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The global pandemic has taught us that in these exceptional circumstances, past performance 
is not indicative of future results. Following the events of 2020, the way we use data has gone 
through a paradigm shift. In the following document we will discuss how the forecasting and 
pricing models looked pre-Covid-19 and our predictions for what they will look like in a post 
pandemic world.  
 
The following 2 infographics illustrate how the weight of data sources taken into consideration 
in forecasting and pricing were changed by the pandemic: 
 

 
Infographic 1*1 

 
1) Pre-Covid-19 - As you can see in the infographic above in column 1; pre-Covid-19, despite 
the advent and widespread availability forward-looking data sources (event data, competitor 
rates, competitor on the books business, etc.) in recent years, the most weight in pricing was 
given to historical data and booking pace by RMS systems and revenue managers. This also 
meant that sudden changes in market conditions (new events and event cancellations, severe 
weather, changes in booking intent, etc.) were not sufficiently capitalised on, resulting in 
revenue left on the table by hotels. 

 
1 Disclaimer: our results are an average of different sources. Individual weighting varies by differing 
revenue management systems. 



 

 
2) During Covid-19 - During the pandemic however, historical booking data was of little use, 
with the past one year being one long ‘special event’. Therefore, the ratio of data sources taken 
into consideration for pricing has dramatically changed (column 2 in the infographic above), 
with local and international travel restrictions becoming the prime determinators of room night 
demand (and therefore pricing), followed by Covid-19 infection rates and competitor pricing. 
For example, some leisure driven hotel markets in the UK (particularly on the south coast of 
England) enjoyed 80%+ occupancy levels compared to under 30% in London (source: STR). 
This was due to the lifting of domestic travel restrictions, while at the same time international 
travel restrictions remained in place and foreign travel was perceived as high risk. 
 
POST COVID DATA SOURCES 
 
Based on our experience in the hotel market and our conversations with hotel tech players, we 
see that business will broadly go in two directions in a post-covid world. The first direction will 
be to return to a business as usual approach and to look at 2020 as an anomaly. The second 
will be to understand that the landscape has fundamentally changed and that there needs to 
be a new methodology in understanding demand, that is not based on historical data.  
 
The following infographic and explanation is our prediction of what will happen in a post-covid 
world for organisations that will be looking to change the way they understand the market. This 
is based on conversations we had with market experts over the past year: 
 

 
Infographic 2 

 
3) Covid-19 recovery phase - As the world will enter the Covid-19 recovery phase (column 3 
‘Infographic 2’), the above-mentioned Covid-19 related drivers will still remain a major factor 



 

in travel demand and pricing, however, as the situation improves in certain markets and the 
volume of business and leisure related travel increases, we expect a strong return of pent-up 
demand to drive the following two types of events to disproportionately impact the business 
mix of hotels: 

1) Business events (exhibitions, congresses and conferences) with professionals 
looking to personally connect/reconnect at events after 1.5 years of Zoom calls,   

2) Leisure events (concerts, marathons, sports events) with fans coming back to watch 
their teams and performers live.  

Events are expected to be especially important in the business mix, given the expert consensus 
that corporate travel will take a much longer time to recover (according to McKinsey and a 
recent report by the Global Business Travel Association (GBTA) among others). 

 
4) Post-Covid-19 -. Historical data will still play an important role, however, understanding 
emerging trends in the marketplace and having visibility of forward-looking data will be critical. 
Organisations that incorporate new data sources into the Revenue Management systems will 
be able to significantly improve forecasts and pricing in the future and we believe will have a 
significant competitive advantage over the ones that don’t. 
 
HOW CAN EVENT INTELLIGENCE HELP 
 
Hotels should immediately start to look for ways to be able to keep track of events on scale. It 
is critical to be fully ready for when events will start to come back and to be able to capitalise 
on meeting space and room night demand that comes with them. The same supply of hotels 
will now be competing for significantly less demand, therefore properties cannot afford to miss 
out on the revenue opportunity of even one event. The only way to fully capture all publicly 
available events is to use a third-party data provider, preferably where the main or only focus 
are events for hotel companies (such as Event Intelligence). 
 
Of course you can also use google, however you get incomplete results, it’s time consuming 
and requires your staff to be doing something that is inefficient and generally a very expensive 
way of sourcing data. 
 
When choosing an event data vendor accuracy is of the utmost importance. ‘GIGO’ (Garbage 
in Garbage out) is especially true for event data. The presence or non-presence of a 10,000 
attendee exhibition can make or break your forecast and pricing for a given week. 
 
As an example, we experienced finding a major conference in an aggregator site with the 
location indicated to be Budapest, Hungary. Once we went through our quality assurance 
process, we found out it was going to take place in Indonesia. In order to avoid this occurring 
with our data, each and every data point that is added to our database goes through a 3-stage 
process, which results in unparalleled data accuracy in the market. 



 

 
Hotels should also look for event data solutions that have the highest number of relevant data 
points (e.g. attendee numbers, past event occurrences, event entry fees, etc.). This will give 
them an edge in determining which events are the most relevant for them. For example, if the 
entry fees of an event are starting from €2,000, it is highly likely that the accommodation cost 
component will also be higher for delegates, with 5-star hotels in the vicinity being the most 
likely beneficiaries of room night overspill. This hotel specific impact data can be done by 
individual hotels or by Event Intelligence algorithms.  
 
With accurate event data, RMS capabilities will be improved, resulting in a more precise 
forecast and better pricing decisions. 
 
In summary, understanding and capturing the slowly returning MICE demand using forward-
looking data sources will be crucial for the survival and success of hotels of all sizes in the 
post-pandemic recovery phase and beyond. 


