
By Christian Koestler, President and CEO, Lixto, Inc.

Hotel revenue and general managers know that a firm grasp of marketplace pricing 
dynamics is critical to maintaining a competitive edge. To stay ahead, they must employ 
effective short- and long-term rate optimization strategies that rely on accurate, rapidly 
updated market data. To compound matters, use of the Internet as a formidable sales 
tool is changing the rules when it comes to revenue management, making for a more 
complicated, faster-moving challenge than ever.

At a time when the strategic importance of responsive rate management has never been 
greater, hoteliers are finding that monitoring hundreds—or thousands—of websites 
for the most accurate data is a monumental task that grows in complexity each day. 
The real-time nature of the Internet means that revenue and general managers must 
abandon inward-looking cost-plus rate models in favor of more rigorous outward-
focused knowledge-based strategies. 

As a result, more hotel companies are adopting advanced price intelligence as a best 
practice. Understanding the practice, and its role within business and competitive 
intelligence, is vital to positively impacting the bottom line in an era of rapidly changing 
marketing dynamics.

The role of price intelligence
Price intelligence refers to computer-based systems that identify, compare and analyze 
pricing and other revenue-related data for a business’s own operations as well as its 
competitors – data that is critical to making informed rate decisions. Providing the 
ability to instantly evaluate the market impact that competitor rate changes create, price 
intelligence allows management to gain a deep understanding of what each change 
means for margin and market share.

Solid market price intelligence facilitates comprehensive modeling and ongoing “what 
if” analysis that is crucial to rate optimization. In fact, a lack of this type of information 
leads directly to market paralysis -- the inability to rapidly update and optimize rates 
in response to market forces, which places the ability to meet revenue and profitability 
targets in serious risk.
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A HOTELIER‘S GUIDE TO PRICE INTELLIGENCE: WHAT, WHERE, WHY, WHEN, HOW

The roles of price intelligence, business intelligence and competitive intelligence can be overlapping – and confusing. 
Both competitive intelligence and price intelligence often are considered subsets of business intelligence, the techniques 
used in identifying and analyzing business data. Business intelligence technologies provide historical, current and 
projected views of business operations, focusing on internal processes. Competitive intelligence gathers and analyzes 
information with focus on a business’s competitors. All forms of intelligence support better decision-making.

The specifics
The decision to bypass manual data collection, the traditional method hotels have used to track competitive offerings, 
and move to an automated intelligence system may seem obvious. But it has only been in the last few years that 
advanced providers have been able to offer automated systems with the speed and coverage required to keep pace 
with fast-changing online dynamics.

Price intelligence provides information on the product attributes that matter most to hotel revenue managers charged 
with establishing and implementing pricing strategy, and does so at the most granular level. Typical data includes:

• Property name
• Star rating
• Occupancy
• Room type
• Room rate
• Rate type
• Local currency conversion information
• Arrival and departure dates
• Meal plans
• Taxes and service fees
• Cancellation policies

Hoteliers can customize and choose the attributes they wish to monitor. And while accurate competitor price comparison 
is central to price intelligence, advanced systems should also be able to provide individual sorting, filtering and report 
configuration for all available product criteria, exception reports, configurable alert notifications, time series analysis 
and meet/beat ratios. 

Putting intelligence to work
Aggregated rate information allows managers responsible for revenue management to conduct incisive rate analytics 
and integrate online competitive comparisons with in-house revenue and forecasting solutions. 

Managers responsible for pricing decisions can view top- and bottom-performing lodging selections, conduct rate trend 
analysis and analyze market reaction to rate changes in terms of volume. Competitor rate reports can serve as the 
basis for undertaking rate and other refinements that support better positioning in the market.
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With quick access to data and a clear understanding of the competitive environment in a 60-day booking window, 
managers can create models to illustrate how rate impacts volume, and then define optimized pricing ratios. They also 
can develop scenarios to test adjustments and trade-offs, evaluating the impact of rate and mix changes. A “what-if” 
analysis explores the impact of changes in one or more variables on revenues and margins, and can:

• Identify assortment gaps.
• Recognize and act on major market events and opportunities.
• Gain a better understanding of the relationship between rate elasticity and market demand.
• Paint a clear picture of competitor pricing positions.
• Definte the best rate responses.

With access to a precise and complete daily market picture, and the ability to create digital mashups of high-quality data, 
managers can obtain accurate, real-time comparisons. Constant monitoring of online marketplaces and competitor 
portals means that they can identify critical market events -- including competitor discounting, lack of room availability 
and even promotions – as they unfold. With this type of up-to-date information, managers can instantaneously identify 
best available rates and make market-smart decisions.

Key trends
As important as rate comparison and analysis are, price intelligence is moving quickly beyond these basics. Today, 
advanced systems also are monitoring competitor quality ratings. Essential in rate strategy and revenue management, 
guest rankings and reviews are increasingly important online factors in booking decisions.

In addition, supporting-hotel rate parity control and automated violation resolution are important trends in price 
intelligence for the hotel industry. Traditionally handled manually, these processes can take an inordinate amount 
of managerial time better spent on strategy. Automated handling can save up to 80 percent in time over manual 
processing.

Current use
Lodging businesses employ price intelligence today for multiple purposes, ranging from basic rate comparison to brand 
enhancement. Some firms report a 10 to 15 percent increase in revenue generated from their websites. One global 
company, with several thousand locations, implemented price intelligence technology to improve the conversion rate for 
booking rooms on its own website vs. online travel agency sites. Web-savvy customers, searching for the best deals, 
were finding and booking lower rates on the online travel agency sites, resulting in the hotel paying substantial fees to 
those sites.

By seeing “what the consumer sees” vs. viewing data through travel agents’ eyes, and by quickly analyzing data in local 
currencies, management clearly can highlight possible threats and opportunities with a truly comprehensive picture of 
the competitive landscape. Guests now are booking directly through the business’s own website, positively impacting 
its billboard effect and search ratings.
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Lixto Inc., is an international leader in web data extraction and analysis. Extracting specific, precise 
data from the web, Lixto empowers better decision-making, drives operational performance and 
offers competitive price visibility for pricing and revenue managers in the travel, consumer products 
and automotive supply chain industries.
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The future of price intelligence
Not surprisingly, the entire field of business intelligence continues to grow at break-neck speed. A 2009 Gartner paper 
predicted that 20 percent of organizations would have an industry-specific analytic application delivered via software 
as a service (SaaS)—by which price intelligence technology is generally delivered—as a standard component of their 
business intelligence portfolios. The analyst firm also projected that through 2012 more than 35 percent of the top 5,000 
global companies will regularly fail to make insightful decisions about signficant changes in their markets because of 
lack of information, processes and tools. 

In addition, in an InfoWorld article citing similar growth data, IDC predicted the SaaS business intelligence market will 
grow 22 percent each year through 2013. 

Empowering revenue managers with price intelligence
Quality price management depends on access to accurate competitive information on market conditions. Price 
intelligence means that today’s hotel managers have the ability to integrate competitors’ online pricing into structured in-
house rate and revenue management processes, and make highly responsive decisions based on sound data analysis.

Christian Koestler is president and CEO of Lixto, Inc., a global leader in web data extraction and analysis for the hotel, 
retail and consumer products industries. He also holds the position of managing director for sales and marketing at Lixto 
Software GmbH, the company’s headquarters, in Vienna.

Summary
The field of market price intelligence is powering a new era of revenue management in the hotel industry. At a time when 
the strategic importance of responsive rate management has never been greater, hoteliers are finding that monitoring 
hundreds—or thousands—of websites for the most accurate data is a monumental task that grows in complexity each 
day. 

Revenue and general managers must abandon inward-looking cost-plus rate models in favor of more rigorous outward-
focused knowledge-based strategies such as price intelligence. Here, Christian Koestler of Lixto, Inc., reviews price 
intelligence as a best practice.
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