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PREFACE

The hotelindustry is heading into a new era-one where speed, clarity,
andreal-time intelligence matter more than ever. Revenue managers
are no longer dealing with the slow, predictable booking curves of
the past. Today, demand shifts overnight, pricing pressure builds
instantly, and travelers behave with a level of fluidity that old systems
were never designed to handle.

Over the last few years, Al has quietly reshaped how hotels
understand demand, interpret pace, and respond to the market. But
2026 will be different. It will be the year when Al stops being an
experiment or an optional add-on and becomes the backbone of
how modern revenue teams operate.

This blog explores that shift.

Not through hype, but through the everyday reality revenue leaders
face:

e Too much data, notenoughinsight
e Too many dashboards, not enough time
e Too many pricing opportunities, not enough speed to act

We'lllook at how Al is changing revenue management, the challenges
hotels face in adoptingit, and why platforms like RevEVOLVE are
redefining what “smart revenue optimization” actually means.

If 2025 was the year hotels started waking up to Al,

2026 is the yearrevenue teams start
depending onit.
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1. CURRENT REVENUE MANAGEMENT

PROGESS

Walk into any hotel’s back office today and you’ll still see the same rhythm revenue
managers have followed for more than a decade. Data gets pulled from the PMS,
STRreports get scanned, pickup spreadsheets get updated, and a few tabs of rate
shopping tools stay open all day. The work is meticulous, often stressful, and always
time-sensitive.

Most RMs don’t struggle because they lack knowledge. They struggle because the
process itself is overloaded.

Atypical day looks something like this:

Checking pickup across multiple dates and segments
Reviewing the compset’srate shifts

Monitoring cancellations and rebookings

Updating pace reports manually

Reading STR trends

Explaining numbers to GMs and owners

Adjusting rates across channels without full context

Every decision depends on stitching together data from tools that don’t talk to each
other. When the market moves fast—and it does—this manual workflow simply can’t
keep pace. By the time an RM notices a change in pickup or a spike indemand, the
best pricing window is often gone.

There’s also a visibility gap. Multi-property leaders want clarity across their entire
portfolio, but current systems force them to jump between dashboards, emails, and
weekly reports. Meanwhile, consultants juggle multiple clients using the same time-
consuming process.

The problemisn’t that RMs aren’t capable.

The problem s that the modern market moves faster than the traditional revenue
management workflow.

2026 will expose that gap even more sharply, which is why the industry is
increasingly turning toward Al—not as areplacement for RM expertise, but as a way
to simplify the noise and surface the signals that matter.
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2. Al IN HOSPITALITY

Al has been part of hospitality for years, but only in the background. A chatbot here,
a simple forecast model there—nothing that fundamentally changed how hotels
operated. That’s no longer the case.

Therecent surgein Aladoption across otherindustries—retail, fintech, aviation, and
ecommerce—has pushed hospitality into a new phase. Hotels are now expected to
respond at the same level of intelligence and speed that consumers experience
everywhere else. Travelers compare a hotel’s experience not just with other hotels,
but with Amazon’s recommendations, Uber’s pricing logic, and Google’s instant
answers.

This shift has forced the industry to rethink how it uses data.
Alin hospitality today touches almost every part of the guest journey:

e Predicting demand before pickup shows it

Analyzing booking intent from website behavior

Recognizing micro-trends in pace, cancellation patterns, and stay lengths
|dentifying revenue leakageinreal time

Helping guests plan, book, and interact with the hotel instantly
Supporting staff with automated tasks and smarter decision-making

Hotels generate massive amounts of data—PMS, POS, CRS, OTA, review platforms,
event calendars, local demand data—but the traditional systems weren’t designed
to make sense of it quickly.

Al changes that.

It canread thousands of data points simultaneously, spot patterns humans can’t
see, and highlight shifts before they become a problem. Instead of staring at
dashboards, revenue managers now have the ability to work with an assistant that
continuously scans the environment and tells them what’s changing.

But Alin hospitality is more than automation. It’s becoming the decision-making
layer that helps teams act with more confidence and less guesswork.

And as we move into 2026, the hotels using Al won’t just be more efficient—they’ll
be significantly faster, more precise, and better positioned to capture revenue that
late responderslose.

B sales@hotelswitchboard.com & www.revevolve.ai 04




3. Al IN ACTION

Here’s the thing about Alinrevenue management: its value shows up inthe
moments where traditional processes fall short. Not in abstract promises, butinthe
split-second decisions that decide whether a hotel capturesrevenue... orlosesiit.

e Think about anormal day for arevenue manager.

Pickup jumps unexpectedly for aweekend.

A competitor dropsrates aggressively for next Thursday.

Alocal event gets announced—one no one caught earlier.
Cancellation patterns shift for a high-demand date.

¢ Acoldfronthits a skimarket early and demand surges overnight.

In the old workflow, these changes sit quietly inside areport until someone happens
to notice them. By the time the team reacts, the best pricing window is gone.

e Alchanges that dynamic entirely.

Al doesn’t wait for your morning report.

It doesn’t check occupancy once a day.

It doesn’t depend on someone refreshing a dashboard.
Al monitors the market continuously, in real time.

When something meaningful happens, it speaks up.
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For example:

A sudden spike in week-end pickup?

Al flagsitimmediately, quantifies the surge, and recommends the rate
adjustment.

Compset shifts pricing for akey event?

Alrecognizes the pattern and tells you whether to match, hold, or exceed
based on historical elasticity.

A segment underperforms for next Wednesday?

Al breaks down the “why” — weak corporate demand, slow pace, or OTA
behavior.

A full portfolio trends softer for the first week of December?

Al surfaces the pattern across properties and alerts leadership before the
dip impactsrevenue.

What this really means is that Al turns hidden data into visible signals.
It brings clarity to patterns that were previously buried.

It gives revenue managers the confidence to act quickly without second-
guessing the market.

And when the Alis designed specifically for hotel revenue management—asitisin
RevEVOLVE—it goes one step further. It not only detects changes, it explains what’s
happening and proposes the strategy behind it.

In2026, this type of real-time, insight-driven workflow will become the
expectation, not a luxury. The hotels that adopt Al will react earlier,
protect ADR more effectively, and capitalize on demand shifts long
before their competitors refresh a spreadsheet.
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4. Al ADOPTION BY KEY PLAYERS

If you look closely at the global hospitality landscape, one pattern stands out: the
biggest players aren’t waiting for Al to mature — they’re already building around it.

Brands like Marriott, Hilton, Hyatt, RevEVOLVE, Lighthouse, Atomize, IDea$, Accor,
CitizenM, and several next-generation PMS/RMS providers have been moving
aggressively toward Al-powered decision systems. Not because it’s trendy, but
because the pace of the market demandsiit.

Across these companies, Alis how embedded in:

Forecasting and pricing cycles

Better Price Prediction

Segmentation and booking behavior analysis
Budgeting

Upsell optimization

Labor forecasting

Operational planning

This shiftisn’t theoretical. It’s happening quietly but steadily, andit’s creating a
growing performance gap between hotel groups that use Al and those that still rely
on manual processes.

Major brands have built internal revenue labs, partnered with Al vendors, and
created data platforms that automate large parts of the decision-making cycle.
Theirrevenue teams aren’t staring at spreadsheets — they’re reacting to insights
that Al surfaces forthem.

This has two major implications for 2026:

First, the competitive pressure onindependent hotels and mid-size management
groups willintensify. They’ll be competing with brands that react faster, price
smarter, and forecast with deeperaccuracy.

Second, the technology gap is no longer abudgetissue. Tools like RevEVOLVE make
enterprise-grade intelligence accessible to any hotel — without requiring an internal
data science team or heavy infrastructure.
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RevEVOLVE was built with this shift in mind.

As global brands moved toward Al-first revenue models, our platform focused on
bringing the same level of intelligence to the wider hotel market. Whetherit’s
demand signals, PacelQ@, dynamic price laddering, or a full Al copilot, the goalis
simple: give every hotel the decision speed and clarity previously reserved for top-
tier brands.

In2026, Al will no longer be a differentiator for the big players — it will
be the standard. The real winners will be the hotels thatuse Alnotas a
gadget, but as a strategic foundation for how pricing decisions are
made every single day.
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9. CHALLENGES IN Al ADOPTION

For all the excitement around Al, adopting it inside a hotel isn’t as simple as flipping a
switch. The potential is enormous, but the pathis often slowed by real-world
constraints that have nothing to do with technology and everything to do with how
hotels operate.

Most hotels want to move faster, make fewer manual decisions, and rely on better
insights. But when it comes to implementing Al, they face a familiar set of
challenges — and these challenges have shaped the pace of adoption across the
industry.

The first barrier is data quality.

Hotel dataisn’t messy — it’s chaotic. Rate codes evolve over years, segments get
renamed, PMS migrations leave behind inconsistent structures, and historical
pacingisn’t always clean. Al thrives on accuracy, so unclear data inputs can make
leaders hesitant to rely on automated logic.

The second challengeis trust.

Many RMs and owners worry about the “black box” problem — the idea that Al might
make decisions they can’t fully explain. This fearis understandable. Revenue
management has always been a human-driven discipline where accountability
matters. If a systemraises a price or suggests a change, leaders want to know why:.

Then there’s the change-management hurdle.

Hotels runlean teams. RMsjuggle multiple properties. GMs carry both operational
and commercial responsibilities. Introducing Alinto that environment can feel like
adding more work before it reduces any. Training, alignment, and workfiow
adjustments take time, and time is the one thing hotel teams don’t have much of.

B sales@hotelswitchboard.com & www.revevolve.ai



Anotherissue is fragmented systems.

Many hotels rely on a mix of PMS, channel managers, rate shopping tools, Bl
platforms, and spreadsheets. Connecting everythinginto a single Al logic layer can
feel overwhelming, especially if the tech stack is outdated.

And finally, there’s uncertainty about ROI.

Hoteliers want to see proof. They want clarity on how Alimproves ADR, speeds
reaction time, or drivesrevenue lift — ideally without long-term commitments or
costly setups.

These challenges have slowed adoption across the industry. Not because Alisn’t
valuable, but because hotels need Al solutions that are transparent, easy to
implement, and designed to work within their operational reality — not outside of it.

This is exactly where RevEVOLVE positioned itself differently, and why the next
section will shift toward how Al can streamline operations instead of complicating
them.
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6. HARNESSING Al FOR SEAMLESS

OPERATIONS

When people talk about Al in hospitality, they often think of automation,
forecasting, or chatbots. But the real value of Alisn’tinreplacing tasks —it’sin
removing friction across the entire operational chain. Revenue management
doesn’t only influence pricing; it shapes staffing, marketing, distribution,
forecasting, and even owner communication.

Thisis where Al quietly becomes the glue that connects commercial strategy with
daily operations.

In real hotel environments, the biggest operational issues aren’t dramatic—they’re
small bottlenecks that happen every day. A GM waiting for an updated pickup
report. Arevenue manager stuck cleaning data instead of analyzingit. A decision
delayed because three people need to sign off. A pricing opportunity missed
because nobody saw the trend early enough.

Al fixes these gaps by creating a workflow that feels continuous, not chaotic.

It starts with real-time awareness.

Instead of waiting for the morning meeting or weekly revenue call, Al surfaces
important shifts the moment they appear. Whetherit's a sudden spikeinpace, an
unexpectedfallin ADR, ora compset move, teams know instantly—and know why it
matters.

Next comes actionable clarity.

Hotels don’t need more dashboards; they need fewer. Al condenses complex data
into understandable insights, so anyone—from an experienced RMto a GM who's
juggling tenresponsibilities—can see the story behind the numbers without

digging.
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Then there’s operational alignment.

When demand surges for aweekend, it’s not only the revenue manager who needs
to know. Front office teams, housekeeping, F&B, and even sales benefit from better
forecasting. Al-driveninsights help departments schedule smarter, reduce last-
minute surprises, and eliminate inefficient decision loops.

The final piece is communication.

One of the quietest pain points in hospitality is how much time gets spent updating
owners, responding to leadership queries, or explaining what changed since
yesterday. Al solves this with auto-generated summaries, daily digests, and RM
copilots that can answer questions on the spot — no spreadsheetsrequired.

Thisis where platforms like RevEVOLVE make Al feel native to hotel operations
instead of something that sits on the side. The intelligence is constant, the insights
are clear, and the rhythm of the hotel becomes smoother because every
departmentisreacting to the same real-time truth.

In2026, Al will be less about technology and more about flow.
Less about automation, more about alignment.

Less about doing things faster, more about doing them without friction.

Hotels that understand this shift will feel the difference not only in revenue, butin
the way their entire teams operate every day.
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1. OVERCOMING BARRIERS IN Al

ADOPTION

Every hotel that thinks about adopting Al eventually hits the same question:

“How do we actually make this work forus?”

The hesitationisn't alack of belief in the technology. Most hoteliers understand Al’s
potential. The challenge is converting that potential into something that fits the daily
reality of revenue teams, GMs, and owners. Overcoming the barriersisn’t about
technical sophistication—it's about simplicity, trust, and structure.

The first shift hotels need is a phased approach, not a massive transformation. Al
doesn’t need toreplace your entire RM workflow on day one. It needs to support
the decisions you already make. Starting small—like enabling real-time demand
signals orusing Al to clean and classify data—builds confidence before deeper
automation begins.

The second step is ensuring transparency.

People trust what they understand. Alrecommendations become far easierto
accept whenthe system explainsits reasoning clearly: why pace is weakening, why
ADR shouldincrease, why next Wednesday is suddenly high-risk. When the logic is
visible, teams feelin control.

Then comes retraining the workflow, not the people.

Al shouldn’t force RMs to work differently—it should free them to do more of the

high-value work they already excel at. Instead of spending hours gathering data,
they should spend those hours analyzing outcomes, coordinating with sales, and
planning for future demand cycles.
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Another crucial elementisintegration.

Hotels operate on many systems that weren’t originally designed to talk to each
other. Amodern Al platform must integrate smoothly with PMS, channel managers,
comp shop tools, and Bl data feeds. When the system pulls everythinginto one
place, Aladoption stops feeling like another tool and starts feeling like anupgrade
to your entire commercial engine.

Last comes proof of value.

Hotels gain confidence in Alwhen they see tangible benefits quickly: fasterreaction
times, cleaner data, stronger rate decisions, and sharper visibility across properties.
Early wins create organizational buy-in and reduce resistance to broader
automation.

Thisis why the smartest Al platforms—Ilike RevEVOLVE—focus on real results, not
technology showcases. They give hotels a clear path forward, one step at atime,
making adoption feel less like aleap and more like a natural evolution.

In 2026, the hotels that overcome these barriers won’t be the ones with
the biggest budgets. They’ll be the ones that adopt Al in a structured,
transparent, and incremental way—turning uncertainty into confidence
and complexity into control.
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8. THE RM COPILOT BY REVEVOLVE

If there is one thing revenue managers consistently say, it’s this:
“There’s never enough time inthe day.”

Too many reports.

Too many tabs.

Too many pricing scenarios.

Too many questions fromm GMs, owners, and sales teams.

And never enough hours to connect the dots.

Thisis exactly why the RM Copilotinside RevEVOLVE isn’t just another feature — it’s
becoming the new foundation of how revenue teams work.

The RM Copilot acts as a strategic partner that sits beside the RM, scanning the entire
hotel environmentinreal time. Instead of asking RMs to hunt through dashboards,
the Copilot brings forward the insights that matter most: what changed, why it
changed, and what to do next.

It starts with explainability.

If demand weakens for Saturday, the Copilot doesn’tjust highlight the drop — it
breaks down whether cancellations increased, compsetloweredrates, ora key
segment slowed down. The RM sees the story behind the numberinstantly.

Then comes strategic guidance.
Ask the Copilot a questionlike:

e “What should my ADR strategy be for next weekend?”
e “Whyis pace soft for corporate midweek?”
e “Which segments need attention this month?”

The systemresponds the way an experienced analyst would with context, reasoning,
and recommended actions.
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Next is actionable intelligence.

The Copilotis wired into RevEVOLVE’s core modules: PacelQ), Price Ladder, Demand
Calendar, Pickup Analysis, and Smart Signals. That means when something shifts, the
Copilotinterpretsitin secondsinstead of hours.

Forexample:

e Asudden spike in Wednesday pickup?
The Copilot quantifies it, tells you whether the surge is sustainable, and suggests
whether toraise rates.

e A gap between compset pricing and your current ADR?
The Copilot outlines the risk, identifies thresholds, and recommends the next

ladder step.

e Slowdownsin group or corporate segments?

The Copilot highlights trends and proposes alternative strategies orinventory
changes.

Finally, it becomes the communication engine revenue teams always needed.

When owners or GMs want clarity, the Copilot generates digestible explanations.
When multiple properties need attention, itidentifies the outliers. When executives
want a daily summary, the Copilot prepares it automatically.

In2026, the RM Copilot won’t feel like a futuristic idea.

It will feel like the missing layer of intelligence hotels have been waiting for a system
that works at the speed RMs never had the luxury to match.

RevEVOLVE built this not to replace revenue managers, but to give them back the
one thing no tool ever provided: time, clarity, and confidence in every decision.
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CONCLUSION

2026 will redefine what it means to manage hotel revenue. The industry is
moving away from manual reports, slow decision cycles, and reactive pricing
—and toward a future where intelligence is always on, always scanning,
always ready to guide the next move.

The message s clear:

Hotels won’t outperform the market by working harder; they’ll
outperformit by reacting faster.

Alis no longer a nice-to-have tool or an experimental add-on. It’s becoming
the central nervous system of modernrevenue strategy. It connects data that
used to live in silos, highlights shifts long before they show up onareport, and

givesrevenue teams the clarity to act with confidence.

The properties that embrace this shift will operate with an advantage that
compounds every single day—stronger ADR decisions, more accurate
forecasts, and alevel of market awareness that human effort alone can’t
replicate.

This is exactly why RevEVOLVE exists.
It’s built for the revenue manager who needs more time.
Forthe GM who wants clarity without hunting through dashboards.
For the owner who wants confidence in every decision.

And for the portfolio leader who needs real-time visibility across multiple
properties.

The future of Al-powered revenue optimizationis already taking shape, and
2026 will be the year the industry stops debating Al’s value and starts
benefiting fromiit.

Hotels don’t need more data.
They need the intelligence to turn that datainto action.

And RevEVOLVE isready to deliver exactly that.



