Your Listing is a Financial Asset.
[t’s Time to Price It Like One.

How to move beyond guesswork and unlock 20-40% |
more revenue with smart, dynamic pricing. | |

...

The single biggest lever you can pull
that to increase profit isn't a
renovation—it's your pricing strategy.

.....
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The Tale of Two Hosts: Static vs. Dynamic Pricing

@ Host A
—~_ (The Static Pricer)

Strategy Outcome
‘Set it and forget it A single Leaves money on the tatgle
price for weekdays, a single during high-demand periods

(concerts, holidays). Sits empty
during low-demand periods
because the price is too high.

price for weekends.

Stressful, unpredictable income.

Being overbooked or
underbooked.

Revenue

Time

s HostB
X% (The Dynamic Strategist)

Strategy Outcome
Price adjusts based on season, Maximizes revenue on every
events, and real-time demand. single night. Captures premium

rates for special events and fills
rooms during slow seasons
with strategic pricing. 20-40%
annual revenue. A predictable,
optimized business.

Revenue

Time

& NotebooklLM



Revenue Management Isn’t Just for Hotels

It's the science of selling the Right Room to the Right
Guest on the Right Night for the Right Price.

Key Shift: The goal is to maximize Total Revenue over time, not just Occupancy.

» High Occupancy at a low price can be less profitable than slightly lower occupancy at a much
higher average price.

n ihy e

1. Market Demand 2. Competitive Landscape 3. Your Listing’s Value

How many people are searching What are similar properties What unique qualities, amenities,
for a stay in your area? charging? and experiences do you offer?
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Learning to Read Your Market’s Demand Signals

Your price should follow demand. Here are the key signals to track:

Key Demand Drivers

(R O %

3

Seasonality: Identify your Peak,
Shoulder, and Low seasons. (e.g.,
Holiday periods, school breaks,
monsoon).

Local Events & Holidays: Concerts,
festivals, conferences, long
weekends. A single weekend can be
worth a normal week’s revenue.

Booking Windows: How far in
advance do guests book in your
market? Are you getting last-minute
rushes or long-term planners?

Competitor Availability: If your top
competitors are booked solid for a
future date, that's a powerful signal
of high demand.

Hypothetical Demand Curve: A Year in Your City

<— Peak Season
(e.g., Summer Holidays)

/ Major Festival

Guest Demand

Low Season /7

Jan Feb Mar Apr May Jun Jul Aug Sep  Oct Nov  Dec
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The 4-Step Framework for Proactive Pricing

A simple, repeatable system to build your pricing strategy from the ground up.

] 2 3

Establish Your
Base Price

Apply Seasonal
Adjustments

Layer Event-
Based Pricing

- -

The anchor for your
entire strategy, reflecting
your listing's true quality

and position in the
market.

A macro-level layer
that accounts for
predictable annual
demand shifts.

A micro-level layer to
capture surges in
demand from specific
events.

4

Implement Lead-
Time Rules

An optimization layer to

maximize occupancy by

adjusting prices as the
date approaches.
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Building Your Nightly Rate, Step-by-Step

1. Set Your Base Price

Analyze 5-10 true competitors (similar size,
quality, location). Your base price should be
near the median, adjusted up or down based
on your superior amenities, reviews, or photos.

2. Seasonal Adjustments

Create tiers for your calendar.
e Peak Season: Base Price +20% to +50%
e Shoulder Season: Base Price +10%
e Low Season: Base Price -15% to -40%

3. Event-Based Pricing

|dentify key dates on your calendar.
» Major Events/Holidays: Increase by +40% to
+100% (or more)
e Local Festivals/Conferences: Increase by
+15% to +35%

4. Lead-Time Strategies

Set automated rules.
e Last-Minute Discount: If unbooked 3-7 days
out, discount 10-25%.
e Early-Bird Discount: For bookings 3-6 months
out, offer a 5-10% discount to secure

occupancy.
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The Framework in Action: Pricing a 2BHK in Bengaluru (March)

e Base Price:
%6,000/night

e March (Shoulder Season):
Base price remains the anchor.

o Weekends (Fri/Sat):
Price increases to 7,200 (+20%).

 Holi Festival Weekend (Special Event):
Price surges to 10,500 (+75%).

e Last-Minute Unbooked Tuesday:
Price drops to 5,100 (-15%) to attract
a booking.

Mon Tue Wed Thu Fri Sat
1 2
37,200 37,200
4 5 6 / 8 9
36,000 6,000 36,000 6,000 %7,200 %7,200
11 12 13 14 15 16
36,000 36,000 36,000 36,000 37,200 37,200
18 19 20 21 22 56 28 %‘;{5
36,000 %6,000 36,000 36,000 210,500 210,500
24 25 26 28 29 30
6,000 6,000 | 25,100 { 6,000 ¥7,200 %7,200

Notice how the price is never static. It's constantly adapting to different demand signals throughout the
month, maximizing potential revenue for every single night.
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You Don’t Have to Do This Manually.

Once you understand the strategy, technology does the heavy lifting.
The modern host's toolkit includes:

Dynamic Pricing Engines Market Dashboards & Data Tools
» What they do: Automatically adjust your » What they do: Provide high-level insights
nightly prices based on dozens of real-time into market trends, occupancy rates, and
market signals (demand, competitor pricing, how your listing performs against the
booking pace, etc.). competition.
* Your Role: You set the strategy—the base » Benefit: Helps you make smarter strategic
price, floor/ceiling prices, and custom rules. decisions and validate your base price.

The tool executes it 24/7.

@ PriceLabs |2 Beyond & Wheelhouse : H H H M
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How a Pricing Tool Pays for Itself (and Then Some)

Don't think of it as a cost. Think of it as an investment in your revenue.

Tool Subscription

e.g., ¥1500/mo Increased
i Y bl Bookings

Higher ADR.

A Simple Calculation The Upside
Assume your Average Daily Rate (ADR) is ¥5,000. The average revenue lift from using a tool is
20-40%.

Assume a pricing tool costs ¥1,500 per month.

The ROl is not just positive; it's exponential.
The Breakeven Point: If the tool helps you book just ONE extra night
you would have otherwise missed, or increases your rate by a total of
¥1,500 across several bookings, it has already paid for itself.

Recommendation: Start with a free trial. Track your revenue for 30 days and measure the impact yourself ]
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Use Discounts as a Scalpel, Not a Sledgehammer

The Wrong Way

your property and kills your profit margin (ADR).

The Strategic Way
Use targeted discounts to solve specific problems.

[ b

To Fill Gaps: Use a ‘Gap Night Discount’
-- . to get a booking for a single unbooked =L
night between two reservations.

To Fill Slow Periods: Use an
'Off-Season Discount’ to drive b

demand when it's naturally low.

Slashing prices across the board when you're nervous about bookings. This devalues

To Secure Long Stays: Use ‘Weekly/
Monthly Discounts’ to attract guests
who reduce your turnover costs.

To Build Loyalty: Offer a
‘Returning Guest Discount’ for
direct bookings.

Golden Rule: A discount is successful if it increases occupancy without significantly crashing your overall Average Daily Rate (ADR).

&1 NotebookLM



Avoid These Common (and Costly) Pricing Mistakes

1. Matching the Cheapest Competitor. This is a race to the bottom. Price based on
your value, not their desperation.

2. A Base Price That's Too Low. All your dynamic adjustments are built on this
foundation. If it's too low, your entire strategy is undermined.

3. Same Price for Weekends and Weekdays. You are leaving a significant, predictable
revenue opportunity on the table every single week.

4. Not Raising Prices Enough for High-Demand Days. Fear of being ‘too expensive’' on
New Year's Eve means you're subsidizing someone’s holiday.

5. Lowering Your Price When Inquiries are High. High inquiries are a signal of strong
demand. It's a sign to hold or even raise your price, not lower it.

K XXKXX
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Build Your 12-Month Pricing Roadmap

Stop reacting to today’s bookings. Start planning your year’s revenue.

A simple pricing calendar is your guide.

lements to Map in Your Calendar

JAN FEB MAR APR
MAY JUN JUL AUG
SER OCT NOV DEC
= =

e

Low months.

2. Events: Add all major holidays, festivals, and

conferences.

3. Price Tiers: Note your target base price

1. Seasons: Color-code your Peak, Shoulder, and

multiplier for each season (e.g., Low Season =

0.8x, Peak = 1.4x).

4. Occupancy Targets: Set a realistic goal for
each month (e.qg., Jan: 90%, Feb: 75%).

5. Monthly Review: Schedule a recurring 30-
minute block on your calendar to review

performance and adjust your strategy for the

months ahead.
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Your Journey from Host to Revenue
Strategist Starts Now

Don't just read this—do this. Take these three steps this week to take control of your revenue.

©\ igii’«/

1. ANALYZE 2. STRATEGIZE 3. AUTOMATE
Create a simple spreadsheet Using your analysis, write Sign up for a free trial of a
and list your S “true” down a draft “Base Price” for dynamic pricing tool.
competitors. Track their your listing. Then, define Connect your listing, input
prices for a weekend and a your seasonal adjustments your base price and floor
weekday next month. Find (e.g., “Peak months are and let it start generating

your place in the market. Dec-Jan at +30%"). recommendations.
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From Guesswork to Growth

Revenue
Revenue

Time - ol Time

The difference between a hobby and a business is strategy. By moving from reactive pricing to a
proactive revenue plan, you're not just earning 20-40% more—you're building a resilient,
professional, and more profitable hospitality business.

Stop guessing. Start optimizing.
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