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Abstract

This survey examines the multifaceted relationship between online travel agencies and hotels,
presenting the impact of online travel agencies on hotel bookings from different perspectives.
Online travel agencies in the hospitality industry act as intermediaries between hotels and
customers in the supply and sale of products. Initially, online travel agencies were created to
facilitate the booking process, but now it has evolved into an entity that has a strong influence on
pricing, marketing strategies and customer acquisition. Therefore, the main objective of the study
is to study and present the impact of online travel agencies on hotels and maintain their

competitive advantage.

Quantitative research method is used for this research. To collect data, a pre-designed
questionnaire was distributed to hotel managers. A total of 71 managers of different types of hotels

took part in the survey.

Research shows that online travel agencies have a huge influence on hotels and most of the hotel
bookings come from online platforms. Challenges faced by hotels such as high interest rates and
rate parity are also highlighted. The research shows the dependence of hotels on online travel
agencies, which makes visible the need to activate direct bookings and maintain the individuality

of the brand.

The survey presents the factors that confirm the influence of online travel agencies on hotels,

which directly affects the number of bookings and revenue.

Keywords: OTA — Online Travel Agencies, rate parity, guest experience, impact on hotels.



