Pre-Analysis Plan

Following the guidance of Duflo, Banerjee, Finkelstein, Katz, Olken, and Sautmann (2020), we parsimoniously outline our primary outcomes, research questions, and approach to assessing these questions below. In addition, we highlight key heterogeneity analyses we intend to study.

Survey notes: The firm will conduct a short survey with hotel managers before the intervention to measure their knowledge of the competitive landscape. These data may be used to explore potential mechanisms, conditional on data accessibility to the research team and hotel identifiability.

Randomization: The randomization is conducted at the hotel level. All analyses conducted will be clustered at the level of the hotel. 

Primary Outcomes:
1. Rooms sales (number or share of sold room-nights per day)
2. Total room revenue (total daily revenue from room sales)

Exploratory (Mechanisms) Outcomes:
1. Pricing Behavior
2. Promotional Effort (depends on data availability)

Hypotheses
1. H1 (Room Sales):
Providing competitor demand information will increase room sales, as hotels respond to perceived competitive pressure with more aggressive pricing or promotional actions.

2. H2 (Revenue – Room Revenue): Competing Hypotheses
H2a (Positive Effect): Providing competitor demand information will raise overall revenue, as room sales increase.
H2b (Negative Effect): Hotels lower prices to compete, leading to reduced revenue per room-night and possibly lower total revenue.
H2c (No Effect): Adjustments in price and the increasing volume offset each other, resulting in no significant change in revenue.

[Research Question 1]: Does providing competitor demand information increase hotel sales volume?
· [bookmark: OLE_LINK1]Analysis: Compare the room sales between treatment and control hotels over the intervention period.

[Research Question 2]: Does providing competitor demand information affect total room revenue?
· Analysis: Compare total room revenue between treatment and control hotels over the intervention period

[Research Question 3]: What are the mechanisms through which competitor information affects performance?
· Analysis 1: Test whether hotels in the treatment group are more likely to adjust pricing or initiate promotional actions (e.g., traffic buying, discounting) after receiving the competitor information.
· Analysis 2: Examine whether treatment-induced behavior (e.g., price adjustments, promotion efforts) is associated with performance changes.
· Exploratory Analysis: Examine whether hotels with lagging sales (compared to competitors) are more likely to improve performance. (if they do, are they also more likely to adjust behavior)

[Research Question 4 - Heterogeneity Analyses]: Under what conditions and for which types of hotels is performance more responsive to competitive information?
Exploratory HTE dimensions: 
1. hotels’ baseline performance (pre-treatment room sales/revenue)
2. hotel characteristics: e.g., conference- vs. holiday-oriented; hotel size (number of rooms); star level
3. competitive intensity: e.g., number of competing hotels
4. baseline survey outcomes (conditional on data availability and hotel identifiability): e.g. managers’ knowledge about competitors’ demand    
 
