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The Non-Pricing Revenue Management Tools and how they assist Hotels to maximize their revenue without room rate changes.

Non-pricing revenue management tools allow hotels to grow overall revenue without aiming at room prices by maximising customer demand, room capacity utilisation, customer behaviour, and ancillaries expenditure. They are oriented towards when, to whom and how rooms and services are sold, but does not directly change the price, and can be especially useful in very competitive or price sensitive markets.

Length-of-stay (LOS) control is one of the most useful non-pricing tools. Hotels can limit short and low-value stays by specifying minimum or maximum stay durations during periods of high demand, to optimize the total revenue per available room (TRevPAR). The LOS controls can be used to balance the peak and shoulder time periods and eliminate operational inefficiencies like frequent room turnover (Talluri and Van Ryzin, 2004).

Room type optimisation and inventory control are also of importance. Hotels pay careful attention to the price of a limited room inventory segmentation allocation, by hotel, across segments (business, leisure, group, OTA, or direct bookings) in terms of anticipated profitability and not solely price. An example is the strategy of shutting low-value distribution channels when the demand is high so that the higher-yield customers can have the opportunity to access the services, which will enhance the quality of revenue without any change of rates (Kimes, 2011).

Overbooking management is another important non-pricing instrument. Cancellations and no-shows are frequent in hospitality and hence controlled overbooking enables the hotels to achieve higher occupancy rates whilst handling the risk of displacing guests. Overbooking will dramatically raise the realised revenue without any impact on the published prices when overbooking is implemented with the help of historical data and forecasting models (Ivanov, 2007).

Hotels can also maximise revenue by using ancillary revenue optimisation e.g. upgrade marketing, food and beverage marketing, spa marketing and parking marketing and late check-out marketing. Specific upselling and cross-selling particularly the use of online pre-arrival communication and front-desk strategies can be used to significantly boost overall guest spending without necessarily changing room rates (Noone & McGuire, 2013).

Lastly, the segmentation of customers and demand forecasting are grounded. Through the analysis of the booking patterns, lead times, and customer behaviour, hotels are able to customize the availability rules, marketing offers, and service bundles to particular segments. This optimizes the efficiency of demand capture and performance in the overall revenue without use of prices (Cross, Higbie, and Cross, 2009).

To conclude, non-pricing revenue management tools enable hotels to optimize revenue through better utilisation of capacity, timing of demand, customer mix and ancillary spending. These are strategies that are especially useful when competitors, brand positioning, or customer sensitivity limit price increases, and they will be key part of the contemporary hotel revenue management.
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