
1
REVENUE
MANAGEMENT 360
Online Certificate Program

OVERVIEW
Revenue management is cross-functional and cross-disciplinary. The courses provide 
the skills you need to maximize revenue in today’s complex global market. Take a 
strategic approach that enables your team to push the levers that drive profits and 
performance.

This certificate consists of 18 two-week courses - 14 core and 4 elective courses - and 
provides you with in-depth training in the principles of revenue-cycle analysis and 
management and practice applying these principles. Create and manage customer 
demand, establish a marketing strategy built around well-designed control systems, 
and fine-tune yield management in your market.

COURSES
18

COURSE LENGTH
2 weeks

FORMAT
100% online

COURSES

 • Introduction to Hotel Revenue 
Management

 • Forecasting and Availability Controls in 
Hotel Revenue Management

 • Pricing Strategy and Distribution 
Channels in Hotel Revenue Management

 • Overbooking Practices in Hotel Revenue 
Management

 • Non-Traditional Applications of Hotel 
Revenue Management

 • Price and Inventory Controls

 • Price Sensitivity and Pricing Decisions

 • Segmentation and Price Optimization

 • Displacement and Negotiated Pricing

 • Search Engines and Online Selling: 
Stimulating Incremental Demand

 • Understanding Financial Statements

 • Using Ratio Analysis to Evaluate 
Financial Performance

 • Marketing the Hospitality Brand 
Through Digital Media

 • Implementing Brand Strategy Through 
Digital Media

 • Electives (4 Courses)
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INSIDE the PROGRAM

KEY TAKEAWAYS

 • Describe hotel revenue management 
and its benefits and understand how to 
recommend room rates

 • Implement strategies to increase 
revenue during different seasons

 • Apply length-of-stay controls to your 
hotel

 • Develop an overbooking approach and 
manage the issues associated with it

 • Make the correct group-management 
decisions

 • Develop your own functional revenue 
management plan and apply it to 
additional areas of your hotel

 • Evaluate the effects of price, length of 
stay, demand, and availability controls 
on revenue

 • Know how to distinguish between 
transient revenue management and 
negotiated selling

 • Manage requests for group and 
negotiated business

 • Effectively use search engine marketing 
and understand the role of online 
channels and the opportunities they 
provide

 • Define, align, and refine a brand 
promise for your organization

WHO SHOULD ENROLL

 • General managers

 • Revenue and finance managers
 • Hospitality professionals responsible for 

financial success

WHAT YOU’LL EARN

 • Revenue Management 360 Certificate from Cornell 
Hotel School

 • 184-188 Professional Development Hours (18.4-18.8 
CEUs)

 • 20-60 Professional Development Credits (PDCs) 
toward SHRM-CP and SHRM-SCP recertification

 • 20-60 Credit hours towards HRCI recertification

 • 70-110 Professional Development Units (PDUs) 
toward PMI recertification
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DESCRIPTIONS

INTRODUCTION TO HOTEL REVENUE MANAGEMENT

Revenue management is key to any business that has relatively fixed capacity, 
perishable inventory, and time-variable demand. This course introduces you to 
the basics of revenue management in the hotel industry: how to apply pricing and 
length-of-stay tools and how to measure your revenue management performance. It 
is designed to inspire you to shift your thinking about revenue management from a 
focus on occupancy and average room rate to a focus on revenue per available room 
(RevPAR).

This course teaches you how to accurately forecast guest arrivals at your hotel, 
examine pricing models in accordance with revenue management principles, and to 
manage overbooking. All of the techniques and practices discussed in this course are 
applicable to a variety of service management roles.

By completing this course you will have compiled detailed notes and recommendations 
for implementing revenue management at the organization where you work.

FORECASTING AND AVAILABILITY CONTROLS IN HOTEL REVENUE MANAGEMENT

Successful revenue management strategies hinge on the ability to forecast demand 
and to control room availability and length of stay. This course explores the role of the 
forecast in a revenue management strategy and the positive impact that forecasting 
can also have on staff scheduling and purchasing.

Authored by Professor Sheryl E. Kimes from Cornell University’s School of Hotel 
Administration, during this course you’ll get a step-by-step approach to creating an 
accurate forecast as you learn how to build booking curves, account for “pick-up”, 
segment demand by market, group, and channel, and calculate error and account for 
its impact.

This course includes:

 • Five self-check quizzes

 • Two discussions
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 • Two Ask the Expert interactives

 • One activity

 • One downloadable tool to use on the job

 • One action plan to apply what you learn

 • One video transcript file
The course Introduction to Hotel Revenue Management is required to be completed 
prior to starting this course.

PRICING STRATEGY AND DISTRIBUTION CHANNELS IN HOTEL REVENUE 

MANAGEMENT

A smart pricing strategy is the best way to increase revenue. This course teaches you 
how to set prices, develop rate fences (differentiate prices by customer type), and 
use multiple distribution channels to manage price more effectively. You’ll also learn 
about the impact of variable pricing and discounting on revenue management in the 
context of price elasticity, optimal price mix, perceived fairness, and congruence with 
positioning and sales strategies.

Discover the ins and outs of channel management, an essential tool for controlling 
differentiated pricing, maintaining rate fences, and increasing revenue. Explore 
various approaches to managing distribution channels including direct sales, agencies, 
the Internet, and opaque pricing channels. Sheryl E. Kimes, professor at Cornell 
University’s School of Hotel Administration, will provide you with the knowledge you 
need to help run a successful organization.

It is recommended to take Introduction to Hotel Revenue Management prior to this 
course or have equivalent experience.

OVERBOOKING PRACTICES IN HOTEL REVENUE MANAGEMENT

Businesses that accept reservations must cope with the problem of no-shows: 
customers who make a reservation but fail to honor it. Hotels can protect themselves 
against revenue loss from no-shows by overbooking. This course teaches you how to 
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strategically overbook and how to evaluate groups in order to determine which rates to 
charge.

You will examine the components of a successful overbooking strategy: no-show 
forecasting, no-show rates, arrival uncertainty, pricing policies, and cancellation 
forecasts. You will consider the risks of overbooking and review strategies to minimize 
costs and mitigate customer impact.

This course, authored by Cornell University Professor Sheryl E. Kimes, will help 
you create a group forecast and explore yieldable and non-yieldable business and 
incremental group costs and revenue opportunities. Finally, you will employ models to 
calculate displacement costs and contribution margins to determine which customer 
groups will return the most profit.

This course includes:

 • Four self-check quizzes

 • Two discussions

 • Two tools to download and use on the job

 • Three Ask the Expert interactives

 • One activity

 • Two action plans to apply what you learn

 • One video transcript file
The courses Introduction to Hotel Revenue Management and Pricing Strategy and 
Distribution Channels in Hotel Revenue Management are required to be completed 
prior to starting this course.

NON-TRADITIONAL APPLICATIONS OF HOTEL REVENUE MANAGEMENT

Any business that has relatively fixed capacity, perishable inventory, and time-
variable demand can increase revenue using revenue management—not just hotels. 
This course, authored by Cornell University’s Professor Sheryl E. Kimes, reviews the 
basics of revenue management and outlines the application of revenue management 
principles to other businesses, both inside the hotel and beyond, such as spas, 
restaurants, and golf courses.
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Through your work on the course project, you will reinforce what you have learned 
about the refinement and extension of revenue management practices and will 
develop notes and recommendations for implementing and extending revenue 
management at the organization where you work.

This course includes:

 • One self-check quiz

 • Two discussions

 • One tool to download and use on the job

 • Three Ask the Expert interactives

 • One scored project in multiple parts

 • One video transcript file
These courses are required to be completed prior to starting this course:

 • Introduction to Hotel Revenue Management

 • Pricing Strategy and Distribution Channels in Hotel Revenue Management

 • Overbooking Practices in Hotel Revenue Management

PRICE AND INVENTORY CONTROLS

Technology- and Internet-savvy consumer behaviors have fundamentally changed 
the way in which revenue is managed. This online course encourages those schooled 
or experienced in traditional revenue management to elevate and fine-tune their 
approach to price manipulation, length of stay, and demand and availability control. 
This curriculum will prepare students to succeed in this new, highly competitive 
hospitality landscape.

You’ll investigate individual cases and strategies used by the world’s top airlines, 
casinos, hotels and car rental businesses. Learn how these top companies optimize 
their price setting and inventory control measures to generate maximum profit and 
minimize systematic inefficiencies.

Whether you’re preparing to create a proprietary revenue management system or use 
a commercially available revenue management system, the principles and techniques 
learned in this course will serve as a foundation.
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PRICE SENSITIVITY AND PRICING DECISIONS

Pricing strategy is the central component in your overall profit performance. This 
online course prepares you to anticipate the impact certain pricing decisions will have 
on consumer demand and thrive in a highly competitive environment.

You’ll learn to measure demand sensitivity to your price changes, measure the overall 
impact and even analyze and improve upon your competitors’ strategies. See how 
pricing strategies in economic declines can bring volatility and bring about a “price 
war” situation, like that of the airline industry. This course also provides the tools to 
conduct a break-even analysis, which is used to determine a baseline volume and 
price that will generate positive revenue.

Closely aligned with the break-even analysis is the concept of price elasticity, which is 
the measurement of change in demand as it relates to a change in price. By measuring 
demand sensitivity, running a break-even analyses and forecasting price elasticity 
you’ll be able to develop a measured, data-driven approach to pricing strategy geared 
toward positive revenue generation and sustained profitability for your operation.

The course Price and Inventory Controls is required to be completed prior to starting 
this course.

SEGMENTATION AND PRICE OPTIMIZATION

Segmenting your customer base is critical to developing a variable pricing scheme. 
By identifying core groups of customers and their purchasing habits, you can target 
them accordingly by setting prices that will help you win their business over your 
competition. Without proper segmentation, however, dynamic pricing can backfire, 
which can alienate consumers and turn them into perpetual deal-seekers.

This course expands upon the central concepts in revenue management—RevPAR 
(Revenue Per Available Room) and RevPASH (Revenue Per Available Seat Hour)—with 
the goal of selling the right room or reserving the right table for the right person at 
the right time. Get your organization properly managing inventory and using market-
based pricing to maximize revenue.
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If you can achieve a workable segmentation and variable pricing scheme, you won’t 
need to adjust prices as often. Many hotels and hospitality organizations have used 
stable prices to create a marketing advantage, by providing stable rates for customers 
who appreciate consistency. Finding the right mix in variability and stability in pricing, 
and setting upgrade policies, are what generate repeat business from happy customers 
and create an environment for sustained profitability.

DISPLACEMENT AND NEGOTIATED PRICING

Group events, conferences and negotiated business bookings frequently account for 
over 50% of hotel room reservations. This course will prepare you to develop your own 
data-driven, systematic approach to group pricing.

You’ll also learn how to anticipate displacement—specifically how a property estimates 
the number of future arrivals that will have to be turned away when at capacity. 
Predicting transient business (non-group, individual business travelers) amid 
negotiated bookings is also a component when considering the effects of displacement 
on customer satisfaction.

Forecasting displacements and setting parameters for negotiating price will help you 
determine the number of rooms to allocate to each customer segment. Another key 
metric is win rate—the probability that a group will accept the quoted price—and the 
trade-offs to be made around profit margins.

SEARCH ENGINES AND ONLINE SELLING: STIMULATING INCREMENTAL DEMAND

Today’s consumers rely less upon traditional travel agents and more on web-based 
research when booking travel. In this online course you’ll learn to develop online 
strategies designed to improve your standing in Internet search results, called Search 
Engine Optimization (SEO), and increase your visibility to target customers.

Learn how to optimize your position on Internet search results and increase 
conversions: the moment when a search becomes a purchase. Online travel agencies 
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are especially popular because they provide one-stop convenience and notifications 
for consumers searching for deals and promotional opportunities. The success 
of online travel agency is largely attributable to their marriage of leading-edge 
technology and a keen insight into consumer behavior patterns.

UNDERSTANDING FINANCIAL STATEMENTS

Every property’s finance function keeps detailed records of the daily transactions 
involved in the running the organization. Periodically, they create reports that allow 
management, stakeholders and regulating authorities to have insight into the financial 
health of the organization. As a manager, you need to understand both the metrics that 
are reported in income statement, balance sheets, and cash flow statements, and how 
they relate to each other. You also need to understand how comparing numbers across 
your company, the industry, and from year to year, can help you assess the overall 
financial performance of the firm.

The in-depth review of sample case studies in this course will provide you with the 
tools you need to examine your own property’s reports. As you make budgeting and 
investment decisions, your knowledge of how vital financial markers indicate relative 
health in the organization will help drive initiatives to meet your company’s financial 
goals.

USING RATIO ANALYSIS TO EVALUATE FINANCIAL PERFORMANCE

A company’s financial performance, and its ability to grow and thrive over time, can 
be assessed through ratio analysis, the basic evaluation tool for asset management, 
solvency and profitability. Whether you are managing the financial performance of a 
department, unit, or the organization as a whole, working with these ratios can help 
identify opportunities and allow you to make adjustments to improve performance.

As you become familiar with asset management ratios such as days sales outstanding 
and days to turnover, you will be able to apply these techniques in comparing your 

V i s i t  e c o r n e l l . c o r n e l l . e d u

http://ecornell.cornell.edu


10
0

%
 O

N
L

IN
E

10

7
 C

O
U

R
S

E
S

COURSE
DESCRIPTIONS

company’s performance against others in the industry and against its own financial 
history. The ratio analysis tools you learn will help your organization to design and 
implement initiatives for increased productivity and profitability.

The course Understanding Financial Statements is required to be completed prior to 
starting this course.

MARKETING THE HOSPITALITY BRAND THROUGH DIGITAL MEDIA

Successful marketing and revenue generation in hospitality requires the management 
of an array of new media including, social, mobile, and search. While these new 
media enable marketers to reach customers in ways that were previously not possible, 
successful use must be anchored by core marketing and demand management 
principles. This course provides you with a grounding in brand management and 
focuses on the importance of identifying and establishing your “brand promise”: the 
experience your guests take away from engaging with your brand as the basis of new 
media management.

You’ll experience the challenges involved in maintaining your brand’s promise across a 
growing array of new media channels. You’ll be exposed to sound marketing concepts, 
advice from industry experts, and actual experience with new media in exercises 
and simulations. You’ll then take what you have learned and apply it to your existing 
marketing efforts based on industry best practices and time-tested frameworks for 
profitable marketing.

You’ll learn directly from some of the heaviest hitters in new media for hospitality 
- CEOs, search, social and mobile media consultants, property-level managers, and 
more through interactive projects and compelling video exercises. See first-hand 
how the successful implementation of new media can help you deliver on your firm’s 
“brand promise”, enabling you to deal with market uncertainties and guide your 
organization toward sustained profitability.
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IMPLEMENTING BRAND STRATEGY THROUGH DIGITAL MEDIA

Hospitality marketing is fast shifting from traditional media to digital forms (e.g., 
social media, video, website and search, plus mobile applications). New-media 
technologies have changed the ways consumers experience and value a product or 
service. So how can you draw on these technologies to enhance your operations and 
provide distinct customer value? And how can you be sure your efforts in new media 
are producing tangible returns?

In this course, you’ll examine innovations and trends in new media, and ways to 
leverage them to your brand’s advantage. You will consider how new media can 
improve your marketing efforts by managing customer expectations and enhancing 
the consumer experience, and you’ll discuss how to measure the success of those 
efforts. You’ll also determine what organizational considerations will allow you to 
better leverage the evolving impact of new media and plan the future structure and 
role of your organization in this important area.

Explore this content through a mix of input from hospitality industry experts, hands-
on practical activities, and the presentation of sound principles by Cornell faculty. 
Experience the content through the use of a fictional hotel case study with valuable 
feedback provided by your online instructor and peers.

The course Marketing the Hospitality Brand through Digital Media is required to be 
completed prior to starting this course.

ELECTIVES (4 COURSES)

 • Mastering the Time Value of Money

 • Making Capital Investment Decisions

 • Risk and Return: How to Identify, Measure, and Incorporate Into Capital Budgeting 
Decisions

 • Raising Capital: The Process, the Players, and Strategic Considerations

 • Services Marketing Planning and Management

 • Evaluating Business and Customer Factors Affecting Marketing Decisions for Services
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 • Building a Resilient Services Marketing Information System

 • Developing a Service Strategy and Managing the Brand

 • Managing Service Demand through Pricing and Distribution Strategies

 • Developing an Integrated Marketing Communications Strategy for Services

 • Introduction to Restaurant Revenue Management

 • Menu Design and Engineering

 • Optimizing Restaurant Space and Pricing

 • Managing Meal Duration and Reservations

 • Building Demand During Slow Periods
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