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The use of Non-Pricing Revenue Management tools to assist Hotels maximize revenue while maintaining the same room rate.

Hotels can use non-pricing revenue management systems to boost overall revenue without changing the price of the room by maximising demand, capacity usage, customer behaviour, and ancillary expenditure. Instead of changing the price, these tools emphasize when, to whom and how rooms and services are sold and are especially effective in a highly competitive or rate-sensitive market.

Length-of-stay (LOS) control is one of the most effective non-pricing tools. Hotels can restrict short low-value stays and optimise total revenue per available room (TRevPAR) by instituting minimum or maximum stay requirements during high-demand times. LOS controls contribute to the leveling of demand during peak or shoulder times and it also minimizes operational inefficiencies including the frequent change of rooms (Talluri and Van Ryzin, 2004).

Room type optimisation and inventory control are also essential. Hotels plan limited room inventory, by market segments (business, leisure, group, OTA, or direct bookings) strategically around likely profitability instead of price. An example would be to shut down the low-value distribution channels when the demand is high so that high-yield customers are available, without raising rates (Kimes, 2011).

Overbooking management is another important non-pricing tool. Since cancellations and no-shows are frequent in hospitality, controlled overbooking enables hotels to stay busier but at the same time, handling the risk of displacement of guests. Overbooking in the application in the framework of historical data and forecasting models leads to a large increase in realised revenue without influencing published prices (Ivanov, 2007).

Ancillary revenue optimisation also helps hotels to maximise revenue, which is achieved by promoting upgrades, food and beverages, spa services, parking and late check-outs. Digital pre-arrival communication and front-desk techniques can be targeted at upselling and cross-selling, with significant improvements in total guest spend, without needing to adjust room rates (Noone and McGuire, 2013).

Lastly, the use of customer segmentation and demand forecasting is grounded. Through booking patterns, lead times, and customer behaviour, the hotels will be able to adjust availability rules, marketing offers, and service bundles to particular segments. It is more effective in capturing demand and overall revenue performances without depending on price adjustments (Cross, Higbie, and Cross, 2009).

Overall, the non-pricing revenue management tools enable hotels to optimise revenue through better capacity utilisation, demand timing, customer mix, and ancillary spending. The strategies are especially useful where price growth is limited by price competition, branding, or sensitivity of customers and are common elements of contemporary hotel revenue management.
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