
T he discussion began with a look 
back at how revenue manage-
ment has changed in the past 

� ve years. Weiss said in today’s world, 
hotels treat revenue management like its 
own discipline, grounded in a statisti-
cal, analytical concept tracked through 
advanced technology. 

“Fundamentally, even just 10 years 

ago revenue management was almost 
reservations management,” Weiss said, 
explaining that during that period the 
position of chief revenue o�  cer most 
likely didn’t even exist. Now, hotels 
must work with analysts to understand 
the e� ect of selling rooms to sites such as 
Booking.com—even if they are o� ering 
50-percent commissions, hotels must 

be aware of the end result of rooms 
displacement.

TEACHING THE BUSINESS
Cutshall said that today’s hotels are re-
cruiting better talent for revenue man-
agement now that hospitality schools 
are teaching it. � ese students are much 
better prepared to operate in a world 
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where revenue management 
grows more important each day, 
though, according to Botim-
er, airlines have been teaching it 
for some time. Botimer said that 
training for revenue management 
is crucial because one thing hotels 
and airlines share is high turnover 
rates for employees, meaning ho-
tels should hold onto the skilled 
workers they find. 

“The value of somebody who 
understands revenue management 
[in] an organization is very high,” 
Botimer said. 

One of the largest reasons 
hotels had begun to rapidly adopt 
revenue-management strategies is 
linked to the recession that hit after 
the housing collapse in 2008. As 
guest spending slowed to a trickle, 
revenue management moved to 
the forefront of hotel interest not 
only as a means of drawing the 
most out of every occupied room 
it could, but in some cases just to 
keep properties afloat.  

Speaking from the indepen-
dent space, Janke said that every 
hotel’s approach to revenue man-
agement is different because of 
their different guest segments and 
varied location. These differences 
are one of the primary reasons for 
the industry’s consistently high 
investment into studying revenue. 

“There’s been a rapid adoption 

of technologies, as well as apprecia-
tion for revenue management as a 
skill that it is and a bigger focus on 
making sure there is retention, but 
also a backup plan or somebody 
within that can adopt into that 
position,” Janke said. “Hotels are 
very different. Each hotel also 
wears a different revenue manage-
ment hat. It’s different revenue 
streams.” 

A FOCUSED APPROACH
Technology has also impacted 
the way hotels approach revenue 
management, with Cusson say-
ing that modern revenue-man-
agement systems allow individ-
ual properties to focus on smaller 
sources of revenue after the ma-
chines cherry pick low-hanging 
fruit. However, Cusson is cur-
rently at a property without a rev-
enue-management system, which 
he says has both good and bad 
connotations. 

“I’m much more involved in 
the numbers,” Cusson said. “I feel 
them almost, as opposed to my 

previous hotel. That’s good, but it 
also takes a lot of my time. If you 
make a mistake, it’s much more 
costly. It’s a lot of work.” 

But revenue-management 
technology is best used to work 
with a human touch, not replace it. 
Sundock said that it is important 
to understand and plan your 

revenue-management system 
setup so that you can train new or 
replaced employees how to use it 
and quickly. Sundock referenced 
currency exchange rates, shifts in 
government actions abroad and 
other economic factors a machine 
won’t account for. 

“If I’ve got volcanic ash hitting 

one of my cities in Mexico, the 
system’s not going to know that,” 
Luiz said. 

Modern revenue management 
began, in some ways, with the 
advent of the Internet as hotels 
tried to create a presence online. 

“I started revenue management 
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Evan Weiss, principal with LW Hospitality Advisors; Olivier Cusson, 
revenue manager at The Brazilian Court Hotel; and Fernando Luiz, regional 
director of revenue management for Latin America and the Caribbean for 
Hilton Worldwide, on the revenue-management landscape.

Oliver Janke, director of revenue account management, Americas, 
Southeast and Caribbean, Preferred Hotels and Resorts; Mary Beth Cutshall, 
SVP, acquisitions and development at HVMG; and Ted Botimer, SVP of 
network and revenue management for Spirit Airlines, talk training.

Oliver Janke and Ted Botimer said that revenue managers need to be active members of a team alongside social 
media, public relations and sales and marketing.

■➔  “Even just 10 
years ago, revenue 
management was 
almost reservations 
management.”

Evan Weiss, executive managing 
director and principal,  

LW Hospitality Advisors



15 years ago,” Luiz said, speaking 
about managing hotel websites in 
an attempt to modernize them to 
facilitate online bookings. While 
updating website images to be 
more appealing was a crucial job 
for a revenue manager in 2000, 
Luiz said the positions have grown 
more specialized today with a 
targeted focus on finding revenue 
opportunities. Newly created posi-
tions such as e-commerce or social 
media managers are taking over 
operations performed by revenue 
managers pioneering the concept. 

A BRANCHING BUSINESS
While revenue management may 
have shrunk away from the mi-
nutiae of managing social me-
dia channels and website layouts, 
it has reached out in turn to be-
come a part of nearly every oth-
er category in hotel operations, 
including sales and marketing. 
Weiss said that some third-party 
management firms are now treat-
ing revenue management on the 
same level as sales and marketing. 

“There are some firms... that 

have over 20,000 rooms under 
management,” Weiss said. 
“They have so much analytics, 
and because they have so many 
rooms concentrated in a couple 
of urban markets they’re able to 
aggregate so much data that their 
sales-and-marketing folks are 
almost secondary to the revenue-
management folks, which is a 
huge shift.” 

Furthermore, Cutshall said 
GMs need to be aware that the 
Internet is their No 1 demand 
generator. To that point, she said 
that hotels need to have the tools 
and support to manage such a 
large and important channel for 
bookings, and Janke also called 
it the area with the lowest cost for 
acquiring reservations. 

CRITICAL SPECIALIZATION
Because revenue management is 
such a new concept for an indus-
try that is traditionally slow to 
change, it has taken some own-
ers time to buy into it. Accord-
ing to Botimer, revenue-manage-
ment systems have the capability 
to make hotels more money but 

require different, specialized em-
ployees to run effectively. Though 
the systems are job creators, own-
ers have so long equated new 
technology with cutting jobs 
that many don’t understand the 
benefit of a program that requires 
more bodies to be effective.  

“That’s a little bit tough for 
people who own things to get 
their arms around and say well, 
usually when I put a system in it’s 
to let some people go,” Botimer 
said. “What you need is a syner-
gistic relationship between the 
revenue manager and the revenue-
management system that’s going 
to create a bigger pie for everyone.” 

In a discussing revenue-
management practices in hotels vs. 
airlines, specifically in regards to 
charging guests for cancellations, 
Botimer spoke from his experience 
at Spirit Airlines, recommending 
hotels watch for pockets of scarcity 
and push for higher rates in those 
markets. Botimer said when 
establishing a new product or 
strategy, try it in a location where 
your brand or hotel has market 
power and branch out from there. 

“You can train customers to 
the good, or train customers to 
the bad,” Botimer said. “If there 
is scarcity, there is power for the 
producer. There’s a way to fold 
stuff in that probably has a greater 
chance of success.”

RECLAIM PRICING POWER
Luiz offered a different opinion, 
stating that hotels are offering 
an experience, not just a hotel 
room. He said guests want to 
be in control of their stay from 
the moment they begin their 
search, and that the custom-
er-centric stance hotels hold 
is to the hospitality industry’s 
benefit. 

Cutshall said that one of the 
revenue managers at HVMG 
believes the elasticity of hospital-
ity can sometimes be damaging 
to rates, resulting in instances 
where guests who are willing to 
pay more for a room end up pay-
ing less. Cutshall said that there 
can be benefits to having fewer 
rooms available to book because 
that capability allows for greater 
pricing control.  

“It just benefits sometimes 
not to always drop your price,” 
Cutshall said. “We react, it’s ... in 
the nature of the beast.” 

Cusson said his prop-
erty experimented with charging 
50-percent cancellation fees after 
a guest rescinded a 30-night stay. 
Such fees are common in the 
airline industry, which Cutshall 
estimated has cancellations 
in the single digits compared to 
hospitality’s near 30 percent. 

“We thought it was a scary 
thing to do, but it was very suc-
cessful,” Cusson said. 

One of the greatest barriers 
to maximizing revenue manage-
ment in today’s hotel space is the 
variables that evolving technology 
brings to the market. Airbnb has 
already demonstrated the ability 
instantly add supply to a destina-
tion and slice at hotel occupancy 
on a large scale, and HomeAway 
is poised to become a larger force 
in this capacity should a rumored 
acquisition from Expedia take 
place. 

“I’ve been watching closely 
what’s been happening in Europe, 
and in many ways hotels regained 
a lot of control there,” Janke said. 
“Across the board in Europe, all 
the [online travel agencies] have 
lost the ability to require price 
parity, and therefore the cost of 
acquiring booking for hotels is 
higher so hotels don’t require to 
offer the same price on Expedia 
as they do on their own website. 
To me, that’s monopolies and... 
price fixing the market. Once that 
breaks I think that will open up 
large potential for change within 
our market. ■HM

emest@questex.com
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Oliver Janke, Mary Beth Cutshall and Ted Botimer said employee retention is important for long-term success in 
revenue management. 

Brad Sundock, director of revenue for East Miami/Swire Hotels, compares 
revenue management to sales and marketing with Hotel Management editor-
in-chief David Eisen.

Fernando Luiz and Olivier Cusson contrasted late check-out penalties in 
the hospitality industry to those in the airline industry.

■➔  “There’s been a 
rapid adoption of 
technologies, as well as 
appreciation for revenue 
management as a skill 
that it is and a bigger 
focus on making sure 
there is retention, but 
also a backup plan or 
somebody within that 
can adopt into that 
position.”

Oliver Janke, director of revenue 
account management, Americas, 

Southeast and Caribbean, Preferred 
Hotels and Resorts

■➔  “What you need is a synergistic relationship 
between the revenue manager and the revenue-
management system that’s going to create a bigger 
pie for everyone.”

Ted Botimer, SVP of network and revenue management for Spirit Airlines


