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Pricing Strategies
Pricing strategies in the lodging businesses vary from one hotel to another, depending on the organization's target. Different lodges have different pricing strategies. The first strategy being used by the first lodging in my city considers the tenancy-based changes. The tenancy dynamics is a pricing strategy that most organizations use to increase revenues from the services offered (Taghavi et al. 2020).  It ensures that the lodgings are priced at the level of demand and supplies; that is, when the demand is too high, this strategy allows the management to increase the charges per room. If the demand is too low, then the rates are lowered to attract many customers. The main strength of this business is a good reputation as many clients visit the hotel after a recommendation from those who have experienced its services.  One weakness of this organization is the smaller prizes during the low-demand seasons, which negatively affects income.  Accommodation at low prices during low-demand seasons creates an opportunity for this organization during the seasons of high demand.  The threat to this organization is constant taxes, even during the low seasons.  The establishment uses the dynamic pricing from the Emerging Pricing Trends in Hospitality which is the best target according to its goal. This organization would consider the targeted rate under the new hotel rates for a covid traveler.
 	The second hotel uses a strategy based on competition from other companies doing the same business. Under this strategy, the organization prizes its rooms about the rates used by other companies nearby. Evaluation of the organization’s pricing and that of the other companies aids in determining if you are providing exceptional customer experiences. Comparison assists in learning what clients pay and how much they are prepared to spend if implemented correctly and monitored. The hotel prize room is then adjusted based on these findings to make marketing done at a profit. The strength of this organization is majorly on the cost and the robust naming of the hotel. One weakness is the unfulfillment of customer requirements. The hotel offers online services such as bookings, thus creating more opportunities. The main threat is the stiff competition from the nearby hotels. The business is using variable pricing in the emerging pricing trends in hospitality. Variable pricing forms the best goal strategy since pricing varies in consideration of pricing in other companies. The company could use the personalized experience in the new rates, which attracts clients who might have liked services offered to them.
 	The third lodging applies the method of investigating the hotel price is based on the client’s period of stay in the hotels. The room rates vary based on the overall length of a guest's stay using this hotel pricing strategy (Masiero et al, 2015). The organization adjusts its room pricing based on the maximum or minimum length of time to increase occupancy. The essential thing is that customers pay a single cost for their whole stay. The main strength is that the client would consider the company due to the discount offered, especially for extended stays.  One weakness I identified in this organization is the defective materials needed by the clients. An opportunity is that it qualifies for clients who would like to stay for more extended periods. This business would fail to accommodate new clients due to more extended stays by current clients. The target pricing approach is the best strategy for this organization since the period of stay is known in advance. The business may apply the quarantine rate under the new hotel rates.
[bookmark: _GoBack]The fourth lodging organization could use the strategy involving pricing dependent on the guest segment. In this case, the price of the same accommodation is varied for different categories of guests. It's all about selling the same accommodation to different types of clients at varying costs. When guests sense the value in your product and services, they pay without considering the cost they would incur. The practical application of this strategy enables the organization to increase income and improve customer satisfaction. The main strength of this organization is the accommodation for all clients in terms of cost.  The business is likely to face weak communication as one would confuse the prices for different clients. The hotel's opportunity is that provides unfulfilled customer needs. The main threat to this organization is the changes in pricing. Variable pricing is best applied in this hotel.  The business would apply the bid rate in the new rates of pricing.
 	The last method involves determining the price concerns future occurrences. It's all about adjusting the price of your hotel suite while anticipating the number of units available for future dates (Blal, Singal & Templin, 2018). Under this strategy, the company management is required to have a clear and concrete understanding of the hotel's history. It helps in identifying the trend of demand for the rooms at different times throughout the year. Pricing would also be affected by the changes in the number of visitors to the business, as well as an increase or drop in your segment's competitors. The use of a good reputation forms the main strength of this organization. Insufficient historical data is a weakness as some data maybe be missing from the records. Opportunities in such an organization would be training such as keeping records.  Threats such as pandemics, for example, covid 19, would interfere with the organization's plans.  A commonly applied pricing strategy is target pricing as it relates to the achievements in the past. In the new strategies, this organization would apply the reopening rate.
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