
Evolving Dynamics:  
From Revenue  
Management to  
Revenue Strategy

THE STUDY GUIDE FOR 
THE CERTIFIED REVENUE 
MANAGEMENT EXECUTIVE 
(CRME) CERTIFICATION

3RD EDITION

By Kathleen Cullen, CRME

Published by:

PMS-377   PMS-2617   PMS-444  
669933      663399       999999 

Publishing Partner:



TA B L E  O F  C O N T E N T S

viii   > > > > > > > > > >   ©Hospitality Sales & Marketing Association International

INTRODUCTION 1
A Special Note to Owners and Operators 1

PART ONE: THE FUNDAMENTALS 3

Chapter 1: From Revenue Management  
to Revenue Strategy 5

What is Revenue Optimization? 5
The History and Evolution of Revenue  
Optimization 5

Chapter 2: The Revenue Professional 9
The Role of the Revenue Professional 9
Qualifying Candidates 12
The Talent Gap 14
Career Development and Progression 15
How will you know if you’re doing it right? 16

Chapter 3: Departmental Integration 17
Organizational Structure 17
Leadership 17
Goal Alignment 17
Communication and Teamwork 17
On-Property Revenue Optimization 19
Centralized Revenue Optimization 20
Outsourced (Third-Party) Revenue  
Optimization 21

Chapter 4: Economics and Its Role in  
Revenue Optimization 23

Economics 101 23
Macroeconomics 23
Microeconomics 25
A Few Words About Costs Factors 29

Chapter 5: Understanding the Market 31
External and Internal Influencers 31
Market Trends 32
Demand Indicators 32
Competition 33
Benchmarking 34
Maximizing Market Position 37

Chapter 6: Segmentation and Sources  
of Business 38

Traditional Definition: Focus on the  
Purpose of Travel 38
Evolved Thinking: Focus on the Channel 39
The Next Stage: Focus on the Customer 39
What Does USALI Have to Do with It? 39

Chapter 7: Forecasting 42
Forecasting is the Foundation 42
Different Forecasts for Different Objectives 43
Demand Forecasting 44
Strategic Forecasting 46
Revenue Forecasting 47
Operational Forecasting 48



Evolving Dynamics: From Revenue Management to Revenue Strategy   > > > > > > > > > >   ix

Chapter 8: Pricing 50
Strategic Pricing 50
Getting Tactical 54
Discounting 54
Impact of Discounting 58
Pricing Methods 58
Elements that Create Value 60
Rate Fences 64
One-to-One Revenue Optimization 66
Overbooking by Room Type 67

Chapter 9: Inventory Control 68
Inventory Control Strategies 68
Channel Costs 68
Variable Marketing and Reservation Fees by 
Channel 69
Implementing a Demand-Driven Inventory  
Control Strategy 71
Stay Pattern Management 72
Channel Management 73
Overbooking by Room Type 73
Management of Group Blocks 74

Chapter 10: Rooms-Only to Total Hotel  
Revenue Optimization 75

Defining Total Hotel Revenue Optimization 75
Important Considerations 76
Key Steps to Get Started 77
Meetings & Events: F&B and Function Space 78
Displacement Analysis 79
Restaurant Revenue Optimization 84
Golf Course Revenue Optimization 86
Spa Revenue Optimization 87 

CHAPTER 11: Performance Analysis 89
Key Metrics of Success 89
Key Elements of Reports 92
Discovering Issues Impacting Performance 93
The Front Desk 93

Chapter 12: Putting It All Together 94 
Developing a Revenue Strategy 94
Managing Demand  95
Communicating the Strategy 95 
Implementing a Revenue Strategy 97 
Measuring the Success of a Revenue Strategy 98 
Adjusting a Revenue Strategy During Extreme 
Market Changes 98 

PART TWO: CROSS-DISCIPLINARY 
PARTNERSHIPS & THE ROLE OF  
REVENUE OPTIMIZATION 99

Chapter 13: Technology Operations,  
Marketing Operations, and Data Analytics 100 

Technology Operations 100 
Marketing Operations 103 
Data Analytics 104 

Chapter 14: Owners 105 
Best Practices for Managing Owner  
Expectations 108 

Chapter 15: Strategic Distribution 110 
The Distribution Landscape 110 
Hotel Distribution Technology 113 
Third Parties in Distribution: Online  
Travel Agencies (OTAs) 114 
Third Parties in Distribution: Group  
Intermediaries 116 
Third Parties in Distribution: Alternative 
Accommodations 117
Rising Costs of Acquisition 117 



x   > > > > > > > > > >   ©Hospitality Sales & Marketing Association International

TA B L E  O F  C O N T E N T S

Chapter 16: Marketing in a Digital World 121 
The Digital Marketing Trifecta 121 
OWNED MEDIA: Website Optimization 122
OWNED MEDIA: Mobile Websites &  
Marketing 129 
EARNED MEDIA: Social Media 130 
PAID MEDIA: Paid Search 135 
PAID MEDIA: OTA Paid Media 138 
OWNED MEDIA: Email Marketing 138

PART THREE: EMERGING ELEMENTS 
IMPACTING REVENUE STRATEGY 141 

Alternative Accommodations 141
Resort and Urban Fees 143 
The Consumer 144 

APPENDIX A: Revenue Team Meeting  
Sample Agenda 147

APPENDIX B: SWOT Analysis Example 148

APPENDIX C: Revenue Optimization Tools 150

APPENDIX D: Case Study 152

APPENDIX E: Sample Job Description 156

GLOSSARY 158

ABOUT THE AUTHOR 165

ACKNOWLEDGEMENTS 167

ENDNOTES 169


