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Combined Hotel Revenue Management: Channel and Rate Optimisation
Combined hotel revenue management tools are a combined decision platform featuring forecasting, channel management, dynamic pricing, inventory management and performance analytics, buying the right room, in the right channel, to the right guest, at the optimum net value. The fundamental problem in this paper is the real-time optimisation of price as well as the quantity. 
Distribution administration is not only channel management only. It is a revenue instrument since each channel is defined by a varying acquisition cost, a booking window, a cancellation pattern and the potential of an ancillary spends. The latter took on new significance with the shaky recovery of 2021-2022 when AHLA (2022) explained the hotel demand as lumpy and unstable and named the emergence of the so-called new traveller, such as bleisure demand. The existing situation in the industry made it impossible to rely on traditional seasonal rates any longer; it was high time hotels became integrated to the point where they could respond across channels and segments. 
Latest operating statistics explain why. The initial U.S. hotel forecast of 2025 by STR predicts an occupancy of 63.1%, ADR growth of 1.6%, and a RevPAR growth of 1.8% (CoStar, 2025). It is not a market where people can expect hotels to get rooms filled irrespective of the price. As growth is relatively small, the goal is no longer gross occupancy but rather profitable RevPAR, where the selling price and sales channel must be controlled. 
Channel management has an effect on decisions on quantity first. The same inventory should not be published to every intermediary by a hotel having 100 rooms. Revenue managers tend to decrease OTA allotments on high-demand nights, reserve inventory in direct channels and high-yield segments, and have access to discounted packages. According to McCabe (2025) report, which analysed over 125 million hotel reservation transactions by the customers of over 44,500 hotels, hotel websites yielded a per booking average of US$519 in 2024, compared to the US$320 at OTAs and US $380 at GDSs. The implication becomes clear: by selling rooms through the inappropriate channel, it is possible to increase occupancy and decrease the net revenue. 
However, it is important that a critical analysis dismisses the naive suggestion that direct bookings always reign when it comes to the matter of strategy. OTAs are still relevant due to the creation of visibility and incremental demand particularly with independent hotels and international markets. Market analysis by SiteMinder (2024) revealed that direct bookings were still among the three largest income generators in 90% of the 20 countries surveyed, but there were also shifts in the channel rankings geographically with Agoda and Trip.com making inroads in various markets and Expedia reclaiming the top spot in the United States, its first since 2021. This implies that the quantity allocation should be based on source-market behaviour as opposed to ideology. 
Adequate room-rate allocation affects the decisions on prices simultaneously. Hotels do not control a single room rate, they control rate fences by room type, cancellation policies, including meals and or member deals and booking options. A better room can be offered at a high price on the hotel webpage with the ability to cancel and have a breakfast, whereas a basic room can be sold through the OTA at a lower apparent price but with more strict regulations. It is made more complex in practice, according to the Expedia Group (2025) annual report: there are both merchant and agency models offered by the company, and Expedia Traveler Preference program allows customers to prepay via Expedia Collect or pay at the hotel via Hotel Collect. Channel decisions thus influence also the cash flow, commissions and price presentation. 
An example is given to demonstrate the interaction. Consider a hotel in the city that anticipates compression over a big concert weekend. Hotel websites earned hotels an average US$516 per booking, which is more than the US$312 through OTAs, US$392 through GDS and US$445 through wholesalers/DMCs/tour operators. The global average hotel ADR was US$194/per night in the same year with the United States fully year hotel performance ADR of US $160.54, occupancy of 62.3% and RevPAR of US $100.02 (SiteMinder, 2024). These statistics explain why hotels raise the prices selectively and constrain the amount of low-net channel rooms in times of strong demand, since both the value of the booking and net revenue per room vary significantly by channel. In this case, a limit is placed on the quantity in costly channels and the price is raised on stock that is held. In case of pickup softening, the hotel is able to reopen several channels on fenced conditions rather than cutting down the entire public rates.
A second one is the shoulder-season management. In an article published in 2026, McCabe (2026) indicated that in 65% of the markets, the busiest month in 2025 would contribute a smaller portion of annual arrivals, the global average room rates will be US$194 and the booking lead time will be 32.15 days. That is, demand is distributed over a greater number of years. By combining tools, hotels can more easily open specific channels earlier in the year, motivate shoulder dates by offering longer stays, and segment-price packages different than a failing demand can. 
The profitability aspect is determining. In its 2025 annual report, Marriott cautioned that any bookings made via intermediaries are more expensive to hotels compared to bookings made via direct digital platforms, and a transition off the direct platform can be detrimental to profitability. Nonetheless, direct channels demand powered websites, CRM, loyalty machine, and conversion design; numerous small estates continue to require OTA connectivity. A compromise between direct-only and OTA-heavy is not optimal, but one based on forecast and net revenue (Expedia Group, 2025). That is the reason net ADR, rather than headline ADR, should inform the decision-making process in the contemporary professional hotel revenue management systems.
Overall, integrated hotel revenue management solutions are the most effective at maximising revenue since they coordinate two decisions that are usually considered simultaneously: what price should be charged, how much inventory should be issued, by channel and segment. 
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