The first model
evaluated the impact of OTA-related strategic
variables on operational performance. Results
revealed that OTA visibility (f = .31, p < .001)
and reduced acquisition costs (f = .29, p < .01)
were significant predictors, accounting for 36%
of the variance in operational outcomes (R? =

.36, F(3, 274) = 52.08, p < .001). Moreover, a
second model explored predictors of financial

performance. Here, occupancy rate
improvement (8 = .33, p <.001) appeared as the
strongest predictor, while commission

dependency (f = -.28, p < .01) negatively
impacted financial performance. This model
demonstrated 31% of the variance in financial
outcomes (R?=.31, F(3, 274) = 45.19, p <.001).

Table 2: Regression Coefficients (Developed by the Authors)

Variable i (Operational Performance) [} {Fmancial Performance)

OTA Visibility 31 25
_Occupancy Rate Impact 22 33

Customer Acquisition Cost 29 21

Commission Dependency - 18 -28

Pricing Parity - 15 - 19

The survey results suggest that while online
travel agencies (OTAs) are significant in
improving market visibility and gaining short-
term occupancy growth, they also introduce
challenges that can deteriorate long-term
profitability. These results validate the
applicability of both Porter’s Five Forces, which
highlight the bargaining power of
intermediaries, and the Resource-Based View
(RBV), emphasizing the need for hotels to create
internal capabilities to reduce external reliance.

Interview Results

The authors conducted 12 semi-structured
interviews with executives in the hotel

management sector. Executives were selected
through purposive sampling. The authors
targeted managers with direct strategic
oversight in revenue management, operations,
and brand positioning. Hence, this method
allowed the collection of rich, experience-based
insights. Moreover, the authors designed the
interview protocol to address four key areas:
strategic responses to OTA dominance, resource
deployment for direct booking alternatives,
pricing control, and parity challenges, as well as
brand positioning under OTA impact.

The interviews were conducted on Zoom due to
the managers' remote locations. However, the
obtained recordings were first transcribed using
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the Zoom transcription tool and confirmed by
Otter software. The authors conducted a
thematic analysis using deductive and inductive

coding. Table 3 shows the managers' profiles,
representing diverse locations and experiences
related to the research problem.

Table 3: Manager Profiles (Developed by the Authors)

Interviewee Position Hotel Type Country
INT-01 General Manager Chain Georgia
INT-02 Revenue Manager Chain Latvia
INT-03 Marketing Director Boutigue Turkey
INT-04 Operations Manager Independent Lithuania
INT-05 Regional Manager Chain Netherlands
INT-06 Hotel Owner Independent Malta
INT-07 Digital Strategy Lead Chain Latvia
INT-08 Front Office Manager Boutique Turkey
INT-09 Distribution Manager Chain Lithuania
INT-10 Strategy Consultant Independent Malta
INT-11 Sales Director Boutigue Georgia
INT-12 Brand Manager Chain Netherlands

Furthermore, Table 4 highlights the emerging
themes that were identified from the interviews.

OTA Dominance and Strategic Adaptation.
Managers consistently defined OTAs as a
"necessary intermediary," especially for
sustaining occupancy during off-peak periods.
However, most voiced concern about over-
dependence and reducing negotiating power.
One interviewee (INT-01) noted: "We use OTAs
to fill rooms quickly, but the cost is a lack of
pricing freedom.”

Internal Resource Allocation. A significant
theme was the strategic redirection of resources
toward direct booking platforms and CRM-
driven loyalty programs. Several managers
noted growing investments in SEO, social media
campaigns, and proprietary mobile apps to
decrease OTA commission exposure.

Pricing Parity. Many managers condemned the
restrictive pricing parity agreements. This is
required by online travel agencies (OTAs) and
restrict capability of hotels to execute dynamic
pricing strategies. INT-06 stressed: "Commission
fees eat into our margins. We are investing more
in loyalty programs now." This theme aligns with
the broader financial performance problems
identified in the quantitative data.

Brand Value and Identity. Managers expressed
a shared concern about brand homogenization
on OTA platforms, where hotel identities are
often declined to price and photo thumbnails.
INT-03 commented: "Our brand is reduced to a
thumbnail and price on OTA platforms." This
topic was specifically salient among boutique
and independent hotels.

Table 4: Pattern and Themes (Developed by the Authors)

Theme

Description

OTA Dominance Strategics

Strategies to optimize OTA reliance and reduce commission impact

Resource Allocation

Investments in direct booking technologies and digital marketing

Pricing Control Challenges

Tensions between OTA pnicing parity and dynamic pricing needs

Brand Autonomy

Concerns about loss of brand narrative and visibility through OTAs

The interview results strengthen the nature of
OTA engagement, highlighting benefits in terms
of reach and occupancy while introducing
longer-term strategic vulnerabilities. These
insights confirm the survey results and validate
the application of Porter's Five Forces and the
Resource-Based View (RBV).

Discussion

The obtained results exposed the nature and
impact of Online Travel Agencies (OTAs) on
hotel management. The authors highlighted
direct and indirect impact. Survey results
suggested that OTAs significantly improve
operational performance by improving visibility
and occupancy rates. This was seen mostly from
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independent and boutique hotels. Moreover, this
was supported by strong positive correlations
between OTA presence and operational metrics.
Besides, the managers expressed a high reliance
on OTAs to sustain business continuity.

Moreover, interview data strengthened this
operational value. Managers expressed OTAs are
important for "filling rooms quickly" and
"extending market reach during off-peak
seasons.” Nevertheless, some significant direct
trade-offs exist. For instance, higher commission
fees were recognized as a core limitation, which
fits into profit margins and decreases pricing
flexibility. One Manager stated: "We use OTAs to
fill rooms quickly, but the cost is a lack of pricing
freedom." These first-order results indicate a
direct, measurable impact of OTAs on short-
term performance, mainly in improving capacity
utilization.

The data also demonstrated indirect impacts
that influence the hotel's long-term strategic
positioning. Moreover, the regressions showed a
negative relationship between commission
dependency and financial performance, as well
as between pricing parity pressure and
operational flexibility. This suggest that while
OTAs drive occupancy, they indirectly damage
hotels' profitability.

Based on interviews, managers stated that OTA
agreements are a strategic trap, a condition
where hotels trade long-term brand value for
short-term exposure. The theme of brand
valuation appeared as a recurring concern,
specifically among boutique and independent
hotels. As one manager stressed: "Our brand is
reduced to a thumbnail and price on OTA
platforms." Additionally, interviewees examined
the reallocation of internal resources as a
strategic measure to offset OTA dependency.
This suggests a transformation from reactive to
proactive management, compatible with the
Resource-Based View (RBV).

Conclusion

This research explored the strategic impact of
Online Travel Agencies (OTAs) on hotel
operational and financial performance, based on
a survey study on 278 hotel managers and
interviewing 12 hotel managers. The results
contribute to already existing knowledge
however emphasize the dual nature of OTAs.

Hotels that passively rely on OTAs may benefit
in the short term but risk brand visibility.

Contrarily, those that invest in CRM systems, are
more likely to convert OTA-acquired customers
into loyal, high-value guests, reducing the
indirect risks. Therefore, the results revealed
that the challenge is not whether to use OTAs,
but how to strategically control OTAs within a
revenue and brand management framework.

Theoretically, this research supports the
application of Porter’s Five Forces and the
Resource-Based View (RBV) in digital
hospitality strategy. Porter's models explain
how OTAs increase bargaining power and
strengthen competitive rivalry through pricing
control. Similar, the RBV explains how hotels
with more robust internal capabilities reduce
impacts of OTA vulnerabilities.

Practically, this research showed the need for
balanced channel management. While OTAs are
important for many hotels, particularly smaller
or independent properties, over-reliance can
deteriorate profitability and strategic autonomy.
These results indicate that hotels that diversify
their digital strategy, rather rely on OTA, can
optimize performance while maintaining brand
identity and control margin.

This research offers several future avenues that
the authors indent to continue the work. First,
explore reginal differences of OTA impact, and
second explore the Al personalization and OTA
distribution to understand the algorithm
optimization and consumer perspectives.

Disclosure: This research is Al free. The authors
used Grammarly pro to fix minor grammatical
and structural errors.
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