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About the Book

Total Revenue Management (TRM) is the new and advanced concept of Revenue
Management, combining traditional and new revenue management principles and
tools across all revenue streams. TRM focuses on developing more intelligence and
services around each customer segment by applying appropriate and holistic strate-
gies. Born in the hospitality and aviation sector, the book outlines how this concept
can be successfully transferred to other industries, thus gaining a competitive advan-
tage and achieving optimal levels of revenues and profitability.

TRM focuses on a bigger picture on the traditional profit perspective and revenue
perspective. Revenue Management is coming from aviation and hospitality indus-
tries, proactively anticipating demand and creating the right strategy to achieve the
optimal revenue streams. Other industries like the automotive or the health sector
are understanding the advantages of revenue management and applying its princi-
ples too.

The book shows how the new concept of TRM can be pursued in the optimal and
innovative way in order to gain a competitive advantage. It shows how TRM can be
applied in companies and provides several industry examples and case studies. It is
necessary for any enterprise to have an automated and sophisticated TRM system in
place which uses sophisticated revenue science to create the right pricing, channel
and distribution strategies. Forward-looking predictive analytics, embedded in
today’s advanced revenue management systems and supported by machine learning,
help hoteliers uncover emerging trends and identify more profitable opportunities.
A revenue management system powered by digital tools and machine learning does
not only generate prices that flexibly adapt to any market alterations, it also antici-
pates these variations and important trends in advance. In a competitive hotel mar-
ket, slight pricing changes can have a big impact on demand. Therefore, any hotelier
operating without systems that can analytically decipher the impacts of a specific
price change on occupancy and the resulting revenue benefit (or lack thereof) for
their property is operating at a disadvantage.

A wealth of industry insights, best practices, case studies and real-world exam-
ples are used to reveal the benefits of TRM in several industries and service sectors.
Readers will gain comprehensive insights into the strategies, tools and principles of
TRM, including existing and new revenue streams across the entire value chain. The
transparent and holistic explanation of pricing strategies, segmentation methods and
distribution principles enables the reader to apply TRM easily in their own company.



X About the Book

Focusing on best-in-class examples on revenue management, the book is the
ideal guide for any organization pursuing the optimum revenue management across
all customer segments, distribution channels and value-added services.
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