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New Hotel Revenue Management Report Helps Hoteliers Set Room Rates on Priceline.com to Maximize Yield

The opaque curtain maintained by Priceline.com between hotel marketers and would-be guests makes it difficult for hote
determine what level of discount to offer for rooms they sell on that website. However, Cornell professor Chris Anderson
created a spreadsheet tool that pulls that curtain aside, so that hotels can set room prices that are most likely to be succi

The method and calculations are given in an exclusive new hotel report, "Setting Room Rates on Priceline: How to Optin
Expected Hotel Revenue", which is available at no charge from Cornell’s Center for Hospitality Research at
http://www.hotelschool.cornell.edu/research/chr/pubs/reports/abstract-14705.html. The accompanying tool, also availabl
no charge, allows hotel revenue managers to use their daily report from Priceline to plug in the data that will return most
successful discount levels.

'What I've noticed about the way hotels use Priceline is that they treat those rooms as distressed inventory,’ said Anders
who is an assistant professor at the Cornell School of Hotel Administration. 'What I'm hoping is that hotels instead can u:
Priceline as another facet of their revenue management system and get the most possible revenue out of those discount
rooms.’

Hotel Report Allows Revenue Managersto Maximize Value of Priceline as a Distribution Channel

Anderson points out in the newly released hotel revenue management report that using Priceline’s opaque auction prese
dilemma. Either the hotel overprices the room and never sells it, or the hotel underprices the room and sells it for too low
price. 'Either way, the hotel probably leaves money on the table,” he said. 'The catch is, there’s no immediate way to tell
much money has been left behind. My model is designed to put that money into the hotel's cash drawer.’

Anderson uses the daily report that Priceline gives its clients to calculate the probability of guests’ accepting various prici
levels according to each specified check-in day. Each day before arrival offers a different probability of acceptance and,
therefore, a different discount off stated rates. The all-new hotel report shows the necessary calculations, and those
calculations are embedded in the tool's spreadsheet.

'In part, | focused on Priceline for the specific reason that many potential guests begin their room search there,” Anderso
explained. 'If the rooms are priced correctly, the search will also end there. By assisting hoteliers with the price calculatic
hope to make that happen.’

Meet and interact with Dr. Anderson, an active member of the executive education faculty at the School of Hotel
Administration, when he presents sessions in the Professional Development Program:
http://www.hotelschool.cornell.edu/industry/executive/pdp/.

Thanks to the support of the partners listed below, all Cornell Hospitality Reports and Tools are made available free of cl
from the center’'s websitayww.chr.cornell.edu.

About the Center for Hospitality Research

A unit of the Cornell School of Hotel Administration, The Center for Hospitality Research (CHR) sponsors research desig
to improve practices in the hospitality industry. Under the lead of the center’'s 69 corporate affiliates, experienced scholar
work closely with business executives to discover new insights into strategic, managerial and operating practices. The ce
also publishes the award-winning hospitality journal, the Cornell Hospitality Quarterly (formerly the Cornell Hotel and
Restaurant Administration Quarterly). To learn more about center and its projectsywisdhr.cornell.edu.

Center partners and sponsors: AlG Global Real Estate Investment, American Airlines Admirals Club, Davis & Gilbert LLF
Deloitte & Touche USA LLP, Denihan Hospitality Group, Expedia, Inc., Four Seasons Hotels and Resorts, Fox Rothschil
LLP, HVS, InterContinental Hotels Group, JohnsonDiversey, Inc., Jumeirah Group, LRP Publications, Marriott Internatior
Inc., Marsh’s Hospitality Practice, Mobil Travel Guide, Nestlé, PricewaterhouseCoopers, Proskauer Rose LLP, Smith Tre
Research, Southern Wine and Spirits of America, Inc., SynXis (a Sabre Holdings Corporation), Taj Hotels Resorts and
Palaces, Thayer Lodging Group, TIG Global, Travelport, WATG, and WhiteSand Consulting.

Center friends: 4Hoteliers.com American Tescor, LLC Argyle Executive Forum Caribbean Hotel and Restaurant Buyers
Guide Cody Kramer Imports Cruise Industry News DK Shifflet & Associates ehotelier.com EyeforTravel Fireman’s Fund
Insurance Company Gerencia de Hoteles & Restaurantes Global Hospitality Resources Hospitality Financial and Technc
Professionals (HFTP) hospitalitylnside.com hospitalitynet.org Hotel Asia Pacific Hotel China HotelExecutive.com Hotel
Interactive Hotel Resource International CHRIE International Hotel and Restaurant Association International Hotel
Conference International Society of Hospitality Consultants (ISHC) iPerceptions KPMG Japan/Global Management
Directions Lodging Hospitality Lodging Magazine Milestone Internet Marketing MindFolio PKF Hospitality Research The
Resort Trades RealShare Hotel Investment & Finance Summit Resort+Recreation Magazine RestaurantEdge.com Shib:e
Publishing Co. Synovate The Lodging Conference TravelCLICK UniFocus WageWatch, Inc. WIWIH.COM
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