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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 62.966 984.648 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=α+β_1 X_1+β_2 X_2+ε 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 (R²) 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 i1. iOne-Sample iKolmogorov-Smirnov iTest 

 

Unstandardized  

iResidual 

N 30 

Normal iParameters ia,b Mean .0000000 

Standard iDeviation 5.01797788 

Most iExtreme  iDifferences Absolute .124 

Positive .124 

Negative -.096 

Test iStatistics .124 

Asymp. iSig.  i(2-tailed) .200 ic,d 

a. iTest  idistribution  iis iNormal. 

b. iCalculated ifrom  idata. 

c. iLilliefors iSignificance iCorrection. 

d. iThis iis ia  ilower ibound iof ithe  itrue  isignificance. 

Source: processed data (2026) 

Based ion ithe itable iof inormality itest iresults iusing ithe iOne-Sample iKolmogorov-Smirnov itest, ithe 

iAsymp.  iSig. i(2-tailed)  ivalue  iwas  i0.200.  iSince  ithis  ivalue  iis  igreater  ithan  i0.05,  ithe  iresearch  idata  iis 

iconsidered  ito ibe inormally  idistributed.  iThe itest  istatistic  ivalue iof i0.124 iindicates  ithat  ithe ideviation iof ithe 

iresiduals ifrom ithe inormal  idistribution iis irelatively ismall. iThus, ithe iregression imodel isatisfies ithe 

inormality iassumption iand iis isuitable ifor  iuse iin ithe iresearch  ianalysis. 

Multicollinearity iTest iResults 

Table i2. iMulticollinearity  iTest iResults 

Coefficients  ia 

Model 
Collinearity iStatistics 

Tolerance VIF 

1 

(Constant)   

OTA iBooking iEstimates .995 1,005 

Direct iBooking iEstimate .995 1,005 

a.  iDependent iVariable:  iOcc 

Source: processed data (2026) 

Based ion ithe iresults iof ithe imulticollinearity  itest, iit iwas  ifound ithat  ithe iestimated iOTA ibooking 

ivariable ihas  ia itolerance  ivalue  iof i0.995 iand ia iVIF iof i1.005.  iThe iestimated idirect  ibooking  ivariable  ialso  ihas ia 

itolerance  ivalue iof  i0.995 iand ia  iVIF iof  i1.005.  iThe itolerance  ivalues ifor  iall ivariables  iare igreater  ithan i0.10,  iand 

ithe iVIF ivalues  iare iless  ithan  i10. iThus, iit  ican ibe iconcluded ithat ithere iis ino imulticollinearity  iamong ithe 
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iindependent ivariables  iin ithe iregression imodel. 

Heteroscedasticity  iTest iResults 

Table i3. iHeteroscedasticity  iTest iResults 

Coefficients  ia 

Model 

Unstandardized 

iCoefficients 

Standardized 

iCoefficients 
t Sig. 

B Std. iError Beta   

1 

(Constant) 7,867 3,935  1,999 .056 

OTA iBooking iEstimates .043 .090 .142 .482 .633 

Direct iBooking iEstimate -.195 .149 -.388 -1,312 .200 

a. iDependent iVariable:  iABS 

Source: processed data (2026) 

Based  ion ithe iresults  iof  ithe  iheteroscedasticity  itest,  iit  iwas  ifound ithat ithe  isignificant  ivalue  ifor ithe iOTA 

ibooking  iestimate  iwas i0.633  iand ithat  ifor ithe  idirect  ibooking  iestimate iwas  i0.200. iAll  isignificance ivalues 

iwere igreater  ithan i0.05, iindicating  ithat ithere  iwas ino iheteroscedasticity  iin ithe iregression imodel. iThe 

iresidual ivariance iwas iconstant ior ihomogeneous iacross iall iobservations. iThus, ithe iregression imodel 

isatisfies ithe iassumption iof ihomoscedasticity 

Autocorrelation iTest iResults 

Table i4. iAutocorrelation iTest iResults 

Model iSummary ib 

Model Durbin-Watson 

1 2,038 

Source: processed data (2026) 

Based  ion ithe  iresults iof ithe  iautocorrelation itest,  ia iDurbin-Watson istatistic iof i2,038  iwas iobtained. 

iThis  ivalue ifalls  iwithin ithe  irange  iof i1.5 ito i2.5,  iindicating  ithat ithere  iis  ino iautocorrelation iin ithe iregression 

imodel. iThe iresiduals  iacross iobservations  iare inot icorrelated  iwith ione ianother. iThus, ithe  iregression  imodel 

isatisfies ithe iassumption iof iresidual iindependence  iand iis  isuitable ifor  iuse iin ithis istudy 

Determination iTest iResults i(R²) 

Table i5. iResults iof iDetermination iTest i(R²) 

Model iSummary ib 

Model R R iSquare Adjusted iR iSquare 

1 .694 ia .546 .393 

Source: processed data (2026) 

Based ion ithe ianalysis iresults, ian iR-squared ivalue iof i0.546 iwas iobtained. iThis iindicates ithat ithe 

iestimated iOTA ibookings  iand  iestimated idirect  ibookings ivariables  iaccount  ifor i54.6% iof ithe ivariation iin ithe 

iOcc  ivariable.  iThe  iremaining  i45.4%  iis  iexplained  iby iother  ivariables  ioutside  ithe  iscope  iof  ithis  istudy.  iThus, 

ithe  iregression  imodel iprovides ia ifairly istrong  iexplanation  iof ithe  idependent ivariable 
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Linear iRegression iTest iResults 

Table  i6. iLinear iRegression iTest iResults 

Coefficients  ia 

Model 
Unstandardized iCoefficients 

Standardized 

iCoefficients t Sig. 

B Std. iError Beta 

1 

(Constant) 22,948 13,790  1,664 .108 

OTA iBooking iEstimates .267 .138 .344 2,794 .046 

Direct iBooking iEstimate .188 .152 .219 2,523 .032 

Source: processed data (2026) 

The imultiple  ilinear iregression  iequation iis: 

Y=22.948+0.267X1+0.188X2 

A. Constant 

The  iconstant  ivalue  iof i22.948  iindicates  ithat  iif  ithe  iOTA ibooking iand idirect ibooking  iestimates  

iare iboth  izero, ithe  iOcc  ivalue iwill ibe i22.948. iThis ivalue irepresents ithe  ibaseline  icondition iof ithe 

idependent ivariable ibefore ibeing iinfluenced iby ithe iindependent ivariables. iA ipositive iconstant 

iindicates ithe ipresence iof ian iOcc ivalue iwithout ithe  iinfluence iof ithe  iindependent ivariables. 

B. Estimated iOTA iBookings  i(X1) 

The  iOTA ibooking iestimate  iregression icoefficient  iof  i0.267  iindicates ithat ievery ione-unit 

iincrease iin iOTA ibooking iestimates iwill iincrease ithe  iOCC ivalue  iby i0.267. iThe  irelationship  ibetween 

ithe ivariables iis  ipositive  iand iunidirectional. iThis iindicates  ithat ithe ihigher ithe iOTA ibooking 

iestimates, ithe ihigher ithe  iOCC. 

C. Estimated iDirect  iBooking i(X2) 

The idirect ibooking  iestimate  iregression icoefficient  iof  i0.188  iindicates ithat ievery ione-unit  

iincrease iin ithe idirect ibooking iestimate iwill  iincrease ithe iOCC ivalue iby i0.188. iThe irelationship 

ibetween ithe ivariables  iis  ipositive  ibetween ithe  idirect  ibooking  iestimate iand iOCC.  iTherefore, ithe 

ihigher ithe  idirect ibooking iestimate i, ithe ihigher  ithe iOCC ivalue. 

 

Figure i1. iRegression iStandardized iPredicted iValue 

https://creativecommons.org/licenses/by-nc/4.0/
https://creativecommons.org/licenses/by-nc/4.0/
https://creativecommons.org/licenses/by-nc/4.0/


945 
 

JIBEMA: Jurnal Ilmu Bisnis, Ekonomi, Manajemen, dan Akuntansi 

Volume 3, No. 4, April 2026, p. 938-949 

 

Website: ihttp://jibema.murisedu.id/index.php/JIBEMA Copyright i©2026, iJIBEMA 

Licensed iunder i  ia iCreative iCommons iAttribution-NonCommercial i4.0 iInternational 

iLicense 

 

 

Figure i2. iPartial iRegression iPlot iof iOTA iBooking iEstimates 

Source: processed data (2026) 

 

Figure i3. iPartial iRegression iPlot iof iDirect iBooking iEstimates 

Source: processed data (2026) 

 

Hypothesis iTesting 

Table i7. it-Test iResults 

Coefficients  ia 

Model 
Unstandardized iCoefficients 

Standardized 

iCoefficients t Sig. 

B Std. iError Beta 

1 

(Constant) 22,948 13,790  1,664 .108 

OTA iBooking 

iEstimates 
.267 .138 .344 2,794 .046 

Direct iBooking 

iEstimate 
.188 .152 .219 2,523 .032 

Source: processed data (2026) 
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A. The iInfluence iof iOTA iBooking iEstimates ion iOcc 

Based  ion ithe  it-test iresults, ithe  icalculated it-value iwas  i2.794  iwith ia  isignificance  ilevel iof i0.046 i(<0.05). 

iThis  iindicates  ithat  iOTA ibooking  iestimates  isignificantly  iinfluence iOcc.  iThe  iregression  icoefficient 

iof i0.267  iindicates ia  ipositive  irelationship  ibetween ithe ivariables.  iThus, ithe ihigher ithe  iOTA ibooking 

iestimates, ithe ihigher ithe  iOcc  ivalue. 

B. The iImpact iof iDirect iBooking  iEstimates  ion iOcc 

Based  ion ithe  it-test iresults, ithe  icalculated it-value iwas  i2.503  iwith ia  isignificance  ilevel iof i0.032 i(<0.05). 

iThis  iindicates ithat ithe  idirect ibooking  iestimate isignificantly iinfluences  ithe iOCC. iThe  iregression 

icoefficient iof i0.188 iindicates ia ipositive irelationship ibetween ithe ivariables. iThus, ithe ihigher ithe 

idirect  ibooking iestimate, ithe  ihigher  ithe iOCC ivalue. 

Hypothesis iTesting 

Table  i8.  I F iTest iResults 

ANOVA ia 

Model Sum iof iSquares df Mean iSquare F Sig. 

1 

Regression 298,730 2 149,365 12,485 .002 ib 

Residual 1622,681 27 60,099   

Total 1921,410 29    

a. iDependent iVariable:  iOcc 

b. iPredictors:  i(Constant), iEstimated iDirect iBookings, iEstimated iOTA iBookings 

Source: processed data (2026) 

Based  ion ithe  isimultaneous  itest  iresults, ithe icalculated  iF ivalue iwas  i12.485 iwith  ia  isignificance  ilevel 

iof i0.002 i(<0.05). iThis  iindicates ithat  iOTA ibooking  iestimates iand idirect  ibooking iestimates  isimultaneously 

ihave ia isignificant ieffect ion iOcc. iThe iregression imodel iwas ideclared isimultaneously  isignificant.  iThus, ithe 

iresearch ihypothesis  iwas  iaccepted. 

DISCUSSION 

The iEffect iof iDirect iReservations  ion iRoom iOccupancy iRates 

Based ion ithe iresults iof ithe imultiple ilinear iregression iand it-tests, ithe idirect ibooking ivariable ishowed 

ia  ipositive iand isignificant ieffect ion ithe iroom  ioccupancy  irate iat  ithe  iGrand iCity  iHall  iHotel  iin iMedan  iduring 

ithe  iobservation iperiod  iin iApril  i2026.  iThis  ican  ibe iseen  ifrom  ithe  iregression  icoefficient  ivalue iof  i0.188  iwith  ia 

isignificance ilevel iof i0.032, iwhich iis iless ithan i0.05, imeaning ithat  ian iincrease iin idirect ireservations ican 

iconsistently iincrease ioccupancy. iInterpretatively,  ia icoefficient  ivalue  iof i0.188  iindicates  ithat  ia i1-unit 

iincrease iin idirect ireservations  iresults iin ia  icorresponding iincrease iin ioccupancy. iThis  ivariable ihas ia 

ipositive irelationship, iwith  ia  iStandardized iBeta  iof i0.219,  imeaning iit  icontributes  ito ithe ieffect, ialthough ithe 

icontribution iis irelatively  ismaller. 
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Direct  iroom  isales  iin iApril  i2026 itotaled  i2,023  iroom inights.  iThis ifigure  iis  ilower  ithan  iroom  isales 

ithrough iOTAs. iHowever, idirect isales iplay ia  icrucial irole  iin iboosting  ithe ihotel's  ioccupancy irate.  iFrom  ia 

imanagerial iperspective, idirect ireservations iimply ithat ihotels imust imaintain ithe iperformance  iof ithe idirect 

ichannel iby iencouraging iguests ito ibook idirectly, ieven ithough ithe idirect ichannel ihas ilimitations iunlike 

ithose  iof  iOTA ichannels. iThus, idirect ireservations  ican iserve ias ia  ichannel  ito imaintain  iloyalty, iwhile iother 

ichannels ican ifocus ion imaintaining ivolume. iThis istrategy icannot irely ion ia isingle ichannel ifor ivolume ibut  

irather  irequires imanaging  iit ithrough ia  iwell-balanced ichannel imix.  iThis istudy  ialigns  iwith ithe ifindings iof 

iMentari i(2025),  iwhich  idemonstrated ithat ia idirect ireservation  ichannel iplays  ia idominant  irole iin iexplaining 

ivariations iin iroom  ioccupancy  irates  iwithin ithe  icontext iof  itheir  iresearch,  idespite  idifferences  iin ithe  ihotels 

iand itime iperiods istudied.  iThis  istudy ireinforces ithe iargument ithat idirect ibookings  ihave ia ipositive iimpact 

ion iincreasing iroom ioccupancy  iwhen iimplemented iwith  ithe  iright istrategy. 

The iInfluence iof iOTAs ion iRoom iOccupancy iRates 

Based ion ithe iresults iof ithe it-test, ithe iestimated iOTA ibooking ivariable ialso ishowed ia  ipositive iand 

isignificant ieffect ion ioccupancy. iThis idata  ihas ia iregression  icoefficient iof i0.267  iwith ia  isignificance ilevel iof 

i0.045 i(less ithan i0.05), iindicating ithat ibookings ioriginating  ifrom iOTA ichannels iresult iin ia isignificant 

iincrease iin ioccupancy.  iA icoefficient ivalue iof i0.267 imeans  ithat  ia  i1-unit  iincrease iin  iOTA ibookings  iis 

ifollowed iby ia i0.267 iincrease  iin ioccupancy. iA iStandardized iBeta ivalue iof  i0.344 iindicates  ithat iOTA iacts ias 

ia  ivariable iwith  ia  irelatively  istrong  iinfluence  icompared  ito idirect  ibookings.  iOTA's icontribution iin iApril 

i2026  ireached  i3,295 iRN i(> i2,023 iRN). iWith ihigher isales  ifigures, iOTAs ihave ia isignificant  idriving iforce  ion 

ihotel  ioccupancy. iHigh  isales  ifigures  iare iinfluenced  iby ia  iwide  imarket ireach,  iprice  icomparisons  iand iroom  

iavailability, ireviews ithat iserve ias ia ibasis ifor iconsumer ievaluation, iand iease iof  ibooking iand ipayment. 

iThese ifactors iare imajor iconsiderations  ifor  iconsumers iwhen  ibooking irooms ithrough iOTA ichannels. 

Empirical ifindings  iwill  ireinforce  ithe iposition  iof  iOTAs ias  ia ichannel ithat igenerates ivolume icapable  

iof isupporting  iand idriving  ioccupancy, iparticularly  iduring  iperiods  iof ifluctuating  idemand. iOTAs  iplay ia 

icrucial  irole  iin imaintaining  idaily  iroom  ioccupancy  ito iprevent  ia  ilarge  inumber  iof  iunsold  irooms.  iThis  iserves  

ias ia  ikey iindicator  iof  ihow ieffectively  ia ihotel ifills iits iavailable  iroom  iinventory.  iOTAs  ialso iinfluence  

irevenue imanagement;  iwhile  ithey  ican  iincrease  ioccupancy, iincreased iOTA ioccupancy  imay  icome  iwith 

icommission icosts  iand ipotential  ipricing ipressure. iTherefore, ithe  imanagerial  iimplication iis inot imerely  

iabout i“increasing iOTA ioccupancy ifigures”  ibut  irather  imanaging  ithem  istrategically.  iThis  iincludes isetting 

iallotments, irate  istrategies, iperiod-based  ipromotions, iand ileveraging iOTAs  ito icreate ia  ipositive  iguest 

iexperience ithat iconverts inew iguests iinto irepeat iguests ithrough idirect  ibookings. iGiven ithis ibackground,  

ithe  iauthor  iemphasizes  ithe iimportance  iof  imanaging ichannels iso ithat ihotels ido inot ibecome idependent ion ia  

isingle isource. iThis  istudy  ialigns iwith  iBudiartini's  i(2025) ifindings  ithat  iOTAs ihave  ia isignificant  iinfluence  

ion ioccupancy iand idemonstrate isubstantial  icontributions. iIt iis ievident ithat iOTAs igenerate ia ilarge ivolume 
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iof ibookings.  i 

CONCLUSION 

Based ion ithe iresults iof ia istudy  ion ithe  ieffect iof idirect ireservations iand ionline itravel iagents  i(OTAs) ion 

iroom ioccupancy irates iat iGrand iCity iHall iMedan iduring ia i30-day iobservation iperiod iin iApril i2026, iit ican 

ibe iconcluded  ithat idirect ireservations iand iOTAs isimultaneously ihave  ia isignificant  ieffect ion iroom 

ioccupancy, ias  ievidenced  iby  ithe  iF-test  iresults iwith  ia  isignificant  ivalue  iof i0.002, iwhich  iis  iless  ithan i0.05.  

iPartially, iboth  ivariables ialso  ishow ia ipositive iand isignificant  ieffect ion iroom ioccupancy  irates,  iwhere iOTA 

ihas  ia isignificant  ivalue iof i0.046 iwith  ia iregression icoefficient  iof i0.267, iwhile idirect ireservations ihave  ia  

isignificant ivalue iof i0.032  iwith ia iregression icoefficient iof i0.188. iThese iresults iindicate ithat  ian iincrease iin 

ithe  inumber iof ibookings, iwhether  ithrough iOTAs  ior idirect  ireservations,  iwill  ibe ifollowed  iby ian iincrease  iin 

ihotel  ioccupancy  i. iHowever,  iOTAs iproved ito ibe ia  imore idominant  ifactor  iin iinfluencing iroom  ioccupancy 

irates  ithan  idirect ireservations,  ias ievidenced  iby ithe ihigher  iregression  icoefficients  iand  istandardized  ibetas  

ifor iOTAs icompared ito idirect ireservations. iFurthermore, idescriptively, ithe icontribution iof iroom isales 

ithrough  iOTAs iwas  ialso  igreater  iduring  ithe  istudy  iperiod,  iwith  itotal isales  ireaching  i3,295 iroom  inights 

icompared ito i2,023 iroom inights ifor idirect ireservations. iThus, iit ican ibe iunderstood ithat ithe iOTA 

idistribution ichannel iplays ia istronger irole iin iincreasing iroom ioccupancy irates iat iGrand iCity iHall iMedan, 

ialthough  idirect ireservations  istill  imake  ia ipositive icontribution ito ihotel ioccupancy. 
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