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Maximising revenue in tourism: yield management strategies for the proposed Swansea skyline attraction.



Executive summary
This report looks at how yield management can be used at the proposed Swansea Skyline attraction. The findings reveal that Yield management significantly enhances financial performance in tourism attractions. For instance, Swansea Skyline can boost revenue, stabilise cash flow, and enhance cost efficiency by employing dynamic pricing to adapt to changing demand without expanding physical capacity (Viglia and Abrate, 2019; Laws, 2018; Guilding, 2013).
To make the most money, businesses need to use demand-based pricing and segmentation, as different groups of customers such as tourists, families, and students are willing to pay different amounts. To stay competitive and increase revenue per visitor, businesses need to use strategies like peak pricing, discounts, and bundled offers (Atrill and McLaney, 2021; Marr, 2013).
Yield management has many benefits, but it relies heavily on strong systems, accurate forecasting, and organisational capability (Xu, Xue and Li, 2022). Its effectiveness can be limited by forecasting uncertainty, customer perceptions of fairness, and operational complexity, requiring skilled staff, reliable data systems, and constant monitoring (Mullins, 2016; Armstrong, 2016; Carroll and Buchholtz, 2014).
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Introduction
The Swansea Skyline attraction is a big investment in Wales's tourism infrastructure. Its goals are to improve the experience of visitors, bring in more international tourists, and help the economy in the area (Cozzio, Tokarchuk and Maurer, 2020). The project needs strong financial planning and strategic revenue Optimisation to help Wales become a global "screen tourism" destination (Page, 2019; Inkson and Minnaert, 2018).
The way in which attractions Manage money is very important for making sure that tourism projects are successful and can last for a long time. Management Accounting for Decision Makers states that good financial planning helps businesses make the most of their resources, keeps costs down, and get the most out of their investments (Atrill and McLaney, 2021). In the tourism and hospitality industries, it is especially hard to make money because demand is always changing, services are short-lived, and costs are high (Guilding, 2013; Page, 2019).
Yield management, also called revenue management, is a pricing strategy that tries to get the most money by adjusting  prices based on when, how many, and what kind of customers are buying a product or service, As noted in Introduction to Revenue Management for the Hospitality Industry, this method is particularly pertinent in industries with fixed capacity and no option to store unsold inventory, like events and attractions (Tranter, Stuart-Hill and Parker, 2014; Inkson and Minnaert, 2018).
This report is an exploration into how to use yield management practices on the Swansea Skyline project. It will look at the financial effects of this method, see how it might affect revenue performance, and make suggestions for how to put it into action. The report's goal is to help people make smart decisions about the project's financial planning by combining theoretical insights with practical ones (Atrill and McLaney, 2021; Tranter, Stuart-Hill and Parker, 2014).

Main body of results a look into yield management within tourism attractions
Yield management involves selling the right product to the right person at the right time for the right price, and it is widely used in the tourism industry, including airlines, hotels, and attractions, where capacity is fixed and demand fluctuates (Page, 2019; Inkson and Minnaert, 2018). It focuses on demand-based pricing strategies to help tourism businesses like Swansea Skyline increase revenue, particularly during low or seasonal demand (Tranter, Stuart-Hill and Parker, 2014; Viglia and Abrate, 2019). In an industry where demand is naturally inconsistent, these strategies are essential for improving profitability, cost efficiency, and long-term financial stability (Inkson and Minnaert, 2018; Subying and Yoopetch, 2023; Guilding, 2013; Capiez and Kaya, 2004; Marr, 2013; Ivanov, 2021).
Swansea Skyline will face common tourism challenges such as seasonal changes in demand, variations between peak and off-peak visitor patterns, and the need to segment international and domestic visitors based on their different needs and preferences (Visit britan, 2025). As highlighted in Tourism Management, demand variability is a defining characteristic of the tourism industry, reinforcing the importance of yield management in maintaining long-term financial performance (Page, 2019; Inkson and Minnaert, 2018).
Swansea skyline financial characteristics 
The Skyline attraction will be likely to include high fixed costs, such as staffing, infrastructure, and maintenance, alongside relatively low additional costs for each new visitor (Visit britan, 2025). As emphasised in Accounting Essentials for Hospitality Managers, this type of cost structure makes revenue maximisation especially important, as profitability depends heavily on achieving high utilisation rates (Guilding, 2013).
Yield management directly addresses this by aiming to make more money when demand is high, encouraging demand during slower periods, and making better use of overall capacity.

Pricing strategies and demand segmentation
Price discrimination and market segmentation are essential to yield management in a tourism business, as different groups such as families, international tourists, and students have varying willingness to pay. For Swansea Skyline, recognising these differences allows pricing to be tailored to maximise revenue while remaining competitive. As noted in Using Management Accounting for Decision Makers, pricing should reflect demand fluctuations, with higher prices during peak periods when demand is inelastic, and discounts offered in off-peak periods when demand is more elastic to help maintain visitor numbers (Atrill and McLaney, 2021).
In practice, Swansea Skyline can charge higher prices during holidays, events, or periods influenced by wider economic factors, while offering discounts to locals in quieter times to encourage repeat visits and stabilise demand. Bundled packages with nearby attractions can also increase overall visitor spending and enhance the experience. This approach aligns with performance measurement through Key Performance Indicators (KPIs), such as revenue per visitor and capacity utilisation, which help assess both financial performance and operational efficiency (Marr, 2013).

Financial impacts and outcomes
Yield management has a strong impact on financial performance by improving both revenue and efficiency. For Skyline, adjusting prices based on demand allows the attraction to generate more income without increasing capacity, meaning the same number of visitors can produce higher revenue through peak and off-peak pricing (Viglia and Abrate, 2019).
It also supports more stable cash flow by encouraging a consistent flow of visitors throughout the year, rather than relying on seasonal peaks. This stability is important for effective financial planning, budgeting, and covering ongoing costs (Laws, 2018). In addition, yield management helps reduce risk in the tourism industry, which is often affected by factors such as weather, economic conditions, and global travel trends, by spreading revenue more evenly across different periods (Ivanov, 2021).
Finally, it improves cost-efficiency by increasing the use of existing capacity. By attracting visitors across a wider range of times, fixed costs such as staffing and maintenance are spread over more customers, lowering the average cost per visitor and increasing overall profitability (Guilding, 2013).

Challenges that could be encountered and limitations
Yield management has many benefits, but it also has some problems, especially when it comes to making accurate demand forecasts. Companies need to think carefully about how accurate their predictions are, since these predictions affect decisions about prices and capacity. Skyline could lose money by under-pricing if predictions are wrong, or it could not fully use its resources if it overestimates demand. This leads to inefficiencies that can make the strategy less effective. Management and Organisational Behaviour says that the quality of a decision depends a lot on having the right information (Mullins, 2016). This makes it even more important for Skyline to make sure that its forecasting methods are as accurate as possible so that the company can use its resources wisely and make as much money as possible. considering in today's business environment, customers are price sensitive. Changes in price may make people feel like things are unfair, which could hurt brand reputation (Carroll and Buchholtz, 2014). Skyline could use strategic/variable pricing towards different customer demographics to attract customers all year around such as student5s having a discount or offering family priced tickets.
Operational Complexity
Operational complexity is an important factor to think about when putting yield management into action. This is because it needs a mix of advanced data analysis systems, skilled workers, and constant monitoring to work well. Companies need to spend money on strong technology that can collect and analyse large amounts of data in real time to help them make decisions about pricing and capacity. Also, employees need to know how to read this data and change their plans based on what they find, so hiring the right people and continuing to train them is very important. The process is not fixed; it requires ongoing assessment and adaptation to shifts in the market, customer behaviour, and external influences. Armstrong's Handbook of Management and Leadership for HR emphasises that organisational capability and staff training are essential for successful implementation. This reinforces the notion that yield management can be challenging to maintain effectively without appropriate skills and systems (Armstrong, 2016).
Conclusion
Yield management is an important financial strategy for the Swansea Skyline attraction because it helps maximise revenue in a highly seasonal and demand-driven business environment. By setting prices based on demand patterns, the attraction can make better use of capacity, increase their revenue, and support long-term sustainability (Tranter, Stuart-Hill and Parker, 2014; Viglia and Abrate, 2019). However, its effectiveness depends on accurate forecasting, effective segmentation, and strong organisational capability (Mullins, 2016; Armstrong, 2016). While limitations exist, the strategic use of yield management provides a strong foundation for long-term financial success in a competitive and dynamic tourism market.

Recommendations
As part of its financial strategy, the Swansea Skyline project team should use a data-driven dynamic pricing system that continuously monitors demand patterns in real time, adjusts prices based on the time of year, time of day, and booking behaviour, and effectively segments customers into groups such as tourists and locals (Gibson, 2024). Introduction to Revenue Management for the Hospitality Industry states that technology-enabled revenue management systems make pricing more accurate and responsive, supporting more effective yield management decisions (Tranter, Stuart-Hill and Parker, 2014).
Aspects that should also be considered for investing:
Tools for analysing customer data should be used to improve demand forecasting, alongside training programmes for staff to ensure efficient implementation and clear pricing communication strategies to maintain customer trust and perceived value. From an ethical and stakeholder perspective, transparency is very important, and Business and Society: Ethics and Stakeholder Management emphasises that companies must balance profitability with fairness and customer satisfaction (Carroll and Buchholtz, 2014).
Finally, the Swansea Skyline attraction should combine yield management with marketing strategies by partnering with local tourism companies, engaging in promotional campaigns during lower demand periods, and creating bundled experiences to increase perceived value. Overall, the Swansea Skyline project can maximise revenue, improve financial stability, and strengthen its position in the global tourism market through a strategic and data-driven approach to yield management (Viglia and Abrate, 2019; Ivanov, 2021).
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