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Revenue Management in Hotels
Revenue management is the methodical application of the demand forecasting, market segmentation, inventory management, and dynamic pricing to sell the appropriate room to the appropriate customer at the appropriate time and appropriate price. Its role in hotels is not merely to fill rooms but to make the most out of a fixed and perishable inventory in terms of revenue and profit. Recent studies indicate that hotel revenue management has become more and more data-driven, with open pricing, customer-level data, and continuous rate optimisation as opposed to fixed seasonal rates (Talon-Ballestero et al. 2022).
Why Metrics Matter for Decisions
Performance measures are necessary since speculative pricing decisions are speculative. Occupancy prediction is used to determine the number of employees to hire, rooms to allocate, or when to promote, and current journal data demonstrates that short-term occupancy prediction leads to better hotel decision-making, particularly in independent hotels (Legg and Ampountolas, 2023). More importantly, a single metric can be misleading: a high occupancy is not invariably accompanied by a high price and a high ADR does not always indicate used capacity. In addition to this, recent research in hotel-management asserts that management requires combined indicators since the integration of financial data and operating indicators enhances performance and control in business (Emmanuel et al. 2025).
Key Metrics and Managerial Significance
ADR (Average Daily rate) = Rooms Sold/Total Room Revenue. ADR is a price strength gauge. Managers can know about whether the hotel is deriving adequate value out of the sold rooms. Nevertheless, empty rooms are not taken into account by ADR alone, and it cannot be viewed as a complete performance. Notably, the distribution practices of the average daily rate also have the potential to abuse it, where a significant part of the sales is achieved due to the online booking site at a discount where the resulting room sales are low but the resulting revenue is poor (Niko et al. 2022).
Occupancy rate = Rooms Sold/ Rooms available x100. Capacity is reflected in the occupancy. It plays a crucial role in labour scheduling, housekeeping planning, and demand assessment. However, the boost in occupancy by offering discounts are harmful to the profitability.
Revenue per Available Room ( RevPAR ) = Total Room Revenue / Rooms Available or ADR/Occupancy. Instead of relying on either ADR or occupancy, RevPAR is more valuable since it is a combination of price and volume. It is hence a key measurement of revenue strategy.
GOPPAR (Gross Operating Profit per Room available) = Gross Operating Profit/Rooms available. The most managerially powerful one in this regard is GOPPAR since it relates revenue performance to cost efficiency and profit. Studies into crisis-period revenue management underline that the best hotels should consider pricing strategies in terms of financial sustainability, rather than the highest room rates (Santos et al. 2024).
Conclusion
Revenue management, then, can be thought of as a profit-optimisation system and ADR, Occupancy, RevPAR, and GOPPAR are decision tools of varying analytical depth. To score well, GOPPAR offers the most strategic perspective, whereas RevPAR is the most successful working dashboard.
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