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

1- Define upselling in hotel operations.

2- What is yield management, and why is it important in hotels?













1. Define upselling in hotel operations

Upselling in hotel businesses is the activity of promoting the customer to purchase more expensive products or services than what they intended to purchase at first. This can be such things as providing a room upgrade, breakfast package, late checkout, airport transfers, or a view upgrade in the hotel, all of which are available for an extra fee. The goal is not just to boost hotel profits, but also to enhance the customer experience by providing them with something better or more beneficial in the end.
The upselling in the hotel sector can occur at various points in the guest journey. It may occur at the time of online booking, in a pre-arrival email, at the front desk on check-in and even while the guest is staying at the hotel. For instance, if a visitor has booked a standard room, she or he may have the option to upgrade to a deluxe room with a view of the ocean for a price. This is a common upsell scenario since the hotel is providing a better – and more costly – alternative to what the traveller had originally booked.
The reason for upselling is that as the rooms are limited, the hotel needs to collect as much money as possible by every individual guest. When used as a component of revenue management in the hotel industry, upselling offers the opportunity to make more individualized offers to guests. (Denizci Guillet, 2020) Likewise, Norvell, Kumar and Contractor (2018) state that upselling can have a positive impact on customer spending by prompting customers to purchase a more expensive item.
But upselling needs to be done with care. Too strong a push may cause the guest to feel pressured or not happy with the service. So, the staff of the hotel needs to be aware of the requirements of their customers and give them suggestions instead of forcing them to purchase extra. For instance, a larger room could be more suitable than a luxury spa package for a family. Upselling is all about the timing, communication, training of staff, and understanding of customer needs.
In the context of hotel management, upselling is a sales strategy that aims to convince customers to buy more upscale or extra services. If it is used correctly, it will help to boost hotel revenues, enhance guest satisfaction and help to ensure the optimal use of hotel facilities.





2. What is yield management, and why is it important in hotels?
Yield management: pricing & inventory strategy that hotel companies employ to generate maximum revenue from their limited resources (rooms). It's all about selling the right room at the right time to the right customer, at the right price. The hotel room is a ‘perishable' product which means that an unsold room tonight will not be available tomorrow. Therefore, it is important hotels take care of their pricing and availability to maximize their revenues.
Demand forecasting is closely associated with the hotel business operations through yield management. A hotel's room rates depend on several factors, such as its expectations of demand, the season, events taking place, and booking patterns, as well as market conditions. For example, during holiday seasons, festivals, conferences or on a weekend, the demand for rooms may increase, which may drive up their prices. Hotels may even periodically offer discounts, as well as reduce their rates, to attract guests during their slow periods. Donaghy, McMahon-Beattie and McDowell (1995) explain that yield management in the hotel industry is a method of pricing the fixed capacity of rooms to maximise profit by being market sensitive in the pricing decision.
Why is yield management important? Hotels are capital-intensive, operating with a relatively small stock of rooms. When demand begins to rise, a hotel has limited options for adding rooms, so it's important to make the most of the space that's currently available. Kimes (1989) states that for a hotel to use yield management it must know about hotel booking patterns, the level of hotel demand, the type of rooms, hotel prices, and what hotel overbooking policies are. This assists hotel managements to make better decisions on the number of rooms sold at each price level.
Another reason it is important to have yield management is that it can enhance profitability. If hotel prices increase during times of high demand, and decrease during times of low demand, there will be higher rates of occupancy and higher rates of revenue. Binesh, Belarmino, and Raab (2021) state that most of the research in the field of hotel revenue management focuses on the hotel pricing strategy, demand forecasting, inventory management, and hotel performance assessment.
But yield management has to take customer fairness into account as well. Large price swings or an unusual price can give guests the feeling of being beaten over the head with a price. Therefore, it is essential for hotels to walk the tight rope between revenue and customer satisfaction and loyalty.
To cap it all, yield management is a concept that is important because it helps hoteliers make the best use of limited, perishable room supply. It helps to optimize pricing, increase room rates and maximize room utilization for increased profits and improved room demand response.
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