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In no more than 500 words each, explain and 2-4 references:

1. A hotel is almost fully booked during a holiday weekend. Several guests call on the same day requesting rooms.

1. How can revenue management help the hotel maximize profit?
1. What reservation strategy should the hotel apply?
1. Why might room prices increase during this period?












Revenue Management Strategy for a Nearly Fully Booked Hotel
When a hotel is almost fully booked during a holiday weekend, revenue management becomes very important because the hotel has limited inventory and unusually strong demand. The hotel cannot increase its number of rooms for that night, so every remaining room must be sold in a way that gives the highest possible return. Revenue management helps managers make decisions about price, booking restrictions, overbooking, and customer segments. It is not only about charging more; it is about using data to match demand with the available rooms so that the hotel earns the best possible revenue while still protecting guest satisfaction. Hotel rooms are perishable because an unsold room for one night cannot be stored and sold later. Therefore, the hotel must avoid both empty rooms and low-value bookings when higher-value demand is likely to appear (Ivanov & Zhechev, 2012).
The first way revenue management can help is through demand forecasting. The hotel should review previous holiday weekends, current occupancy levels, booking pace, cancellation patterns, local events, weather, competitor prices, and online search interest. These details help the hotel estimate how many more guests may request rooms before the weekend. Forecasting is central to hotel revenue management because better forecasts support better room allocation and pricing decisions (Weatherford & Kimes, 2003). If the forecast shows that demand will remain high, the hotel should avoid accepting low-rate reservations and should protect the final rooms for guests who are willing to pay higher rates or stay for more nights. This improves revenue per available room and prevents the hotel from selling its most valuable inventory too early.
The hotel should use a selective reservation strategy instead of accepting every request. Since the hotel is nearly full, discounted rates should be closed, and the hotel should focus on full-rate or premium bookings. It should also use booking controls such as minimum length of stay, non-refundable deposits, advance payment, and package rates. A minimum length-of-stay rule can be especially useful during a holiday weekend. For example, the hotel should not accept a one-night booking if there is a strong chance that another guest may book the same room for two or three nights. In addition, the hotel should prioritize reservations that create more total value, such as guests booking directly through the hotel website, loyalty members, group guests with food and beverage spending, or customers who book upgraded rooms. These strategies allow the hotel to increase profit without needing more rooms.
A careful overbooking strategy may also be useful. Overbooking means accepting slightly more reservations than the number of rooms available because some guests may cancel, change their travel plans, or fail to arrive. This can protect the hotel from losing revenue if rooms become empty at the last minute. However, overbooking must be controlled carefully. If all guests arrive and the hotel does not have enough rooms, the hotel may have to relocate guests to another property, pay compensation, and risk negative reviews. Aizezikali and Weatherford (2019) argue that hotels can benefit when overbooking and room allocation decisions are planned together. Therefore, the hotel should only overbook if it has reliable historical data about cancellations and no-shows, and it should keep a backup arrangement with a nearby hotel in case relocation becomes necessary.
Room prices are likely to increase during the holiday weekend because demand is higher than normal and the number of rooms is limited. This is a normal result of dynamic pricing. Dynamic pricing means that room rates change according to demand, occupancy, competition, time before arrival, and guests’ willingness to pay. During busy periods, many travelers may be willing to pay more because accommodation is scarce and travel dates are fixed. Ivanov and Zhechev (2012) describe revenue management as the use of pricing and inventory decisions to improve hotel performance. Therefore, higher prices during a holiday weekend can help the hotel capture the value of high demand rather than selling rooms at normal low-season rates.
At the same time, the hotel should manage price increases in a fair and transparent way. Guests may accept higher prices more easily when they understand the reason, such as peak demand, limited availability, special events, or flexible cancellation conditions. Rate fences can help create fairness by separating different prices according to conditions. For instance, an early non-refundable booking may be cheaper, while a last-minute flexible booking may be more expensive. Kimes and Wirtz (2003) found that customers are more likely to accept revenue management practices when pricing rules appear fair and clear. For this reason, the hotel should clearly show rate conditions, taxes, cancellation policies, and any restrictions before the guest confirms the booking.
In conclusion, revenue management helps the hotel maximize profit by using forecasts, dynamic pricing, inventory controls, and careful reservation decisions. During a holiday weekend, the best strategy is to restrict discounted rates, protect remaining rooms for high-value guests, apply minimum length-of-stay rules, and consider limited overbooking only when supported by past data. Prices may increase because demand is strong, supply is fixed, and many guests are willing to pay more for scarce rooms. If these strategies are applied carefully, the hotel can increase revenue while maintaining professional service and guest trust.
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