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M Abstract

In recent years, revenue management (RM) has become generalized in hotels
with the rise of OTA. Furthermore, due to the spread of the Internet, reputation
represented by word of mouth influences RM, and it is becoming established as
KPIs (Key Performance Indicators) for revenue managers. However, at the pre-
sent time, it is not clarified how reputation affects RM in hotels. In this paper, we
considered the relationship between KPIs and RM practices. Moreover, we clari-

fied the relationship between them based on the results of our questionnaire sur-

vey.
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