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The survey: background

• In order to monitor 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), HOTREC, the umbrella association of Hotels,
Restaurants and Cafés in Europe, has decided to conduct an online survey
between February and March 2020 together with hotel associations from
HOTREC member countries across Europe for the reference year 2019.

• Results for the reference year 2019 are based on observations from more
than 2’800 hotels across Europe, without data from France, which have
been integrated later.

• In France the survey was sent to hotel members by the GNC, GNI and UMIH
during summer 2020. A total of 878 responses could be analysed.

• Details on the sample characteristics can be found in annex 2.
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The questionnaire

• The online questionnaire asked for market shares of different direct and
indirect distribution channels (in terms of overnights) as well as the specific
market shares of the OTAs (such as Booking.com, Expedia, and HRS).

• Further questions queried the hotel-OTA relationship and analyzed the way
how hoteliers manage online distribution channels and interfaces with
meta-search engines.

• The final part comprises questions covering characteristics of the hotel
property (star rating, the size of the hotel in terms of rooms offered,
amount of overnight stays, its location, main target group, etc.)

➢ See annex 1 for a copy of the HOTREC questionnaire. The questionnaire in
France had the same questions as in HOTREC’s questionnaire and a series of
other questions related to the situation in France. Only common questions
have been analyzed in this report.
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Distribution channels
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Market shares of distribution channels in 
Europe 2019 (without data from France)

Confidence intervals are stated at 
the 95% level. Market shares in % 
of overnights. 

Unweighted overall sample (2'166 valid observations for 

the distribution channels)

Direct - Phone 18.2 17.5 19.0

Direct - Mail / fax 1.5 1.3 1.7

Direct - Walk-In (persons without reservation) 4.4 4.1 4.7

Direct - Contact form on own website (without availabilty 

check)
6.1 5.6 6.6

Direct - Email 16.5 15.8 17.2

Direct - real time booking over own website with availabilty 

check
7.8 7.4 8.2

Destination Marketing Organization (DMO) / trade 

associations
0.8 0.7 0.9

National Tourism Organization (NTO) 0.3 0.2 0.4

Tour operator / Travel agency 8.7 8.0 9.4

Hotel chains and cooperations with CRS 0.8 0.6 0.9

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

etc.)
1.6 1.4 1.8

Event and Congress organizer 1.7 1.5 1.9

Online Booking Agency (OTA) 27.3 26.3 28.3

Globale Distributionssysteme (GDS) 1.4 1.1 1.6

Social Media Channels 0.7 0.5 0.9

other distribution channels 2.3 2.3 2.0 2.6

29.4

Market share 2019 confidence interval 

54.5

1.1

12.8
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Market shares of distribution 
channels 2019: FRANCE

Unweighted samples. Market shares in % of overnights. 

Unweighted overall sample (878 valid observations for the 

distribution channels)

Direct - Phone 25.0 23.6 26.4

Direct - Mail / fax 1.7 1.4 2.1

Direct - Walk-In (persons without reservation) 6.3 5.8 6.8

Direct - Contact form on own website (without availabilty 

check)
4.5 3.8 5.2

Direct - Email 8.9 8.1 9.7

Direct - real time booking over own website with availabilty 

check
11.9 11.0 12.8

Destination Marketing Organization (DMO) / trade 

associations
0.8 0.5 1.1

National Tourism Organization (NTO) 0.3 0.2 0.4

Tour operator / Travel agency 4.2 3.6 4.9

Hotel chains and cooperations with CRS 2.0 1.6 2.4

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

etc.)
1.8 1.4 2.2

Event and Congress organizer 1.5 1.2 1.8

Online Booking Agency (OTA) 25.6 24.2 27.1

Globale Distributionssysteme (GDS) 1.6 1.3 1.9

Social Media Channels 0.4 0.2 0.6

other distribution channels 3.5 3.5 2.7 5.5

27.6

Market share 2019 confidence interval 

58.3

1.1

9.5
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Market shares of distribution channels 
2019 Europe including data from 
France

Combined survey data from HOTREC study n=2166 and the 
French study n=878. Market shares in % of overnights. 

Overall sample (3044 valid observations for the 

distribution channels)

Direct - Phone 19.1

Direct - Mail / fax 1.5

Direct - Walk-In (persons without reservation) 4.7

Direct - Contact form on own website (without availabilty 

check)
5.9

Direct - Email 15.5

Direct - real time booking over own website with availabilty 

check
8.3

Destination Marketing Organization (DMO) / trade 

associations
0.8

National Tourism Organization (NTO) 0.3

Tour operator / Travel agency 8.1

Hotel chains and cooperations with CRS 0.9

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

etc.)
1.7

Event and Congress organizer 1.7

Online Booking Agency (OTA) 27.1

Globale Distributionssysteme (GDS) 1.4

Social Media Channels 0.7

other distribution channels 2.5 2.5

29.1

Market share 2019

55.0

1.1

12.3



Institute of Tourism
Page 8

Evolution market shares of distribution 
channels in Europe 2013 to 2019
(2019 without data from France)

Unweighted sample. Market shares in % of overnights. 

Direct - Phone 18.2 18.5 18.7 21.1 -2.9

Direct - Mail / fax 1.5 2.0 2.3 3.1 -1.7

Direct - Walk-In (persons without reservation) 4.4 4.4 4.8 6.0 -1.6

Direct - Contact form on own website (without 

availabilty check)
6.1 6.0 6.1 6.1 0.0

Direct - Email 16.5 16.0 16.7 16.1 0.3

Direct - real time booking over own website 

with availabilty check
7.8 8.2 6.8 6.9 0.9

Destination Marketing Organization (DMO) / 

trade associations
0.8 0.9 0.9 1.0 -0.3

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

Tour operator / Travel agency 8.7 7.8 8.0 9.6 -0.9

Hotel chains and cooperations with CRS 0.8 1.0 2.6 1.4 -0.6

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

Transhotel, etc.)
1.6 1.9 2.6 2.8 -1.2

Event and Congress organizer 1.7 1.9 3.1 1.9 -0.3

Online Booking Agency (OTA) 27.3 26.9 22.3 19.3 8.1

Globale Distribution Systems (GDS) 1.4 1.9 2.7 2.0 -0.7

Social Media Channels 0.7 0.5 0.5 0.5 0.2

Other distribution channels 2.3 2.3 1.6 1.6 1.5 1.5 1.5 1.5 0.9 0.9

-2.9

Market share 

2017 (n=2'593)

Market share 

2015 (n=2'188)

Market share 

2013 (n=2'221)

DELTA (2019-

2013)

55.1 55.2 59.4 -4.9

29.3 25.5 21.8 7.6

Market share 

2019 (n=2166)

54.5

1.1

12.8

29.4

1.3 1.4 1.7 -0.6

12.7 16.3 15.7
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Market shares of distribution channels 
in FRANCE: 2017 versus 2019

Weighted samples. Market shares in % of overnights. 

Unweighted samples

Direct - Phone 25.0 26.3

Direct - Mail / fax 1.7 1.6

Direct - Walk-In (persons without reservation) 6.3 8.5

Direct - Contact form on own website (without 

availabilty check)
4.5 3.7

Direct - Email 8.9 10.3

Direct - real time booking over own website with 

availabilty check
11.9 12.5

Destination Marketing Organization (DMO) / 

trade associations
0.8 0.7

National Tourism Organization (NTO) 0.3 0.4

Tour operator / Travel agency 4.2 3.8

Hotel chains and cooperations with CRS 2.0 2.5

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

Transhotel, etc.)
1.8 1.1

Event and Congress organizer 1.5 1.9

Online Booking Agency (OTA) 25.6 22.4

Globale Distributionssysteme (GDS) 1.6 2.0

Social Media Channels 0.4 0.3

other distribution channels 3.5 3.5 2.2 2.2

Market share 

2019 (n=878)

Market share 

2017 (n=158)

58.3 62.8

27.6 24.7

1.1 1.1

9.5 9.2
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Evolution market shares of distribution 
channels in Europe 2013 to 2019
(2019 including data from France)

Unweighted sample. Market shares in % of overnights. 

Direct - Phone 19.1 18.5 18.7 21.1 -2.0

Direct - Mail / fax 1.5 2.0 2.3 3.1 -1.6

Direct - Walk-In (persons without reservation) 4.7 4.4 4.8 6.0 -1.3

Direct - Contact form on own website (without 

availabilty check)
5.9 6.0 6.1 6.1 -0.2

Direct - Email 15.5 16.0 16.7 16.1 -0.7

Direct - real time booking over own website with 

availabilty check
8.3 8.2 6.8 6.9 1.4

Destination Marketing Organization (DMO) / 

trade associations
0.8 0.9 0.9 1.0 -0.3

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

Tour operator / Travel agency 8.1 7.8 8.0 9.6 -1.5

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

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

Transhotel, etc.)
1.7 1.9 2.6 2.8 -1.2

Event and Congress organizer 1.7 1.9 3.1 1.9 -0.3

Online Booking Agency (OTA) 27.1 26.9 22.3 19.3 7.8

Globale Distribution Systems (GDS) 1.4 1.9 2.7 2.0 -0.7

Social Media Channels 0.7 0.5 0.5 0.5 0.2

Other distribution channels 2.5 2.5 1.6 1.6 1.5 1.5 1.5 1.5 1.0 1.0

Market share 

2019 (n=3044)

Market share 

2017 (n=2'593)

Market share 2015 

(n=2'188)

Market share 2013 

(n=2'221)
DELTA (2019-2013)

55.0 55.1 55.2 59.4 -4.4

1.1 1.3 1.4 1.7 -0.5

12.3 12.7 16.3 15.7 -3.4

29.1 29.3 25.5 21.8 7.4
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Analysis of OTA market players and 
their relative market shares

Source: http://www.brackenrothwell.com/services/intermediary-business
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Unweighted relative market shares (in 
%) of major OTAs in Europe (without 
data from France)

Europe 2019 

(n=1760)

Agoda 0.8

Booking.com 67.7

Booking Holdings 68.4

HRS 6.3

hotel.ch 0.1

Hotel.de 0.8

Tiscover 0.1

HRS (total) 7.2

Expedia 12.8

Hotels.com 2.1

eBookers 1.2

Orbitz Travel 0.2

Expedia Group 16.3

TOTAL 92.0

7,2

9,0

11,9

16,6

16,3

16,6

16,8

14,5

68,4

66,4

62,9

60,0

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

2019 (n=1760)

2017 (n=2062)

2015 (n=1879)

2013 (n=1736)

Booking Holdings Expedia Group HRS Group
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Unweighted relative market shares (in %) 
of major OTAs: Europe versus FRANCE

Europe 2019 

(n=1760)

France 2019 

(n=566)

Agoda 0.8 1.0

Booking.com 67.7 67.4

Booking Holdings 68.4 68.5

HRS 6.3 2.4

hotel.ch 0.1 0.1

Hotel.de 0.8 0.5

Tiscover 0.1 0.0

HRS (total) 7.2 2.9

Expedia 12.8 16.9

Hotels.com 2.1 3.3

eBookers 1.2 1.7

Orbitz Travel 0.2 0.1

Expedia Group 16.3 22.0

TOTAL 92.0 93.4

Airbnb na 0.7

Voyage privé na 0.2

Voyage SNCF na 0.2
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Europe (without data from France): In 
case of a dispute with an OTA, is there a 
fair and effective solution to the 
disagreements?

Based on unweighted (raw) sample data (n=1753).

16,0%

42,9%

41,1%

0,0% 5,0% 10,0% 15,0% 20,0% 25,0% 30,0% 35,0% 40,0% 45,0% 50,0%

Yes

No

Do not have disputes with OTAs



Institute of Tourism
Page 15

FRANCE: In case of a dispute with an 
OTA, is there a fair and effective solution 
to the disagreements?

Based on unweighted (raw) sample data (n=585).

11,6%

58,8%

29,6%

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

Yes

No

Do not have disputes with OTAs
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Europe (without data from France): Have 
you ever made use of the various 
possibilities offered by OTA to improve 
effectively your ranking?

Based on unweighted (raw) sample data (n=1980).

31,5%

6,4%

11,6%

50,6%

0,0% 10,0% 20,0% 30,0% 40,0% 50,0% 60,0%

Yes, preferred Partner Programs

Yes, ranking booster

Yes, both

No, nothing of both
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FRANCE: Have you ever made use of the 
various possibilities offered by OTA to 
improve effectively your ranking?

Based on unweighted (raw) sample data (n=585).

26,7%

4,3%

8,5%

60,5%

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

Yes, preferred Partner Programs

Yes, ranking booster

Yes, both

No, nothing of both
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Europe (without data from France): Do 
you use the online payment of Booking 
or Expedia (Expedia Collect bookings)?

Based on unweighted (raw) sample data (n=1981).

66,6%

28,8%

4,6%

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

Yes

No

Do not know
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FRANCE: Do you use the online payment 
of Booking or Expedia (Expedia Collect 
bookings)?

Based on unweighted (raw) sample data (n=585).

72,0%

23,9%

4,1%

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

Yes

No

Do not know

Yes No Do not know
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Distribution channel management
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Europe (without data from France): 
How do you maintain your rates and 
availabilities on the online booking 
channels?

Based on unweighted (raw) sample data (2013-2019).

38%

56%

20%

2%

1%

56%

39%

23%

4%

1%

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

manual online

on several channels at the same time (channel
manager)

over a hotel software or reservation system (CRS
interface)

over an agency

others

2019 2017 2015 2013
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FRANCE: How do you maintain your 
rates and availabilities on the online 
booking channels?

Based on unweighted (raw) sample data (n=574).

29%

52%

31%

1%

28%

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

manual online

on several channels at the same time (channel manager)

over a hotel software or reservation system (CRS
interface)

over an agency

others

2019



Institute of Tourism
Page 23

Use of meta-search engines
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Europe (without data from France): Are 
your rates and availabilities accessible 
with a direct interface with a meta-
search engine?

Based on unweighted (raw) sample data (2013-2019).

41%

35%

24%

29%

21%

49%

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

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

No, this is of no interest for our hotel

No, I do not know this option

2019 2017 2015 2013
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FRANCE: Are your rates and availabilities 
accessible with a direct interface with a 
meta-search engine?

Based on unweighted (raw) sample data (n=574).

37,3%

33,6%

29,1%

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

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

No, this is of no interest for our hotel

No, I do not know this option

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

No, this is of no interest for our hotel

No, I do not know this option
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Contact

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

School of Management 

Institute of Tourism (ITO)

TechnoPôle 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.etourism-monitor.ch / www.tourobs.ch

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

http://www.hevs.ch/
http://www.etourism-monitor.ch/
http://www.tourobs.ch/
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Annex 1: The Questionnaire (1)
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Annex 1: The Questionnaire (2)
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Annex 1: The Questionnaire (3)
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Annex 1: The Questionnaire (4)
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Annex 1: The Questionnaire (5)
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Annex 1: The Questionnaire (6)
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Annex 1: The Questionnaire (7)
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Annex 1: The Questionnaire (8)
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Annex 1: The Questionnaire (9)
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Annex 1: The Questionnaire (10)
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Annex 2: Sample characteristics 
FRANCE (1)

81%

9%

0%

9%

0% 20% 40% 60% 80% 100%

Ouerte toute l'année

Ouvert deux saisons

Une saison d'hiver

Une saison d'été

Ouverture

92%

8%

0% 20% 40% 60% 80% 100%

oui

non

Classé

8%

1%

22%

44%

19%

5%

0% 10% 20% 30% 40% 50%

non classé

1*

2*

3*

4*

5*

catégorie n=561

n=561

n=561
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Annex 2: Sample characteristics 
FRANCE (2)

6%

23%

20%

23%

18%

10%

0% 5% 10% 15% 20% 25%

Moins de 10

De 10 à 19

De 20 à 29

De 30 à 49

De 50 à 99

100 et plus

Nombre de chambres n=555, médiane=30

38%

56%

2%

4%

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

Business

Vacances / loisir

MICE

Autre

Segment de client prinicpal n=561

54%

29%

17%

0% 20% 40% 60%

hôtel indép.

chaîne hôtelière

coopération d'hôtels

Type d'hôtel n=561


