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The article will explain how Non-Pricing Revenue Management Tools can assist the hotels maximize their revenues without raising the room rates.

The non-pricing revenue management tools can be used to maximise the total revenue without reducing the price of the room by optimisation of demand, capacity utilisation, customer behaviour and ancillary expenditure. They are aimed not at changing the price, but at the timing, to whom and how rooms and services are sold and are especially instrumental in highly competitive markets, or those with a rate sensitive.

Length-of-stay (LOS) control is one of the best non-pricing tools. Minimum or maximum stay requirements in high-demand times can help hotels reduce short, low-value stays, and focus on the booking that will maximise total revenue per available room (TRevPAR). The LOS controls allow to level out demand during peak and shoulder periods and minimize operational inefficiencies in the form of high room turnovers (Talluri and Van Ryzin, 2004).

Optimisation of inventory and room types is also extremely important. Hotels identify and allocate limited room inventory strategically within the segment (business, leisure, group, OTA or direct bookings) in terms of its expected profitability and not in terms of price only. To illustrate, distribution channels with low value should be shut when the market is at its best point so that all the high-value customers can have access to the product and the revenue quality would be enhanced without altering rates (Kimes, 2011).

Management of overbooking is another important non-pricing tool. Cancellations and no-shows are common in hospitality; hence, the use of controlled overbooking enables hotels to record greater occupancy rates as well as deal with the chances of displacing guests. Overbooking generates a realised revenue by a significant percentage when used with historical data and forecasting models and does not have an impact on the published prices (Ivanov, 2007).

Ancillary revenue optimisation is also another method that is used by hotels to maximise revenue by promoting upgrades, food and beverage, spa services, parking and late check-outs. Guest spend can be significantly increased with the help of focused upselling and cross-selling, in particular, digital pre-arrival communication, and front-desk strategies without changing the room rates (Noone and McGuire, 2013).

The last one is customer segmentation and demand forecasting that has a fundamental role. Using booking trends, lead times, and customer behaviour, hotels will be able to customise availability policy, marketing deals, and service packages to particular groups. This will increase the efficiency of demand capture and performance overall revenue without depending on the price changes (Cross, Higbie, and Cross, 2009).

Overall, hotels can achieve better revenue through better capacity use, demand timing, customer mix, and ancillary spending, which is achieved using non-pricing revenue management tools. The strategies come in especially handy when a competitive environment, brand positioning, or customer sensitivity limits price increases, and as such, they should be considered a vital part of the modern hotel revenue management.
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