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The purpose of this study is to analyze the effect of bookings
made through Direct Reservation and Online Travel Agent (OTA)
channels on the room occupancy rate. This research adopts a
quantitative approach by using internal hotel data recorded on a daily
basis over a one-month observation period. The research variables
comprise the total number of bookings generated through direct
reservations and online travel agents as independent variables, while
the room occupancy rate serves as the dependent variable. The data
were analyzed using descriptive statistics and multiple linear
regression to examine the relationship and the direction of influence
among variables. The results indicate a positive effect of bookings
from both direct channels and online travel agents on the occupancy
rate. Simultaneously, the two booking channels contribute
substantially to increasing room occupancy. Partially, the online travel
agent channel exerts a more dominant influence in improving
occupancy compared to direct reservations. These findings highlight
the importance of strategically managing the booking channel mix to
maintain occupancy stability and support room sales performance.
Therefore, the hotel should optimize the use of online travel agents as
a key driver of occupancy volume while strengthening the direct
booking channel to foster repeat guests through a positive experience
that shapes guests' overall evaluations.
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INTRODUCTION

The hospitality industry is currently facing major shifts in room sales distribution channels due

to advances in digital technology and changes in consumer behavior. From a revenue management

perspective, hotels must be able to optimally manage all distribution channels to sell rooms to the right

guests, at strategic times, and at prices that maximize the hotel's profits. Changes in traveler behavior

are evident in the increasing use of digital booking channels through online travel agents (OTAs) such

as Agoda, Traveloka, Booking.com, and Tiket.com, which are gradually replacing direct reservations.

This situation makes channel distribution management a critical component of hotel marketing

strategies and revenue optimization.
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Table 1. Room Sales Revenue Growth Rate at Grand Cityhall
Year Number of Average Revenue
2018 57.062  840.664 47.969.971.112
2019 62966  984.648 61.999.318.059
2020 32.128  726.766 23.349.541.596
2021 44.423  673.177 29.904.541.334
2022 61.492  757.012 46.550.188.637

Total 258.071 3.982.267 209.773.560.738
Source: processed data (2026)

Based on Table 2, it is evident that there was a significant decrease in the number of guests from
62,966 in 2019 to 32,128 in 2020, a reduction of 30,838. Concurrently, the average room price also saw
a decline. The onset of the COVID-19 pandemic necessitated adjustments across all sectors.

Stakeholders in the tourism industry were compelled to adapt for sustainability.

Despite the challenges in attracting patrons, the hospitality sector is anticipated to entice visitors
through various strategies, including excellent service quality, promotional offers, competitive pricing,
and advertising through both print and electronic media (Fahlevi et al., 2023). Providing an
unforgettable experience can foster long-term relationships with guests, strengthen a hotel's reputation,
and enhance customer loyalty. Service quality in the hotel industry is reflected in its infrastructure,
available facilities, equipment, and the attitude and professionalism of its employees (Ekhsan et al.,
2020). Prompt and courteous service contributes significantly to guest satisfaction. When the services
provided exceed guest expectations, customer satisfaction is achieved. According to Ibrahim and
Thawil (2019, p. 235), service quality represents the distinctive characteristics of a product or service

that are capable of meeting the needs and expectations of the public.

On the other hand, direct bookings are still considered a channel that offers greater benefits to
hotels because they do not incur commission fees like those charged by OTAs. Guests making direct
bookings also tend to book spontaneously, especially as the arrival date approach, which has the
potential to generate higher room rates when demand increases. This phenomenon aligns with industry
trends indicating a rise in last-minute booking behavior. 2024 data shows a 16-point increase in
occupancy rates within the ten days leading up to guest arrivals, highlighting the significant contribution
of last-minute bookings to hotel revenue growth. Additionally, research by Inventure-Alvara (2023)
shows that approximately 80% of consumers believe booking directly through a hotel's website is
cheaper than booking through a travel agent. This finding is encouraging hotels to begin reducing their

reliance on OTAs, which are increasingly raising service fees and commissions.
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Nevertheless, various previous studies have shown that OTAs play a significant role in increasing
hotel visibility and expanding market reach, particularly in highly competitive destinations. OTAs can
help hotels increase occupancy, RevPAR, and digital market exposure, especially among travelers who
prioritize easy access to information and booking flexibility. However, excessive reliance on OTAs also
has the potential to reduce hotel profitability due to high commission fees and price competition
between platforms. Therefore, hotels need to implement the right channel mix strategy to maintain a

balance between increased occupancy and profitability.

The growth of the tourism industry in North Sumatra, particularly in Medan, further underscores
the importance of this study. Data from the Central Statistics Agency indicates that the number of
international tourists visiting North Sumatra in 2024 reached approximately 350,000 visits, an increase
of more than 25% compared to the previous year. This increase in tourist numbers impacts fluctuations
in the occupancy rates of star-rated hotels, which are influenced by seasonal factors, business activities,
tourism, and MICE events. In this context, Grand City Hall Medan holds a strategic position as it serves
various market segments, ranging from corporate clients and MICE events to leisure travelers. The hotel
also utilizes various room distribution channels, both through direct reservations and OTAs, making

room distribution management a highly relevant managerial issue

Theoretically, this study contributes to the development of research on revenue management and
distribution channels in the hospitality industry, particularly regarding the impact of different
reservation channels on room occupancy rates. Previous research has largely focused on the role of
OTAs in increasing hotel occupancy or profitability in general; however, few studies have specifically
compared the contribution of direct reservations and OTAs to hotel room demand patterns. Thus, this
study aims to address the research gap regarding how these two distribution channels influence room

occupancy rates and guest demand patterns.

In practical terms, this study is expected to serve as a basis for managerial decision-making by
hotels in determining the most effective room distribution strategy. The research findings can provide
recommendations regarding channel management, pricing, room inventory control, and strategies for
optimizing hotel revenue in the future. Based on industry trends, tourism developments, and existing
research gaps, a study on the impact of direct reservations and OTAs on grand city hall occupancy is
crucial. This study aims to analyze which reservation channel most significantly influences room
occupancy rates and to identify differences in demand patterns arising from direct reservations and

online travel agents.
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RESEARCH METHODS

This study employs a quantitative approach with a descriptive and associative research design to
analyze the impact of direct reservations and online travel agents on room occupancy rates at the Grand
City Hall Medan. The study was conducted over a one-month period in April 2026 at the Grand City
Hall Medan Hotel, a five-star hotel in the city of Medan. The data used consists of primary and
secondary data sourced from the hotel's internal records. Primary data was obtained through direct
observation and communication with hotel staff, while secondary data was obtained from company
documents, reservation reports, hotel archives, scientific journals, books, and various references
relevant to the study. Data collection techniques included observation, documentation, and library
research to obtain data on the number of direct reservations, online travel agent bookings, and the hotel's
daily occupancy rate. The research population includes all data on direct reservations, online travel
agent bookings, and daily occupancy rates during the period of April 2026, while the research sample
uses a non-probability sampling technique with a saturated sample method, so that all daily data for 30

days is used as the research sample.

The independent variables in this study consist of direct reservations (X1) and online travel agents
(X2), while the dependent variable is the room occupancy rate (Y). Direct reservations are measured
based on the number of daily room reservations made directly via telephone, the hotel's website, email,
and walk-ins, while online travel agents are measured based on the number of daily reservations
originating from OTA platforms such as Agoda, Traveloka, Booking.com, and Tiket.com. Room
occupancy rate is measured using the percentage of sold rooms compared to the total available rooms
during the same period. All variables use a ratio scale. Data analysis was conducted using descriptive
analysis to describe the trends in reservation data and occupancy rates during the study period, followed
by multiple linear regression analysis to test the effects of direct reservations and online travel agents
on room occupancy rates. The regression model used is formulated as Y=o+ 1 X 1+ 2 X 2+&where
Y represents the daily occupancy rate, X1 represents the number of direct reservations, and X2
represents the number of OTA bookings. This study also uses the coefficient of determination (R?) to
determine the magnitude of the independent variables' contribution to the dependent variable, and
classical assumption tests—including tests for normality, multicollinearity, heteroscedasticity, and
autocorrelation—were conducted to ensure the regression model meets the necessary statistical

requirements
Hypotheses

H1 : The number of direct reservations (X1) affects the daily room occupancy rate (Y)

H2 : The number of OTA reservations (X2) affects the daily room occupancy rate (Y)
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H3 : The combined number of direct and OTA reservations affects the daily room occupancy rate (Y)

RESULTS AND DISCUSSION
RESULTS
Normality Test Results

Table 1. One-Sample Kolmogorov-Smirnov Test

Unstandardized
Residual
N 30
Normal Parametersa,b Mean .0000000
Standard Deviation 5.01797788
Most Extreme Differences ~ Absolute 124
Positive 124
Negative -.096
Test Statistics 124
Asymp. Sig. (2-tailed) .200c,d

a. Testdistribution is Normal.

b.Calculated fromdata.

c. Lilliefors Significance Correction.

d. Thisisalowerbound ofthe true significance.

Source: processed data (2026)

Based on the table of normality test results using the One-Sample Kolmogorov-Smirnov test, the
Asymp. Sig. (2-tailed) value was 0.200. Since this value is greater than 0.05, the research data is
considered to be normally distributed. The test statistic value of 0.124 indicates that the deviation of the
residuals from the normal distribution is relatively small. Thus, the regression model satisfies the

normality assumption andis suitable foruseintheresearchanalysis.

Multicollinearity Test Results
Table 2. Multicollinearity Test Results

Coefficientsa
Collinearity Statistics
Model Tolerance VIF
(Constant)
1 OTABooking Estimates 995 1,005
Direct Booking Estimate 995 1,005

a.Dependent Variable: Occ
Source: processed data (2026)

Based on the results of the multicollinearity test, it was found that the estimated OTA booking
variablehasatolerance value 0f0.995 anda VIF of 1.005. The estimated direct booking variable alsohas a
tolerance value0of0.995anda VIF of 1.005. Thetolerance values forall variables are greater than 0.10,and

the VIF values are less than 10. Thus, it can be concluded that there is no multicollinearity among the
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independent variables intheregressionmodel.

Heteroscedasticity Test Results
Table3. Heteroscedasticity Test Results

Coefficientsa
Unstandardized Standardized Sig
Model Coefficients Coefficients )
B Std. Error Beta
(Constant) 7,867 3,935 1,999 .056
1 OTA Booking Estimates .043 .090 .142 482 .633
Direct Booking Estimate ~ -.195 .149 -.388 -1,312  .200

a.Dependent Variable: ABS
Source: processed data (2026)

Basedontheresults ofthe heteroscedasticity test, it was found thatthe significant value forthe OTA
booking estimate was 0.633 and that for the direct booking estimate was 0.200. All significance values
were greater than 0.05, indicating that there was no heteroscedasticity in the regression model. The
residual variance was constant or homogeneous across all observations. Thus, the regression model

satisfiesthe assumption ofhomoscedasticity

Autocorrelation Test Results

Table4. Autocorrelation Test Results

Model Summaryb
Model Durbin-Watson
1 2,038

Source: processed data (2026)

Based on the results of the autocorrelation test, a Durbin-Watson statistic of 2,038 was obtained.
This value falls within the range of 1.5 t0 2.5, indicating that there is no autocorrelation in the regression
model. Theresiduals across observations are not correlated with one another. Thus, the regression model

satisfiesthe assumption ofresidual independence and is suitable foruse in this study

Determination Test Results (R?)
TableS.Results of Determination Test (R?)

Model Summaryb
Model R RSquare AdjustedR Square
1 .694a .546 393

Source: processed data (2026)

Based on the analysis results, an R-squared value of 0.546 was obtained. This indicates that the
estimated OT A bookings and estimated directbookings variables account for 54.6% ofthe variationinthe
Occ variable. The remaining 45.4% is explained by other variables outside the scope of this study. Thus,

theregression model provides afairly strong explanation ofthe dependent variable
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Linear Regression Test Results

Table 6.Linear Regression Test Results

Coefficientsa
Model Unstandardized Coefficients Sgigggziﬁg ¢ Sig
B Std. Error Beta
(Constant) 22,948 13,790 1,664 .108
1 OTA Booking Estimates 267 .138 .344 2,794 .046
Direct Booking Estimate .188 152 219 2,523 .032

Source: processed data (2026)

Themultiple linearregression equationis:
Y=22.948+0.267X1+0.188X2

A. Constant

The constant value of 22.948 indicates that if the OT A booking and direct booking estimates
are both zero, the Occ value will be 22.948. This value represents the baseline condition of the
dependent variable before being influenced by the independent variables. A positive constant
indicates the presence ofan Occ value withoutthe influence ofthe independent variables.

B. Estimated OTA Bookings(X1)

The OTA booking estimate regression coefficient of 0.267 indicates that every one-unit
increase in OT A booking estimates will increase the OCC value by 0.267. The relationship between
the variables is positive and unidirectional. This indicates that the higher the OTA booking
estimates, the higherthe OCC.

C. Estimated Direct Booking(X2)

The direct booking estimate regression coefficient of 0.188 indicates that every one-unit
increase in the direct booking estimate will increase the OCC value by 0.188. The relationship
between the variables is positive between the direct booking estimate and OCC. Therefore, the
higherthe directbooking estimate, the higherthe OCC value.

Scatterplot
Dependert Variable: Oce

Regression Studentized Residual

Regression Standardzed Predicted Value

Figure1.Regression Standardized Predicted Value
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Figure2.Partial Regression Plotof OT A Booking Estimates

Source: processed data (2026)

Partial Regression Plot
Dependent Variable: Ocs

Qece

Estimast Booking Drect

Figure3.Partial Regression Plot of Direct Booking Estimates

Source: processed data (2026)

Hypothesis Testing
Table7.t-Test Results
Coefficientsa
. . Standardized
Model Unstandardized Coefficients Coefficients ¢ Sig.
B Std. Error Beta
(Constant) 22,948 13,790 1,664 .108
O 267 138 344 2794 046
1 Estimates
DitiseilEoulaig 188 152 219 2523 032
Estimate

Source: processed data (2026)
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A. Thelnfluence of OTA Booking Estimates onOcc
Based onthet-testresults, the calculated t-value was 2.794 withasignificance level 0£0.046 (<0.05).
This indicates that OT A booking estimates significantly influence Occ. The regression coefficient
0f0.267 indicates a positive relationship between the variables. Thus, the higher the OTA booking

estimates, thehigherthe Occ value.

B. ThelmpactofDirect Booking Estimates on Occ
Based onthet-testresults, the calculated t-value was 2.503 withasignificance level 0£0.032 (<0.05).
This indicates that the direct booking estimate significantly influences the OCC. The regression
coefficient of 0.188 indicates a positive relationship between the variables. Thus, the higher the

directbooking estimate, the higherthe OCCvalue.

Hypothesis Testing
Table 8. F TestResults
ANOVAa
Model Sum of Squares df Mean Square F Sig.
Regression 298,730 2 149,365 12,485  .002b
1 Residual 1622,681 27 60,099
Total 1921,410 29

a.Dependent Variable: Occ
b.Predictors: (Constant), Estimated Direct Bookings, Estimated OT A Bookings
Source: processed data (2026)
Based on the simultaneous test results, the calculated F value was 12.485 with a significance level
0f0.002(<0.05). Thisindicates that OT Abooking estimates and direct booking estimates simultaneously
haveasignificanteffect on Occ. Theregressionmodel was declared simultaneously significant. Thus, the

research hypothesis wasaccepted.

DISCUSSION

The Effectof Direct Reservations on Room Occupancy Rates

Based ontheresults ofthemultiple linearregression and t-tests, the direct booking variable showed
apositive and significant effect on theroom occupancy rate at the Grand City Hall Hotel in Medan during
theobservationperiodin April2026. This canbe seen fromthe regression coefficient value of 0. 188 witha
significance level of 0.032, which is less than 0.05, meaning that an increase in direct reservations can
consistently increase occupancy. Interpretatively, a coefficient value of 0.188 indicates that a 1-unit
increase in direct reservations results in a corresponding increase in occupancy. This variable has a
positiverelationship, with a Standardized Beta of0.219, meaning it contributes to the effect, although the

contributionisrelatively smaller.
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Direct room sales in April 2026 totaled 2,023 room nights. This figure is lower than room sales
through OTAs. However, direct sales play a crucial role in boosting the hotel's occupancy rate. From a
managerial perspective, direct reservations imply that hotels must maintain the performance ofthe direct
channel by encouraging guests to book directly, even though the direct channel has limitations unlike
those of OTA channels. Thus, direct reservations can serve as a channel to maintain loyalty, while other
channels can focus on maintaining volume. This strategy cannot rely on a single channel for volume but
rather requires managing it through a well-balanced channel mix. This study aligns with the findings of
Mentari (2025), which demonstrated that a directreservation channel plays adominantrole in explaining
variations in room occupancy rates within the context of their research, despite differences in the hotels
and time periods studied. This study reinforces the argument that direct bookings have a positive impact

onincreasing roomoccupancy whenimplemented with therightstrategy.
ThelInfluence of OTAs on Room Occupancy Rates

Based on the results of the t-test, the estimated OTA booking variable also showed a positive and
significanteffecton occupancy. This datahasaregression coefficientof0.267 withasignificance level of
0.045 (less than 0.05), indicating that bookings originating from OTA channels result in a significant
increase in occupancy. A coefficient value of 0.267 means that a 1-unit increase in OTA bookings is
followed bya0.267 increase in occupancy. A Standardized Beta value 0of0.344 indicates that OT A acts as
a variable with a relatively strong influence compared to direct bookings. OTA's contribution in April
2026reached 3,295 RN (>2,023 RN). With highersales figures, OT Ashave asignificant driving force on
hotel occupancy. High sales figures are influenced by a wide market reach, price comparisons and room
availability, reviews that serve as a basis for consumer evaluation, and ease of booking and payment.

These factors are major considerations for consumers when bookingrooms through OTA channels.

Empirical findings will reinforce the position of OT As as a channel that generates volume capable
of supporting and driving occupancy, particularly during periods of fluctuating demand. OTAs play a
crucial role in maintaining daily room occupancy to prevent a large number of unsold rooms. This serves
as a key indicator of how effectively a hotel fills its available room inventory. OTAs also influence
revenue management; while they can increase occupancy, increased OTA occupancy may come with
commission costs and potential pricing pressure. Therefore, the managerial implication is not merely
about “increasing OTA occupancy figures” but rather managing them strategically. This includes setting
allotments, rate strategies, period-based promotions, and leveraging OTAs to create a positive guest
experience that converts new guests into repeat guests through direct bookings. Given this background,
the author emphasizes the importance of managing channels so that hotels do not become dependent ona
single source. This study aligns with Budiartini's (2025) findings that OT As have a significant influence

on occupancy and demonstrate substantial contributions. Itis evident that OT As generate a large volume
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ofbookings.

CONCLUSION

Based ontheresults ofastudy onthe effectof directreservations and online travel agents (OTAs) on
room occupancy rates at Grand City Hall Medan during a 30-day observation period in April 2026, it can
be concluded that direct reservations and OTAs simultaneously have a significant effect on room
occupancy, as evidenced by the F-test results with a significant value of 0.002, which is less than 0.05.
Partially, both variables also show a positive and significant effect onroom occupancy rates, where OTA
has a significant value of 0.046 with a regression coefficient of 0.267, while direct reservations have a
significant value of 0.032 with aregression coefficient of 0.188. These results indicate that an increase in
the number of bookings, whether through OTAs or direct reservations, will be followed by an increase in
hotel occupancy . However, OTAs proved to be a more dominant factor in influencing room occupancy
rates than direct reservations, as evidenced by the higher regression coefficients and standardized betas
for OTAs compared to direct reservations. Furthermore, descriptively, the contribution of room sales
through OTAs was also greater during the study period, with total sales reaching 3,295 room nights
compared to 2,023 room nights for direct reservations. Thus, it can be understood that the OTA
distribution channel plays a stronger role in increasing room occupancy rates at Grand City Hall Medan,

although directreservationsstill make a positive contribution tohotel occupancy.
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