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Amit Peshawaria

Confidential

® General Manager - APAC & Oceania at Lighthouse

@® Based out of Brisbane

@ 25 years in the Hotel & Consulting vertical

Also ABOUT ME:
@ Father of 2 wonderful kids, Valmik & Namya
@ Love cooking to clear my head

@ Enjoy travelling, music and gardening
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https://www.mylighthouse.com/
https://www.linkedin.com/in/amit-peshawaria-51912/
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We are now A Forward llluminating the Alin Revenue
Lighthouse e Path Management

) ) Pricing Trends in India Invest in the right technology
Our Rebrand Story Market Demand in India
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Market Demand
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Diwali
India Mobile Conference

Gandhi Jayanti India Art Festival
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Diwali

India Independence Day Bangladesh Tour of India
India vs New-Zealand

Demand
Heatmap

India

Demand Level
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by lead time through Market Insight Demand data

0-60 days: up to 2.0%
60+ days:

The impact
of Market Highlights

® Market Insight increases certainty when forecasting uncertainty is

Demand data atts highest.
O n a |ea d i n g ® Research has proven that Market Insight particularly adds value for

lead time 60+ days (11.4% MAPE improvement) which is

R M S F O re Ca St remarkable compared to other data the leading RMS has assessed.

® Market Insight also adds a lot of value for peak days such as
holidays & events

® Enhanced forecasting can lead to significant revenue opportunities
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Pricing Trends
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India Hotel

Pricing:
2024 vs. 2023 ™ ‘ |

Actualized (2023 through 3,000
May 24) and Advertised
(June ‘24 onward)

32,500
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India Hotel Price by Class

2024 Actualized (through May) and Advertised (June onward)

® All Hotels @ 3-star A-star @ 5-star
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India Hotel Price Evolution by Class

Stays beginning in next 180 days

4

® All Hotels @ 3-star 4-star @ 5-star
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vs. 90 days ago vs. 30 days ago vs. 14 days ago
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Bangalore

Key India
Markets: Pricing
for Stays
Beginning Within

180 Days

New Delhi

Goa

Chennai

Versus Pricing 90 Days Ago

Jaipur

-20% -10% 0% 10%
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LOS Ratio by Lead Time - 60-day Outlook
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LOS Ratio by Lead Time - 60-day Outlook
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LOS Ratio by Lead Time - 60-day Outlook
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Artificial Intelligence
IN Revenue
Management



Just 13% of travel companies have
the Al maturity today to unlock its full
potential. We call them the Al Achievers.

Al Achievers - Companies that have differentiated Al
strategies and the ability to operationalize for value

Accenture, 2022
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The most common users of Al “
are with the Global Chains (for now)

We use Al for Data Analytics We us;e,i:;’ioornI:ricing We don't use Al

Global Chain Hotel 40% Global Chain Hotel 40% Independent Hotel 45%
RM Consulting Company 36% Regional Chain Hotel 34% Ownership Group / AM  44%
Regional Chain Hotel 31% Ownership Group / AM 31% Management Company 38%
Ownership Group / AM 31% Independent Hotel 28% RM Consulting Company 36%
Management Company  28% Management Company  27% Regional Chain Hotel 34%
Independent Hotel 27% RM Consulting Company 18% Global Chain Hotel
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Portfolio Size vs. Sentiment Towards Al
In RM Strategy

What is your sentiment towards the general use of Al in revenue management strategy?

1- Very Negative
5 - Very Positive

3.82 3.82

total average
sentiment
3.77
3.79

3.68 3.67

3.0 — Neutral
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Concerns
Surrounding
Use of Al in
Revenue
Management
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@

Job
Security

&

Absence of
Personal Touch

®

Lack of Local
Knowledge and
Intuition

Limited
Functionality &
Understanding

L]

Inaccuracy and
Reliability Issues

Trust
and Comfort
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40% '
The future of Al .

On a scale of 1-5, how much of an impact
will Al have on your company’s revenue
management strategy in the next 5

years? AV

10%

1- Not Impactful 0%
5 = Very Impactful
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Let’'s Unlock your

Profit Potential
Together

Opportunities Changing
through Pricing and
demand Promotion
The forecasting to Strategies
complexity of capture your can be key
data target market to capturing
management and maximise extra
is increasing profits demand

Larger players are

ahead of the curve in We are early in the Al
Al adoption and are adoption lifecycle but
seeing productivity there is real risk in
gains in terms of failing to train and
managing more equip teams for the
properties per head future
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