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Executive Summary (I): Hes-so//¥i
O'lTEeme% Context, scope and methodology JEmea

European Hotel Distribution Study 2026: A long-term barometer of hotel distribution in
Europe

The European Hotel Distribution Study 2026 provides an updated picture of how European hotels generated
their bookings in the reference year 2025, with particular attention to the role of direct channels, online
travel agencies, platform practices, payment systems and digital technologies. The study was
conducted by HOTREC, in cooperation with national hotel associations across Europe and HES-SO Valais-
Wallis, between February and May 2026.

The study builds on a long time series, with previous editions conducted for the reference years 2013,
2015, 2017, 2019, 2021 and 2023. This makes it possible not only to describe the current distribution
landscape, but also to identify structural shifts before, during and after the pandemic.

The results are based on information from 2,713 hotels, including 1,882 individual hotel responses
from 28 countries and aggregated distribution data from 831 hotel-chain properties. The sample is
broad and diverse, but remains strongly representative of the European hotel structure: most respondents
are independent hotels, mainly small and medium-sized establishments, with a median size of 39 rooms.

» The study offers one of the most comprehensive longitudinal views of European hotel distribution,
combining SME hotel perspectives with additional insights from large hotel chains.
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ofrec Executive Summary (II): es-so//

Europe Key Flndlngs AHEER
Distribution remains direct-led, but online Strong differences between countries
intermediaries are entrenched (weighted - Highest direct-booking share: Italy (64%),
European estimates without chain data) Finland (62.7%)

« 51.3% direct bookings vs. 32.3% online - Highest OTA dependence: Hungary (39.8%),
intermediary bookings (OTA, GDS, social media) Spain (35.2%).
in 2025
Share of online intermediaries (OTA, GDS, social .
media) increased from 22.2% (2013) to 32.3% Growing platform dependency
(2025), while direct bookings declined from - 51% of hotels report OTA rate undercutting
57.6% to 51.3%. + 449%o report OTA multi-sourcing practices

- OTA payment solutions are becoming standard.

OTA market remains highly concentrated Digital maturity becomes a competitive
Booking Holdings: 68.8% of OTA bookings differentiator
Expedia Group: 16.6% + 66% use channel managers

- Together account for 85.4% of the European - 589% connected to meta-search platforms
OTA market. - 839% of connected hotels use Google Hotel Ads

« Only 26%o0 currently use Al.

HOTREC | European Hotel Distribution Study 2026 | 4



Executive Summary (III): Distribution Structure: Hes-so /s
O-ITEeumc% Direct channels remain strong, AEEEB
’ but OTAs are firmly embedded

A stable distribution landscape with persistent structural differences between hotel
segments

The European hotel sector remains predominantly direct. In 2025, direct channels generated 51.3% of
overnights* in the overall sample, confirming that hotels continue to rely heavily on their own commercial
relationships with guests. Email, telephone and hotel websites remain central, although direct distribution is
increasingly shifting from traditional contact channels toward real-time online booking engines.

OTAs remain the most important indirect channel, accounting for 29.9% of overnights in 2025. While their
share is slightly below the 2023 level, OTA dependence remains structurally high after a decade of growth,
rising from 19.7% in 2013 to almost 30% in 2025%*.

The strongest direct booking performance is found among small, independent hotels and properties in
rural, alpine and small-town destinations, where repeat guests, personal relationships and destination
loyalty remain important. By contrast, large, urban, higher-category and chain-affiliated hotels rely
more strongly on OTAs, reflecting their exposure to international demand, higher digital competition and
more complex market segmentation.

Key message: European hotels still control a majority of bookings through direct channels, but OTAs have
become an unavoidable part of the distribution mix, especially for larger, urban and internationally oriented
properties.

*weighted European estimates without chain data HOTREC | European Hotel Distribution Study 2026 | 5



_I_ Executive Summary (IV): OTA Market Concentration: Hes-so /s
) rEeume% Diversification between channels, JHEd B
concentration within OTAs

Booking Holdings remains dominant, while Expedia gains ground in professionalised hotel
segments

Within the OTA channel, market power remains highly concentrated. Booking Holdings remains
overwhelmingly dominant at 68.8% of OTA bookings, while Booking Holdings and Expedia Group
together account for 85.4% of the European OTA market. The key finding is therefore not further
growth by Booking, but the persistent concentration of OTA distribution around two global platform groups.

At the same time, Expedia Group has gradually strengthened its position, rising from 12.5% in 2021
to 16.6% in 2025. This growth is not evenly distributed. Expedia performs particularly strongly among
larger hotels, hotel chains, urban properties, upscale hotels and business-oriented
establishments. In contrast, Booking.com remains especially strong among small independent hotels,
leisure properties and destination-based hotels.

The hotel-chain data confirm this segmentation even more clearly. Among ten European hotel chains,
Expedia Group accounts for around one third of OTA bookings, compared with a much lower share in
the overall sample. Booking Holdings and Expedia Group together represent almost 94% of OTA bookings
among hotel chains, illustrating an even more concentrated OTA environment for large professional hotel
groups.

Hotels diversify across direct, indirect and traditional channels, but within the OTA channel competition is
increasingly concentrated around two global ecosystems: Booking Holdings and Expedia Group.
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Executive Summary (V): Platform Practices: Hes.-so /s
ofrec The challenge shifts from distribution costs IEEE0
Europe to governance and control

Undercutting, multi-sourcing and OTA payment systems raise concerns about transparency
and accountability

The study shows that platform-related concerns extend well beyond commission levels. Hotels increasingly
report challenges related to pricing control, transparency, payment flows and inventory redistribution.

More than half of hotels say OTAs have undercut their rates at least occasionally. This issue has grown
since 2023, and most affected hotels report that it occurs without their explicit consent. Discount levels have
remained relatively stable, suggesting the problem is becoming more frequent rather than more severe.

Multi-sourcing is another key concern. Many hotels report that OTAs redistribute their rates and
availability through other OTAs or third-party channels. Hotels cite consequences including guest
confusion, incorrect room descriptions, billing issues, overbookings, unclear responsibilities and reduced control
over inventory distribution.

OTA payment systems are further strengthening the role of platforms in the hotel value chain.
Services such as Booking.com Payments and Expedia Collect are increasingly integrated into booking
processes. While they simplify payments, they also increase hotels’ operational dependence on OTA
ecosystems.

The key question is shifting from “how much do OTAs cost?” to “how much control do hotels retain over prices,
data, payments, inventory and the guest relationship?”
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ofrec Executive Summary (VI): Digital Maturity: Hes-so /i
fuope  Opportunity, exposure and the next strategic divide “59°5

Advanced hotels gain efficiency and reach, but also face greater platform complexity

The study highlights a clear digital maturity divide in European hospitality. Technologies such as channel
managers, PMS/CRS interfaces and meta-search connectivity are now widely adopted, especially
among larger, urban, chain-affiliated and higher-category hotels. Google Hotel Ads has become the dominant
meta-search platform, showing the growing importance of Google within hotel distribution ecosystems.

Al adoption, however, remains at an earlier stage. Only around one quarter of hotels currently use AI,
while a majority have not yet started. Adoption is again concentrated among the same hotel profiles that are
already advanced in digital distribution: larger properties, chains, urban hotels and higher-category
establishments. These hotels are better equipped technically, but the study also shows that many still lack
structured data, AI governance, budgets, staff training and clear implementation strategies.

An important strategic insight is that digital maturity creates both advantages and risks. The hotels that
are most advanced in channel management, meta-search, AI and direct online booking are also more exposed
to cancellations, undercutting, multi-sourcing and platform-driven pricing complexity. Digitalisation therefore
increases reach and efficiency, but also requires stronger governance capabilities.

The next competitive divide in European hospitality will not simply be between online and offline hotels, but
between hotels that can strategically manage digital ecosystems and those that remain dependent
on platforms without sufficient control.

HOTREC | European Hotel Distribution Study 2026 | 8
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Hes-so// v
ofr EeC Questionnaire & Methodology AEEE0
urope
Background

. Purpose: HOTREC surveyed European hotels in 2026 to analyse distribution trends and the role of OTAs in 2025.
. Coverage: The study builds on previous editions covering 2013, 2015, 2017, 2019, 2021, 2023 and 2025.

. Insight: The results track the evolution of hotel distribution across the pre-pandemic, pandemic and post-pandemic
periods.

Survey scope

. Distribution performance: channel market shares, OTA usage, pricing practices, cancellations, and payment
services.

. Technology & AI: Al adoption, organizational readiness, technology, data management, skills, culture, and
investment capacity.

. Distribution infrastructure: channel managers, CRS connectivity, and metasearch integration.
. Hotel characteristics: category, size, seasonality, customer segments, location, overnight stays, and chain affiliation.

© 77%o classified hotels: 42% 3-star, 38% 4-star

© SME-driven sector: median size 39 rooms

© 74% independent hotels | 65% leisure-focused

© Diverse footprint: 80% year-round; Urban 35% | Seaside 21% | Rural 20% | Mountain 15%
. Industry perspectives: open-ended feedback on distribution trends and OTA developments.

Methodology
. Results weighted using Eurostat overnight stay data to reflect the relative size of national hotel markets.
. Analysis conducted using both unweighted survey results and weighted estimates incorporating chain data.

HOTREC | European Hotel Distribution Study 2026 | 11
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European Distribution Benchmark 2025
(weighted market estimates)
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Market shares of distribution channels in Europe
olrec 2025: weighted values (without aggregated data
from chains)

Hes-so// ik
Bl A

g o o Un-
Y z = 2 > © < c
L% g E § § § o _: = g =< % %: 3 Weighted | weighted
© 9] c 8 9] - > S L 7]
o = = C b = S = < o o ) o] 2 |Values 2025| Values
o < [ w & o T b z (7] 3 a
4 = ) 2025
weighting (based on Eurostat overnights
2024) 19.4% | 4.2% | 0.7% | 14.6% | 14.0% | 4.9% | 1.0% | 14.9% [ 4.6% | 1.2% | 0.5% | 16.1% | 1.9% | 2.0%
Direct - Phone 11.5 | 13.0 | 17.5| 19.7 18.1 | 143 | 6.2 196 | 76 | 49 |105( 7.2 10.6 | 12.2 | 141 15.4
Direct - Mail / fax 2.3 0.3 | 0.9 0.5 0.7 1.3 [ 0.2 2.5 1.8 | 1.2 | 1.0 2.7 0.7 | 0.1 ] 1.6 1.4
Direct - Walk-In (persons without
. P 2.4 2.8 | 2.6 5.3 3.0 44 | 2.1 3.5 08| 1.1 | 5.0 1.7 34| 21| 3.0
reservation) 3.2
Direct - Contact f bsit 51.3 56.4
rect - tontact form on ownwebsite | 39 | 69 | 67| 35 | 62 | 33| 71| 92 | 45|33 | 35| 43 | 55 48] 5.2
(without availability check) 6.3
Direct - Email 13.0 | 21.2 | 14.0] 9.8 17.8 | 83 (134 21.7 | 84 | 88 |19.3| 6.7 17.4 | 16.9 | 13.5 16.9

Direct - real time booking over own
. . S 13.5 | 15.7 | 21.0 | 17.4 | 139 | 8.7 |156| 7.5 |17.6|30.0|15.9| 14.0 | 21.0 | 18.3 | 13.9
website with availability check 13.2

Destination Marketing Organization

0.7 1.4 | 0.5 0.4 0.3 09 | 0.1 | 0.8 0.0 | 0.4 | 0.2 0.7 0.8 | 0.4 | 0.6

(DMO) / trade associations 0.9 | 0.6 | 0.9
National Tourism Organization (NTO) 0.0 1.4 | 0.0 0.5 0.4 0.0 | 0.3 0.4 0.0 | 0.3 | 0.0 0.0 04 | 0.1 ] 0.3 0.3
Tour operator / Travel agency 8.8 5.1 | 5.9 5.6 2.8 | 254 | 6.0 7.7 6.3 | 84| 46 | 11.7 | 43 | 4.7 | 8.1 7.3
Hotel chains and cooperations with CRS 1.2 03| 08| 3.2 0.9 0.0 | 2.0 | 0.5 06 | 09| 00| 43 0.6 | 3.1 | 1.7 1.0
Wholesaler (e.g. Hotelbeds, Tourico, 16 | 05| 05| 24 | 07 [37|26| 13 | 14| 15|07 33 |14]02]1s]|™° 11.4
Gulliver, Transhotel, etc.) 1.4
Event and Congress organizer 3.9 1.8 | 3.0 2.0 1.0 0.8 | 1.9 0.9 45 (14| 71 3.3 1.5 1.6 | 2.3 1.7
Online Booking Agency (OTA) 32.7 | 25.9 | 24.0| 25.5 | 31.9 | 27.0 (39.8 | 21.1 | 43.0|22.9|26.0| 35.2 | 29.3 | 30.8 | 29.9 27.8
Global Distribution System(s) (GDS) 2.2 0.8 | 1.5 1.9 1.0 04 ] 21| 0.9 1.8 [12.4| 3.7 | 3.2 1.3 | 3.0 | 1.9 |32.3] 1.5|29.8
Social Media Channels 0.8 0.6 | 0.2 | 0.1 0.7 04 ] 03| 0.7 0.1) 01| 09| 0.2 0.2 | 0.3 | 0.5 0.5
other distribution channels 1.3 2.4 ] 0.9 2.0 0.6 1.1 | 05 1.7 1.6 2.6 1.5 1.7 1.5 14 | 15 15|14 14

number of observations | 157 87 41 81 348 | 128 | 64 539 25 11 39 49 165 | 113 HOTREC | European Hotel Distribution Study 2026 | 16




Evolution market shares of distribution channels in

T - - Hes-so/)/vii
OIreC  Europe 2013 to 2025: weighted values (without [ -2>"0
aggregated data from chains)
Weighted Weighted Weighted Weighted Weighted Weighted Weighted DELTA (2025
weighting (based on Eurostat overnights) market share | market share | market share | market share | market share | market share | market share 2013)
2025 2023 2021 2019 2017 2015 2013
Direct - Phone 141 15.4 17.7 14.5 16.5 17.2 20.5 -6.4
Direct - Mail / fax 1.6 1.4 1.7 1.7 2.1 2.4 3.2 -1.6
Direct - Walk-In (persons without reservation) 3.0 3.7 4.4 4.1 4.5 4.5 5.8 -2.8
Dlrt-::ct - Qontact form on own website (without 52 | 513 49 50.9 50 55.2 47 47.0 53 520 54 520| 58 576 | .05 |-63
availability check)
Direct - Email 13.5 13.2 14.3 14.2 14.6 15.6 14.9 -1.4
Direct - real ti ki it
irect - real time booking over own website 13.9 12.3 12.1 76 9.0 77 7.4 6.4
with availability check
Destination Marketing Organization (DMO) / )
trade associations 0.6 0.9 0.7 0.9 0.8 10 0.6 0.8 0.9 13 0.9 14 1.1 16 0.5 07
National Tourism Organization (NTO) 0.3 0.2 0.2 0.2 0.4 0.5 0.5 -0.3
Tour operator / Travel agency 8.1 9.4 6.7 11.3 9.5 9.1 10.3 -2.2
Hotel chains and cooperations with CRS 1.7 1.2 1.3 0.9 1.1 2.4 1.6 0.2
14. 15.1 11. 17. 16. 17. 17.2 -3.2
Transhotel, etc.) 1.8 0 2.4 S 1.9 S 3.1 6 3.2 63 3.5 o 3.4 -1.6
Event and Congress organizer 2.3 2.2 1.6 2.4 2.6 2.9 1.8 0.5
Online Booking Agency (OTA) 29.9 29.6 28.8 29.2 26.0 23.1 19.7 10.2
Global Distribution System(s) (GDS) 19 | 32.3 14 | 316 1.3 30.6 2.1 319 25 |290| 29 |264] 20 222 | -0.1 [10.1
Social Media Channels 0.5 0.6 0.5 0.7 0.5 0.4 0.4 0.0
other distribution channels 1.5 1.5 1.5 1.5 1.7 1.7 2.7 2.7 1.4 1.4 1.4 1.4 1.5 1.5 -0.1 |-0.1
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H{ _ Evolution of market shares of distribution Hes.so /s
Hgitagﬁo% channels in Europe 2013 - 2025: weighted aEE=a
samples (without aggregated data from chains)

70.0
57.6
60.0 s
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Extended Market Estimate 2025
(Including Chain Aggregation)
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ofrec

remain strategically important

Weighted values from aggregated data from ten hotel chains
active in twelve countries, managing 831 hotels comprising
128'154 rooms.

Distribution structure of European hotel chains:
Direct channels dominate, but intermediaries

Market share 2025

Direct - Phone 17.5

Direct - Mail / fax 0.0

Direct - Walk-In (persons without reservation) 0.9

Direct - Contact form on own website (without availability 08 45 1
check) )

Direct - Email 5.8

Direct - real time booking over own website with availability 20.1

check ;

Destination Marketing Organization (DMO) / trade 0.0

associations ) 0.0
National Tourism Organization (NTO) 0.0

Tour operator / Travel agency 2.2

Hotel chains and cooperations with CRS 2.2

Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, Transhotel, 35 11.0
etc.) ]

Event and Congress organizer 3.2

Online Booking Agency (OTA) 29.4

Global Distribution System(s) (GDS) 11.2 40.6
Social Media Channels 0.0

other distribution channels 3.3 3.3

Hes-so// ik
Bl A

The weighted results from ten European
hotel chains show that direct distribution
slightly exceeds intermediated online
distribution. OTAs remain the largest
single external channel (29.4%), while
GDS accounts for a substantial share
(11.2%), underlining the importance of
business travel and corporate distribution
for chain hotels. At the same time, direct
website bookings (20.1%) and telephone
reservations (17.5%) remain essential
pillars of the distribution mix. Compared
with the overall European hotel sample,
chain hotels rely more heavily on GDS
and somewhat more on OTAs, resulting in
lower direct booking shares. This
highlights that large hotel chains pursue a
diversified, multi-channel distribution
strategy, balancing proprietary sales
channels with broad international reach
through strategic intermediary
partnerships.
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T Market shares of distribution channels in Europe es-50 /s
olrecC 2025: weighted values (with aggregated data EEA
from chains)

8 * * . > *:-6 - * 2 % Un-
Countries with *: data from hotel chains § 2 g § S § E“o = & 2 % = % é Weighted | weighted
integrated leJ § = Z % g é £ 2 g 3 Lr,&, S ¢ [values 2025 Values
- ] =2
& © 2 < g ° 2025
weighting (based on Eurostat overnights
2024) 19.4% | 4.2% | 0.7% | 14.6% | 14.0% | 4.9% | 1.0% | 14.9% | 4.6% | 1.2% | 0.5% | 16.1% | 1.9% | 2.0%
Direct - Phone 11.5 | 12.6 | 18.1| 19.7 | 147 | 143 ]| 6.2 | 19.6 | 56 | 49 | 9.6 7.5 |10.6 | 16.8 | 13.6 15.4
Direct - Mail / fax 2.3 0.3 | 0.6 0.5 0.5 1.3 | 0.2 2.5 09 | 12| 11 1.6 0.7 | 00| 1.4 1.4
Direct - Walk-In (persons without
X (p 2.4 3.0 | 15 5.3 2.4 44 ( 2.1 3.5 1.4 | 1.1 | 5.0 2.4 34 | 1.2 | 3.0
reservation) 3.2
Direct - Contact form on own website 49.7 56.4
I, o ! 3.9 59 | 4.2 3.5 4.1 33| 71 9.2 24 | 3.3 | 31 2.7 55| 44| 45
(without availability check) 6.3
Direct - Email 13.0 [20.2| 9.7 | 9.8 | 156 | 83 |13.4| 21.7 | 7.0 | 8.8 | 189 4.9 |17.4|13.5]| 12.7 16.9

Direct - real time booking over own
. . S 13.5 | 16.7 | 23.7 | 17.4 | 153 | 87 |156| 7.5 |18.2|30.0|17.8| 15.5 [ 21.0( 18.1| 14.4
website with availability check 13.2

—T——— ——
estination Marketing Organization 07 |12 03| 04 | 02 |09]|01]| 08 |00|04]|02]| 06 |08]|02]06

(DMO) / trade associations 0.8 | 0.6 0.9
National Tourism Organization (NTO) 0.0 1.3 | 0.0 0.5 0.2 0.0 | 0.3 0.4 0.0 | 0.3 | 0.0 0.0 0.4 | 0.0 ] 0.2 0.3
Tour operator / Travel agency 8.8 4.6 | 4.6 5.6 29 (254 6.0 7.7 46 | 84 | 5.2 7.1 43 | 26 | 7.2 7.3
Hotel chains and cooperations with CRS 1.2 03| 05| 3.2 0.7 0.0 | 2.0 | 0.5 03|09 | 00| 140 | 06| 06| 3.2 1.0
Wholesaler (e.g. Hotelbeds, Tourico, 16 | 18|03 | 24 | 24 | 37| 26| 13 |67 | 15| 05| 1.4 | 14|00/ 21 |**® 11.4
Gulliver, Transhotel, etc.) 1.4
Event and Congress organizer 3.9 23 | 34 2.0 1.7 0.8 | 1.9 0.9 64 | 14 | 6.9 6.9 15| 0.8 | 3.1 1.7
Online Booking Agency (OTA) 32.7 | 26.0|27.0| 25.5 | 34.2 | 27.0]|39.8| 21.1 | 36.4 (229 (26.4| 24.7 | 29.3|31.8| 28.2 27.8
Global Distribution System(s) (GDS) 2.2 1.1 | 5.2 1.9 2.8 04 | 21 0.9 3.5 124 3.0 4.9 1.3 | 87 | 2.7 |31.3| 1.5|29.8
Social Media Channels 0.8 0.7 | 0.2 0.1 0.4 0.4 | 0.3 0.7 0.0 [ 0.1 [ 0.8 0.1 0.2 (| 0.2 | 0.4 0.5
other distribution channels 1.3 2.2 | 0.6 2.0 1.8 1.1 ] 0.5 1.7 6.6 | 26 | 1.6 5.7 15| 10| 25| 2514|114
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ofrec Distribution channels for selected Hes-so /s
v countries (n>100) AEEE0

Germany
- Direct bookings: 59.7%
- OTA share: 31.9%

Strong direct channel performance, but Sweden
among the most OTA-dependent markets . Direct bookings: 54.4%
in Western Europe. . OTA share: 30.8%

- Strong digital direct sales, balanced

multi-channel distribution mix.
Greece

- Direct bookings: 40.3%
- OTA share: 27.0%

. i . o
Tour operators/travel agencies: 25.4% Switzerland

gflaorf]tp:reWermedlary driven market in the . Direct bookings: 58.6%
' - OTA share: 29.3%
- Strong website booking performance;
Italy OTAs continue to gain share.

Direct bookings: 64.0%

- OTA share: 21.1%
Highest direct-booking performance and
lowest OTA reliance among major markets.
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olrec Germany

Unweighted overall sample (348 valid observations for the

Market shares of distribution channels 2025:

Market share 2025

95% confidence

distribution channels) interval
Direct - Phone 18.1 16.5 19.7
Direct - Mail / fax 0.7 0.5 0.9
Direct - Walk-In (persons without reservation) 3.0 2.6 3.4
Direct - Contact form on own website (without availability 6.2 597 49 75
check)

Direct - Email 17.8 16.3 19.3
Direct - real time booking over own website with availability 13.9 12.4 15.4
check

Destln.at!on Marketing Organization (DMO) / trade 03 0.2 0.4
associations 0.7

National Tourism Organization (NTO) 0.4 0.2 0.6
Tour operator / Travel agency 2.8 21 3.5
Hotel chains and cooperations with CRS 0.9 0.6 1.2
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, Transhotel, 0.7 54 0.2 12
etc.)

Event and Congress organizer 1.0 0.7 1.3
Online Booking Agency (OTA) 31.9 29.6 34.2
Global Distribution System(s) (GDS) 1.0 33.6 0.7 1.3
Social Media Channels 0.7 0.4 1.0
other distribution channels 0.6 0.6 0.3 0.9

Hes-so// ik
Bl A

Unweighted samples. Market
shares in % of overnights.
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Market shares of distribution channels in

olrec

Germany: 2013 to 2025

Hes-so// ik

BECBR

Unweiahted samples Market share | Market share| Market share | Market share | Market share | Market share | Market share | DELTA (2025-

welg P 2025 (n=348) (2023 (n=553)| 2021 (n=830) | 2019 (n=486) | 2017 (n=594) | 2015 (n=485) 2013 (n=575) 2013)
Direct - Phone 18.1 19.6 23.8 21.0 221 26.3 27.7 -9.55
Direct - Mail / fax 0.7 0.8 1.3 1.7 24 3.1 4.3 -3.59
Direct - Walk-In (persons without 3.0 2.9 3.3 3.6 4.1 5.5 4.9 -1.92
reservation) 59.7 59.2 62.9 59.7 60.9 65.5 67.3 -7.62
Direct - Contact form on own website
(without availability check) 6.2 6.6 6.7 6.4 6.7 7.8 7.2 -0.99
Direct - Email 17.8 17.4 18.1 18.8 17.2 16.6 17.2 0.64
Direct - real time booking over own website
with availability check 13.9 11.9 9.7 8.2 8.4 6.3 6.1 7.79
Destination Marketing Organization (DMO) /
trade associations 0.3 0.7 0.5 0.9 13 1.5 0.6 1.0 0.6 1.0 10 1.8 0.9 1.7 062 -1.04
National Tourism Organization (NTO) 04 04 0.2 04 04 0.8 0.8 -0.42
Tour operator / Travel agency 2.8 2.5 2.6 3.3 3.9 3.4 4.4 -1.62
Hotel chains and cooperations with CRS 0.9 0.9 0.6 0.6 1.1 0.7 0.9 -0.04
Wholesaler (e.g. Hotelbeds, Tourico, 5.4 5.0 4.5 6.4 71 5.7 7.6 -2.19
Gulliver, Transhotel, etc.) 0.7 0.3 0.4 0.6 0.8 0.5 0.7 0.01
Event and Congress organizer 1.0 1.3 1.0 1.8 1.4 1.1 1.5 -0.54
Online Booking Agency (OTA) 31.9 32.5 29.2 30.6 27.7 24.5 20.6 11.33
Global Distribution System(s) (GDS) 1.0 | 336 | 1.0 |339| 0.8 | 304 1.0 | 321 1.7 297 11 |259| 16 |224]| -0.59 [11.24
Social Media Channels 0.7 0.4 0.4 0.6 0.3 0.3 0.2 0.50
other distribution channels 0.6 0.6 0.9 09 | 0.8 0.8 0.9 0.9 1.3 1.3 1.1 1.1 1.0 1.0 | -0.41 [-0.41

Unweighted samples. Market shares in % of overnights.
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ofrec

Europe

Weighted market shares of distribution

channels 2025: Germany

Survey: SME | Chain hotels Weighted
hotels (n=269) | total (n=193) |values (n=462)

Weighting (keys®) 53.00% 47.00%
Direct - Phone 18.6 10.3 14.7
Direct - Mail / fax 0.7 0.2 0.5
Direct - Walk-In (persons without
reservation) 28 U e
Direct - Contact form on own 60.6 43.6 52.6
website (without availability check) e B ol
Direct - Email 17.8 13.1 15.6
Direct - real time booking over own
website with availability check a8 178 e
Destination Marketln.g Qrganlzatlon 03 02 02
(DMO) / trade associations

- : — 0.6 0.3 0.5
National Tourism Organization 03 01 02
(NTO) ) ) ’
Tour operator / Travel agency 2.7 3.2 2.9
Hotel chains and cooperations with
CRS 0.2 1.4 0.7
Wholesaler (e.g. Hotelbeds, Tourico, 0.6 4.4 44 1.5 o4 7
Gulliver, Transhotel, etc.) ’ ) )
Event and Congress organizer 0.9 2.6 1.7
Online Booking Agency (OTA) 324 36.2 34.2
Global Distribution System(s) (GDs) | %7 | 338 | 52| 415 | 28| 374
Social Media Channels 0.7 0.1 0.4
other distribution channels 0.7 0.7 3.0 3.0 1.8 1.8

Hes-so// ik
Bl A

*Weighting data from IHA

Market shares in % of
overnights.
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Weighted market shares of distribution

Olrec Hes-so//¥sts
Irope channels in Germany: 2011 to 2025 HEER
Market Market Market share | Market share | Market share Market |Market share| Market share DELTA (2025-
Weighted samples share 2025 | share 2023 2021 2019 2017 share 2015 2013 2011* 2011)
(n=462) (n=747) (n=1262) (n=1028) (n=1038) (n=994) (n=966) (n=1406)

Direct - Phone 14.7 13.8 21.2 19.6 20.8 22.6 25.0 -10.3
Direct - Mail / fax 0.5 0.5 1.0 1.5 2.1 4.4 4.9 -4.4
Direct - Walk-In (persons without reservation) 2.4 2.0 4.5 3.5 3.7 4.2 55.6 5.3 -2.9
Dlrgct - Qontact form on own website (without 41 52.6 45 58.5 46 58.9 45 58.5 53 61.0 53 63.5 63.7 6.2 64.4 21 -11.8
availability check)
Direct - Email 15.6 22.7 17.3 20.5 18.0 18.1 17.1 -1.5
Direct - real time booking over own website with
availability check 15.3 15.1 10.3 8.8 10.9 9.0 8.1 5.9 9.4
Destination Marketing Organization (DMO) /
trade associations 0.2 0.5 04 0.6 0.8 0.9 0.3 0.6 0.4 0.6 0.6 1.1 0.7 1.2 2:3 2.8 21 -2.3
National Tourism Organization (NTO) 0.2 0.3 0.1 0.3 0.2 0.5 0.6 0.5 -0.3
Tour operator / Travel agency 2.9 3.0 2.8 2.4 2.7 2.9 4.3 5.9 -3.0
Hotel chains and cooperations with CRS 0.7 0.6 0.4 0.2 0.4 2.6 0.4 1.8 -1.1
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 24 7.7 0.4 5.0 05 4.7 18 5.6 10 5.9 0.9 7.3 12 10.7 na 9.6 12 -4.9
Transhotel, etc.)
Event and Congress organizer 1.7 1.0 0.9 1.2 1.8 0.9 4.8 1.9 -0.2
Online Booking Agency (OTA) 34.2 31.2 32.8 29.6 27.8 241 20.9 19.5 14.7
Global Distribution System(s) (GDS) 28 [374| 24 |338] 12 | 343 | 2.7 | 327 | 34 | 315 | 31 | 274 | 26 | 23.7 | 2.7 | 224 0.1 15.0
Social Media Channels 0.4 0.2 0.2 0.3 0.3 0.2 0.2 0.2 0.2
other distribution channels 18 |18 21 |21 12 [ 12| 26 | 26 | 11| 11|07 ] 07 |07 ] 07 ] 09 | 09 0.9 0.9

Weighted samples (including data from hotel chains). Market shares in % of overnights. *Data source 2011: Schegg, R. & Fux, M. (2012). Die Macht

der Buchungsportale. Resultate einer Online-Umfrage zur Vertriebssituation auf den Hotelmarkten Deutschland, Osterreich und Schweiz fiir das Jahr

2011. Studienbericht HES-SO Valais-Wallis fiir IHA, OHV & HotellerieSuisse, Siders, Schweiz.
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-~ Distribution trends in Germany: 2011 to 2025
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Market shares of distribution channels 2025: Hes.so /s

Greece

. . : 5 .
U.nw'elgh'ted overall sample (128 valid observations for the Market share 2025 95 A). confidence
distribution channels) interval
Direct - Phone 14.3 10.8 17.8
Direct - Mail / fax 1.3 0.3 2.3
Direct - Walk-In (persons without reservation) 4.4 2.8 6.0
Direct - Contact form on own website (without availabilty 33 40.3 20 46
check)
Direct - Email 8.3 6.1 10.5
Direct - real time booking over own website with availabilty 8.7 6.4 11.0
check
Destination Marketing Organization (DMO) / trade

. 0.9 0.2 1.6
associations 0.9
National Tourism Organization (NTO) 0.0 0.0 0.0
Tour operator / Travel agency 254 20.3 30.5
Hotel chains and cooperations with CRS 0.0 0.0 0.0
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, Transhotel, 37 29.9 59 59
etc.)
Event and Congress organizer 0.8 0.4 1.2
Online Booking Agency (OTA) 27.0 231 30.9
Global Distribution System(s) (GDS) 0.4 27.8 0.1 0.7
Social Media Channels 0.4 0.2 0.6
other distribution channels 1.1 1.1 0.1 21

WALLIS

BECA

Market shares in % of
overnights.
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Market shares of distribution channels in

Olrec Hes-so /v
Irope Greece: 2013 to 2025 BE=R
Market share | Market share | Market share | Market share | Market share Market share Market share | DELTA (2025-
2025 (n=128) 2023 (n=169)| 2021 (n=236) [2019 (n=179)| 2017 (n=121) | 2015 (n=179) 2013 (n=266) 2013)

Direct - Phone 14.3 18.1 20.2 19.3 17.6 18.6 224 -8.05
Direct - Mail / fax 1.3 0.5 0.2 1.0 0.9 1.3 1.6 -0.31
Direct - Walk-In (persons without reservation) 4.4 4.3 5.4 6.9 5.6 7.9 11.0 -6.60
Direct - Contact form on own website (without
availability check) 3.3 | 403 | 3.1 | 423 4.0 457 | 3.8 [ 446 | 44 43.2 4.9 47.8 4.7 54.7 | -1.44 |(-14.38
Direct - Email 8.3 7.9 9.0 8.8 8.4 9.9 9.0 -0.66
Direct - real time booking over own website
with availability check 8.7 8.4 6.9 48 6.5 5.3 6.0 2.68
Destination Marketing Organization (DMO) /
trade associations 0.9 0.9 0.5 0.5 2.5 3.0 0.5 0.6 01 0.3 0.5 1.0 0.8 1.3 0.14 -0.44
National Tourism Organization (NTO) 0.0 0.0 0.4 0.1 0.2 0.5 0.6 -0.58
Tour operator / Travel agency 25.4 26.2 19.4 23.6 25.5 19.3 19.4 5.97
Hotel chains and cooperations with CRS 0.0 0.1 0.6 0.1 0.0 0.4 0.6 -0.56
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 29.9 31.5 25.3 29.7 29.0 24.7 243 5.64
Transhotel, etc.) 3.7 4.7 4.6 5.5 3.1 4.4 3.9 -0.18
Event and Congress organizer 0.8 0.5 0.7 0.6 0.4 0.7 0.4 0.41
Online Booking Agency (OTA) 27.0 23.5 22.4 20.4 23.6 22.9 16.3 10.67
Global Distribution System(s) (GDS) 04 | 278 | 0.2 | 24.2 0.2 241 0.9 | 22.1 0.8 254 0.7 24.5 0.5 18.1 | -0.07 | 9.73
Social Media Channels 0.4 0.5 1.4 0.8 1.1 0.9 1.3 -0.87
other distribution channels 111 11 [ 14 ] 14 2.0 20 [ 30 | 30| 20 2.0 2.0 2.0 1.5 1.5 [-0.37 [-0.37

Unweighted samples. Market shares in % of overnights.
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- - - - VALAIS
Hofrec Distribution trends in Greece: 2013 to 2025 Hes-so///ui
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Unweighted samples. Market shares in % of overnights.

e==TOUrism organisations

Online travel agents (OTA, GDS etc.)
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olrec 2025: Italy

Unweighted overall sample (639 valid observations for the

Market shares of distribution channels

Market share 2025

95% confidence

distribution channels) interval
Direct - Phone 19.6 17.8 21.4
Direct - Mail / fax 2.5 1.8 3.2
Direct - Walk-In (persons without reservation) 3.5 3.0 4.0
Direct - Contact form on own website (without availability 9.2 64.0 8.0 104
check)
Direct - Email 21.7 19.9 23.5
Direct - real time booking over own website with availability 75 6.5 85
check
Destination Marketing Organization (DMOQO) / trade

L 0.8 0.6 1.0
associations 1.2
National Tourism Organization (NTO) 0.4 0.20 0.6
Tour operator / Travel agency 7.7 6.6 8.8
Hotel chains and cooperations with CRS 0.5 0.3 0.7
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, Transhotel, 10.4

1.3 0.9 1.7

etc.)
Event and Congress organizer 0.9 0.6 1.2
Online Booking Agency (OTA) 21.1 19.2 23.0
Global Distribution System(s) (GDS) 0.9 22.7 0.5 1.3
Social Media Channels 0.7 0.5 0.9
other distribution channels 1.7 1.7 0.9 2.5

Hes-so// ik
Bl A

Market shares in % of
overnights.

HOTREC | European Hotel Distribution Study 2026 | 32



Market shares of distribution channels in

Olrec Hes-so/// s
Italy: 2013 to 2025 BE=A
Market share | Market share | Market share | Market share | Market share | Market share | Market share |DELTA (2025-
2025 (n=539) | 2023 (n=494) | 2021 (n=574) | 2019 (n=601) | 2017 (n=344) | 2015 (n=260) | 2013 (n=101) 2015)

Direct - Phone 19.6 19.7 24.2 20.5 18.1 20.4 14.4 -0.78
Direct - Mail / fax 2.5 2.1 2.3 1.9 1.4 2.0 1.7 0.49
Direct - Walk-I ithout
re:;fvatios) N (persons withou 3.5 4.4 5.2 5.6 43 5.1 5.6 1,60
Direct - Contact form on own website 64.0 63.7 67.3 59.7 64.1 59.3 49.1 4.66

; S 9.2 8.6 7.6 8.0 10.2 7.3 5.0 1.87
(without availability check)
Direct - Email 21.7 21.4 21.4 18.4 24.7 18.6 16.5 3.15
Direct - real time booking over own website
with availability check 7.5 7.5 6.8 5.3 5.5 6.0 6.0 1.53
Destination Marketing Organization (DMO)
/ trade associations o 1.2 L 1.2 0.9 1.3 10 1.4 19 2.9 0.6 14 04 0.7 L2 -0.20
National Tourism Organization (NTO) 0.4 0.2 0.4 0.4 1.0 0.8 0.3 -0.40
Tour operator / Travel agency 7.7 6.9 5.1 8.6 8.1 9.8 10.1 -2.05
Hotel chains and cooperations with CRS 0.5 0.3 0.5 0.4 0.2 0.9 1.2 -0.38
Wholesaler (e.g. Hotelbeds, Tourico, 104 9.9 71 114 10.1 154 16.3 -4.96
Gulliver, Transhotel, etc.) 1.3 1.7 0.9 1.3 1.2 2.9 2.8 -1.60
Event and Congress organizer 0.9 1.0 0.6 1.1 0.6 1.8 2.2 -0.93
Online Booking Agency (OTA) 21.1 22.3 21.1 241 20.3 20.5 31.2 0.61
Global Distribution System(s) (GDS) 0.9 22.7 0.5 23.6 0.6 225 1.1 26.1 03 | 214 16 | 226 | 1.7 | 33.3 | -0.65 [0.09
Social Media Channels 0.7 0.8 0.9 0.9 0.9 0.6 0.4 0.13
other distribution channels 1.7 1.7 1.4 1.4 1.8 1.8 1.4 1.4 1.5 1.5 1.3 13 | 06 | 0.6 | 0.39 |0.39

Unweighted samples. Market shares in % of overnights. Survey data for the reference year 2013 had reliability iSSU8SyTrec | European Hotel Distribution Study 2026 | 33

and should be treated with care.




- = - - . VALAIS
lofrec Distribution trends in Italy: 2015 to 2025 Hes-so /it
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Unweighted samples. Market shares in % of overnights. Survey data for the reference year 2013 had reliability iSSU§yTrec | European Hotel Distribution Study 2026 | 34
and have not been included.



olrec Market shares of distribution channels

2025: Sweden

Unweighted overall sample (113 valid observations

Market share

95% confidence

for the distribution channels) 2025 interval
Direct - Phone 12.2 10.0 14.4
Direct - Mail / fax 0.1 0.0 0.2
Direct - Walk-In (persons without reservation) 2.1 14 2.8
Dlrgct - Qontact form on own website (without 48 54.4 28 6.8
availability check)

Direct - Email 16.9 13.8 20.0
Direct - real time booking over own website with

availability check Ll 14.5 221
Destln.at!on Marketing Organization (DMO) / trade 0.4 0.2 06
associations 0.5

National Tourism Organization (NTO) 0.1 0.0 0.2
Tour operator / Travel agency 4.7 2.8 6.6
Hotel chains and cooperations with CRS 3.1 14 4.8
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 9.6

Transhotel, (etcg) 0 0.0 0.4
Event and Congress organizer 16 0.9 23
Online Booking Agency (OTA) 30.8 26.3 35.3
Global Distribution System(s) (GDS) 3.0 341 1.9 4.1
Social Media Channels 0.3 0.1 0.5
other distribution channels 14 14 02 3.0

Hes-so// ik
Bl A

Market shares in % of
overnights.
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ofrec

Europe

Weighted market shares of distribution

channels 2025: Sweden

Survey: SME | Chain hotels Weighted
hotels (n=73) | total (n=338) |values (n=411)

Weighting (keys®) 49.00% 51.00%
Direct - Phone 12.6 20.8 16.8
Direct - Mail / fax 0.1 0.0 0.0
Direct - Walk-ln (persons without 23 01 12
reservation)
Direct - Contact form on own 6.8 57.0 21 51.2 44 54.1
website (without availability check) ’ ) )
Direct - Email 18.6 8.5 13.5
Direct - real time booking over own
website with availability check 049 1eii8 e
Destination Marketln.g Qrgamzatlon 0.4 00 02
(DMO) / trade associations

: : — 0.5 0.0 0.3
National Tourism Organization 01 00 00
(NTO) ' ) )
Tour operator / Travel agency 4.9 0.4 2.6
(H;%tgl chains and cooperations with 0.3 08 06
Wholesaler (e.g. Hotelbeds, Tourico, 0.0 22 01 1159 0.0 Cl0
Gulliver, Transhotel, etc.) : : :
Event and Congress organizer 1.3 0.2 0.8
Online Booking Agency (OTA) 31.6 31.9 31.8
Global Distribution System(s) (GDs) | 18| 338 | 153 | 472 | 87 | 406
Social Media Channels 0.4 0.0 0.2
other distribution channels 2.0 2.0 0.0 0.0 1.0 1.0

Hes-so// ik
Bl A

*Weighting data from

Market shares in % of
overnights.
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Market shares of distribution channels in

ofrec Hes-so/)/vii
Sweden: 2013 to 2025 BE=A
Market share | Market share | Market share | Market share | Market share | Market share | Market share |DELTA (2025-
2025 (n=113) | 2023 (n=39) 2021 (n=94) | 2019 (n=108) | 2017 (n=140) | 2015 (n=74) | 2013 (n=17I) 2017)

Direct - Phone 12.2 12.7 16.2 18.5 21.6 15.5 34.1 -9.4
Direct - Mail / fax 0.1 0.1 0.9 0.4 0.2 1.5 1.2 -0.1
z;‘:\t/;t\i'gs;k"“ (persons without 2.1 25 3.0 1.9 32 3.4 45 1.1
Direct - Contact form on own website 54.4 46.7 50.5 51.8 53.7 39.5 74.7 0.7

; o 4.8 4.0 2.7 3.6 34 3.1 6.9 1.4
(without availability check)
Direct - Email 16.9 17.8 14.8 17.6 17.6 16.1 22.2 -0.7
Direct - real time booking over own website
with availability check 18.3 9.6 12.9 9.7 7.7 0.1 5.8 10.6
Destination Marketing Organization (DMO) / )
trade associations 04 0.5 18 1.9 0.1 0.1 0.8 0.8 13 1.4 0.0 0.1 22 3.5 0.9 -0.9
National Tourism Organization (NTO) 0.1 0.1 0.0 0.0 0.1 0.1 1.4 -0.0
Tour operator / Travel agency 4.7 2.7 9.0 4.8 5.3 4.4 4.1 -0.6
Hotel chains and cooperations with CRS 3.1 5.2 3.5 4.1 3.1 0.1 -0.0
thlesaler (e.g. Hotelbeds, Tourico, 02 9.6 04 9.4 1.0 15.1 08 111 04 10.5 0.9 39.6 0.0 4.4 0.2 -0.9
Gulliver, Transhotel, etc.)
Event and Congress organizer 1.6 1.1 1.6 1.4 1.8 10.1 0.2 -0.2
Online Booking Agency (OTA) 30.8 37.3 31.1 30.9 29.6 8.8 11.8 1.2
Global Distribution System(s) (GDS) 3.0 34.1 3.7 41.3 1.7 33.3 40 |353| 34 | 337 121 | 20.9 1.5 136 | -04 | 04
Social Media Channels 0.3 0.3 0.5 0.5 0.7 0.0 0.3 -0.4
other distribution channels 14 1.4 0.7 0.7 1.0 1.0 0.9 0.9 0.7 0.7 0.0 0.0 3.8 3.8 0.7 0.7

Unweighted sample. Market shares in % of overnights. Observations for 2013 and

2015 not sufficient and reliable.
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- - - - . VALAIS
Hotrec Distribution trends in Sweden: 2017 to 2025 Hes-so//iit
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not sufficient and reliable and therefore not included.



Market shares of distribution channels H s
O‘I'r eC _ €S-S0/// waius
2025: Switzerland BEC0
. . . o ,
U.nw.e/gf?ted overall sample (165 valid observations for the Market share 2025 95 /o. confidence
distribution channels) interval
Direct - Phone 10.6 9.2 12.0
Direct - Mail / fax 0.7 0.2 1.2
Direct - Walk-In (persons without reservation) 3.4 2.8 4.0
Direct - Contact form on own website (without availability 55 58.6 37 73
check)
Direct - Email 17.4 14.6 20.2
Direct - real time booking over own website with availability 210 18.1 23.9
check
Destination Marketing Organization (DMO) / trade
o 0.8 0.5 1.1
associations 1.2
National Tourism Organization (NTO) 0.4 0.20 0.6
Tour operator / Travel agency 4.3 3.0 5.6
Hotel chains and cooperations with CRS 0.6 0.2 1.0
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, Transhotel, 14 7.8 0.8 20
etc.)
Event and Congress organizer 1.5 0.9 2.1
Online Booking Agency (OTA) 29.3 26.0 32.6
Glot_JaI DIStI.'IbUtIOI‘I System(s) (GDS) 1.3 30.8 0.8 1.8 Confidence intervals are stated
Social Media Channels 0.2 0.0 0.4 at the 95% level. Market
other distribution channels 1.5 1.5 0.3 2.7 shares in % of overnights.
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Market shares of distribution channels in

O‘l‘rec ' Hes-so// ik
Switzerland: 2013 to 2025 HEER
Market share | Market share | Market share| Market share | Market share| Market share | Market share | DELTA (2013-
2025 (n=165) | 2023 (n=186) [2021 (n=245)| 2019 (n=284) |2017 (n=252)| 2015 (n=329) [ 2013 (n=279) 2025)

Direct - Phone 10.6 14.1 16.3 16.7 18.3 19.9 20.6 -9.98
Direct - Mail / fax 0.7 0.7 0.9 1.0 1.7 2.0 2.2 -1.52
Direct - Walk-In (persons without 3.4 3.2 4.2 4.7 5.1 4.7 5.9 2.46
reservation)
Dlrect - Cont.act.f-orm on own website 55 58.6 53 60.1 78 63.6 59 57.4 6.9 59.2 5.0 60.7 6.4 63.7 -0.86 -5.13
(without availability check)
Direct - Email 17.4 18.7 20.4 19.9 18.9 21.6 21.2 -3.81
Direct - real time booking over own website
with availability check 21.0 18.1 14.1 9.9 8.2 7.5 7.5 13.50
Destination Marketing Organization (DMO) )
/ trade associations 0.8 1.2 10 1.7 14 2.5 12 1.8 14 2.5 14 2.1 14 25 0.56 -1.25
National Tourism Organization (NTO) 0.4 0.7 1.1 0.6 1.1 0.7 1.1 -0.69
Tour operator / Travel agency 4.3 3.3 2.1 5.0 3.8 4.6 4.6 -0.25
Hotel chains and cooperations with CRS 0.6 0.4 0.5 0.6 0.6 1.1 1.3 -0.68
thlesaler (e.g. Hotelbeds, Tourico, 14 7.8 19 8.0 05 4.4 09 7.7 07 6.4 23 10.3 27 10.0 127 -2.23
Gulliver, Transhotel, etc.)
Event and Congress organizer 1.5 2.4 1.3 1.2 1.3 2.3 1.5 -0.03
Online Booking Agency (OTA) 29.3 27.2 26.9 28.6 27.7 20.6 19.4 9.91
Global Distribution System(s) (GDS) 1.3 | 308 | 1.1 | 287 | 0.6 |27.7 1.0 30.2 1.1 290 34 ([243| 28 | 225]-1.52 | 8.31
Social Media Channels 0.2 0.4 0.3 0.6 0.2 0.4 0.3 -0.08
other distribution channels 1.5 1.5 1.6 1.6 1.8 1.8 2.9 2.9 2.9 2.9 2.5 25| 13 1.3 | 0.21 0.21

Unweighted samples. Market shares in % of overnights.
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- - - - - VALAIS
Hotrec Distribution trends in Switzerland: 2013 to 2025 Hes-so//uit
Hospitality Europe [z S &
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=== Direct distribution (hotel-guest)

====Trad. distribution partners

Unweighted sample. Market shares in % of overnights.

e===Tourism organisations

Online travel agents (OTA, GDS etc.)
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,____/—\ - - - - -
Distribution trends in Switzerland:
I—IO-I-reC HGS'SO//WALUS
Hospitality Europe 2002 tO 2025 2 =]~ =] &
90%
80% _ T12% i 754y
73% 713%  71.1% & ﬁ
70% 66.8%
0,
62.2% ©3.7% 60.7% 62.5% 63.0% Y 60.1%
60% 57.5% 58.3% 592% 580% 57.4% 59.6% 60.1% g 6o
50%
40%
0.1% WBbooy BBO-7% W30.2% B28.7% M28.9% l29.2% W8.8% W 30.8%
30% 27.1%
) 2.7% B22.5% N RSl
18.69
20% 12.6% B15.0% %
o Il 1NN 110 1

0%
2002 2005 2006 2008 2009 2010 2011 2012  *2013 2014 *2015 *2016 *2017 *2018 *2019 *2020 *2021 *2022 *2023 *2025
(n=202) (n=94) (n=100) (n=184) (n=198) (n=211) (n=196) (n=200) (n=279) (n=250) (n=226) (n=243) (n=252) (n=236) (n=284) (n=319) (n=218) (n=249) (n=169) (n=165)

M Direct bookings (hotel-guest)

M Online Intermediary (OTA, GDS, social media)

M Trad. tourism partners (Tour Operator, Wholesaler, DMO/NTO, Event Organizer, Hotel Chains, others)
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Attention: Market shares in % of bookings for 2002-2012 & 2014 and in % of overnights in 2013 and 2015-2025 !



ofrec Distribution channels for selected countries Hes-so// it

E HdEECA
o (n: 25-100)
Austria Ireland
Direct bookings: 59.9% - Direct bookings: 48.9%
« OTA share: 25.9% «  OTA/GDS share: 36.1%
Belgium Netherlands
Direct bookings: 45.0% (weighted) - Direct bookings: 40.7%
- OTA share: 44.5% (weighted) « OTA share: 43.0%
Denmark Slovakia
Direct bookings: 55.8% - Direct bookings: 55.2%
- OTA share: 33.8% «  OTA share: 26.0%
Finland Spain
Direct bookings: 62.7% - Direct bookings: 36.6%
- OTA share: 24.0% «  OTA share: 35.2%
France Traditional intermediaries: 22.6%

Direct bookings: 56.2%
- OTA share: 25.5%

Hungary

Direct bookings: 44.6%
- OTA share: 39.8%
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Market shares of distribution channels Hes-so0 /s

olrec 2025: Austria HEER -

. . . o ,
U.ane/gf?ted overall sample (87 valid observations for the Market share 2025 95 /o_confldence
distribution channels) interval
Direct - Phone 13.0 10.1 15.9
Direct - Mail / fax 0.3 -0.1 0.7
Direct - Walk-In (persons without reservation) 2.8 1.9 3.7
Direct - Contact fi ebsite (without availabilit
irec ontact form on own website (without availability 6.9 599 45 9.3
check)
Direct - Email 21.2 17.5 24.9
Direct - real ti ki ite with ilabilit
irect - real time booking over own website with availability 15.7 12.0 19.4
check
Destination Marketing Organization (DMO) / trade
o 14 0.5 23
associations 2.8
National Tourism Organization (NTO) 14 -0.4 3.2
Tour operator / Travel agency 5.1 2.5 7.7
Hotel chains and cooperations with CRS 0.3 -0.1 0.7
Wholesal .g. Hotel Touri Ili T hotel 7.7
olesaler (e.g. Hotelbeds, Tourico, Gulliver, Transhotel, 0.5 01 0.9
etc.)
Event and Congress organizer 1.8 0.7 2.9
Online Booking Agency (OTA) 25.9 21.4 30.4
Global Distribution System(s) (GDS) 0.8 27.3 0.2 1.4 Unweighted samples. Market
Social Media Channels 0.6 -0.1 1.3 shares in % of overnights.
Other diStribUtion Channels 24 24 00 48 HOTREC | European Hotel Distribution Study 2026 | 44




Weighted market shares of distribution Hes-so0 /s

WALLIS

OTrEeurocp% channels 2025: Austria HE=A

Survey: SME |Chain hotels| Weighted
hotels (n=75) | total (n=19) |values (n=94)
Weighting (keys*) 82.00% 18.00%
Direct - Phone 13.7 7.4 12.6
Direct - Mail / fax 0.3 0.1 0.3
Direct - Walk-ln (persons without 31 27 30
reservation)
Direct - Contact form on own 6.9 60.7 16 49.5 59 58.7
website (without availability check) ' : :
Direct - Email 21.9 12.2 20.2
Direct - real time booking over own
website with availability check e 256 ey
Destination Marketing Organization
o 1.5 0.0 1.2
(DMO) / trade associations
- . — 3.1 0.0 25
National Tourism Organization 16 00 13
(NTO) ' : '
Tour operator / Travel agency 5.0 2.7 4.6 Weighted samples. Market
Hotel chains and cooperations with 0.1 1 0 shares in % of overnights.
CRS . 6.9 . 18.3 . 8.9 *H h HTL 2024: DACH
Wholesaler (e.g. Hotelbeds, Tourico, ’ ’ ’ qrwart T
Gull T hotel. et 0.4 8.3 1.8 Region Hotel & Chains Report
ulliver, Transhotel, etc.) - 2024 (Germany, Austria and
Event and Congress organizer 1.4 6.1 2.3 Switzerland):
Online Booking Agency (OTA) 26.9 21.7 26.0 https://horwathhtl.com/publicati
on/dach-region-hotels-chains-
Global Distribution System(s) (GDS) e zmz e | s | ) 20 report-2024/
Social Media Channels 0.7 0.4 0.7
other distribution channels 1.3 1.3 64| 64 [22 2.2 HOTREC | European Hotel Distribution Study 2026 | 45




Market shares of distribution channels in

olrec - Hes-so///wls
Austria: 2011-2025 HECA
Unweighted samples Market share | Market share | Market share | Market share | Market share | Market share| Market share | Market share| DELTA (2021-
2025 (n=87) | 2023 (n=130) | 2021 (n=299)| 2019 (n=42) | 2017 (n=32) |2015 (n=130)| 2013 (n=58) |2011* (n=58) 2011)

Direct - Phone 13.0 141 16.6 20.7 19.3 14.1 13.9 15.3 -2.30
Direct - Mail / fax 0.3 1.2 0.8 0.5 1.2 1.7 2.0 3.1 -2.80
Direct - Walk-In (persons without reservation) 2.8 3.3 3.4 3.3 3.3 3.7 4.0 4.0 -1.20
Direct - Contact form on own website (without | ¢ | 599 | g4 | 591 | 98 |637 | 83 | 615 [9.1| 635 | 107|637 | 149 | 676|142 | 708 | 730 |-1090
availability check)
Direct - Email 21.2 19.1 23.8 21.8 22.0 24.7 25.6 27.6 -6.40
Direct - real time booking over own website with
availability check 15.7 13.0 9.4 7.0 8.6 8.8 7.2 6.6 9.10
Destination Marketing Organization (DMO) /
trade associations 14 12823 33 34 138 | 10 20 |2 15 16 122 | 38 |41 [ 23] 25 [ 2% | 030
National Tourism Organization (NTO) 1.4 1.0 0.4 1.0 0.3 0.6 0.5 0.2 1.20
Tour operator / Travel agency 5.1 4.9 3.8 6.3 5.3 6.3 7.9 9.6 -4.50
Hotel chains and cooperations with CRS 0.3 0.4 0.2 1.2 0.5 0.5 0.3 0.6 -0.30
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 7.7 7.0 5.0 8.2 10.5 10.2 10.9 11.7 -4.00
Transhotel, etc.) 0.5 0.7 0.4 1.3 24 1.3 0.9 0.50
Event and Congress organizer 1.8 1.0 0.7 0.6 2.3 2.1 1.8 1.5 0.30
Online Booking Agency (OTA) 25.9 28.4 25.7 24.6 21.8 21.2 15.4 12.6 13.30
Global Distribution System(s) (GDS) 0.8 273 | 0.5 29.5 02 | 265 29 | 280 (14| 233 0.8 |224| 04 (163 | 1.2 | 142 | -040 [13.10
Social Media Channels 0.6 0.6 0.6 0.6 0.1 0.4 0.5 0.4 0.20
other distribution channels 2.4 24 | 11 1.1 1.0 1.0 | 0.3 0.3 | 1.3 1.3 16 | 1.6 1.0 1.0 1.0 1.0 | 1.40 1.40

* Data source 2011: Schegg, R. & Fux, M. (2012). Die Macht der Buchungsportale. Resultate einer Online-Umfrage zur
Vertriebssituation auf den Hotelmarkten Deutschland, Osterreich und Schweiz fir das Jahr 2011. Studienbericht HES-SO Valais-Wallisrec | european Hotel Distribution Study 2026 | 46
fir IHA, OHV & HotellerieSuisse, Siders, Schweiz. http://etourism-monitor.ch/node/77




. . . . . Hes-so/// s
Hotrec Distribution trends in Austria: 2011-2025 s
Hospitality Europe [z S &
80
70.8
20 e 67.6
63.7 63.5 61.49 63.7
' 59.1 59.9
60 e —
50
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. 28.03 6.5 29.5 27.3
22.4 23.3
20 16.3
1.7 10.9 10.2 10.5 893 .
10 : 55 7.0 .
0 D o 2.2 15 195 38 58 28
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=== Direct distribution (hotel-guest)

====Trad. distribution partners

Unweighted samples. Market shares in % of overnights.

e===TOUrism organisations

Online travel agents (OTA, GDS etc.)
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ofrec

Europe

Weighted market shares of distribution

channels 2025: Belgium

Survey: SME | Chain hotels | Weighted

hotels (n=14) | total (n=14) |values (n=28)
Weighting (keys®) 75.00% 25.00%
Direct - Phone 7.1 3.8 6.3
Direct - Mail / fax 1.4 0.0 1.1
Direct - Walk-In (persons without
reservation) 2L (= il
Direct - Contact form on own website 59 48.5 0.7 34.3 46 45.0
(without availability check) : : )
Direct - Email 13.2 8.5 12.0
Direct - real time booking over own website
with availability check 13 AL 1Y
tI?:Z(t;naastlsc;rliI;‘/lt?;Eztlng Organization (DMO) / 05 0.0 0.4

0.5 0.0 0.4
National Tourism Organization (NTO) 0 e La
Tour operator / Travel agency 0.4 3.7 1.2
Hotel chains and cooperations with CRS 0.0 0.0 Lo
: 1.8 20.1 6.4

Wholesaler (e.g. Hotelbeds, Tourico, 00 125 31
Gulliver, Transhotel, etc.) : : :
Event and Congress organizer 1.4 3.9 2.0
Online Booking Agency (OTA) 48.8 31.6 44.5
Global Distribution System(s) (GDS) Lo omme ) BE s Ly she
Social Media Channels 0.4 0.0 0.3
other distribution channels 0.0 0.0 7.2 7.2 1.8 1.8

Hes-so// ik
Bl A

Weighted samples. Market shares
in % of overnights.

*

https://www.hotelchains.com/en/
belgium/
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ofrec

Europe

Market shares of distribution channels 2025 Hes-so0 /s
(values only from hotel chains): Croatia

Aggregated data

from chains (n=112)

Direct - Phone 7.2
Direct - Mail / fax 0.0
Direct - Walk-In (persons without reservation) 2.8
: : : S 30.6
Direct - Contact form on own website (without availability check) 0.1
Direct - Email 3.5
Direct - real time booking over own website with availability 170
check '
Destination Marketing Organization (DMO) / trade associations 0.0
0.0
National Tourism Organization (NTO) 0.0
Tour operator / Travel agency 7.3
Hotel chains and cooperations with CRS 0.0
26.7
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, Transhotel, etc.) 12.1
Event and Congress organizer 7.3
Online Booking Agency (OTA) 27.6
Global Distribution System(s) (GDS) 8.6 36.2
Social Media Channels 0.0
other distribution channels 6.5 6.5

WALLIS

BECA

Aggregated data from hotel
chains. In Croatia, branded or
internationally chained hotels are
still a minority in terms of humber
of properties, but they represent
roughly a quarter of the national
hotel stock in capacity (rooms).

Market shares in % of overnights.
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Market shares of distribution channels H s
O'I'r eC €S-S0/// waius
2025: Denmark HECA
, : . 5 .
U'ana/gI‘.)ted overall sample (33 valid observations for the Market share 2025 95 /o. confidence
distribution channels) interval
Direct - Phone 13.9 8.9 18.9
Direct - Mail / fax 4.9 0.6 9.2
Direct - Walk-In (persons without reservation) 1.7 1.1 2.3
Direct - Contact form on own website (without availability 37 558 19 55
check)
Direct - Email 19.0 12.7 25.3
Direct - real time booking over own website with availability 12.6 79 173
check
Destination Marketing Organization (DMOQO) / trade
s 1.1 0.1 21
associations 1.1
National Tourism Organization (NTO) 0.0 -0.1 0.1
Tour operator / Travel agency 2.9 0.6 5.2
Hotel chains and cooperations with CRS 0.2 -0.1 0.5
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, Transhotel, 5.7
0.1 -0.1 0.3
etc.)
Event and Congress organizer 2.5 -1.8 6.8
Online Booking Agency (OTA) 33.8 23.9 43.7
Global Distribution System(s) (GDS) 2.3 37.0 0.1 4.5 Unweighted samples. Market
Social Media Channels 0.9 -0.2 2.0 shares in % of overnights.
other distribution channels 0.3 0.3 -0.1 0.7 o hec | European Hotel Distribution Study 2026 | 50




ofrec Weighted market shares of distribution Hes.-so /s

WALLIS
channels 2025: Denmark BEEE
Survey: SME | Survey: chain Aggregated data |Chain hotels| Weighted
hotels (n=15) | hotels (n=16) from chain (n=8) | total (n=19) |values (n=39)

Weighting (keys®) 52.00% 48.00%
Direct - Phone 18.7 7.6 30.0 15.1 17.0
Direct - Mail / fax 7.1 0.4 0.0 0.3 3.8
Direct - Walk-In (persons without
reservation) 1.5 2.1 0.0 1.4 1.5
Direct - Contact form on own 61.8 45.3 48.0 46.2 54.3
website (without availability check) e 18 Ue Ui £k
Direct - Email 15.3 20.8 0.0 13.9 14.6
Direct - real time booking over own
website with availability check = Ues 18 e Uees
Destination Marketing Organization
(DMO) / trade associations 0:8 = 0k -1 o

- - — 0.3 1.7 0.0 1.1 0.7
National Tourism Organization 0.0 01 0.0 01 0.0
(NTO) . . . . .
Tour operator / Travel agency 5.6 0.8 0.0 0.5 3.2
Hotel chai d ti ith
C;g chains and cooperations wi 0.4 0.0 0.0 0.0 0.2
Wholesaler (e.g. Hotelbeds, Tourico, 01 6.2 0.2 56 0.0 0.0 01 3.7 01 5.0
Gulliver, Transhotel, etc.) : : : : :
Event and Congress organizer 0.1 4.6 0.0 3.1 1.5 *Horwarth HTL European Chains
Online Booking Agency (OTA) 28.4 432 41.0 425 35.2 & Hotels Report 2019
Global Distribution System(s) (GDS) 1.5 30.9 3.4 47.5 11.0 52.0 5.9 49.0 3.6 39.6 Marke.t ﬁft]ares in % of
Social Media Channels 1.0 0.9 0.0 0.6 0.8 overnights.
other distribution channels 0.7 0.7 0.0 0.0 0.0 0.0 00| 00 [04 0.4 |} i0TREC | European Hotel Distribution Study 2026 | 51




Market shares of distribution channels in

O‘l‘rec Hes-so// ik
Denmark: 2013-2025 HECA
Market share | Market share | Market share shg/lrzr;((a)tw Market share | Market share Market share | DELTA (2025-
2025 (n=33) | 2023 (n=120) | 2021 (n=66) (n=0) 2017 (n=31) 2015 (n=98) 2013 (n=73) 2015)
Direct - Phone 13.9 12.8 20.8 na 14.6 20.6 22.7 -8.8
Direct - Mail / fax 4.9 1.0 0.6 na 3.0 4.9 71 -2.2
elizsis el (RS 1.7 2.7 2.7 na 2.7 2.6 37 2.0
reservation)
Dlrect - Contact.f.orm on own website 37 55.8 47 43.0 26 59.6 na na 30 49.9 50 56.9 36 58.7 0.1 -2.9
(without availability check)
Direct - Email 19.0 12.3 19.4 na 14.7 14.9 13.9 5.1
Direct - real time booking over own
website with availability check e = Jede na 12 2R i e
Destination Marketing Organization
(DMO) / trade associations Y L% Jos | % Lo [™] ona | Y Jor | M 20 [ %] 16 | %2 | 05
National Tourism Organization (NTO) 0.0 0.2 0.2 na 0.3 0.7 0.7 -0.7
Tour operator / Travel agency 29 9.3 5.1 na 8.9 4.3 3.2 -0.3
Hotel chains and cooperations with CRS 0.2 8.3 3.8 na 2.2 3.7 4.2 -4.0
thlesaler (e.g. Hotelbeds, Tourico, 0.1 57 12 19.0 0.2 9.6 na na 192 15.5 18 111 09 9.5 0.8 -3.8
Gulliver, Transhotel, etc.)
Event and Congress organizer 2.5 0.2 0.5 na 3.1 1.2 1.2 1.3
Online Booking Agency (OTA) 33.8 27.6 27.6 na 25.8 24.7 22.8 111
Global Distribution System(s) (GDS) 23 37.0 2.9 33.1 1.4 295 | na na 5.9 32.3 2.9 28.5 4.3 275 | -2.0 9.6
Social Media Channels 0.9 2.6 0.6 na 0.6 1.0 0.4 0.5
other distribution channels 0.3 0.3 4.2 4.2 0.6 0.6 na na 1.5 1.5 1.4 1.4 2.8 2.8 -2.5 -2.5
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- - - - Hes.so VALAIS
Holrec Distribution trends in Denmark: 2013-2025 vt
Hospitality Europe [z S &
70
58.7 59.6
60 56.9 54.8 55.8
49.9
50 43
40 37.0
32.3 30.9 sos 33.1
28.5 : .
20 27.5
19
20 15.5 -
9.5 M e ' 9.6
10 — 5.7
0 146 =24 0.7 0.7 0.6 0.6 ==
2013 2015 2017 2019 2021 2023 2025

=== Direct distribution (hotel-guest)

====Trad. distribution partners

Unweighted samples. Market shares in % of overnights. Values 2019 interpolated

e===TOUrism organisations

Online travel agents (OTA, GDS etc.)

HOTREC | European Hotel Distribution Study 2026 | 53



Market shares of distribution channels Hes-so0 /s
O'I'r eC - €S-S0/// waius
2025: Finland HECA
. . . 5 .

U.ana/gI'.lted overall sample (41 valid observations for the Market share 2025 95 /o.confldence

distribution channels) interval

Direct - Phone 17.5 11.4 23.6

Direct - Mail / fax 0.9 -0.8 2.6

Direct - Walk-In (persons without reservation) 2.6 1.7 3.5

Direct - Contact form on own website (without availabilty 6.7 62.7 12 12.

check)

Direct - Email 14.0 10.6 17.4

Direct - real time booking over own website with availabilty 210 12.6 294

check

Destination Marketing Organization (DMO) / trade

_ 0.5 0.0 1.0

associations 0.5

National Tourism Organization (NTO) 0.0 0.0 0.0

Tour operator / Travel agency 5.9 2.6 9.2

Hotel chains and cooperations with CRS 0.8 -0.2 1.8

Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, Transhotel, 10.2

0.5 -0.1 1.1

etc.)

Event and Congress organizer 3.0 0.3 5.7

Online Booking Agency (OTA) 24.0 16.9 31.1

Glol?al Dlst.rlbutlon System(s) (GDS) 1.5 25.7 0.4 2.6 Unweighted samples.

Social Media Channels 0.2 -0.1 0.5 Market shares in % of

other distribution channels 0.9 0.9 -0.5 2.3 overnights.
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Market shares of distribution channels in

O‘l‘rec Hes-so// ik
Finland : 2013 to 2025 BE=B
Market share |Market share|Market share| Market share | Market share Market Market share | DELTA (2025-
2025 (n=41) | 2023 (n=53) | 2021 (n=51)| 2019 (n=40) ]2017 (n=109)| share 2015 | 2013 (n=66) 2013)

Direct - Phone 17.5 222 254 224 28.8 27.9 32.9 -15.4
Direct - Mail / fax 0.9 0.2 0.0 0.0 0.2 0.6 1.0 -0.1
Direct - Walk-in (persons without 2.6 3.0 3.8 3.9 43 4.9 5.0 2.4
reservation)
Dlrect - ConFact.f.orm on own website 6.7 62.7 77 66.2 4.9 63.8 47 56.8 57 62.9 6.4 65.2 59 69.8 08 -7.1
(without availability check)
Direct - Email 14.0 18.5 14.7 16.8 14.7 17.4 18.9 -4.9
Direct - real ti ki it

irect - real time booking over own website |, 14.6 15.0 8.9 9.1 7.9 6.2 14.8
with availability check
Destination Marketing Organization (DMO) / )
trade associations 0.5 0.5 0.2 0.2 0.4 0.4 12 1.2 0.6 0.7 0.6 0.9 2:3 2.5 18 -2.0
National Tourism Organization (NTO) 0.0 0.0 0.0 0.0 0.1 0.3 0.2 -0.2
Tour operator / Travel agency 5.9 4.3 1.5 5.7 5.5 5.3 5.7 0.2
Hotel chains and cooperations with CRS 0.8 1.0 0.5 1.1 1.7 3.1 1.3 -0.5
thlesaler (e.g. Hotelbeds, Tourico, 05 10.2 03 7.7 05 5.3 12 10.3 10 10.8 16 13.6 59 12.8 24 -2.6
Gulliver, Transhotel, etc.)
Event and Congress organizer 3.0 2.1 2.8 2.3 2.7 3.5 2.9 0.1
Online Booking Agency (OTA) 24.0 20.8 24.4 28.9 19.2 16.2 11.1 12.9
Global Distribution System(s) (GDS) 1.5 25.7 1.0 222 14 |265] 1.5 30.7 26 |223] 2.0 (184 18 | 132] -0.3 12.5
Social Media Channels 0.2 0.4 0.8 0.4 0.5 0.2 0.3 -0.1
other distribution channels 0.9 0.9 39 [39] 40 [40] 11 1.1 3.3 33| 20 |20 1.8 1.8 | -0.9 -0.9

Unweighted samples. Market shares in % of overnights.
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ofrec

Europe

Weighted market shares of distribution

channels 2025: Finland

Survey: SME [Chain hotels| Weighted
hotels (n=31) | total (n=33) |values (n=64)

Weighting (keys™) 50.00% 50.00%
Direct - Phone 16.0 20.3 18.1
Direct - Mail / fax 1.2 0.0 0.6
Direct - Walk-In (persons without
reservation) 13 oS 19
Direct - Contact form on own 8.1 63.3 0.4 52.6 49 58.0
website (without availability check) : : :
Direct - Email 14.1 54 9.7
Direct - real time booking over own 29 1 254 237
website with availability check ’ ) )
Destination Marketing Organization
(DMO) / trade associations B e e

: - — 0.6 0.0 0.3
National Tourism Organization 0.0 0.0 00
(NTO) ' ' '
Tour operator / Travel agency 5.7 3.4 4.6
Hotel chai d ti ith
C;g chains and cooperations wi 0.8 0.2 0.5
Wholesaler (e.g. Hotelbeds, Tourico, 01 103 05 7.2 03 8.8
Gulliver, Transhotel, etc.) : : :
Event and Congress organizer 3.7 3.1 3.4
Online Booking Agency (OTA) 23.4 30.5 27.0
Global Distribution System(s) (GDS) I 2l IR =
Social Media Channels 0.2 0.1 0.2
other distribution channels 1.1 1.1 0.1 0.1 0.6 0.6

Hes-so// ik
Bl A

Weighted samples. Market
shares in % of overnights.

*

https://www.hotelchains.com
/en/finland/
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olrec Weighted Market shares of distribution Hes-so///us
channels in Finland : 2013 to 2025 BE=0
Market share |Market share|Market share| Market share | Market share Market Market share | DELTA (2025-
2025 (n=64) | 2023 (n=93) | 2021 (n=53)| 2019 (n=91) ]2017 (n=116)| share 2015 | 2013 (n=66) 2013)
Direct - Phone 18.1 18.8 24.0 18.3 28.6 24.7 30.0 -11.9
Direct - Mail / fax 0.6 0.1 0.0 0.0 0.2 0.5 1.2 -0.6
Direct - Walk-In (persons without 15 2.4 3.4 3.1 40 45 5.6 4.0
reservation)
Dn:ect - Cont.act-f.orm on own website 49 58.0 37 65.4 43 60.4 117 51.2 4.9 65.1 55 63.2 592 67.6 10 -9.6
(without availability check)
Direct - Email 9.7 13.3 14.0 12.8 15.7 15.1 18.5 -8.8
Direct - real time booking over own website
with availability check 23.7 27.2 14.7 5.2 11.6 12.9 7.0 16.7
Destination Marketing Organization (DMO) / )
trade associations 0.3 0.3 0.1 1.0 0.4 0.4 0.9 0.9 0-5 0.5 0.4 0.5 2.0 2.2 7 -1.9
National Tourism Organization (NTO) 0.0 0.9 0.0 0.0 0.0 0.1 0.3 -0.3
Tour operator / Travel agency 4.6 5.4 1.8 5.1 4.5 4.0 5.1 -0.6
Hotel chains and cooperations with CRS 0.5 0.5 1.0 10.3 1.6 4.4 1.9 -1.4
Whglesaler (e.g. Hotelbeds, Tourico, 03 8.8 06 7.8 06 57 17 18.9 11 9.6 36 14.5 33 13.2 30 -4.4
Gulliver, Transhotel, etc.)
Event and Congress organizer 3.4 1.3 2.3 1.8 2.3 2.5 2.8 0.6
Online Booking Agency (OTA) 27.0 16.1 28.1 24.6 18.2 16.0 12.3 14.6
Global Distribution System(s) (GDS) 5.2 32.3 71 |234( 1.8 |30.5]( 3.6 28.5 3.3 220 41 |202] 25 |15.0] 27 17.3
Social Media Channels 0.2 0.2 0.6 0.3 0.5 0.1 0.2 -0.0
other distribution channels 0.6 0.6 24 | 24| 3.0 [3.0f 0.5 0.5 2.9 29| 16 [16]| 2.0 20 ] 14 -1.4

Weighted samples. Market shares in % of overnights.
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Hotrec Distribution trends in Finland: 2013 to 2025

Hospitality Europe
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Market shares of distribution channels 2025: ;¢ ., 7

WALLIS

ofrec

France HE=A
U.nwle/gf?ted overall sample (81 valid observations for the Market share 2025 95%. confidence
distribution channels) interval
Direct - Phone 19.7 16.4 23.0
Direct - Mail / fax 0.5 0.1 0.9
Direct - Walk-In (persons without reservation) 5.3 4.2 6.4
Direct - Contact form on own website (without availability 35 56.2 12 58
check)
Direct - Email 9.8 7.5 12.1
Direct - real time booking over own website with availability 17.4 14.6 20.2
check
Destln.at!on Marketing Organization (DMO) / trade 04 0.0 08
associations 0.9
National Tourism Organization (NTO) 0.5 -0.3 1.3
Tour operator / Travel agency 5.6 3.6 7.6
Hotel chains and cooperations with CRS 3.2 0.9 5.5
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, Transhotel, 24 13.2 11 3.7
etc.)
Event and Congress organizer 2.0 1.1 2.9
Online Booking Agency (OTA) 25.5 21.5 29.5
Global Distribution System(s) (GDS) 1.9 27.5 0.9 2.9
Social Media Channels 0.1 0.0 0.2 Unweighted samples. Market
other distribution channels 2.0 2.0 0.2 3.8 shares in % of overnights.
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Market shares of distribution channels in

O‘l‘rec Hes-so///vi
France: 2013 to 2025 HEE0

Unweiahted samples Market share | Market share | Market share | Market share | Market share | Market share | Market share | DELTA (2025-

g p 2025 (n=81) | 2023 (n=146) | 2021 (n=108)| 2019 (n=878) | 2017 (n=158) | 2015 (n=22) | 2013 (n=49) 2017)
Direct - Phone 19.7 20.5 21.8 25.0 26.3 18.9 20.9 -6.57
Direct - Mail / fax 0.5 0.3 1.1 1.7 1.6 1.9 2.3 -1.12
Direct - Walk-In (persons without reservation) 5.3 4.5 6.1 6.3 8.5 3.5 5.2 -3.16
Direct - Gontact form on own website (Without |5 | 565 | 29 | 528 | 41 |630| 45 | 583 | 37 |628| 22 |529| 31 |8587|-020 | -661
availability check)
Direct - Email 9.8 8.5 10.7 8.9 10.3 14.9 16.1 -0.47
Direct - real time booking over own website with
availability check 17.4 16.1 194 11.9 12.5 11.5 11.1 4.91
Destination Marketing Organization (DMO) /
trade associations 04 0.9 0.2 0.4 0.7 0.8 0.8 1.1 0.7 1.1 0.0 0.1 15 1.7 025 -0.19
National Tourism Organization (NTO) 0.5 0.2 0.1 0.3 0.4 0.1 0.2 0.06
Tour operator / Travel agency 5.6 5.1 3.6 4.2 3.8 3.7 5.9 1.80
Hotel chains and cooperations with CRS 3.2 2.2 1.6 2.0 2.5 0.3 1.1 0.75
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 13.2 11.6 7.0 9.5 9.2 12.8 10.1 3.97
Transhotel, etc.) 2.4 2.2 0.8 1.8 1.1 4.3 2.6 1.27
Event and Congress organizer 2.0 2.1 0.9 1.5 1.9 4.5 0.6 0.15
Online Booking Agency (OTA) 25.5 30.1 25.7 25.6 224 28.1 24.8 3.15
Global Distribution System(s) (GDS) 1.9 27.5 2.2 326 | 20 | 281 | 16 | 27.6 20 | 247 47 |[33.0| 26 | 276 |-0.06 [ 2.85
Social Media Channels 0.1 0.3 0.4 0.4 0.3 0.2 0.2 -0.24
other distribution channels 2.0 2.0 2.8 2.8 12 | 1.2 | 35 | 35 22 | 22 2.1 21| 24 | 24 [-0.22 | -0.22

Unweighted samples, number of observations for 2013 and 2015 not sufficient for reliable results.

Market shares in % of overnights.
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Unweighted samples, number of observations for 2013 (n=49) and 2015 (n=22) not sufficient for reliable results.
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Market shares of distribution channels Hes-so /s
=
olr ECp: 2025: Hungary a@se

Unweighted overall sample (64 valid Market 95% confidence
observations for the distribution channels) share 2025 interval
Direct - Phone 6.2 4.5 7.9
Direct - Mail / fax 0.2 -0.1 0.5
Direct - Walk-In (persons without reservation) 2.1 1.5 2.7
Direct - Contact form on own website (without 71 |44

availability check) : ; 3.6 10.6
Direct - Email 13.4 10.1 16.7
Direct - real time booking over own website with 15.6

availability check i 11.0 20.2
Destination Marketing Organization (DMOQO) / trade 0.1

associations ' 0.4 0.0 0.2
National Tourism Organization (NTO) 0.30 -0.2 0.8
Tour operator / Travel agency 6.0 3.7 8.3
Hotel chains and cooperations with CRS 2.0 0.2 3.8
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 26 12.5

Transhotel, etc.) ' 0.8 4.4
Event and Congress organizer 1.9 1.0 2.8
Online Booking Agency (OTA) 39.8 34.0 45.6
Global Distribution System(s) (GDS) 21 |422| 0.6 3.6
Social Media Channels 0.3 0.1 0.5 Unweighted sample. Market
other distribution channels 05 | 05| -01 1.1 shares in % of overnights.
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Market shares of distribution channels in

Hes-so// ik

Hungary: 2013 to 2025 BE=R

Market share | Market share | Market share| Market share Market share Market share | Market share DELTA

2025 (n=64) | 2023 (n=74) | 2021 (n=62) [ 2019 (n=51) 2017 (n=118) 2015 (n=78) | 2013 (n=76) |(2025-2013)
Direct - Phone 6.2 6.3 7.1 8.7 9.2 9.7 12.8 -6.6
Direct - Mail / fax 0.2 0.3 0.5 0.6 0.5 0.6 2.4 -2.2
Direct - Walk-In (persons without reservation) 21 2.0 2.0 2:3 3.3 31 3:5 4
Dlrgct - Qontact form on own website (without 71 44.6 6.6 45.6 45 48.4 8.8 49.0 6.6 41.5 117 47.7 1.9 56.7 48 -12.1
availability check)
Direct - Email 13.4 13.1 15.2 13.2 15.9 17.7 20.2 -6.8
Direct - real time booking over own website
with availability check 15.6 17.3 19.2 15.4 5.9 4.8 5.9 9.7
Destination Marketing Organization (DMO) / .
trade associations 01 0.4 0.0 0.1 01 0.2 04 0.6 0.2 0.8 01 0.2 0.8 1.5 0.7 -1.1
National Tourism Organization (NT Q) 0.30 0.1 0.1 0.2 0.6 0.1 0.7 -0.4
Tour operator / Travel agency 6.0 5.0 4.1 7.2 12.2 11.6 9.3 -3.3
Hotel chains and cooperations with CRS 2.0 2.5 3.3 14 0.7 0.7 1.0 1.0
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 26 12.5 192 14.3 o8 13.0 15 13.6 34 201 55 22.4 46 19.2 20 -6.7
Transhotel, etc.)
Event and Congress organizer 1.9 5.6 2.9 3.5 3.8 4.5 4.4 -2.5
Online Booking Agency (OTA) 39.8 36.8 334 33.5 33.5 25.8 19.1 20.7
Global Distribution System(s) (GDS) 2.1 422 | 0.7 [ 379 | 1.2 | 356 | 0.6 35.1 1.2 35.2 0.6 26.9 19 | 214 ] 0.2 [20.8
Social Media Channels 0.3 0.4 1.0 1.0 0.5 0.6 0.4 -0.1
other distribution channels 0.5 0.5 2.1 2.1 28 | 2.8 1.8 1.8 2.5 2.5 2.9 2.9 1.2 1.2 |-0.7 | -0.7

Unweighted samples. Market shares in % of overnights.
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Holrec Distribution trends in Hungary: 2013 to 2025 Hes-so// i
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Market shares of distribution channels Hes.so /s
gires 2025: Ireland e

. . . 5 ,
U.nw.e/gf?ted overall sample (44 valid observations for the Market share 2025 95 /o. confidence
distribution channels) interval
Direct - Phone 16.6 12.2 21.0
Direct - Mail / fax 24 0.7 4.1
Direct - Walk-In (persons without reservation) 1.8 1.1 2.5
Direct - Contact form on own website (without availability 33 48.9 14 59
check)
Direct - Email 6.9 4.8 9.0
Direct - real time booking over own website with availability 17.9 14.0 218
check
Destination Marketing Organization (DMO) / trade

L 0.8 0.1 1.5
associations 0.8
National Tourism Organization (NTO) 0.0 0.0 0.0
Tour operator / Travel agency 8.9 5.6 12.2
Hotel chains and cooperations with CRS 0.2 -0.1 0.5
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, Transhotel, 13.0

1.2 0.4 2.0

etc.)
Event and Congress organizer 2.7 1.1 4.3
Online Booking Agency (OTA) 31.0 26.6 35.4
Global Distribution System(s) (GDS) 4.1 36.1 2.4 5.8
SOCiaI Media Channels 10 03 1.7 Market shares in % of
other distribution channels 1.4 1.4 -0.2 3.0 overnights.
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Market shares of distribution channels in

O‘l‘rec Hes-so/)/ws
Ireland: 2013 to 2025 HE=A
Market share | Market share | Market share | Market share | Market share [ Market share Market share DELTA (2025-
2025 (n=44) 2023 (n=37) | 2021 (n=28) 2019 (n=59) | 2017 (n=28) | 2015 (n=55) 2013 (n=33) 2013)

Direct - Phone 16.6 17.7 21.9 17.7 20.4 20.8 26.0 -9.43
Direct - Mail / fax 2.4 2.4 0.9 1.4 1.5 1.7 1.8 0.61
Direct - Walk-In (persons without reservation) 1.8 2.1 1.9 2.1 5.5 4.2 5.8 -3.99
Direct - Contact form on own website (without | = 5 | 4o o | 37 | 580 | 30 | 634 | 42 | 483 | 33 |541| 33 | 511 | 38 | 594 | -049 |-1047
availability check)
Direct - Email 6.9 9.8 11.6 8.4 10.2 6.6 9.6 -2.68
Direct - real time booking over own website
with availability check 17.9 22.3 231 14.5 13.1 14.6 124 5.51
Destination Marketing Organization (DMO) /
trade associations 0.8 0.8 11 1.3 0.1 0.1 0.9 1.1 03 0.6 12 1.7 11 1.6 0.32 -0.84
National Tourism Organization (NTO) 0.0 0.2 0.1 0.2 0.4 0.4 0.5 -0.52
Tour operator / Travel agency 8.9 7.6 4.8 9.8 7.3 1.1 11.0 -2.07
Hotel chains and cooperations with CRS 0.2 0.2 1.0 1.3 0.1 1.0 1.9 -1.74
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 12 13.0 16 12.8 06 9.5 16 14.6 42 14.0 21 16.1 42 18.4 3.04 -5.36
Transhotel, etc.)
Event and Congress organizer 2.7 3.4 3.1 2.0 2.5 1.9 1.2 1.49
Online Booking Agency (OTA) 31.0 22.4 24.0 29.5 26.7 25.7 15.3 15.73
Global Distribution System(s) (GDS) 4.1 36.1 1.5 | 25.1 24 | 26.6 385 34.1 34 | 312 24 29.1 2.4 18.6 1.68 |17.53
Social Media Channels 1.0 1.2 0.2 1.1 1.1 1.0 0.9 0.12
other distribution channels 1.4 14 | 28 | 28 [ 04 | 04 1.8 1.8 | 02 | 02 | 2.1 2.1 2.1 21 | -0.66 | -0.66

Unweighted sample. Market shares in % of overnights.
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Market shares of distribution channels 2025: Hes.so /s

WALLIS

ofrec

Netherlands BE=R
. . : 5 .
U.nw?/gl'{ted overall sample (25 valid observations for the Market share 2025 95 /o' confidence
distribution channels) interval
Direct - Phone 7.6 3.9 11.3
Direct - Mail / fax 1.8 0.2 3.4
Direct - Walk-In (persons without reservation) 0.8 0.3 1.3
Direct - Contact form on own website (without availability 45 40.7 0.8 8.9
check)
Direct - Email 8.4 4.4 12.4
Direct - real time booking over own website with availability 176 12.0 232
check
Destination Marketing Organization (DMO) / trade
L 0.0 -0.1 0.1
associations 0.0
National Tourism Organization (NTO) 0.0 0.00 0.0
Tour operator / Travel agency 6.3 -2.1 14.7
Hotel chains and cooperations with CRS 0.6 -0.6 1.8
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, Transhotel, 12.8
1.4 0.1 2.7
etc.)
Event and Congress organizer 4.5 0.9 8.1
Online Booking Agency (OTA) 43.0 34.2 51.8
Global Distribution System(s) (GDS) 1.8 44.9 -0.1 3.7
Social Media Channels 0.1 0.0 0.2 Market shares in % of
other distribution channels 1.6 1.6 -1.4 4.6 overnights.
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Europe

Weighted market shares of distribution
channels 2025: Netherlands

Survey: SME |Chain hotels| Weighted
hotels (n=20) | total (n=31) |values (n=51)

Weighting (keys®) 40.00% 60.00%
Direct - Phone 8.4 3.8 5.6
Direct - Mail / fax 1.7 0.4 0.9
Direct - Walk-In (persons without
reservation) L 17 1
Direct - Contact form on own 5.4 42.0 0.3 31.2 24 35.5
website (without availability check) : : :
Direct - Email 9.8 5.2 7.0
Direct - real time booking over own 15.7 19.8 18.2
website with availability check : : :
Destination Marketln.g Qrganlzatlon 01 00 0.0
(DMOQ) / trade associations

- - — 0.1 0.0 0.0
National Tourism Organization 0.0 00 00
(NTO) ) ) )
Tour operator / Travel agency 6.1 3.6 4.6
Hotel chai d ti ith
CcF){g chains and cooperations wi 0.8 0.0 0.3
Wholesaler (e.g. Hotelbeds, Tourico, 13 118 10.2 22.2 6.7 18.1
Gulliver, Transhotel, etc.) : : :
Event and Congress organizer 3.6 8.3 6.4
Online Booking Agency (OTA) 447 30.9 36.4
Global Distribution System(s) (GDs) | 6| 464 |[47| 356 |35 399
Social Media Channels 0.1 0.0 0.0
other distribution channels 0.1 0.1 11.0] 11.0 [ 6.6 6.6

Hes-so// ik
Bl A

Market shares in % of
overnights. Data for chain
hotels from survey and from
aggregated data from 1
chain.

*Horwarth HTL European
Chains & Hotels Report 2019
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Market shares of distribution channels in

O‘l‘rec Hes-so// ik
Netherlands: 2013 to 2025 BEEA
Market share | Market share | Market share | Market share | Market share | Market share | Market share [DELTA (2023-
2025 (n=25) (2023 (n=124)|2021 (n=131)| 2019 (n=6) [2017 (n=147)| 2015 (n=2) | 2013 (n=6) 2017)

Direct - Phone 7.6 9.3 11.0 na 12.4 na na -3.1
Direct - Mail / fax 1.8 4.3 5.1 na 6.0 na na -1.7
Direct - Walk-ln (persons without 08 29 28 na 27 na na 05
reservation)
Dlrect - ConFact.f.orm on own website 45 40.7 29 47.5 23 46.3 na 26 459 na na 03 1.6
(without availability check)
Direct - Email 8.4 9.7 9.1 na 11.7 na na -2.0
Direct - real time booki bsit

Irect - real ime booKing over own websiie | 417 6 19.1 16.2 na 10.5 na na 8.6
with availability check
Destination Marketing Organization (DMQO) / )
trade associations 00 1 g0 [ %% | 03| %2 ] g | ™ 05 | g5 [ M@ na 02 1 52
National Tourism Organization (NTO) 0.0 0.0 0.0 na 0.1 na na -0.1
Tour operator / Travel agency 6.3 2.0 24 na 3.2 na na -1.2
Hotel chains and cooperations with CRS 0.6 0.5 1.3 na 0.4 na na 0.1
Whglesaler (e.g. Hotelbeds, Tourico, 14 12.8 13 54 08 5.6 na 09 5.3 na na 0.4 0.1
Gulliver, Transhotel, etc.)
Event and Congress organizer 4.5 1.6 1.1 na 0.9 na na 0.7
Online Booking Agency (OTA) 43.0 44.3 45.9 na 44.8 na na -0.5
Global Distribution System(s) (GDS) 18 | 449 | 13 | 459 | 0.6 | 47.0 na 1.8 | 47.2 na na -05 |-1.3
Social Media Channels 0.1 0.3 0.5 na 0.6 na na -0.3
other distribution channels 1.6 1.6 1.0 1.0 0.8 0.8 na na 1.1 1.1 na na na na -0.1 -0.1

Unweighted samples. Market shares in % of overnights.
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Market shares of distribution channels

2025: Slovakia

Unweighted overall sample (39 valid

Market share

95% confidence

observations for the distribution channels) 2025 interval
Direct - Phone 10.5 8.2 12.8
Direct - Mail / fax 1.0 -0.2 2.2
Direct - Walk-In (persons without 50
reservation) ; 4.0 6.0
Direct - Contact form on own website 35 55.2 13 5.7
(without availability check) ; ' '
Direct - Email 19.3 15.6 23.0
Direct - real time booking over own website
with availability check (== 104 1 214
Destination Marketing Organization (DMO) /

- 0.2 -0.1 0.5
trade associations 0.2
National Tourism Organization (NTO) 0.0 0.0 0.0
Tour operator / Travel agency 4.6 2.9 6.3
Hotel chains and cooperations with CRS 0.0 0.0 0.0
Wholesaler (e.g. Hotelbeds, Tourico, 0.7 12.4 0.0 14
Gulliver, Transhotel, etc.) : ' )
Event and Congress organizer 71 3.4 10.8
Online Booking Agency (OTA) 26.0 20.0 32.0
Global Distribution System(s) (GDS) 3.7 30.6 0.2 7.2
Social Media Channels 0.9 0.2 1.6
other distribution channels 1.5 1.5 -09 3.9°™R

Hes-so// ik
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Market shares in % of
overnights.
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Weighted market shares of distribution Hes.so/J/us
channels 2025: Slovakia BEC0

Survey: SME |Chain hotels| Weighted
hotels (n=33) | total (n=24) |values (n=57)

o’rrec_;

Weighting (keys®) 95.00% 5.00%
Direct - Phone 10.0 2.6 9.6
Direct - Mail / fax 1.2 0.0 1.1
Direct - Walk-In (persons without
reservation) S2 IS Al
Direct - Contact form on own 54.8 69.6 55.5
website (without availability check) gL LE Sl
Direct - Email 19.6 5.7 18.9
Direct - real time booking over own
website with availability check = St g
Destination Marketln'g Qrganlzatlon 0.2 0.2 02
(DMO) / trade associations

- - — 0.2 0.2 0.2
National Tourism Organization
(NTO) 0.0 0.0 0.0
Tour operator / Travel agency 5.1 7.7 5.2
(H:Etgl chains and cooperations with 0.0 0.0 00
Wholesaler (e.g. Hotelbeds, Tourico, 05 2 0.2 L 05 126
Gulliver, Transhotel, etc.) ’ ’ ’
Event and Congress organizer 6.7 11.1 6.9
Online Booking Agency (OTA) 27.2 10.2 26.4

i 0]

Global Distribution System(s) (Gps) | &1 | 311 | 08] 11.3 130} 301 yférrﬁ;ﬁ?sares n % of
Social Media Channels 0.8 0.2 0.8
other distribution channels 1.7 17 [00| 00 [16] 16 HOTREC | European Hotel istribution Study 2026 | 74




otrec Market_ shares of distribution channels in Hes-so /s
Irope Slovakia: 2023 and 2025 H@=n

Market share | Market share |DELTA (2025-
2025 (n=39) | 2023 (n=71) 2023)

Direct - Phone 10.5 16.9 -6.4

Direct - Mail / fax 1.0 1.1 -0.1

Direct - Walk-In (persons without 5.0 45 0.5

reservation)

Direct - Contact form on own website 3.5 55.2 43 58.1 08 -2.9

(without availability check) ] i '

Direct - Email 19.3 17.0 2.3

Direct - real time booking over own website

with availability check e Jasg 1

Destination Marketing Organization (DMO) / 0.2 0.1 I 0.1

trade associations ' 0.2 ' 0.1 ] 0.1

National Tourism Organization (NTO) 0.0 0.0 0.0

Tour operator / Travel agency 4.6 4.2 [ 04

Hotel chains and cooperations with CRS 0.0 0.1 -0.1

Wholesaler (e.g. Hotelbeds, Tourico, 12.4 11.6 0.8
. 0.7 2.2 -1.5

Gulliver, Transhotel, etc.)

Event and Congress organizer 7.1 5.1 2.0

Online Booking Agency (OTA) 26.0 22.5 [ 35

Global Distribution System(s) (GDS) 37 | 306 22 | 260 15 4.6

Social Media Channels 0.9 1.3 -0.4

other distribution channels 1.5 1.5 4.3 4.3 r -2.8 | -2.8

. . . HOTREC | E Hotel Distributi Study 2026 | 75
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Ofrec Distribution trends in Slovakia: 2023 to 2025 Hes-so /i

Europe [z S &
70
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0
2023 2025
=== Direct distribution (hotel-guest) e===TOUrism organisations
Trad. distribution partners Online travel agents (OTA, GDS etc.)
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Market shares of distribution channels

2025: Spain

Unweighted overall sample (49 valid

Market share

95% confidence

observations for the distribution channels) 2025 interval
Direct - Phone 7.2 3.5 10.9
Direct - Mail / fax 2.7 0.6 4.8
Direct - Walk-In (persons without 17

reservation) ; 1.1 2.3
Dlr'ect - Con’Fact.f.orm on own website 43 36.6 17 6.9
(without availability check)

Direct - Email 6.7 4.5 8.9
Direct - real time booking over own website

with availability check el 103 | 177
Destination Marketing Organization (DMO) /

trade associations e 0.7 0.5 19
National Tourism Organization (NTO) 0.0 0.0 0.0
Tour operator / Travel agency 11.7 7.2 16.2
Hotel chains and cooperations with CRS 4.3 1.3 7.3
Wholesaler (e.g. Hotelbeds, Tourico, 22.6

Gulliver, Transhotel, etc.) 3.3 1.7 4.9
Event and Congress organizer 3.3 1.8 4.8
Online Booking Agency (OTA) 35.2 28.0 42.4
Global Distribution System(s) (GDS) 3.2 38.6 1.5 4.9
Social Media Channels 0.2 -0.1 0.5
other distribution channels 1.7 1.7 0.0 3.40R

Hes-so// ik
Bl A

Market shares in % of
overnights.
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Europe

Weighted market shares of distribution

channels 2025: Spain

Survey: SME | Chain hotels Weighted
hotels (n=25) | total (n=107) |values (n=132)
Weighting (keys®) 44.00% 56.00%
Direct - Phone 11.2 4.6 7.5
Direct - Mail / fax 3.0 0.5 1.6
Direct - Walk-ln (persons without 20 27 24
reservation)
Direct - Contact form on own 5.1 42.4 0.8 28.4 07 34.5
website (without availability check) : : :
Direct - Email 8.4 2.2 4.9
Direct - real time booking over own
website with availability check 2.y lge 1848
Destination Marketln.g Qrganlzatlon 13 00 06
(DMO) / trade associations
: : — 1.3 0.0 0.6
National Tourism Organization 00 00 00
(NTO) ' ) '
Tour operator / Travel agency 6.4 7.6 71
Hotel chains and cooperations with
5.2 20.9 14.0
CRS 16.6 39.6 29.5
Wholesaler (e.g. Hotelbeds, Tourico, 20 ’ 10 ' 14 ’
Gulliver, Transhotel, etc.) ) ' )
Event and Congress organizer 3.0 10.0 6.9
Online Booking Agency (OTA) 34.1 17.2 24.7
Global Distribution System(s) (GDS) 24 S8 6.8 | 24.1 G 22
Social Media Channels 0.2 0.0 0.1
other distribution channels 2.8 2.8 8.0 8.0 5.7 5.7

Hes-so// ik
Bl A

Weighted Market shares in
% of overnights. Data for
chain hotels from survey
and from aggregated data
from chain.

*Horwarth HTL European
Chains & Hotels Report 2019
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otrec Market shares of distribution channels in Spain: yeg. 0/
2013 to 2025 BEEA
Market share | Market share | Market share | Market share | Market share | Market share | Market share |[DELTA (2025-
2025 (n=49) | 2023 (n=71) | 2021 (n=62) | 2019 (n=57) | 2017 (n=156)2015 (n=132)| 2013 (n=153) 2013)
Direct - Phone 7.2 7.7 12.0 9.9 7.9 10.5 16.7 -9.5
Direct - Mail / fax 2.7 1.8 2.5 0.5 1.3 1.8 2.7 0.0
Direct - Walk-In (persons without 17 29 3.8 29 3.2 3.7 6.1 44
reservation) ; ' ' ' ; ' ' '

i - ' 36.6 34.4 41.4 33.2 32.1 37.2 43.6 -7.0
Direct - Contact form on own website 43 3.9 3.4 2.2 33 2.6 3.3 1.0
(without availability check)

Direct - Email 6.7 5.9 6.5 7.7 6.4 8.4 6.5 0.2

Direct - real time booking over own website

with availability check 14.0 12.9 13.2 9.9 9.9 10.2 8.3 5.7
Destination Marketing Organization (DMO) /

trade associations 0.7 0.7 0.2 0.2 0.0 0.0 0.7 0.7 13 1.4 11 1.3 0.3 0.4 0.4 0.3
National Tourism Organization (NTO) 0.0 0.0 0.0 0.0 0.1 0.1 0.1 -0.1

Tour operator / Travel agency 11.7 18.9 12.3 11.9 15.3 12.7 16.0 -4.3

Hotel chains and cooperations with CRS 4.3 0.9 14 1.5 2.2 2.6 3.6 0.7
Whglesaler (e.g. Hotelbeds, Tourico, 33 22.6 46 271 59 21.6 6.9 22.6 78 30.4 90 28.4 86 30.2 53 -7.6
Gulliver, Transhotel, etc.)

Event and Congress organizer 3.3 2.7 2.7 2.3 5.1 4.0 2.0 1.3

Online Booking Agency (OTA) 35.2 36.3 32.0 38.1 30.8 27.6 21.7 13.6

Global Distribution System(s) (GDS) 32 [386] 15 | 380) 23 | 344 | 33 |415| 42 | 351 | 36 [315] 19 [ 240]| 1.3 |14.6
Social Media Channels 0.2 0.2 0.1 0.1 0.2 0.3 0.5 -0.3

other distribution channels 1.7 1.7 0.3 0.3 2.6 2.6 2.1 2.1 1.1 1.1 1.7 1.7 1.8 1.8 | -0.1 |-0.1

Unweighted sample. Market shares in % of overnights.
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Hofrec Distribution trends in Spain: 2013 to 2025 Hes-so /it
Hospitality Europe [z S &
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20 22.6 216 22.6
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Trad. distribution partners Online travel agents (OTA, GDS etc.)
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Analysis of direct booking market shares
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Europe

Direct booking shares for selected countries

272)

Country 2025|2023 | 2021 | 2019 |2017| 2015 2013
Austria (87/99/40/32/130/ 58/ 130) 59.9 | 59.1 | 63.7 | 61.5 |63.4| 63.6 67.6
Croatia (85/86/81/32/0/26),

na 46.9 | 33.3 | 29.6 |51.3| na 52.4
weighted values 2019 and 2021
Czech Republic(72/90/69/65/51/82) na | 50.2 | 53.8 | 54.6 |56.3| 54.4 58.0
Denmark (33/120/66/0/31/98/73) 558 | 43 | 59.6 49.9 | 56.8 58.7
Finland (41*/93/53/91/109 /50 / 66), weighted 626 | 654 | 604 | 51.2 |62.9] 65.2 69.8
values & *unweighted
France (81/146/108 /878 /158 /22 /49) 56.3 | 52.8 | 63.0 | 58.3 |62.8| 52.0 58.7
Germany (sas+/747/1258/1028/1038/994/ | g5 | sg5 | 589 | 585 |61.0| 63.5 | 63.7
966), weighted values & *unweighted
Greece (128/169/236/179 /121 /177 / 266) 40.3 | 42.3 | 45.7 | 44.6 |43.2| 484 54.9
Hungary (88/69/77/130/98/75), weighted | 4 o | 431 | 461 | 204 |20.6| 47.8 | 57.3
values
Italy (539 /494 /574 /601 /344 /260 / 101%) 64.1 | 63.7 | 67.3 | 59.7 |64.1| 59.3 na
Spain (49/71/62/57 /156 /132 /153) 36.4 | 344 | 41.3 | 33.2 |32.1]| 37.2 43.6
Sweden (113/39/61/108/140/73*/17% 54.4 | 46.7 | 55.6 | 51.8 [53.7|38.9* 74.7
Switzerland (165 /186 /245 /287 /252 /226 / 535 | 601 | 636 | 575 |592| 60.7 63.7

Number of observations in brackets for 2025, 2023, 2021, 2019, 2017, 2015 and 2013 respectively. Values

Hes-so// ik
BEEPA

Direct booking remains the dominant
distribution channel in most European
markets, although substantial
differences persist between countries.
Italy, Finland, Austria, Germany and
Switzerland continue to record the
highest direct booking shares, whereas
Spain, Greece and Hungary remain with
low direct booking proportions. Changes
since 2023 are generally modest,
indicating a mature and stable
distribution landscape rather than major
structural shifts. Over the longer term
(2013-2025), several countries have
experienced a gradual decline in direct
booking shares - particularly Austria,
Germany, Greece and Switzerland -
while others, such as Spain and
Hungary, have partially recovered after
reaching lows around 2017-2019.
Overall, no common European trend is
observed, suggesting that national
market structures and distribution
strategies remain the main drivers of
direct booking performance.

marked in gray and italic when n<=35 or italic when data n <50. Values marked with * have a reliability issue.
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Direct booking shares for selected countries Hes-so /s
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Direct booking shares by segment 2025

Europe (overall sample Europe)
one season
open all year two seasons one season .
. . ; ) business Total
Seasonality round business business (winter)
(summer)
53.5% 62.0% 59.0% 43.4% 53.0%
other
1* 2% 3* 4* 5% Total
Star category category
73.4% 53.1% 57.6% 50.5% 45.9% 63.0% 54.3%
. Less than 20 From 20 to 50 From 50 to 100 100 and over Total
Size of hotel (rooms)
59.1% 59.5% 53.1% 45.1% 55.4%
Main customer Business Vacation / leisure MICE Other segment Total
segments of hotels 56.4% 53.8% 58.2% 63.0% 55.0%
City between City between
City with more ! y' W l y‘ W small city (less
. 50'000 and 10'000 and :
. than 250'000 than 10'000 Total
Location of hotel (l) ) . 250'000 50'000 . ]
inhabitants . ) . . inhabitants)
inhabitants inhabitants
36.1% 50.8% 60.0% 62.1% 55.3%
Alpine / Mountain Other
. Seaside pine / . dntal Rural region Urban area ) Total
Location of hotel () regions location
54.5% 64.5% 64.8% 45.8% 59.2% 55.40%
Independent X Hotel
Hotel chain X Total
Type of hotel hotel cooperation
55.2% 42.7% 55.2% 52.9%

Hes-so// ik
AEEDE

Direct booking shares remained
remarkably stable between 2023
and 2025, confirming a mature and
resilient distribution landscape.
Higher direct booking shares
continue to be found among small,
independent hotels and properties
in small towns, alpine and rural
destinations. Lower direct booking
shares remain typical of large,
chain-affiliated, urban and higher-
category hotels, reflecting their
stronger reliance on OTA
distribution. The segment profile
changed very little over the two-
year period, suggesting that hotel
characteristics remain the main
driver of direct booking
performance rather than broader
market developments.

Values highlighted in blue are significantly
higher than sample average. Cells marked in
orange are significantly lower.
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Europe

OTA market shares 2013 to 2025 for
selected countries

2025 2023 2021 2019 2017 2015 2013
Austria (87/130/299/40/32/130/58) 25.9 28.4 25.7 24.6 21.8 21.2 15.4
Croatia (85/86/81/32/0/ 26), weighted values na 203 78,2 0.9 19.5 na 11.8
2019 2021
Czech Republic (72/90/69/65/ 52/ 82) na 35.7 31.4 28.7 25.6 23.7 18.1
Denmark(33/120/66/0/31/120/73) 33.8 27.6 27.6 na 25.8 20.9 22.8
Flnlé.\nd(41*/93/53/91/116/77/66),weighted& 24 16.1 24.6 18.3 16.0 1.1
*unweighted 28.1
France (81/146/108/878 /158 /22 /49) 25.5 30.1 25.7 25.6 22.4 28.1 24.8
Germany (s4s7,747/1228/1028/1038/9%4/ | 319 | 315 | 328 | 2096 | 27.8 | 241 20.9
966), weighted & *unweighted
Greece (128 /169 /236 /179 /121 /179 / 266) 27 23.5 22.4 20.4 23.6 22.9 16.3
Hungary (e4+/ss/69/77/130/78 / 76), 39.8 | 37.8 339 | 329 | 258 19.1
weighted & * unweighted 34.1
Italy (539/494 /574 /601 /344 /260/101) 21.1 22.3 21.6 24.1 20.3 20.5 na*
Spain (50/138/62 /57 /156 /132 / 153) 35.3 23.8 32.0 38.1 30.8 27.6 21.7
Sweden (113/39/61/108 /219 /157 /17) 30.8 37.3 31.2 30.9 24.7 18.6 11.8
Switzerland (165186 /245 /287 /252 /226 / 59.3 979 26.9 28.6 97 7 20.6 194

272)

Number of observations in brackets for 2025, 2023, 2021, 2019, 2017, 2015 and 2013 respectively. Values marked in
gray and italic when n<=35 or italic when data n <50. Values marked with * have a reliability issue.

Hes-so// ik
AEEDE

Long-term trend: OTA market
shares have generally increased
across Europe since 2013, although
growth has slowed in recent years,
suggesting a more mature
distribution landscape. 2023-2025:
Most countries show only modest
changes, with Denmark, Spain and
Hungary recording the strongest
increases, while France, Finland
and Sweden experienced slight
declines. Country differences
remain substantial: Hungary, Spain
and Denmark exhibit the highest
OTA reliance, whereas Italy,
Austria and Finland continue to
report comparatively lower OTA
shares. No common European
trajectory is observed. National
differences remain pronounced,
reflecting country-specific market
structures, customer behaviour,
and hotel distribution strategies
rather than a uniform shift toward
or away from OTAs.
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OTA market shares by segment 2025

(overall sample Europe)

Europe
one season
open all year two seasons one season )
. . . . business Total
Seasonality round business business (winter)
(summer)
31.8% 23.7% 19.9% 25.7% 30.4%
th
1* 2 3* 4 5* O rotal
Star category category
22.6% 30.2% 28.0% 28.4% 24.2% 25.9% 27.9%
. Less than 20 From 20 to 50 From 50 to 100 100 and over Total
Size of hotel (rooms)
31.3% 27.7% 27.9% 26.5% 28.4%
Main customer Business Vacation / leisure MICE Other segment Total
segments of hotels 28.1% 29.3% 19.5% 21.8% 28.4%
City between City between .
City with more small city (less
t'hi :\N I250'000 50'000 and 101000 and than 1|0Yc§oo Total
Location of hotel (1) . ) 250'000 50'000 . .
inhabitants . . ) ) inhabitants)
inhabitants inhabitants
42.2% 31.0% 25.1% 24.2% 28.7%
Alpi Mountai Other
X Seaside pine / i ountain Rural region Urban area X Total
Location of hotel (I1) regions location
25.1% 22.4% 24.2% 36.0% 26.5% 28.50%
Ind dent Hotel
ndependen Hotel chain ° . Total
Type of hotel hotel cooperation
30.8% 31.5% 29.7% 30.8%

Hes-so// ik
HEET A

Overall OTA dependence remained
largely stable between 2023 and
2025, with only a slight increase.
Segment patterns also changed
very little, confirming that OTA
reliance is driven mainly by
structural hotel characteristics
rather than short-term market
developments. Hotel size, location,
business model and customer mix
remain the key determinants. While
OTA market shares have stabilized
at around 30%, urban and
internationally  oriented hotels
continue to rely more heavily on
OTAs, whereas seasonal,
destination-based and MICE-
focused hotels maintain stronger
direct distribution. These findings
reinforce earlier European research
showing that OTA usage is
primarily = shaped by market
positioning and bargaining power
rather than temporary market
fluctuations.

Values highlighted in blue are significantly

higher than sample average. Cells marked
in red are significantly lower.
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Online Booking Agency (OTA)

Effective responses. 1,847 Mean: 27.8
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The distribution of OTA dependence is highly skewed toward lower reliance. Nearly one quarter of hotels generate less than
10% of their room nights through OTAs, while the average OTA market share is 27.8%. Nevertheless, a substantial
proportion of hotels remain highly dependent on OTAs, with around one third generating 30% or more of their bookings
through these platforms, illustrating the wide diversity of distribution strategies across the European hotel industry.
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of major OTAs in Europe (2013-2025)

60.0
2013 (n=1736) 14.%6 E

62.9
2015 (n=1879) 16.8
11.9
66.4
2017 (n=2062) 16.6
9.0
68.4
2019 (n=1760) 16.3
7.2
71.2
2021 (n=2608) 12.5
6.7
71
2023 (n=1950) 14.4
4.6
68.8
2025 (n=1591) 16.6
3.5
0 10 20 30 40 50 60 70 80

H Booking Holdings  ® Expedia Group B HRS Group

Unweighted relative market shares (in %)

Hes-so/// vl
HEEDA
Europe 2025
(n=1591)

Agoda 2.7
Booking.com 66.1
Booking Holdings 68.8
HRS 2.7
hotel.ch 0.0
Hotel.de 0.8
Tiscover 0.0
HRS (total) 3.5
Expedia 13.2
Hotels.com 2.5
eBookers 0.8
Orbitz Travel 0.1
Expedia Group 16.6
TOTAL 88.9

= Airbnb:1,4%
= Trip.com: 0,6%
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Unweighted relative market shares (in %) of

olrec ' e =S Hes-so// v
Europe major OTAs for selected countries in 2025 AEE=0
. Unweighted
. . . Nether- . . . Switzer-
Austria | Belgium [Finland| France | Germany |Greece| Hungary |Ireland|Italy lands Slovakia | Slovenia | Spain|Sweden land European
sample
Number of observations 71 16 33 67 293 103 61 35 480 | 21 33 18 38 100 140 1591
Agoda 0.6 0.1 0.5 1.1 1.3 2.5 1.5 0.6 5.0 1.2 4.0 1.0 5.0 1.6 1.9 2.7
Booking.com 73.3 52.9 68.0 64.8 69.2 67.9 67.4 64.3 (64.7| 61.3 73.3 78.3 56.1| 58.3 71.2 66.1
Booking Holdings 73.9 53.0 68.5 | 65.9 70.5 70.4 68.9 64.9 [69.7| 62.5 77.3 79.3 |[61.1| 59.9 73.1 68.8
HRS 2.4 1.0 0.8 2.1 8.1 0.6 2.0 0.7 1.5 1.4 5.5 1.2 1.4 0.7 1.1 2.7
Hotel.de 1.4 0.3 0.2 0.9 1.8 0.6 1.0 0.3 0.7 0.2 0.8 0.3 0.2 0.2 0.3 0.8
HRS 3.8 1.3 1.0 3.0 9.9 1.2 3.0 1.0 | 22| 1.6 6.3 1.5 1.6 0.9 1.4 3.5
Expedia.com 9.9 30.0 12.2 20.6 9.4 13.0 11.2 22.8 |11.0] 15,5 6.5 12.3 21.1| 21.7 12.1 13.2
Hotels.com 0.7 5.8 5.8 3.9 1.1 2.7 1.1 1.2 1.9 1.7 1.2 1.8 2.4 11.5 1.9 2.5
eBookers 0.2 0.0 1.4 0.5 0.5 0.7 0.0 1.3 1.4] 0.2 0.1 0.1 0.3 0.3 1.3 0.8
Orbitz Travel 0.0 0.0 0.0 0.1 0.1 0.6 0.0 03 [0.1]| 05 0.0 0.1 0.0 0.1 0.1 0.1
Expedia Group 10.8 35.8 19.4 25.1 11.1 17.0 12.3 25.6 (14.4| 17.9 7.8 143 | 23.8| 33.6 15.4 16.6
TOTAL 88.5 90.1 88.9 | 94.0 91.5 88.6 84.2 91.5 |86.3| 82.0 91.4 95.1 |86.5| 94.4 89.9 88.9

Booking Holdings remained the dominant OTA group across Europe between 2021 and 2025, despite a slight decline in market
share from 71.2% to 68.8%, indicating a modest increase in competition rather than a fundamental market shift. It continues to
hold particularly strong positions in countries such as Slovenia (79.3%), Slovakia (77.3%), Austria (73.9%), Switzerland
(73.1%), Germany (70.5%), and Greece (70.4%). Over the same period, Expedia Group strengthened its position, increasing its
average market share from 12.5% (2021) to 16.6% (2025). Overall, the European OTA market remained highly concentrated
and stable, with Booking Holdings and Expedia Group together accounting for approximately 85% of OTA bookings, despite
notable differences in competitive dynamics across countries.
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ofrec Relative OTA market shares of major OTAs Hes-so /)i

Eur - T
o among European hotel chains (2025) Amee
Europe 2025 (n=831 The weighted data from 10 international hotel chains operating
hotels and 128'154 831 hotels (128,154 rooms) across 12 European countries show a
rooms) stronger concentration of OTAs. Booking Holdings dominates OTA
distribution with 60.3% of OTA bookings, while the Expedia Group
Agoda 1.9 accounts for 33.4%, leaving HRS (1.9%) and Agoda (1.9%) with
Booking.com 08.4 only marginal shares. Together, Booking Holdings and Expedia
Booking Holdings 60.3 Group capture almost 94% of all OTA bookings, highlighting the
HRS 1.9 highly concentrated nature of the OTA landscape for large hotel
HRS (total) 1.9 chains and the strong bargaining power of the two global platform
- groups. The concentration is more pronounced among large hotel
Expedia 23.6 chains than in the overall survey results, in which SME hotels
Hotels.com 9.8 accounted for 74% of the responding properties and where
Expedia Group 334 Booking Holdings (68.8%) and Expedia Group (16.6%) make up
TOTAL 95.6 85.4% of OTA market shares
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Relative market shares of Booking.com

by hotel segment 2025

Europe
one season
open all year two seasons one season )
. . . . business Total
Seasonality round business business (winter)
(summer)
65.2% 77.2% 50.9% 71.0% 66.6%
th
1* 2+ 3 4% 5* O Total
Star category category
74.8% 74.9% 69.3% 61.3% 54.7% 70.9% 66.1%
. Less than 20 From 20 to 50 From 50 to 100 100 and over Total
Size of hotel (rooms)
71.9% 70.8% 58.9% 59.3% 66.2%
Main customer Business Vacation / leisure MICE Other segment Total
segments of hotels 62.5% 67.7% 61.9% 63.7% 65.9%
City betwee City bet
City with more ! y, ween I y' etween small city (less
than 250'000 50'000and 10'000 and than 10'000 | Total
Location of hotel (l) ) . 250'000 50'000 . .
inhabitants . . . . inhabitants)
inhabitants inhabitants
54.5% 63.3% 65.7% 71.8% 65.9%
. Alpine / Mountain . Other
. Seaside . Rural region Urban area ) Total
Location of hotel (I1) regions location
68.5% 71.6% 67.6% 59.6% 73.0% 65.90%
Independent . Hotel
Hotel chain . Total
Type of hotel hotel cooperation
69.4% 56.3% 62.3% 66.5%

Hes-so// ik
AHEED

BOOKING
HOLDINGS

Values highlighted in blue
are significantly higher than
sample average. Cells
marked in red are
significantly lower.
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Relative market shares of Expedia.com

by hotel segment 2025

Europe
one season
open all year two seasons one season )
. . . . business Total
Seasonality round business business (winter)
(summer)
14.9% 9.8% 7.4% 12.3% 14.2%
th
1* 2* 3* 4 5* O rotal
Star category category
3.4% 8.3% 11.2% 16.7% 28.3% 15.4% 14.1%
. Less than 20 From 20 to 50 From 50 to 100 100 and over Total
Size of hotel (rooms)
6.6% 11.5% 17.6% 20.8% 13.4%
Main customer Business Vacation / leisure MICE Other segment Total
segments of hotels 16.2% 12.6% 14.1% 8.2% 13.5%
. . City between City between .
City with more . . small city (less
, 50'000 and 10'000 and \
. than 250'000 than 10'000 Total
Location of hotel ) ] 250'000 50'000 . .
inhabitants . . . . inhabitants)
inhabitants inhabitants
22.8% 16.4% 13.7% 8.3% 13.4%
. Alpine / Mountain . Other
Seaside . Rural region Urban area . Total
Type of hotel regions location
13.4% 6.6% 10.1% 18.9% 10.1% 13.40%
Independent . Hotel
Hotel chain . Total
Type of hotel hotel cooperation
12.0% 23.6% 16.8% 14.4%

Hes-so// ik
AEEDE

& Expedia

Values highlighted in blue
are significantly higher than
sample average. Cells
marked in red are
significantly lower.
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Relative market shares of Expedia.com Hes-so /s
O-I—rEeurocpe and Booking: Analysis a8EE0

Booking.com remains the dominant distribution partner across virtually all hotel segments, although its
market share declined slightly (3%) between 2023 and 2025.

« The decline is visible across most hotel types but Booking.com remains particularly strong among small
independent hotels, seasonal leisure properties, and hotels located in small towns and alpine
destinations, where its market share often exceeds 70%.

« In contrast, larger hotels, 4- and 5-star properties, hotel chains, business hotels, and urban

hotels exhibit significantly lower Booking.com dependence, reflecting a more diversified distribution
strategy.

Expedia.com strengthened its position across nearly all market segments, increasing its average share
slightly (2%) between 2023 and 2025.

+ Growth is especially evident among large hotels, upscale 4- and 5-star) properties, chain hotels,
business hotels, and hotels located in large cities and urban destinations, where Expedia's
share frequently exceeds 20%.

Overall, the results suggest a gradual diversification of OTA distribution, with Expedia gaining ground
primarily in professionally managed and internationally oriented hotel segments, while Booking.com
continues to dominate the independent leisure hotel market.
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Main themes emerging from the Hes-so//uils

WALLIS

o’rrEem(p; comments on OTAs (I) 2EEE0

1. Booking.com market dominance and excessive bargaining power

« Booking.com is seen as increasingly unavoidable, reducing hotels' bargaining power and limiting
strategic freedom.

« Several respondents call for regulatory intervention, such as commission caps or stronger competition
policy.

« Market concentration is perceived as a strategic risk by many hotels.

2. High commissions and declining profitability

« Commissions are repeatedly seen as excessive, unfair, reducing profitability, and difficult to justify, with
virtual credit cards generating additional hidden costs.

« As a result, hotels increasingly assess OTAs from a profitability rather than volume perspective and seek
to expand direct bookings.

3. Preference for direct bookings
« Many independent hotels deliberately limit OTA use and favour direct channels.

« Respondents note that managing multiple OTA platforms can be costly and complex, particularly for
small properties. This supports the finding that lower OTA dependence is associated with higher direct
booking shares.
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Main themes emerging from the Hes-so//s
oTrEem(p; comments on OTAs (II) AEEER

4. Operational Complexity and Integration Issues

« Many hotels highlight technical challenges rather than commercial ones, including difficulties distinguishing
OTA brands, PMS limitations, inconsistent reporting, and multiple booking sources being aggregated into a
single channel.

+ Respondents view the OTA ecosystem as increasingly complex.

5. Market Concentration
Several hotels report working primarily with Booking.com and Expedia, reflecting the continued consolidation
of the OTA market and the declining relevance of smaller OTAs.

6. Different Geographic Roles of OTAs

» Hotels note that OTA relevance varies by market: Booking.com dominates in Europe, Expedia is stronger in
North America, and HRS remains important for corporate travel.

» OTA selection is often driven by source markets and customer segments.

7. Strategic Adaptations

Some hotels report adapting their distribution strategies by incorporating OTA commissions into prices,
strengthening direct-booking efforts, ending Expedia partnerships, or relying heavily on repeat guests. These
examples suggest a growing willingness to experiment with alternatives to OTA dependence.
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olrec More Than Half of Hotels Hes-so///us

WALLIS

Europe Report OTA Undercuttil‘lg aEE=8

Have the prices you set with Online Travel Agencies (OTAs) ever been undercut by the OTA waiving (renouncing)
part of its commission (so-called undercutting)?

Effective responses. 1,548 Responae rate; 2%

Yes, frequently _ 19%

Mo 34%
| do not know 16%

0% 10% 20% 0% 40% 50% G0% T0% 80%
Fercentage

Undercutting has become a significant issue affecting a majority of hotels, raising concerns about fair
competition and hotels' ability to maintain price integrity across distribution channels
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Perceived Undercutting
e
ot E(p: Practices: 2023 vs. 2025
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16%

32%
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27%

34%
No
43%

16%
| do not know
14%

W 2025 m2023

Based on unweighted (raw) sample data

Hes-so// ik
: [z ]=] &

The findings indicate that
undercutting remains a
persistent challenge in
hotel distribution. Both
frequent and occasional
reports have increased
since 2023, pointing to
continued competitive
pressures and possible
shifts in OTA pricing
strategies.
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olrec Which hotels are most affected by OTA Hes-so /i
Europe undercutting? IEEE0

Hotels reporting frequent or occasional undercutting (51%)

Frequent undercutting Occasional undercutting

Overrepresented Typical profile

e 4-star hotels « Mainly 4-star hotels

« Medium and large hotels (60+ rooms) * Hotels in medium-sized cities

« Urban hotels and hotels in |arge cities « Hotels with moderately hlgh OTA shares (20—290/0)

» Hotel cooperations

+ Leisure hotels

» Hotels with high OTA dependency (>40% OTA share)

* Hotels with strong direct booking channels (higher IBE shares)

Key takeaway: Undercutting primarily affects digitally advanced hotels that are highly active on OTA
channels. The greater a hotel's exposure to OTA distribution, the more likely it is to experience
commission-funded price undercutting.
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olrec Hotels rarely affected by undercutting Hes-so /s

Europe BECR
Hotels reporting no undercutting (34%) Hotels answering "I don't know" (16%)
Typlcal profile Typlcal profile

Small hotels (<30 rooms) Small hotels _
* Predominantly 3-star or other accommodation + Non-classified properties
categories + Small-town businesses
« Located in small towns and rural destinations + Low OTA dependence
« Lower OTA market shares + Very limited direct online booking activity

» Lower direct online booking volumes
« More frequently business-oriented or winter
seasonal operations

Key takeaway: Hotels that are less digitally engaged or less dependent on OTAs are considerably less
likely to detect — or experience — undercutting. Some may simply lack the monitoring capabilities to
identify such practices.

Overall conclusion: The findings suggest that OTA undercutting is largely a function of OTA exposure
rather than hotel type alone. Hotels with higher OTA market shares, stronger digital distribution
capabilities and greater online visibility are significantly more likely to report undercutting, whereas
smaller independent hotels with limited OTA activity rarely encounter or detect these practices.
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Holrec Most Undercutting Occurs Hes-so//us

rospltality Europe Without the Hotel's Consent sEEER

If yes, did you agree for this undercut ?

Effective responses: 741 Response rate; 83%

| do not know %%

0% 10% 20% 0% 40% h0% 60% T0% 80% a0%
FPercentage

OTA undercutting is predominantly perceived as an unauthorised practice, raising questions about
hotels' control over pricing and the effectiveness of current market regulations.
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Ofre Magnitude of OTA Hes-so0 /s
Ecp: Undercutting Remains Stable EEE=A

If ves, by what percentage (on average) the prices you submitted to the OTA were undercut?

Effective responses: 672 Response rate; 6%

16% -20% 2%

More than 20% 2%

0% 10% 20% 30% 40% 50% 60% 70% 80%  90%

Fercentage
The depth of OTA undercutting has remained largely unchanged since 2023. In both years, around
six in ten hotels reported discounts of 6-10% (58% vs. 56%), around one quarter reported discounts
of 0-5% (23% vs. 26%), and only 4% experienced discounts exceeding 15% in both surveys. The
increase in undercutting therefore reflects a higher incidence rather than deeper price reductions.
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olrec OTA Bookings Are Cancelled More :sogfmé
e Frequently Than Direct Bookings =

What percentage of all bookings
received through Booking.com were 18.0
cancelled during 20257
What percentage of all bookings
received through Expedia were "7
cancelled during 20257
What percentage of all bookings

received through direct {own) website 91
were cancelled during 20257

[=]
L]

10 15 20 25
Mean

The findings suggest that booking channel influences booking reliability. While direct bookings exhibit the
lowest cancellation rate (9.1%), cancellations are considerably higher on OTAs - particularly Booking.com
(19.0%) - highlighting an important operational cost associated with third-party distribution. Higher OTA
exposure not only increases market reach but also comes with higher cancellation risk, particularly on
Booking.com, emphasizing the value of strengthening direct booking channels.
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otrec Profiling hotels with high cancellation rates by Hes-so//us

Europe booking channel 2BEE0
Booking.com: High cancellation rates (=21%) » High OTA dependency (30-40%)
Typlcal hotel profile « Strong direct booking performance
« Large hotels (especially 120+ rooms)
* 4- and 5-star hotels Expedia shows a very similar profile to Booking.com,
« Urban hotels in large cities although concentrated even more strongly among
* Hotel chains larger upscale chain hotels.

+ High OTA dependency (>40%)
« Strong direct booking performance
Direct website: High cancellation rates

Booking.com cancellations are highest among (216%)

professionally managed hotels with intensive online Typlcal hotel profile
distribution and strong exposure to international » Large hotels (90+ rooms)
demand. « 5-star hotels

« Urban hotels
 Hotel chains

Expedia: High cancellation rates (=24%) » High direct online booking share

Typical hotel profile

» Large hotels (90+ rooms) Even direct bookings experience higher cancellation
* 4- and 5-star hotels rates in large upscale hotels, suggesting that

« Urban hotels customer segment and booking behaviour—not only

Hotel chains OTA policies—drive cancellations.
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otrec Profiling hotels with low cancellation rates  Hes.so//us

Europe HBEEEBR
Booking.com (<7% cancellations) Direct website (<4% cancellations)
Typlcal profile Typical profile

Small hotels (<30 rooms) « Small independent hotels
» 3-star properties + 1- and 3-star hotels
« Small towns, mountain and seaside destinations * Mountain, rural and small-town destinations

Low OTA dependence
Low online booking intensity

+ Independent hotels
+ Low OTA dependence
» Low direct booking shares

Expedia (<6% cancellations)
Typlcal profile

Small independent hotels
« 1- to 3-star hotels
+ Small towns and leisure destinations
* Very low OTA market shares
» Low direct online booking activity
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Overall key findings Hes-so///us
o’rrEem(p; on cancellation rates by channel aHEEn

+ Booking.com : Strong relationship between cancellation rates and OTA dependence. Hotels with greater
Booking.com exposure experience substantially higher cancellation rates.

« Expedia: Similar pattern to Booking.com but more concentrated among upscale chain hotels. Cancellation
rates increase with hotel size, star rating and digital maturity.

+ Direct website: Lowest overall cancellation rates. However, cancellations also increase among large urban
hotels and hotel chains, indicating that customer mix and booking flexibility play an important role.

Overall conclusion

The determinants of cancellation rates are remarkably consistent across channels, but their
intensity differs. Booking.com is most strongly associated with OTA exposure, Expedia serves primarily
larger upscale hotels, while direct booking cancellations appear to be driven more by hotel positioning and
customer profile. Across all three channels, larger urban chain hotels with advanced digital
distribution strategies experience the highest cancellation rates, whereas small independent leisure
hotels enjoy the most stable reservation behaviour.

A noteworthy insight

An interesting implication is that higher digital maturity is associated with greater commercial
complexity. The hotels that are most advanced in Al adoption, channel management, meta-search
connectivity and online distribution are also those facing the highest cancellation rates and the greatest
exposure to OTA-related challenges such as undercutting. This suggests that the benefits of digitalisation
come with new operational risks that require more sophisticated revenue management and cancellation
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ofrec Many Hotels Report Being Affected by Hes-so//

WALLIS
Europe

OTA Multi-Sourcing aERee

Have you been affected by the policy of Online Travel Agencies (OTAs) to offer rates and availabilities from other
OTAs (so-called “multi-sourcing™)?

Effective responses: 1,680 Response rate: 90%

| do not know 26%

0% 10% 20% 0% 40% 50% 60% T0%
Fercentage

20%

The prevalence of OTA multi-sourcing has remained remarkably stable since 2023. The share of hotels
reporting multi-sourcing remained constant at 44%, while slightly fewer hotels report not being affected
(30% vs. 33%) and more are unsure (26% vs. 23%). These findings suggest that multi-sourcing has

become an established practice, but one that remains insufficiently transparent for a substantial
proportion of hotels.
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olrec Which hotels are most ?ffected by OTA Hes-so//¥i
Europe multi-sourcing? 2EEE0

Hotels reporting multi-sourcing (44%)

Hotel profile Distribution profile
+ 4- and 5-star hotels + High OTA dependency (particularly OTA shares
+ Medium and large hotels (especially 60+ >30%)

rooms) » Moderate-to-high direct online booking shares (7-
- Hotels operating year-round 20%)

+ Located in large metropolitan and urban areas ° More advanced digital distribution capabilities
+ Hotel chains and hotel cooperations

Key takeaway: Multi-sourcing primarily affects larger, professionally managed hotels with sophisticated
online distribution strategies and high exposure to OTA channels.

HOTREC | European Hotel Distribution Study 2026 | 115



olrec Which hotels are less affected (or Hes-so///us

Europe unaware)? (= |7 =) &
Hotels reporting no multi-sourcing (30%) Hotels answering "I don't know" (26%)
Typlcal profile Typical profile

Small independent hotels (<30 rooms) « Small independent hotels
+ Lower-category hotels (particularly outside the 4- « 1- to 3-star properties

star segment) « Rural and seaside destinations
» Alpine and small-town destinations « Low OTA dependency

* Low OTA market shares (<10%) « Low direct booking shares
« Limited direct online booking activity

Key takeaway: Hotels with limited digital distribution are both less exposed to multi-sourcing and less
likely to detect it. The relatively high share of "don't know" responses suggests that many smaller hotels
have limited visibility over how their inventory is redistributed within OTA networks.

Overall conclusion

Multi-sourcing is closely linked to OTA dependency and digital maturity. Hotels with the greatest online
distribution exposure—large urban hotels, chains and higher-category properties—are significantly more
likely to experience multi-sourcing, whereas smaller independent hotels with limited OTA activity are less
exposed or less aware of the practice.
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otrec Negative Experiences Reinforce Hes-so//us

WALLIS

Europe Concerns About OTA Multi-Sourcing aEE=n

Have you encountered any negative experiences related to the multi-source of Online Travel Agencies (OTAS)?

Effective responses: 1,373 Response rate; 73%

ez, frequently - 17%

Mo 27%
| do not know 23%

0% 10% 20% 0% 40% 50% 60% T0% 80%
FPercentage

The perceived costs of OTA multi-sourcing increasingly extend beyond transparency issues to affect daily
distribution management and commercial performance. Negative experiences have become more common
since 2023: the share of hotels reporting frequent problems rose from 11% to 17%, while overall reports of
negative impacts increased from 46% to 50%. At the same time, the proportion reporting no negative
experiences fell from 33% to 27%, suggesting that the consequences of multi-sourcing are becoming more
noticeable.
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Main Challenges Reported by Hotels

ofrec Regarding OTA Multi-Sourcing

Europe

If you have had any negative experiences, can you briefly describe them?

facility connectivité ~ CONUNUOUS gifferent

conforme  amendment  yngple 2Ugmente vacne cost
; cliente . _fit discussioni charge ©tablissement difficult
e-mail @t annulation bkn.com  exclusive
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agreed platform channel Informatlon contact Q:elfggtte"t .
competitiveaffiliate hatel customer direct complaint
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guestrelations cancellation comparison double
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impact
séjour impossible
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The word cloud
complements the survey
results by illustrating the
practical consequences of
multi-sourcing. Hotels
most frequently mention
issues related to rates,
guests, Booking.com,
distribution channels,
price parity, information
inconsistencies and
overbooking, suggesting
that multi-sourcing
affects not only revenue
management but also the
overall customer
experience.
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ofrec OTA Payment Services Have Become Hes-so//s
Europe Standard Practice, Led by Booking.com - B@ O

Does your hotel use online payment services provided by online travel agencies (OTAs)?

Effective responses. 1,360 Rezponse rate; 73%

Yes, from Expedia 43%
Yes, from Trip 7%

0% 10% 20% 30% 40% 50% 60% 70%  80%

FPercentage
OTA-managed payment solutions are now firmly embedded in hotel distribution, although their adoption
differs considerably by platform. Booking Holdings’ payment system is used by 65% of hotels, making it
by far the dominant solution, while Expedia Collect is used by 43% and payment services from Trip.com
remain marginal (7%). Compared with previous surveys, the overall use of OTA payment services has
remained relatively stable (67% in 2019, 62% in 2021 and 65% in 2025), suggesting that these
services have become a permanent feature of hotels' distribution strategies.
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otrec OTA Payment Solutions Often Process the Hes-so /s
Furope Majority of OTA Bookings EEE=n

If yes, approximately what share (%) of your bookings are processed with payment made directly by the guest to the OTA {e.g., Booking.com Payments, Expedia Collect)?

Booking iy 6% 0% 6% 6% 8% 5% % 9% 8% 29%
Expedia 12% 5% 6% 6% 5% 8% 6% T 14% 11% 19%
Trip 50% 3% 3% 29%9%W9%2%3% 5H% 6% 24%
0% 10% 20% 30% 40% 50% 60% T0% 80% 90% 100%
Percentage

®09% @ 1019% @ 2020% @ 3039% @ 4049%: @ 5050% @ 6069% @ TO-7o% @ £80-20% @ 90-99% @ 100%

OTA-managed payments have become deeply embedded in hotels' booking processes. For many hotels,
particularly on Booking.com, payment processing is handled almost entirely by the OTA, illustrating the
evolution of OTAs from distribution intermediaries into integrated commerce platforms that manage both
reservations and financial transactions.
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Does your hotel use Artificial Intelligence (e.g. for pricing, operations, customer service, marketing,

automation, ...)? The findings point to

a significant Al
Effective responses: 1,538 Response rate: 82% adoption gap n

European hospitality.

Although early

vo I ;o adoption is increasing
o rapidly, the majority
Mo, but it is planned _ 15% of hotels have not yet
Yes, recently - T% integrated Al into
their operations,
Yes, for 1 year - 8% highlighting
ves, for 2 years I 7% conS|derabI.e .potentlal
for productivity and
s, Tor 3 years 2% service innovation.

Yes for 4 years 0%

Yes, for 5 years and maore 1%

0% 10% 20% 0% 40% 50% 60%  70%

Fercentage
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Al adopters (recent to 5+ years) (26%)

Overrepresented Underrepresented
* 4- and 5-star hotels « Small hotels (<30 rooms)2- and 3-star hotels
+ Medium and large hotels (especially 60+ rooms « Small-town and seaside hotels

and 120+ rooms) « Independent hotels

« Urban hotels located in large metropolitan areas

« Hotel chains (and, to a lesser extent, hotel
cooperations)

» Hotels with strong direct online booking
performance

+ Hotels with more mature digital direct distribution
capabilities

Key takeaway: Al adoption is concentrated among larger, professionally managed hotels with higher
digital maturity and stronger online distribution capabilities.
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olrec Al adoption gap remains substantial Hes-so///¥is

Europe ABEET R
Hotels not using AI (59%) Hotels planning AI adoption (15%)
Typlcal profile Typical profile

Small independent hotels * Mostly 4-star hotels
« Mainly 1-, 2- and 3-star properties » Hotels with moderate OTA shares (10-19%)
* Located in small towns, seaside and other non-
urban destinations Indicates that many digitally mature hotels are
+ Lower OTA market shares currently preparing Al implementation rather than
+ Very low levels of direct online bookings remaining passive.

+ More seasonal operations

Key takeaway: Al adoption closely mirrors overall digital maturity within the hotel sector. The strongest
adopters are also the hotels with the most advanced digital distribution infrastructure (larger hotels,
chains, urban properties and hotels with stronger online sales).In contrast, small independent hotels
remain at risk of falling further behind, as they combine lower AI adoption with weaker digital distribution
capabilities.
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Al readiness in European hotels:
Technology is ahead of organisation

How well do the following statements describe your hotel's current situation? (Please rate each item on a scale from 1 = Strongly disagree to 5 = Strongly agree)

We provide training or capacity building related to Al and
digital tools.

\We have budgetary resources available for Al investments.
We evaluate the ROI or business case of new Al tools

before implementation.

We collect and store data in a structured way suitable for Al
applications.

Roles and responsibilities for digital or Al projects are clearly
defined.

We actively monitor technological frends and competitors’ __.

CQur management has a clear vision for how Al can support
our business goals.

Our staff has basic digital and data literacy skills.

Qur existing IT systems (PMS, CRM, channel manager,
etc.) can integrate with Al tools.

We have a culture that encourages experimentation and
innovation.

0

2

@ 1= Strongly disagree

=t
Ed

1

=1
ES

2

35%

3

3

3

20%

[ I

24% 1%

@4

17%

15%

17% 21% 15

%
%

30% 40% 50% 60%
Fercentage
® 5-=strongly agree @ Don't know

T0%

80%

90%

18%
1%
13% 14% 19%

100%

Hes-so///viis
: [z ]=] &

European hotels generally
perceive their technical
readiness for Al as
stronger than their
organisational readiness.
While many report solid IT
systems, digital skills and
an innovation-oriented
culture, far fewer have
dedicated AI budgets,
structured data,
governance frameworks,
staff training or clear
implementation strategies.
Organisational
preparedness therefore
remains the main barrier
to successful Al adoption.
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The AI-4-SME Framework* focuses on identifying AI opportunities at company, process and
product/service level, then assessing them through external market potential, internal capabilities, data
availability, resources/skills, feasibility and risks.

Al adoption is still in the early “opportunity identification” phase

* Only around one quarter of hotels already use AI, while 59% do not yet use it and 15% only plan to
adopt it. This suggests that many hotels have not yet moved from general awareness to structured Al
opportunity development. In AI-4-SME terms, the sector is still weak in moving from “What could AI do
for us?” to concrete process-level and business-level use cases.

« Adoption is strongest among larger, higher-category, urban and chain-affiliated hotels, suggesting that
Al uptake depends heavily on existing internal capabilities.

Key takeaway: The HOTREC results show that AI adoption in European hospitality is not primarily a
technology problem, but a strategic and organisational readiness issue. Many hotels still need support in
identifying concrete Al use cases, linking them to business goals and assessing whether they have the
necessary data, skills and resources to implement them.
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olrec Al readiness gaps: data, skills, governance  Hes:so//viis
e and implementation capacity BEen

AI-4-SME framework* highlights the importance of capabilities and feasibility

The framework stresses that AI opportunities should be assessed based on factors such as data
availability, resources, skills, investment needs and potential risks.

HOTREC survey confirms the main bottlenecks

Hotels feel relatively stronger in IT systems, digital literacy and innovation culture. However, they report
weaker readiness in:

« Al training and capacity building
« Al budgets

» structured data storage

+ ROI/business-case evaluation

» clear roles and responsibilities

+ strategic management vision

Key takeaway: The survey confirms the logic of the AI-4-SME Framework: successful Al adoption
requires more than experimenting with tools. Hotels need to translate AI into concrete process
improvements, build a capability map, ensure data readiness and establish governance before AI can
become a scalable source of competitiveness.
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otrec  How do you maintain your rates and Hes-so//%
Europe availabilities on the online booking channels?  @EE~O

How do you maintain your rates and availabilities on the online booking channels?

Effective responses: 1,266 Response rate: 67%

on several channels at the same time
(channel manager)

66%

over a hotel software or reservation
gystem (CRS interface)

OvEer an agency 4%

32%

others 2%

0% 10% 20% 30% 40% 50% 60% T0% 80%
Fercentage

Most European hotels have automated online distribution, with 66% using a channel manager and 32% managing
inventory through PMS/CRS interfaces. Nevertheless, the fact that 23% still update channels manually suggests
that there remains considerable potential for further automation and efficiency gains, particularly among smaller
properties_ HOTREC | European Hotel Distribution Study 2026 | 133



How do you maintain your rates and

- I - - . VALAIS
olr ec availabilities on the online booking channels? I;;sog/ WAL
Evolution 2013 to 2025
0% 10% 20% 30% 40% 50% 60% 70% European hotels have
% undergone a significant
. digital transformation

manual online

in distribution
management over the
I oo past decade.
on several channels at the same time (channel manager) Automation th rough
channel managers and
— PMS/CRS integrations
has become the
dominant approach,
whereas manual
. 4% updates have steadily
over an agency declined, although
nearly one in four
hotels still relies on
manual processes,
indicating remaining
potential for
digitalisation.

over a hotel software or reservation system (CRS interface)

r2%

others

W2025 w2023 2021 2019 2017 2015 2013
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Hotels using Channel Managers (overall
average 66%)

Strongly overrepresented

+ 4-star hotels

Large hotels (especially 120+ rooms)

Urban hotels and hotels in large cities

Hotels with high OTA dependency

Hotels generating a high share of direct online
bookings through their own website

Underrepresented

+ Small hotels (<30 rooms)
* 1- and 2-star hotels

« Rural and seaside hotels

+ Hotels with low OTA usage

Who uses advanced distribution technology?

Hes-so// ik
JEE R

Hotels using PMS/CRS interfaces (32%)

More likely to be

« 5-star hotels

+ Medium-to-large hotels (particularly 60-89
rooms)

+ Members of hotel cooperations

» Hotels with relatively strong direct online sales

Key takeaway: Advanced distribution technologies are primarily used by larger, higher-category and
professionally managed hotels that perform strongly across both OTA and direct online distribution

channels.
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Furope concentrated among small independent hotels “%" "

Hotels managing channels manually (overall
average 23%)

Overrepresented Underrepresented
+ 1-, 2- and 3-star hotels » 4-star hotels
 Small hotels (<30 rooms) « Large hotels
+ Hotels in small towns and rural destinations « Urban hotels
* Hotels with low OTA market shares » Hotels with high OTA and direct online sales
+ Hotels generating very limited direct online
bookings

Summer seasonal businesses

Key takeaway: Distribution technology adoption follows a clear digital maturity gradient. Hotels with
greater scale, higher service category and stronger online distribution performance are considerably more
likely to automate channel management. In contrast, small independent regional hotels continue to rely
disproportionately on manual updates, suggesting substantial untapped potential for further digitalisation
and operational efficiency.
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otrec Areyourrates and availabilities accessible with @ Hes-so//us
core— clirect interface with a meta-search engine? aEE=n

Are your rates and availabilities accessible with a direct junction / interface with a meta-search engine (e.qg.
Kayak, Trivago, Tripadvisor etc.) ?

Effective responses: 1,403 Response rate; 75%

Yes, with the help of a8 permanent
connection to the own hotel booking 53%
system
Mo, this is of no interest for our hotel - 25%

Mo, | do not know this option 17%

0% 10% 20% 30% 40% A0% 60% 70% 80%
Percentage

A majority of hotels have integrated meta-search into their direct distribution strategy, improving the visibility of
direct booking offers on platforms such as Google Hotel Ads, Trivago or Tripadvisor. Nevertheless, the large share
of hotels without such connectivity suggests that significant opportunities remain to strengthen direct booking
competitiveness and reduce dependence on intermediaries.
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Are your rates and availabilities accessible witha ;.4 o 7uss

OTrEeumcp% direct interface with a meta-search engine? AEEEEA
Evolution 2013 - 2025
0% 10% 20% 30% 40% 50% 60% 70% Meta-search

connectivity has
increased markedly
over the past decade.
Since 2013, the share
of hotels with a direct
interface to meta-
25% search engines has
grown substantially,
No, this is of no interest for our hotel while both the lack Of
awareness and the
perception that meta-

17% search is "of no
— interest" have steadily
No, | do not know this option declined, reflecting the
growing strategic
importance of direct
online distribution.

58%

Yes, with the help of a permanent connection to the own hotel
booking system

W 2025 m2023 2021 2019 2017 2015 2013
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Hotels with a permanent meta-search interface (58%)

Overrepresented

Underrepresented
* 4-star hotels _ « Small hotels (<30 rooms)
+ Medium and large hotels (particularly 60-89 rooms and 120+ « 2- and 3-star hotels
rooms) _ . « Independent hotels
+ Urban hotels and hotels in large cities + Small-town and rural properties
* Hotel chains .

Hotels with very low direct online

+ Hotels generating a moderate to high OTA market share bookings

(especially 20-29%)

+ Hotels with higher direct online bookings through their own
booking engine

+ Hotels operating year-round

Key takeaway: Meta-search connectivity is primarily adopted by professionally managed, urban and
larger hotels that pursue a sophisticated multi-channel distribution strategy combining both direct and
intermediary sales. The absence of meta-search connectivity reflects two distinct barriers: some hotels
deliberately choose not to participate, while others lack awareness of the technology. Both groups are
concentrated among smaller, independent and less digitally mature businesses with comparatively weak
online distribution performance.
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If you have a permanent connection, with which meta-search engine do you link up?

Effective responses; a1 Response rate; 40%

Google (Hotel Ads) 33%

39%

TripAdvisor

Trivago 35%

Kayak 10%
Others Q%%

0% 10% 20% 30% 40% H0% 60% T0% 80%  90%
Fercentage

The results highlight the growing centrality of Google within hotel distribution ecosystems. For most hotels, meta-
search has effectively become synonymous with Google Hotel Ads, reflecting Google's dominant role in directing
travellers to both direct booking channels and OTAs.
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0% 10%

Others

Trivago
TripAdvisor

Google (Hotel Ads)

Kayak

Used meta-search engines
(Evolution 2013-2025)

30%

40%

35%

2025 m2023 w2021 m2019

Based on unweighted (raw) sample data.

2017

50%

2015

60%

2013

70%

80%

\ o

83%

90%

Hes-so///viis
: [z ]=] &

The evolution
illustrates a
fundamental shift in
the meta-search
market. Whereas
hotels previously relied
on several competing
platforms, Google
Hotel Ads has emerged
as the clear market
leader, consolidating
its role as the primary
gateway for both direct
bookings and OTA
traffic.
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Google Hotel Ads (83%)

Broad adoption across the industry

» Strongly adopted by 4- and 5-star hotels

+ More common among large hotels (120+ rooms)
+ Predominantly urban hotels located in large cities
» More frequently used by hotel chains

» Hotels with higher OTA market shares

» Hotels generating higher direct online bookings

Key takeaway: Google Hotel Ads has evolved into the default meta-search platform, used across
virtually all digitally mature hotel segments and supporting both direct and intermediary distribution
strategies.
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TripAdvisor (39%) + Urban destinations

Preferred by » Hotels generating medium-to-high direct online

« Large hotels (120+ rooms) bookings

« Urban hotels

» Hotel chains Kayak (10%)

» Hotels with stronger direct online booking Niche platform

performance + More concentrated among hotels in large

metropolitan areas

Trivago (35%) » Less frequently used by small hotels

Typical users + Limited penetration compared with Google,

« Large hotels TripAdvisor and Trivago

Key takeaway: TripAdvisor and Trivago remain complementary platforms, primarily attracting larger,
urban and professionally managed hotels with stronger online distribution capabilities. Kayak has evolved
into a niche solution, used by a relatively small segment of hotels, mainly in large metropolitan markets.

-> The European meta-search market has become increasingly concentrated around Google Hotel Ads,
while alternative platforms now play complementary roles for specific hotel segments rather than serving
the market as a whole.

HOTREC | European Hotel Distribution Study 2026 | 145



ofrec

Hes-so// ik

Europe Table of Contents AEEEA

« Executive Summary

« Background to the survey,
methodology and sample

« Market share of distribution
channels

* European level
« Results by country
« Direct booking trends

« OTA market shares

« Undercutting and multi-sourcing
« OTA payment systems

« Al adoption and Al readiness

Distribution channel management
Meta-search engines

Contact

Annex 1: questionnaire

Annex 2: sample

Annex 3: Distribution channels
based on unweighted sample

Annex 4: table of means for
distribution channels

Annex 5: table of means for relative
market share of main OTAs

HOTREC | European Hotel Distribution Study 2026 | 146



Hes-so /s
ofr ec Contact Hes so/

Prof. Roland Schegg
University of Applied Sciences of Western Switzerland Valais (HES-SO Valais)

School of Management

Institute of Tourism (ITO)

TechnoPdéle 3

CH-3960 Sierre/Siders, Switzerland

Tel: +41 (0)27 606 90 83

Mail: roland.schegg@hevs.ch

Twitter: @RolandSchegg

LinkedIn: ch.linkedin.com/in/rolandschegg/

Web: www.hevs.ch / www.tourobs.ch

Bachelor of Science HES-SO in Tourism in German, French and English
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Europe

olrec

Europe

Many thanks for your interest in our survey. The results shall draw a precise picture of the
current situation of distribution (online as well as offline) within the European hotel industry,
especially in relation to the role of online travel agencies (OTA).

Your responses will be treated confidentially and no individual hotel will be identifiable in any
reports or results generated as a result of this survey due to data aggregation.

Remarks:
- With the arrows you are able to navigate between the pages.
- Please do not forget to save your answers at the end by clicking on the "SAVE"-button.

Hotel chains and cooperations, that wish to deliver aggregated data for several properties, are
kindly asked to contact Dr. Roland Schegg (roland.schegg@hevs.ch).

For technical assistance please contact Dr. Roland Schegg

Email: roland.schegg@hevs.ch

Institute of Tourism (ITO)

School of Management & Tourism

University of Applied Sciences of Western Switzerland Valais (HES-SO Valais)
Sierre, Switzerland

School of E
Management & Tourism
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Annex 1: The Questionnaire (2)

Country

O Austria () Finland
O Armenia (O France
(O Agzerbaijan O Georgia
O Belgium O Germany
) Bulgaria ) Greece
() Croatia O Hungary
O Cyprus O Iceland
(O Czech Republic O TIreland
() Denmark O Ttaly

() Estonia O Latvia

[ORONONONORORORONONG)

Lithuania
Luxembourg
Malta
Netherlands
Norway
Poland
Portugal
Romania
Serbia
Slovakia

A. Distribution channels of hotel

O0O000O0O0

Hes-so// ik
aEE~A

Slovenia

Spain

Sweden
Switzerland
Turkey

Ukraine

United Kingdom

What was the percentage of overnight stays in 2025 booked over the following channels?
Please put in data as whole numbers, e.g. for 21.3% it would be 21. Moreover, please make sure that the sum of

all direct and indirect channels amounts to 100%.
Direct - Phone
Direct - Mail / fax

Direct - Walk-In (persons without reservation)

Direct - Contact form on own website (without availabilty
check)

Direct - Email

Direct - real time booking aver own website with availabilty
check

Destination Marketing Organization (DMO) / trade associations
National Tourism Organization (NTO)

Tour operator / Travel agency

Online Booking Agency (OTA)

Hotel chains and cooperations with CRS

LN SENE T L | NS ] 3

Ap Ap A 4Ar 4>

4r

%
%
%
%
%
%
%
%
%
%
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Globale Distributionssysteme (GDS - Amadeus, Travelport incl. 0 Ao
Galileo and Worldspan, Sabre)

Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, Transhotel, etc.) 0 : %%
Event and Congress organizer o : %
Social Media Channels ] 2 %
other distribution channels 0 s %

Please check the sum of the channels with a click on "calculate

sum". Calculate SUM

0 v

If "other distribution channels”, which ones:

Optional comments regarding the development of distribution channels in general:

I l
= o
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Annex 1: The Questionnaire (4)

B. Online Travel Agencies (OTA)

If your hotel is bookable over Online Travel Agencies (OTA), please indicate the relative distribution (in %) of
these overnight stays for the year 2025. Please put in data as whole numbers, e g for 21 3% it would be 21 The

sum should amount to 100%.
Agoda (Booking Holding)
Airbnb

Bergfex

Booking.com (Booking Holding)
Check24

eBookers (Expedia Group)
eDreams

Expedia.com (Expedia Group)
Hotel.de (HRS Group)
Hoteliers.com

Hotels.com (Expedia Group)
HRS (HRS Group)

Invia Travel (ab-in-den-urlaub.de, travelplanet.pl etc.)
Lastminute.com

Orbitz Travel (Expedia Group)
Travelocity (Expedia Group)
Trip.com

Vayage-Privé

other platforms

AF dAr dAF AP AP AP AP AP AP AP AP AR AR Ar | A A A A 4»

%

%

%

%

%

%

%

%

%

%

%

%

%

%

%

%

%

%

%
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Please check the sum of the channels with a click on "calculate
sum” Calculate
N SUM
0 v

If "other platforms", which ones:

Optional comments regarding online booking channels (OTA):

— =
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C. Undercutting & Multi-Sourcing*

*®

Undercutting — A practice where an OTA cuts the price set by a hotel by waiving (renouncing) part of its own commission.

Multi-sourcing — A practice or a policy where an Online Travel Agency (CTA) or a Tour operator offers rates and availabilities from other OTAs or
Wholesalers on its own platform (mostly within the framework of affiliate programmes).

\ J
Have the prices you set with Online Travel Agencies (OTAs) ever been undercut by the OTA waiving
(renouncing) part of its commission (so-called undercutting)?

O Yes, frequently O Yes, occasionally O No O I do not know
What percentage of all bookings received through Booking.com were cancelled during 20257
2 %
What percentage of all bookings received through Expedia were cancelled during 20257?
s %
What percentage of all bookings received through direct (own) website were cancelled during 202572
2 %

Have you been affected by the policy of Online Travel Agencies (OTAs) to offer rates and availabilities from
other OTAs (so-called “multi-sourcing”)?

O Yes O No (O 1 do not know

Have you encountered any negative experiences related to the multi-source of Online Travel Agencies
(OTAs)?

O Yes, frequently () Yes, occasionally O No O I do not know
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D. OTA Payment and AI-Readiness

Does your hotel use online payment services provided by online travel agencies (OTAs)?
] No Yes, from Booking [] es, from Expedia [] Yes, from Trip
If yes, approximately what share (%) of your bookings are processed with payment made directly by the
guest to the OTA (e.g., Booking.com Payments, Expedia Collect)?
0-9%  10-19% 20-29% 30-39% 40-49% 50-59% 60-69% 70-79% 80-89% 90-99%  100%

Booking O O @ O @] O O O @) @ O
Expedia @ 9] @ O @] O O O O O O
Trip O O @] O O O O O O O O

Does your hotel use Artificial Intelligence (e.g. for pricing, operations, customer service, marketing,
automation, ...)?

] No [] No, but it is planned [] Yes, recently [] Yes, for 1 year
[] ves, for 2 years [] ves, for 3 years [] es, for 4 years [] Yes, for 5 years and more
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Annex 1: The Questionnaire (8)

How well do the following statements describe your hotel’s current situation?
(Please rate each item on a scale from 1 = Strongly disagree to 5 = Strongly agree)

1 = Strongly
disagree 2 3 4
Our management has a clear vision
for how AI can support our business (@] @] @] @]

goals.

We actively monitor technological

trends and competitors’ use of AL

(pricing automation, AI chatbots, O O (@] (@]
channel management, PMS

development, ...).

Roles and responsibilities for digital
or Al projects are clearly defined. @ 0 o O

We have a culture that encourages

experimentation and innovation. @) @ @ o
Our existing IT systems (PMS, CRM,

channel manager, etc.) can @] O @] O
integrate with AI tools.

We collect and store data in a

structured way suitable for AI O @] (@] (@]
applications.

Our staff has basic digital and data

literacy skills. O O O O
We provide training or capacity

building related to AI and digital O (@) (@] (@]
tools.

We have budgetary resources

available for AI investments. G O O O
We evaluate the ROI or business

case of new AI tools before O O O O

implementation.

Previous |

Next

5 = Strongly
agree

@]

O

O

o O O O O

Hes-so///viis
: [z ]=] &

Don't know

O

@]

(@]

©c o O O O
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ofr ec Annex 1: The Questionnaire (9) :Sogf vt

E. Use of Distribution Technology

How do you maintain your rates and availabilities on the online booking channels?

[] on several channels at the same time (channel manager) [ ] manual online
[] over an agency (] others
[] over a hotel software or reservation system (CRS interface)

Are your rates and availabilities accessible with a direct junction / interface with a meta-
search engine (e.g. Kayak, Trivago, Tripadvisor etc.) ?

Yes, with the help of a permanent

(7] connection to the own hotel booking  [_] Mo, this is of no interest for our hotel [_] No, I do not know this option
system

If you have a permanent connection, with which meta-search engine do you link up?

[] Google (Hotel Ads) (] Kayak [] TripAdvisor
(] Trivago (] others
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Hospitality Europe

Hes-so/)/vks

Annex 1: The Questionnaire (10) aEE=a

F. General Information about your hotel

Seasonal opening hours

) one season business one season business
(O apen all year round (O two seasons business (@] (winter) O (summer)
Is your hotel classified (hotel stars)?
O Yes ) No
Star classification
O 1* O 2= O 3% O a* O 5* () other category

Size of hotel (number of hotel rooms)

Y
v

How many overnight stays did you register in 2025?

-~
b

If you cannot give precise data, give an estimation in the following question below.

How many overnight stays did you register in 2025? (estimation)

O <2000 () 2 000-5000 (O 5000-10 000
O 10 000-20 000 () 20 000-25 000 (O 25 000-30 000
O 30 000-40 000 () 40 000-50 000 (O =50 000

Most important customer segment
(O Business (O Vacation / leisure ) MICE (O Other segment

I Next
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Hotrec . . Hes-so /s
Annex 1: The Questionnaire (11) AEEEE

Hospitality Europe

Place

o City with more than 250‘001]O City between 50'000 and 0O City between 10'000 and o) small city (less than 10000
inhabitants 250'000 inhabitants 50'000 inhabitants inhabitants)

Location

() seaside @) alpine/mountain O rural region () urban area () other location

region

Is your hotel part of a hotel chain or hotel cooperation?
] No (] Yes, hotel chain (7] Yes, hotel cooperation

If you wish to receive an abstract of our final report, please write your email address

below.
4 SAVE RESPONSES

A BIG THANK YOU FOR YOUR VALUABLE COLLABORATION!
/ _

Hotrec

Hospitality Europe

Previous ] Save A
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Hotrec

Hospitality Europe

Seasonal opening hours

Effective responses: 1,279

two seasons business - 8%

one season business (winter) 1%

Response rate: 66%

one season business (summer) 1%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%
Fercentage

Star classification

Effective responses: 1,426 Response rate: 76%

r s
> I -
.

5= 6%
other category 5%

0% 5% 10% 15% 20% 25% 30% 35% 40%  45%

Fercentage

Annex 2: Sample characteristics (1)

Effective responses: 1,706

Yes

No

0%

Effective responses. 1,723

Median: 39.0

Less than 30

From 30 to 59

From 60 to 89

From 90 to 119

120 and over

VALAIS
He S'SO//WALUS
a &]
Is your hotel classified {(hotel stars)?

Response rate: 91%

7%

23%

10% 20% 30% 40% 50% 60% 70% 80%
Percentage

Size of hotel (number of hotel rooms)

Mean: 67.8
Min - Max: -12.0- 2,626.0

T%
13%
0% 5% 10% 15% 20% 25% 30% 35% 40%

Percentage

90%

45%



Hotrec

Hospitality Europe

Effective responses: 787

Median: 12,000.0

Less than 10,000

From 10,000 to 19,999

From 20,000 to 29,999

From 30,000 to 39,999

40,000 and over

How many overn

Annex 2: Sample characteristics (2)

ight stays did you register in 20257

NMean: 22,903.8
Min - Max: 0.0 - 1,227 460.0

T%

10%

Most

Effective responses: 1,611

Business

Vacation / leisure

MICE

Other segment

3%

4%

0% 10%

13%
14%
15%  20%  25% 30% 35% 40%  45% 50%
Fercentage

important customer segment

20% 30% 40%

Percentage

50% 60% T0%

Effective responses: 1,133

=2 000

2 000-5 000

5 000-10 000
10 000-20 000
20 000-25 000
25 000-30 000
30 000-40 000
40 000-50 000
=50 000

Hes-so//

EEEsA

How many overnight stays did you register in 20257 (estimation)

Response rate: 61%

N 72
1

N 7%

VALAIS
WALLIS

I 2%
I %

[ 4
4%
3%

0% 2% 4%

Effective responses: 1,647

City with more than 250000

inhabitants

City between 50000 and 250°000

inhabitants

City between 10'000 and 50"000

inhabitants

small city (less than 10°000

inhabitants)

T%

6% 8% 10%

12%

Percentage

Place

18%

16%

0% 10%

20%

14%

21%

Percentage

16%

30%

18%

20%

40%

22% 2.

45%

50%



Hotrec Annex 2: Sample characteristics (3) Hes-so /s

Hospitality Europe

Location

Effective responses: 1,661

alpine/mountain region _ 15%
urban area
other location 8%
0% 5% 10% 15% 20% 25%

Percentage

35%

30% 35% 40%

EEEsA

Is your hotel part of a hotel chain or hotel cooperation?

Effective responses: 1,221

Yes, hotel chain - 16%

fes, hotel cooperation 10%

0% 10% 20% 30% 40% 50% 60% T0% 20%
Percentage
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Survey sample view 2025
(unweighted results)
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Market shares of distribution channels in

ofrec

Unweighted overall sample (1'847 valid observations for
the distribution channels)

Europe 2025: overall unweighted sample

Market share 2025

confidence interval

Direct - Phone 15.4 14.6 16.2
Direct - Mail / fax 14 1.1 1.7
Direct - Walk-In (persons without reservation) 3.2 3.0 3.4
Direct - Contact form on own website (without availability 6.3 56.4 58 6.9
check)
Direct - Email 16.9 16.1 17.7
Direct - real time booking over own website with availability 13.2 125 13.9
check
Destln.at!on Marketing Organization (DMO) / trade 0.6 05 0.7
associations 0.9
National Tourism Organization (NTO) 0.3 0.2 0.4
Tour operator / Travel agency 7.3 6.7 8.0
Hotel chains and cooperations with CRS 1.0 0.8 1.2
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, Transhotel, 11.4

1.4 1.2 1.6
etc.)
Event and Congress organizer 1.7 1.5 1.9
Online Booking Agency (OTA) 27.8 26.8 28.8
Global Distribution System(s) (GDS) 1.5 29.8 1.3 1.7
Social Media Channels 0.5 0.4 0.6
other distribution channels 1.4 1.4 1.1 1.7

Hes-so// ik
Bl A

The overall European hotel sample
remains predominantly direct, with
56.4% of bookings generated
through proprietary channels, led
by email, telephone and hotel
websites. OTAs account for 27.8%
of bookings, making them the
largest single indirect channel,
while traditional intermediaries
(11.4%) and GDS (1.5%) play a
more limited role.
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Evolution market shares of distribution channels in

OIreC Europe 2013 to 2025: overall unweighted sample

BECA

Hes-so// ik

Market share

Market share

Market share

Market share
2019, including

Market share

Market share

Market share

Market share

DELTA (2025-

overall unweighted sample 2025 2023 2021 data France 2019 2017 2015 2013 2013)
(n=1847) (n=2394) (n=3124) (n=3044) (n=2166) (n=2'593) (n=2'188) (n=2'221)

Direct - Phone 15.4 16.4 19.7 19.1 18.2 18.5 18.7 21.1 -5.7

Direct - Mail / fax 1.4 1.3 1.5 1.5 1.5 2.0 2.3 3.1 -1.7

Direct - Walk-In (persons without reservation) 3.2 3.5 4.1 4.7 4.4 4.4 4.8 6.0 -2.8

Direct - Contact form on own website (without | ¢ 5 | 564 | 59 |550| 64 |597| 59 | 550 | 6.1 |545| 60 |551| 6.1 | 552 6.4 [504| 02 |-30

availability check)

Direct - Email 16.9 15.8 174 15.5 16.5 16.0 16.7 16.1 0.8

Direct - real time booking over own website

with availability check 13.2 12.1 10.7 8.3 7.8 8.2 6.8 6.9 6.3

Destination Marketing Organization (DMO) / )

trade associations 0.6 0.9 0.7 1.0 13 1.6 0.8 1.1 0.8 1.1 0.9 1.3 0.9 1.4 10 1.7 04 -0.8

National Tourism Organization (NTO) 0.3 0.3 0.3 0.3 0.3 0.5 0.6 0.6 -0.3

Tour operator / Travel agency 7.3 71 5.4 8.1 8.7 7.8 8.0 9.6 -2.3

Hotel chains and cooperations with CRS 1.0 1.0 0.9 0.9 0.8 1.0 2.6 1.4 -0.4

Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 14 114 17 11.6 12 8.7 17 12.3 16 12.8 19 12.7 26 16.3 28 15.7 14 -4.3

Transhotel, etc.)

Event and Congress organizer 1.7 1.8 1.2 1.7 1.7 1.9 3.1 1.9 -0.2

Online Booking Agency (OTA) 27.8 29.1 271 271 27.3 26.9 223 19.3 8.6

Global Distribution System(s) (GDS) 1.5 | 298| 11 |[30.8] 09 | 287 1.4 292 | 14 | 294 19 |293| 27 [ 255| 2.0 |218] -05 | 80

Social Media Channels 0.5 0.6 0.7 0.7 0.7 0.5 0.5 0.5 0.0

Other distribution channels 1.4 1.4 1.5 1.5 1.4 1.4 2.5 2.5 23 | 23| 16 |16 ] 1.5 1.5 1.5 [15] -01 |-0.1

Data for France for the reference year 2019 have only been analyzed in 2021 and summarized in a separated report: Schegg, R.

(2021). “Hotel Distribution Study France. Results for the Reference Year 2019.” The European Distribution study published in
2020 did therefore not include these data yet.
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Hotrec Evo_lut|_on of dlre_ct _boqkmgs and bookings via Hes.so,J/\s
iy tope ONliNE INtermediaries in Europe 2013 - 2025 aEEzA
70.0 ﬁ
59.4 59.7

000 55.2 55.1 55.0 55 56.4

50.0

40.0

30.0 29.3 29.2 28.7

25.5
21.8

20.0

10.0

0.0

2013 2015 2017 2019 2021 2023 2025

M Direct bookings M Online intermediaries (OTA, GDS, social media)
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ofrec Annex 4 (table of means): Distribution Hes-so///\
e channels by seasonality (I) aEE-n

SEASONAL OPENING HOURS

OPEN ALL YEAR TWO SEASONS ONE SEASON OME SEASON
ROUND BUSINESS BUSINESS (WINTER) BUSINESS (SUMMER) TOTAL

Direct - Phone 14.0 14.3 211 12.2 13.8
Direct - Mail / fax 0.9 0.9 13 18 1.0
Direct - Walk-In (persons without

32 3.0 1.0 32 3.2
reservation)
Direct - Contact form on own

48 8.0 75 .4 h.2
website (without availabilty check)
Direct - Email 15.4 15.7 93 10.3 14.8
Direct - real time booking over

15.4 193 189 11.9 15.4
own website with availabilty check
TOTAL 9.0 10.2 9.8 7.6 8.9

B Eiements signifi ermean W Elements significantly above mean
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ofrec Annex 4 (table of means): Distribution Hes-so///\
e channels by seasonality (IT) aEE-n

SEASONAL OPENING HOURS

OPEN ALL YEAR TWO SEASONS ONE SEASON ONE SEASON
ROUMND BUSINESS BUSINESS (WINTER) BUSINESS (SUMMER) TOTAL

Destination Marketing
Qrganization (DMQ) / trade 0.6 11 0.1 04 0.6
associations
National Tourism Organization

0.2 0.8 0.3 041 0.3
(NTO)
Tour operator / Travel agency 4.9 T2 88 24.4 1.3
Online Booking Agency (OTA) 318 23.7 199 25.7 30.4
Hotel chains and cooperations

15 0.6 0.0 0.8 14
with CRS
Wholesaler (e.g. Hotelbeds,

13 0.6 0.1 2.7 1.4
Tourico, Gulliver, Transhotel, etc.)
Globale Distributionssysteme
(GDS - Amadeus, Travelport incl. 2.0 0.2 0.1 0.3 1.7
Galileo and Worldspan, Sabre)
Event and Congress organizer 2.4 15 1.1 0.4 2.1
Social Media Channels 0.5 0.3 0.6 11 0.6
other distribution channels 13 15 0.6 07 1.2
TOTAL 4.6 3.7 4.1 5.7 4.7

. tlements .’--'E_'-".‘.".'-';.'ﬁl".‘[-"' Joove mean
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ofrec Annex 4 (table of means): Distribution Hes-so//uits

Europe channels by category (I) sEEER
STAR CLASSIFICATION
OTHER
1* * 3* 4* 5* CATEGORY TOTAL
Direct - Phone 33.5 20.6 16.5 11.3 9.4 145 14.5
Direct - Mail f fax 6.1 2.3 16 1.3 0.5 0.5 1.5
Direct - Walk-In (persons without - 61 18 5 18 » -
reservation) T
Direct - Contact form on own - co - - 4o . 61
website (without availabilty check)
Direct - Email 14.7 11.0 18.9 14.2 12.3 17.3 16.0
Direct - real time booking over s » 105 150 - . 132
own website with availabilty check T T T T o T
TOTAL 12.2 9.2 9.7 84 7.6 10.3 9.1
B Eiements significantly under mean W Elements significantly above mee
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olrec Annex 4(table of means): Distribution Hes-so///\s
e channels by category (II) sEEsn

STAR CLASSIFICATION

OTHER

1 2 3* & 5° CATEGORY TOTAL
Destination Marketing
COrganization (DMO) / trade 0.2 0.7 08 0.7 05 0.4 0.7
associations
Mational Tourism Organization

0.1 0.1 0.4 0.3 041 0.1 0.3
(NTO)
Tour operator / Travel agency 0.4 8.1 T3 93 13.8 4.1 8.3
Online Booking Agency (OTA) 226 30.2 280 284 242 259 27.9
Hotel chains and cooperations

0.0 1.0 1.0 15 20 13 1.3
with CRS
Wholesaler (e.g. Hotelbeds,

27 13 1.2 20 2.9 0.8 1.6

Tourico, Gulliver, Transhotel, etc.)

Globale Distributionssysteme
(GDS - Amadeus, Travelport incl. 0.0 0.3 1.0 2.5 4.8 1.0 1.7
Galileo and Worldspan, Sabre)

Event and Congress organizer 0.3 0.4 0.9 3.1 4.0 1.6 1.9
Social Media Channels 0.3 21 05 0.6 0.5 0.4 0.6
other distribution channels 0.0 31 1.2 13 1.3 0.3 1.4
TOTAL 2.7 4.7 4.2 5.0 5.4 3.6 4.6

o
|
m
iy

3

Ny SDove mean

rmest ) HOTREC | European Hotel Distribution Study 2026 | 173

. Elements significantly

Values in blue significantly higher than average and values in red lower.




ofrec Annex 4 (table of means): Distribution Hes-so /s
Europe channels by size of hotel (I) AEEE0

SIZE OF HOTEL (NUMBER OF HOTEL ROOMS)

LESS THAN 30 FROM 30 TO 59 FROM 60 TO 89 FROM 90 TO 119 120 AND OVER TOTAL

Direct - Phone 17.56 16.1 12.3 126 8.0 14.9
Direct - Mail f fax 16 14 0.9 0.7 1.1 1.3
Direct - Walk-In (persons without

4.0 36 24 1.9 1.9 3.3
reservation)
Direct - Contact form on own

71 6.6 449 58 4.0 6.2
website (without availabilty check)
Direct - Email 17.3 17.3 16.1 141 12.7 16.3
Direct - real time booking over

. . o 1.9 13.5 16.5 144 15.3 13.6
own website with availabilty check
TOTAL 9.9 9.8 8.9 8.3 7.2 9.5
B Eiements significantly under mean W Elements significantly above mean
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ofrec Annex 4 (table of means): Distribution Hes-so /s
Europe channels by size of hotel (II) AEEE0

SIZE OF HOTEL (NUMBER OF HOTEL ROOMS)
LESS THAN 30 FROM 30 TO 59 FROM 60 TO 29 FROM 90 TO 119 120 AND OVER TOTAL

Destination Marketing
Organization (DMO) / frade 08 06 0.7 0.5 05 0.7

associations

Mational Tourism Organization

0.4 0.3 0.2 01 0.2 0.3
(NTO)
Tour operator / Travel agency 4.6 75 84 10.2 13.0 T4
Online Booking Agency (OTA) 305 27.2 27.9 27.0 264 28.4
Hotel chains and cooperations

07 07 14 18 2.5 1.1
with CRS
‘Wholesaler (e.g. Hotelbeds,

0.7 12 21 24 2.6 1.4
Tourico, Gulliver, Transhotel, etc.)
Globale Distributionssysteme
(GDS - Amadeus, Travelport incl. 0.3 11 2.5 2.9 4.4 1.5
Galileo and Worldspan, Sabre)
Event and Congress organizer 0.6 15 2.0 3.6 4.7 1.8
Social Media Channels 07 05 0.6 0.6 0.6 0.6
other distribution channels 15 1.2 1.8 0.5 13 1.4
TOTAL 41 4.2 4.8 5.0 5.6 4.5

B Eiements significantly r mear Elements significantly above mean
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olrec Annex 4 (table of means): Distribution Hes-so///Vik

Europe = : =] 7S] &)
channels by main customer segment (I)
MOST IMPORTANT CUSTOMER SEGMENT
BUSINESS VACATION / LEISURE MICE OTHER SEGMENT TOTAL
Direct - Phone 16.3 136 13.8 22.6 14.7
Direct - Mail / fax 1.1 14 26 1.8 1.3
Direct - Walk-In (persons without
36 30 24 hT 3.2
reservation)
Direct - Contact form on own
4.7 6.2 49 6.7 6.2
website (without availabilty check)
Direct - Email 19.8 14.5 204 19.1 16.2
Direct - real time booking over
10.8 15.0 14.0 1.9 13.5
own website with availabilty check
TOTAL 9.4 9.0 9.7 10.6 9.2
B Elements significantly under mea B Elements significantly above mean
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olrec Annex 4(table of means): Distribution Hes-so /s
Furope channels by main customer segment (II) dEE-n

MOST IMPORTANT CUSTOMER SEGMENT
BUSINESS VACATION / LEISURE MICE OTHER SEGMENT TOTAL

Destination Marketing
Organization (DMQO) / trade 0.6 08 0.5 0.5 0.7
associations

Mational Tourism Organization

0.4 0.3 0.1 0.3 0.3
(NTO)
Tour operator / Travel agency 3.9 9.6 59 47 1.7
Online Booking Agency (OTA) 28.1 293 19.5 21.8 28.4
Hotel chains and cooperations

1.9 0.7 25 17 11
with CRS
Wholesaler (e.g. Hotelbeds,

1.0 1.6 0.9 32 1.5
Tourico, Gulliver, Transhotel, etc.)
Globale Distributionssysteme
(GDS - Amadeus, Travelport incl. 31 0.9 19 0.5 1.5
Galileo and Worldspan, Sabre)
Event and Congress organizer 2.5 1.2 i9 1.2 1.8
Social Media Channels 0.4 0.7 0.3 1.2 0.6
other distribution channels 14 12 21 27 14
TOTAL 4.3 4.6 4.2 3.8 4.5
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otrec Annex 4 (table of means): Distribution Hes-so /s
Europe channels by size of city (I) HEE=0

PLACE
CITY WITH MORE CITY BETWEEN 50°000 CITY BETWEEN 10°000 SMALL CITY {LESS
THAN 250000 AND 250°000 AND 50°000 THAN 10000
INHABITANTS INHABITANTS INHABITANTS INHABITANTS§) TOTAL
Direct - Phone 6.3 143 17.8 16.7 14.7
Direct - Mail / fax 0.8 1.2 12 15 1.3
Direct - Walk-In {persons without
2.0 36 41 31 3.2
reservation)
Direct - Contact form on own
24 49 7.1 i.e 6.2
website (without availabilty check)
Direct - Email 1.0 146 179 18.1 16.2
Direct - real time booking over
137 123 11.6 147 13.5
own website with availabilty check
TOTAL 6.0 8.5 9.9 10.3 9.2
B Eiements significantly under mean W Elements significantly above mean
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otrec Annex 4 (table of means): Distribution Hes-so /s
Europe channels by size of city (II) AEE=0

PLACE
CITY WITH MORE CITY BETWEEN 50°000 CITY BETWEEN 10000 SMALL CITY (LESS
THAN 250°000 AND 250000 AND 50°000 THAN 10'000
INHABITANTS INHABITANTS INHABITANTS INHABITANT §) TOTAL

Destination Marketing
Qrganization (DMO) / trade 0.4 0.6 0.5 0.8 0.6
associations
National Tourism Organization

0.2 0.1 0.2 0.4 0.3
(NTO)
Tour operator / Travel agency 6.5 83 76 7.3 7.4
Online Booking Agency (OTA) 42.2 310 25.1 24.2 28.7
Hotel chains and cooperations

24 09 1.1 0.7 11
with CRS
Wholesaler (e.g. Hotelbeds,

3.2 1.6 0.9 0.9 1.4
Tourico, Gulliver, Transhotel, etc.)
Globale Distributionssysteme
(GDS - Amadeus, Travelport incl. 4.0 22 1.3 0.4 1.5
Galileo and Worldspan, Sabre)
Event and Congress organizer 3.5 21 16 1.0 1.8
Social Media Channels 03 05 07 06 0.6
other distribution channels 12 14 13 12 1.3
TOTAL 6.4 4.9 4.0 3.8 4.5

W Elements significantly ermean M Elements sig
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otrec Annex 4 (table of means): Distribution Hes-so /s
Europe channels by location of hotel (I) AEEE0

LOCATION
ALPINEMOUNTAIN
SEASIDE REGION RURAL REGION URBAN AREA OTHER LOCATION TOTAL
Direct - Phone 17.0 132 18.7 11.3 16.8 14.7
Direct - Mail f fax 1.1 1.7 14 11 19 1.3
Direct - Walk-In (persons without
. 37 3.1 27 29 43 3.2
reservation)
Direct - Contact form on own
8.2 79 72 1.6 71 6.2
website (without availabilty check)
Direct - Email 14.0 20.2 19.4 13.7 185 16.3
Direct - real time booking over
10.5 18.0 15.6 12.8 1.2 13.5
own website with availabilty check
TOTAL 9.1 10.7 10.8 1.6 10.0 9.2
B Fiements sig er mea B Eiements significantly above me
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otrec Annex 4 (table of means): Distribution Hes-so /s
Europe channels by location of hotel (II) AEEEa

LOCATION

ALPINE/MOUNT...
SEASIDE REGION RURAL REGION URBAN AREA OTHER LOCATION TOTAL

Destination Marketing
Organization (DMO) / trade 06 13 0.7 0.4 0.4 0.6
associations

Mational Tourism Organization

01 07 0.4 0.2 04 0.3
(NTO)
Tour operator / Travel agency 14.0 6.9 4.5 5.7 6.8 75
Online Booking Agency (OTA) 25.1 224 24.2 36.0 26.5 28.5
Hotel chains and cooperations

0.3 0.4 0.9 1.7 1.0 11
with CRS
Wholesaler (e.g. Hotelbeds,

16 0.5 0.5 2.3 15 1.4
Tourico, Gulliver, Transhotel, etc.)
Globale Distributionssysteme
(GDS - Amadeus, Travelport incl. 0.5 0.1 0.6 3.3 12 1.5
Galileo and Worldspan, Sabre)
Event and Congress organizer 11 13 1.7 2.5 15 1.8
Social Media Channels 07 07 0.7 0.3 0.5 0.6
other distribution channels 12 1.0 1.0 15 16 1.3
TOTAL 4.6 3.5 3.5 5.4 4.1 4.5
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ofre Annex 4 (table of means): Distribution Hes-so /s
Ecp: channels type of hotel (I) HEEER

Direct - Phone

Direct - Mail / fax

Direct - Walk-In (persons without
reservation)

Direct - Contact form on own
website (without availabilty check)
Direct - Email

Direct - real time booking over
own website with availabilty check

TOTAL

Values in blue significantly higher than average and values in red lower.

NO

14.6
0.9

33

6.0

15.4

15.0

oy

|5 YOUR HOTEL PART OF AHOTEL CHAIN OR HOTEL COOPERATION?

YES, HOTEL CHAIN YES, HOTEL COOPERATION TOTAL
8.8 143 13.6
1.0 05 0.9
2.5 25 31
21 3.3 5.1
1.5 14.0 14.7
16.7 17.7 15.6
i1 8.7 8.8
e == . Eleme sigrimicantly abave me
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ofre Annex 4 (table of means): Distribution Hes-so /s
Ecp: channels type of hotel (II) HEEED

IS YOUR HOTEL PART OF A HOTEL CHAIN OR HOTEL COOPERATION?

NO YES, HOTEL CHAIN YES, HOTEL COOPERATION TOTAL
Destination Marketing
Organization (DMO) / trade 0.5 04 1.6 0.6
associations
Mational Tourism Organization

0.3 0.2 0.3 0.3
(NTO)
Tour operator / Travel agency 71 81 6.3 7.2
Online Booking Agency (OTA) 3038 35 29.7 30.8
Hotel chains and cooperations

0.4 4.3 3.3 1.3
with CRS
‘Wholesaler (e.g. Hotelbeds,

13 2.2 15 1.5
Tourico, Gulliver, Transhotel, etc.)
Globale Distributionssysteme
(GDS - Amadeus, Travelport incl. 0.9 5.2 19 1.7
Galileo and Worldspan, Sabre)
Event and Congress organizer 1.6 39 26 2.1
Social Media Channels 0.6 0.2 0.3 0.5
other distribution channels 1.1 16 0.4 1.1
TOTAL 4.4 5.8 4.8 4.7
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« Executive Summary

« Background to the survey,
methodology and sample

« Market share of distribution
channels

 European level
« Results by country
« Direct booking trends

» OTA market shares

* Undercutting and multi-sourcing
« OTA payment systems

« Al adoption and Al readiness

Hes-so// ik

Table of Contents IEECA

Distribution channel management
Meta-search engines

Contact

Annex 1: questionnaire

Annex 2: sample

Annex 3: Distribution channels
based on unweighted sample

Annex 4: Table of means for
distribution channels

Annex 5: table of means for
relative market share of main
OTAs
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Annex 5 (table of means): Relative market

- - Hes-so/)/vii
OfreC  share of main OTAs by seasonal opening and
Europe t : =] 7S] &)
SEASONAL OPENING HOURS
ONE ONE
OPEN ALL TWO SEASON SEASON
YEAR SEASONS BUSINESS BUSINESS
ROUND BUSINESS (WINTER) {SUMMER) TOTAL
Booking.com (Booking Holding) 60.2 635 449 589 60.2
Expedia.com (Expedia Group) 13.8 8.0 6.5 10.0 12.9
HRS (HRS Group) 34 0.7 0.0 0.6 28
TOTAL 25.8 24.1 171 23.2 253
B Elements significantly under mea B Elements sig bove mea
STAR CLASSIFICATION
OTHER
1* 2" ¥ 4* 5 CATEG... TOTAL
Booking.com (Eooking Holding) 69.0 62.9 66.5 56.4 49.2 61.5 61.6
Expedia.com (Expedia Group) 3.1 1.6 10.7 154 25.8 13.4 13.2
HRS (HRS Group) 0.1 1.3 25 29 0.6 0.8 2.3
TOTAL 24.1 25.9 26.6 24.9 25.2 25.2 25.7
B Fiements significantly under mean M Elements significantly above mea
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Europe

Annex 5 (table of means): Relative market
share of main OTAs by size of hotel and main

customer segment

SIZE OF HOTEL (NUMBER OF HOTEL ROOMS)

LESS THAN FROM 30 FROM 60 FROM 90 120 AND
30 TO 59 TO 29 TO 119 OVER
Booking.com (Booking Holding) 67.2 63.1 52.9 53.0 h4.9
Expedia.com (Expedia Group) 7.6 121 18.0 18.3 19.7
HRS (HRS Group) 1.8 35 30 29 23
TOTAL 25.5 26.2 24.6 247 25.6
B Eiements significanty undermean W Elements significantly above mean
MOST IMPORTANT CUSTOMER SEGMENT
VACATION / OTHER
BUSINESS LEISURE MICE SEGMENT TOTAL
Booking.com (Booking Holding) 594 63.3 548 B34 61.6
Expedia.com (Expedia Group) 15.2 12.0 12.7 7.0 12.7
HRS (HRS Group) 5.2 11 31 31 24
TOTAL 26.6 254 23.5 211 25.6
B Ei=ments sig er mea B Elements significantly above mes
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Values in blue significantly higher than average and values in red lower.

Hes-so// ik
aEE~A

TOTAL
61.6
12.5

2.5
25.6



Annex 5 (table of means): Relative market Hes.-so /s

WALLIS

OTrEeumcp% share of main OTAs by size of city and @EE- A

location
PLACE
CITY WITH CITY BETWEEN CITY BETWEEN SMALL CITY
MORE THAN 50000 AND 107000 AND (LESS THAN
250°000 250000 50°000 10°000
INHABITANTS INHABITANTS INHABITANT S INHAEITANTS) TOTAL
Booking.com (Booking Holding) 52.5 61.5 624 65.1 61.7
Expedia.com (Expedia Group) 21.9 15.8 129 1.6 12.6
HRS (HRS Group) 26 31 34 1.9 25
TOTAL 25.T 26.2 26.2 24.9 25.6
B Elements significantly under mean [l Elements significantly above mean
LOCATION
ALPINE/MO... RURAL OTHER
SEASIDE REGIOMN REGION URBAN AREA LOCATION TOTAL
Booking.com (Booking Holding) 62.6 6.0 §1.5 57.2 60.6 61.5
Expedia.com (Expedia Group) 122 6.1 9.3 18.2 9.8 12.6
HRS (HRS Group) 0.8 0.7 33 3.8 28 2.5
TOTAL 25.2 24.3 24.7 26.4 274 25.6
B Elements significantly under mean W Elements significantly above mean
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otrec Annex5 (table of means): Relative market Hes-so//s
wore share of main OTAs by type of hotel AEEEE

IS ¥YOUR HOTEL PART OF A HOTEL CHAIN OR HOTEL COOPERATION?

YES, HOTEL
NO YES, HOTEL CHAIN COOPERATION TOTAL
Booking.com {Booking Holding) G25 51.9 58.6 60.4
Expedia.com (Expedia Group) 10.8 21.9 16.2 13.2
HRS (HRS Group) 30 1.9 33 2.9
TOTAL 25.5 25.2 26.0 25.5
B Ei=me ignifican er mea B Eements significa above me
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ofr ec Contact Hes so/

Prof. Roland Schegg
University of Applied Sciences of Western Switzerland Valais (HES-SO Valais)

School of Management

Institute of Tourism (ITO)

TechnoPdéle 3

CH-3960 Sierre/Siders, Switzerland

Tel: +41 (0)27 606 90 83

Mail: roland.schegg@hevs.ch

Twitter: @RolandSchegg

LinkedIn: ch.linkedin.com/in/rolandschegg/

Web: www.hevs.ch / www.tourobs.ch

Bachelor of Science HES-SO in Tourism in German, French and English
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http://www.hevs.ch/
http://www.tourobs.ch/
https://www.hevs.ch/de/Hochschule/hochschule-fur-wirtschaft/tourismus/bachelor-in-tourismus-200050
https://www.hevs.ch/fr/hautes-ecoles/haute-ecole-de-gestion/tourisme/formation-bachelor-tourisme-200050
https://www.hevs.ch/en/schools/school-of-management/tourism/bachelor-s-degree-in-tourism-200050
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otrec Hessol

Europe

European Hotel Distribution
Study 2026

Results for the Reference Year 2025

Sierre (CH), September 2026

Prof. Roland Schegg
Institute of Tourism
University of Applied Sciences and Arts of Western Switzerland
(HES-SO Valais-Wallis)
Sierre, Switzerland
roland.schegg@hevs.ch
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