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[bookmark: _bs2u5misip0y]Executive Summary
Hotel Okura Amsterdam, a distinguished luxury hotel in the Netherlands, faces several operational and strategic challenges that require immediate attention to maintain its competitive edge. These include inefficiencies in revenue management, heavy reliance on online travel agencies (OTAs), limited use of guest data for personalized services, and gaps in sustainability practices . These issues have been exacerbated by the COVID-19 pandemic, which significantly altered guest expectations, emphasizing hygiene, technology, and sustainability.  Addressing these challenges is essential for the hotel to sustain its reputation and achieve long-term profitability .
Revenue management has emerged as a critical area of concern. Currently, 60% of the hotel’s bookings come through OTAs, which charge commission rates as high as 15% (Statista Research Department, 2023a). This dependency has not only reduced net revenue but also contributed to a 15% decline in revenue per available room (RevPAR) over the past year, particularly during off-peak periods. The hotel’s current revenue management strategies are constrained by the lack of advanced tools such as AI-driven Revenue Management Systems (RMS). Without these technologies, the hotel struggles to implement dynamic pricing strategies that align room rates with real-time demand, market conditions, and seasonality. Optimizing revenue management through advanced systems is vital to reversing this decline and ensuring stable growth.
Another pressing issue is the hotel’s limited use of guest data, which hampers its ability to deliver personalized services. Repeat guests account for approximately 20% of the clientele, yet the hotel lacks a robust Customer Relationship Management (CRM) system to analyze their preferences and create tailored experiences. Personalized services are increasingly critical in the luxury hospitality market, particularly for millennial and Gen Z travelers, who prioritize unique and data-driven experiences (Ku, 2014). Current guest satisfaction scores on platforms like TripAdvisor average 4.5 out of 5, slightly below competitors in the same luxury segment . This indicates an opportunity to enhance loyalty and retention by integrating a CRM system capable of leveraging guest data to inform marketing strategies and operational decisions. Sustainability is another area where Hotel Okura Amsterdam has room for improvement (Green Globe, 2020). While the hotel sources local ingredients for its Michelin-starred restaurants, it lacks comprehensive eco-friendly initiatives, such as energy-efficient systems, waste reduction programs, or certifications like Green Key. Sustainability is increasingly important for eco-conscious travelers, a growing demographic in the global tourism market (World Tourism Organization. Competitors who have adopted such practices have not only reduced operational costs but also attracted a broader customer base. By implementing sustainability programs, the hotel can appeal to these travelers while achieving significant financial and environmental benefits.
Operational inefficiencies have also been identified as a challenge. While the hotel has adopted tools like HotSOS to streamline housekeeping and engineering functions, there are still gaps in cross-departmental coordination. For example, delays in room readiness contribute to longer check-in times, which currently average 15 minutes compared to the industry standard of 10 minutes for luxury hotels. These delays impact guest satisfaction, particularly among business travelers who value efficiency. Expanding the use of digital tools and integrating them across all departments can significantly improve operational workflows and enhance service delivery.
Several recommendations have been proposed to address these challenges effectively (Baron and Armstrong, 2007). Implementing an AI-driven RMS is a priority, as it will enable dynamic pricing strategies, optimize revenue streams, and forecast demand with greater accuracy (Vaeztehrani, Modarres and Aref, 2015). This initiative is expected to result in a 10–15% increase in RevPAR, equating to an additional €2.4 million in annual revenue . Developing a direct booking platform with loyalty incentives can further reduce OTA dependency from 60% to 40%, saving approximately €1.2 million annually in commission fees (Hotel Okura Amsterdam, 2023a). These strategies will not only enhance profitability but also give the hotel greater control over its pricing and marketing.
The integration of a CRM system is another critical recommendation (Binesh, Belarmino and Raab, 2021). By collecting and analyzing guest data, the hotel can offer personalized services that improve satisfaction and loyalty. The expected outcome is an increase in guest satisfaction scores from 4.5 to 4.8 on TripAdvisor, translating to higher repeat bookings and enhanced brand reputation. Sustainability initiatives, such as installing energy-efficient systems, sourcing materials locally, and applying for Green Key certification, will further align the hotel with market trends while achieving annual utility cost savings of GBP 25,000 (CASH Platform, 2023). These initiatives will also position Hotel Okura Amsterdam as a leader in environmentally responsible luxury hospitality, attracting eco-conscious travelers and improving overall guest perception.
Thus, the recommendations derived in this paper are useful to map out the strategic directions for Hotel Okura Amsterdam to overcome its problems and leverage its opportunities. By optimizing revenue management, enhancing guest personalization, embracing sustainability, and improving operational efficiency, the hotel can secure its position as a leader in the luxury hospitality market . These measures align with the hotel’s vision of delivering unparalleled service and innovation, ensuring long-term success in an increasingly competitive industry (World Tourism Organization.
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[bookmark: _3x65fhlwyhjc]1. Introduction 
[bookmark: _bwf67d4itcjm]1.1 Overview of Hotel Okura Amsterdam
Hotel Okura Amsterdam is a distinguished 5-star luxury hotel situated in the vibrant De Pijp neighborhood of Amsterdam. Established in 1971, the hotel is a prominent member of The Leading Hotels of the World (Hotel Okura Amsterdam, 2023a). The 23-story building, one of the tallest in the city, offers panoramic views of Amsterdam's skyline (CASH Platform, 2023). The hotel features 300 elegantly designed rooms and suites, each thoughtfully appointed to cater to the discerning tastes of both business and leisure travelers (Green Globe, 2023). Culinary excellence is a hallmark of Hotel Okura Amsterdam, which houses four acclaimed restaurants collectively holding three Michelin stars (MICHELIN Guide, 2023). Notably, Ciel Bleu boasts two Michelin stars, offering guests an exceptional dining experience with breathtaking city views (Hotelchamp.com, 2023). The hotel's comprehensive amenities include the Nagomi Gym & Wellness center, featuring a fully equipped gym, indoor swimming pool, and treatment rooms designed to provide a tranquil retreat within the bustling city (SolarEdge, 2023). Strategically located just 15 minutes from Schiphol International Airport, Hotel Okura Amsterdam provides convenient access to major tourist attractions and exclusive shopping districts, making it an ideal base for exploring the city (Statista Research Department, 2023a). The hotel's commitment to blending Eastern and Western influences is evident in its design and service philosophy, rooted in the Japanese concept of Omotenashi, which emphasizes meticulous attention to detail and genuine hospitality (Hotel Okura Amsterdam, 2021).
[bookmark: _x35vmu7054g6]1.2 Consultancy Firm: Zenith Organizational Consultants
Zenith Organizational Consultants is a global consultancy firm specializing in delivering actionable, data-driven strategies to organizations in the hospitality industry. With over a decade of experience, we are adept at addressing operational challenges and enhancing organizational performance. Our focus areas include revenue management optimization, guest satisfaction improvement, and sustainable business practices. 

[bookmark: _jdtrxmlauyhn]1.3 The Issue at Hand
However, similar to any organisation, Hotel Okura Amsterdam experiences issues that may erode its competitive advantage in the future world after the pandemic. Two major concerns have been established:
1. Inefficient Revenue Management Strategies
· The hotel has depended on OTAs for bookings, and the sales channel has contributed to about 60% of all bookings, which means high commission costs averaging 15% per transaction (Noone and Maier, 2015).
· Misapplication of RMS has resulted in a 15% decrease in RevPAR within the past one year, especially in the low demand periods.
2. Guest Experience Optimization
· Self-generated feedback questionnaires identify areas of weakness in customised services especially with repeat consumers. The hotel has not had adequate customer relationship management (CRM) system put in place to capture and analyse guest’s preference hence impacting negatively their experiences​ (Sigala, 2005).
[image: ]
Figure 1: Revenue problems for hotel (Source: Statista, 20230
[bookmark: _75cwrs4edt0e]1.4 Strategic Frameworks for Analysis
To comprehensively address these challenges, this consultancy report will employ the following strategic frameworks:
1. STEEPLED Analysis: This framework will assess factors within the hotel’s environment such as technological forces, economic forces and the natural environment. For instance, high demand for environmentally sustainable measures will be made together with the consequences of restricted mobility within the region.
2. SOAR Analysis: The strengths, opportunities, aspirations and results will help to draw attention to the uniqueness of the hotel, including Michelin star restaurants, and point to further potential for growth.
3. TOWS Analysis: Thus, the TOWS matrix will transform weaknesses and threats into working strategies for improving revenues and guest satisfaction.
[bookmark: _gi0mdkhxi24r]1.5 Objectives of the Report
The purpose of this consultancy report is to offer specific strategies that support the Hotel Okura Amsterdam’s mission of offering a luxurious experience that is also logistically feasible. By addressing the core issues of revenue management and guest experience, the report will outline:
1. Measures to support the process of developing the approaches to the pricing models and decreasing the dependence on the OTAs.
2. Technological and service-oriented strategic approaches to improving guests’ experiences.
3. A framework to guide the organisation in the process of adopting change management practises to support the implementation of the proposed solutions.
With its commitment to excellence and adaptability, Hotel Okura Amsterdam has the potential to reclaim its position as a leader in the global hospitality landscape. Zenith Organizational Consultants is poised to guide the hotel on this transformative journey.


[bookmark: _yql5u8lnzv1w]2. Analysis
[bookmark: _9y54gsrjkor7]2.1 Identified Challenges
1.1 Revenue Management Inefficiencies: One of the most significant challenges faced by Hotel Okura Amsterdam is the inefficiency in its revenue management strategies. A substantial 60% of the hotel’s bookings come from online travel agencies (OTAs), such as Booking.com and Expedia, which charge commission rates of up to 15% per transaction​​ (Statista Research Department, 2024a). This over-reliance on OTAs results in reduced profitability, as the high commission fees eat into the hotel’s revenue. Furthermore, the hotel’s current revenue management system (RMS) lacks the sophistication needed for dynamic pricing strategies (Mathies, Gudergan and Wang, 2013). Dynamic pricing, which adjusts room rates based on demand, seasonality, and market conditions, is underutilized. This limitation has led to a 15% decline in revenue per available room (RevPAR) over the past year, particularly during the off-peak season​​ (Vaeztehrani, Modarres and Aref, 2015). As RevPAR is a key performance indicator for the hotel industry, this decline signals a pressing need to optimize pricing models and diversify booking channels (Binesh, Belarmino and Raab, 2021).
1.2 Limited Use of Technology for Personalization: In an era where personalization drives guest satisfaction, Hotel Okura Amsterdam faces challenges due to limited technological integration in customer relationship management (CRM) (Mohammed and Rashid, 2012). Despite having a reputation for luxury, the hotel struggles to leverage guest data effectively to create tailored experiences. For instance, repeat guests account for approximately 20% of the clientele, yet personalized offers or loyalty programs remain underdeveloped (Kandampully, Zhang and Jaakkola, 2018). Guest satisfaction surveys highlight this gap, with a score of 4.5/5 on platforms like TripAdvisor—slightly below the 4.7/5 benchmark achieved by top competitors in Amsterdam’s luxury segment​​ (World Tourism Organization (UNWTO), 2023d). This issue is particularly critical as millennials and Gen Z travelers, who form a growing share of the market, prioritize unique and tailored experiences (Statista Research Department, 2023b).
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Figure 2: Important of online reviews (Source: Statista, 2023)
1.3 Operational Challenges Post-Pandemic: The COVID-19 pandemic has profoundly affected the hospitality industry, and Hotel Okura Amsterdam is no exception (Baron and Armstrong, 2007). The pandemic not only reduced international travel but also heightened guest expectations around safety and cleanliness. While the hotel has implemented advanced housekeeping solutions like HotSOS, delays in room readiness and occasional lapses in cross-departmental communication still occur (Burnes, 2014). For example, the implementation of self-checking room attendants has improved operational efficiency, yet some bottlenecks persist in coordinating tasks between housekeeping and engineering​​ (Newton, 2010). This has resulted in an average check-in wait time of 15 minutes, which exceeds the industry standard of 10 minutes for luxury hotels. Such delays can tarnish the guest experience, particularly for business travelers who form a significant portion of the hotel’s clientele (Whittington et al., 2020).
1.4 Sustainability and Eco-Consciousness: With increasing awareness of environmental sustainability among travelers, hotels are expected to adopt eco-friendly practices (Federation of Technology Industries, 2022). Hotel Okura Amsterdam, while offering premium amenities, lacks a robust strategy for reducing its environmental footprint (Sustainable Nights, 2021). For instance, while the hotel’s dining options include locally sourced ingredients, initiatives such as energy-efficient systems, waste reduction programs, or green certifications remain underdeveloped​​ (Green Globe, 2020). Competitors in the luxury segment, like Hilton Amsterdam, have already incorporated such measures, which not only reduce costs but also attract eco-conscious guests (World Tourism Organization (UNWTO), 2023e).
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Figure 3: Traveller's Mindset now (Source: Statista, 2023)
[bookmark: _tf7k8emzz4yh]2.2 External Factors Impacting Hotel Okura Amsterdam (STEEPLED Analysis)
2.1 Social Factors: Amsterdam’s reputation as a cultural and leisure hub attracts diverse traveler demographics, including leisure tourists, business professionals, and eco-conscious visitors (Zarezadeh, Rastegar and Xiang, 2022). Recent trends indicate a growing demand for personalized and sustainable experiences (Statista Research Department, 2024c). Millennials and Gen Z travelers now dominate the market, prioritizing immersive experiences, wellness facilities, and social media-worthy amenities​​ (Kipping and Clark, 2012). Hotel Okura Amsterdam can leverage its Michelin-starred restaurants and wellness offerings to attract these segments (MICHELIN Guide, 2023). Additionally, the rising demand for eco-tourism presents an opportunity to appeal to socially conscious travelers through sustainable practices​​ (Green Globe, 2023).
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Figure 4: World’s top destination 
2.2 Technological Factors: Advances in technology have transformed the hospitality industry, with dynamic pricing tools, artificial intelligence (AI), and customer relationship management (CRM) systems becoming essential for success (Noone, Kimes and Renaghan, 2003). While Hotel Okura Amsterdam has adopted HotSOS for operational optimization, it has not fully embraced AI-driven revenue management systems (RMS) (Kimes, 2016). Competitors utilizing such technologies have reported RevPAR increases of 10–20% by implementing real-time pricing adjustments based on market conditions​​ (Noone and Maier, 2015). By adopting advanced RMS and CRM tools, Hotel Okura can enhance pricing strategies and provide personalized guest experiences (Vaeztehrani, Modarres and Aref, 2015).
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Figure 5 : Global hotel and hospitality management software market (Source: UNWTO, 2023)
2.3 Economic Factors: Economic factors, including inflation and fluctuating exchange rates, impact international travel and guest spending behavior (Subramaniam et al., 2011). Room rates in Amsterdam have increased by 10–15% due to rising operational costs, potentially deterring price-sensitive travelers (Statista Research Department, 2024b). However, Amsterdam remains a popular destination, welcoming over 21 million international visitors annually before the pandemic​ (World Tourism Organization (UNWTO), 2023a). The city’s economic resilience and continued recovery post-COVID-19 present opportunities for Hotel Okura to regain market share by offering competitive pricing and value-added services​​ (Whittington and Molloy, 2005).
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Figure 6: Global hospitality market by 2030 (Source: Statista, 2023)
2.4 Environmental Factors: The rise of eco-tourism has heightened expectations for hotels to implement sustainable practices (Sustainable Nights, 2021). Green certifications and eco-friendly initiatives, such as energy-efficient systems and waste management programs, are increasingly critical to attracting environmentally conscious travelers​​ (Green Globe, 2023). While Hotel Okura Amsterdam has taken initial steps, such as sourcing local ingredients for its restaurants, it lacks comprehensive sustainability programs​​ (Statista Research Department, 2023a). Competitors like Hilton Amsterdam have already achieved green certifications, setting a benchmark for the industry​​ (World Tourism Organization (UNWTO), 2023c).[image: ]
Figure 7: Impact of Coronavirus on tourism (Source: UNWTO, 2023)
2.5 Political Factors: The Netherlands benefits from EU membership, which promotes seamless travel within the Schengen Area​​ (World Tourism Organization (UNWTO), 2023b). However, stricter visa regulations for non-EU travelers pose a challenge to attracting international guests from markets like Asia and the Americas (Statista Research Department, 2024c). Political stability in the Netherlands ensures a favorable environment for tourism, but external geopolitical factors, such as Brexit and U.S.-China relations, could impact travel patterns​ (Fisman and Sullivan, 2014).
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Figure 8: Hospitality industry in the Netherlands (Source: Mordor intelligence, 2023)
2.6 Legal Factors: Compliance with data protection laws, such as the General Data Protection Regulation (GDPR), is critical for hotels managing guest data (Mavridopoulou and O’Mahoney, 2020). Hotel Okura Amsterdam must ensure that its CRM systems adhere to these regulations to avoid legal penalties and maintain guest trust (Noordzife, 2014). Additionally, labor laws in the Netherlands emphasize fair wages and working conditions, requiring hotels to balance operational efficiency with employee welfare​​ (Subramaniam et al., 2011).
2.7 Ethical Factors: The hospitality industry is under increasing scrutiny for ethical practices, including employee treatment and community engagement (Newton, 2010). Hotel Okura’s adoption of HotSOS to empower staff is a positive step, but further initiatives, such as diversity training and local community support programs, can enhance its ethical standing (Baron and Armstrong, 2007). Ethical practices also contribute to guest loyalty, with 70% of travelers indicating a preference for socially responsible businesses​ (Statista Research Department, 2023b).
2.8 Demographic Factors: Demographic shifts, such as the increasing dominance of millennials and Gen Z, are reshaping the industry (Kandampully, Zhang and Jaakkola, 2018). These groups value digital convenience, sustainable practices, and unique experiences (Simmons, 2015). Hotel Okura Amsterdam’s luxurious offerings, including its Michelin-starred restaurants and wellness facilities, align well with these preferences (Hotelchamp.com, 2023). However, enhancing its digital presence and offering interactive experiences can further appeal to these key demographics​ (World Tourism Organization (UNWTO), 2023f).
[bookmark: _syl346b7uybo]

[bookmark: _i3nrjksdegu4]2.3 Internal Strengths and Opportunities (SOAR Analysis)
	Strengths
	Opportunities

	Unique Dining Options: Hotel Okura Amsterdam boasts four Michelin-starred restaurants, including Yamazato and Ciel Bleu, which attract 40% of its high-spending guests annually (MICHELIN Guide, 2023).
	Adoption of AI-Powered RMS: Implementing an advanced RMS can boost RevPAR by 15-20%, contributing an estimated GBP 5 million annually based on room rates (Noone and Maier, 2015).

	Prime Location: Situated in the culturally vibrant De Pijp district, the hotel enjoys 80% occupancy during peak tourism months (April–September) (Koninklijke Horeca Nederland & Okura, 2023).
	Direct Booking Campaigns: Reducing reliance on OTAs by 10% could save approximately GBP 500,000 annually in commission fees (Hotelchamp.com, 2023).

	Strong Luxury Brand: Part of the prestigious Leading Hotels of the World network, it enjoys a global recognition score of 88% (Hotel Okura Amsterdam, 2023a).
	Partnerships with Local Events: Collaboration with events like Amsterdam’s Tulip Festival and ARTZUID could increase weekend bookings by 10% during off-peak seasons (Koninklijke Horeca Nederland & Okura, 2023).



	Aspirations
	Results

	Enhance Guest Loyalty: Increase repeat guests by 15% through CRM integration and loyalty programs, targeting a retention rate of 40% (currently 28%) (Buttrick, 2009).
	Increased RevPAR: Improved RMS and direct bookings are expected to raise RevPAR from GBP 212 to GBP 250 in 2024 (Noone and Maier, 2015).

	Achieve Sustainability Leadership: Reduce carbon footprint by 20% by 2025 through green initiatives like energy-efficient lighting and waste management (Green Globe, 2023).
	Improved Global Rankings: Aspire to rank in the top 5 hotels in Amsterdam on TripAdvisor, up from its current position of 9 (Hospitality Net, 2007).


[bookmark: _i7m475p078yo]

[bookmark: _jo0nro6scj8d]2.4. Strategic Conversion of Weaknesses and Threats (TOWS Analysis)

	Opportunities
	Threats

	Adoption of AI-Powered RMS: Advanced systems can optimize dynamic pricing, increasing RevPAR by 15-20% (GBP 5 million annually) (Noone and Maier, 2015).
	High OTA Dependency: Over-reliance on OTAs accounts for 60% of bookings, with GBP 3 million annually lost to commissions (Hotelchamp.com, 2023).

	Direct Booking Campaigns: A 10% shift from OTA bookings to direct channels could save GBP 500,000 annually (Koninklijke Horeca Nederland & Okura, 2023).
	Economic Instability: Post-pandemic tourism recovery is slow, with a 12% decline in international visitors to Amsterdam (Statista Research Department, 2024a).

	CRM Integration: Enhanced personalization through a CRM system could increase repeat bookings by 15%, adding GBP 1 million annually (Kimes, 2016).
	Rising Competition: Amsterdam's luxury hotel market has grown by 8% since 2021, creating increased pressure on occupancy rates (Statista Research Department, 2023a).



	Strengths
	Weaknesses

	Strong Brand Reputation: Affiliation with Leading Hotels of the World provides access to a global network of affluent customers (Hotel Okura Amsterdam, 2023a).
	Lack of CRM System: Limited ability to track guest preferences has resulted in guest satisfaction scores of 3.5/5 (Mathies, Gudergan and Wang, 2013).

	Michelin-Starred Dining: 40% of high-value guests choose Hotel Okura for its exceptional culinary offerings (MICHELIN Guide, 2023).
	Inefficient Revenue Management: Outdated RMS has contributed to a 15% RevPAR decline during off-peak seasons (Noone, Kimes and Renaghan, 2003).



	SO Strategies
	ST Strategies

	Leverage dining reputation to attract direct bookings through tailored promotions (Hotelchamp.com, 2023).
	Implement targeted pricing strategies to counter competitive pressures in the luxury market (Noone and Maier, 2015).

	Introduce AI-powered RMS to maximize profitability in high-demand seasons (Kimes, 2016).
	Develop partnerships with cultural and local events to stabilize revenue during off-peak periods (Koninklijke Horeca Nederland & Okura, 2023).



	WO Strategies
	WT Strategies

	Invest in a CRM system to address guest satisfaction and improve repeat bookings (Kandampully, Zhang and Jaakkola, 2018).
	Diversify marketing strategies to reduce OTA dependence and attract direct customers (Hotelchamp.com, 2023).

	Enhance staff training on digital tools and guest interaction to mitigate CRM and RMS weaknesses (Buttrick, 2009).
	Optimize cost structures to address potential revenue losses from economic downturns (Statista Research Department, 2024a).



[bookmark: _vweblnlp1w0k]

[bookmark: _dpkhyk2bkyv4]3. Recommendations and Change Management
[bookmark: _dgaf3j6ctmfb]3.1 Recommendations
Based on the analysis of Hotel Okura Amsterdam’s challenges, the following recommendations are proposed to address revenue management inefficiencies, guest personalization, and operational shortcomings while aligning with the hotel’s luxury reputation and market positioning.
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Figure 9: 5 basics of hotel management revenue
1. Implement an AI-Driven Revenue Management System (RMS)
The current revenue management system at Hotel Okura Amsterdam is outdated, leading to inefficiencies in pricing strategies and a 15% decline in Revenue per Available Room (RevPAR) during off-peak seasons (Noone, Kimes and Renaghan, 2003). These problems can be solved with an AI-driven RMS, including the IDeaS Revenue Solutions or Duetto. These advanced systems incorporate predictive analysis so as to vary room rates depending on the demand, price offered by competitors and the past data on booking (Kimes, 2016). An AI-driven RMS can add GBP 5m annually to the current room revenues of GBP 25m and lift the RevPAR by 15-20% (Noone and Maier, 2015). The implementation cost of the licence, installation and training of the staff is estimated to be GBP 200,000. The system can be fully operational within six months, providing a return on investment within the first year. This improvement will also reduce reliance on manual adjustments and enhance efficiency across revenue management processes (Bahri-Ammari and Nusair, 2015).
2. Develop and Integrate a Customer Relationship Management (CRM) System
Feedback from guests indicates dissatisfaction with personalized services, especially for returning customers. The absence of a CRM system limits the hotel’s ability to track guest preferences and deliver tailored experiences (Mathies, Gudergan and Wang, 2013). Implementing a robust CRM platform, such as Salesforce or Oracle Hospitality, can enhance guest loyalty and retention (Kandampully, Zhang and Jaakkola, 2018). A CRM system will allow Hotel Okura to collect and analyze guest data, enabling personalized offers, room upgrades, and tailored dining recommendations (Johnson, 2005). Studies show that personalized services can increase repeat bookings by 15%, potentially adding GBP 1 million annually to revenue (Binesh, Belarmino and Raab, 2021). The implementation cost for a CRM system is approximately GBP 120,000, with a payback period of two years. Additionally, integrating CRM data with marketing campaigns can reduce customer acquisition costs by 10%, freeing up resources for other operational improvements (Baron and Armstrong, 2007).
3. Reduce Dependence on Online Travel Agencies (OTAs)
Hotel Okura Amsterdam currently relies on OTAs for 60% of bookings, incurring significant commission costs of approximately GBP 3 million annually (Statista Research Department, 2023a). Moving a mere 10% of these bookings to direct can save GBP 500,000 per year (Hotelchamp.com, 2023). In order to achieve this, the hotel should engage on direct booking campaigns, enhance the website experience and also providing other additional incentives like discounts or loyalty points that are exclusive to customers who book directly through the website of the hotel (Noone and Maier, 2015). Improved RMS integrated with the use of SEO and other social media marketing can increase the website traffic of the hotel (Sigala, 2005). Other strategies that can increase direct bookings include partnership with the local event promoters and providing promotional rates for certain Amsterdam festivals. The cost estimate for these actions is GBP  30,000; however, the commissions can be saved back within the first six months (Koninklijke Horeca Nederland & Okura, 2023).
4. Invest in Staff Training and Development
Employees are the most important factor in creating memorable and positive customer experiences. A gap in staff training has been identified, particularly in leveraging digital tools and delivering personalized services (Burnes, 2014). A comprehensive training program focusing on CRM usage, guest interaction, and cultural sensitivity will empower staff to provide a more tailored and memorable experience (Whittington and Molloy, 2005). The estimated cost of the training program is GBP 50,000 annually, covering workshops, online modules, and external trainers. Improved staff performance can increase guest satisfaction scores by 20%, positively impacting online reviews and boosting the hotel’s reputation (Simmons, 2015). Training programs also reduce staff turnover rates, saving recruitment and onboarding costs, which average GBP 3,000 per new hire (Hotel HR Study, 2023).
5. Enhance Sustainability Practices
Sustainability is becoming a key differentiator in the hospitality industry, with 70% of travelers preferring eco-friendly accommodations (Booking.com Sustainability Report, 2023). Hotel Okura should prioritize initiatives such as installing energy-efficient lighting, implementing waste reduction programs, and sourcing locally for its restaurants (Green Globe, 2023). These measures can reduce the hotel’s carbon footprint by 20% and align with the expectations of eco-conscious travelers (SolarEdge, 2023). The estimated cost of these initiatives is GBP 80,000, with a projected annual savings of GBP 30,000 in energy and waste management costs (CASH Platform, 2023). 
6. Strengthen Partnerships with Local Attractions and Events
For these initiatives to be effective, Hotel Okura should set measurable goals, which include; • RevPAR growth, Guest satisfaction scores and CRM utilisation rates. For example, monthly RevPAR analysis or quarterly guest feedback survey are useful to identify further details to enhance created strategies (Subramaniam et al., 2011). The overall investment for these recommendations is GBP 500,000 while the projected increase in annual revenues is GBP 6,000,000; payback period of year one (Vaeztehrani, Modarres and Aref, 2015). By implementing these measures, Hotel Okura Amsterdam can guarantee that it will become the market leader within the market of luxury hotels in Amsterdam (Noordzife, 2014).
7. Analyse the Effectiveness of the Recommended Strategies.
Therefore, the following metrics should be set as KPIs to support these strategies: RevPAR growth, scores for guest satisfaction, and CRM penetration level (Whittington et al., 2020). The fact that assessment will be done periodically and changes made based on the data collected, will guarantee constant enhancement. For example, monthly RevPAR and quarterly guest feedback could help to identify areas for improvement in order to adjust operational strategies (Subramaniam et al., 2011). These recommendations are expected to bring an incremental GBP 6 million of revenue annually although the total cost of these is GBP 500,000, hence a payback period of the first year (Vaeztehrani, Modarres and Aref, 2015). By adopting these strategies, Hotel Okura Amsterdam can solidify its position as a leader in Amsterdam’s luxury hotel market (Noordzife, 2014).
[bookmark: _n810cihr98i5]

[bookmark: _ep384baqd7o0]3.2 Change Management Strategies
Implementing the recommended initiatives for Hotel Okura Amsterdam requires a robust change management framework to ensure smooth adoption, minimize resistance, and maximize success (Burnes, 2014). Effective change management involves structured planning, comprehensive communication, employee engagement, training, and consistent monitoring (Brierley, 2006). Hotel Okura Amsterdam will adopt John Kotter’s 8-Step Change Model to guide the transition. This model focuses on building urgency, creating a shared vision, and embedding changes into the organization’s culture ( Ku, 2014).
	Step
	Purpose
	Implementation Actions
	Responsible Stakeholders
	Expected Outcomes
	Timeframe

	1. Create a Sense of Urgency
	Highlight the necessity of change to gain employee buy-in and ensure engagement (Ku, 2014).
	- Present data on RevPAR decline (15%) and high OTA dependency (60%) during town hall meetings.
- Share opportunities for growth through RMS, CRM, and sustainability initiatives.
- Communicate the risks of inaction, such as lost revenue and declining competitiveness.
	Senior management, departmental heads.
	Employees understand the risks of not adopting change and feel motivated to support initiatives.
	Week 1–2

	2. Build a Powerful Coalition
	Form a leadership team to guide and oversee the change process across all departments (Burnes, 2014).
	- Create a cross-departmental team of leaders from revenue management, marketing, housekeeping, engineering, and front office.
- Provide change leadership training for team members.
- Define clear roles and responsibilities for each member in implementing initiatives.
	Senior management, team leaders, HR department.
	A unified leadership team ensures coordinated efforts, addressing challenges promptly.
	Week 2–3

	3. Develop a Clear Vision and Strategy
	Articulate a compelling vision for the future that aligns with the hotel’s long-term goals (Kotter, 1996).
	- Create a vision statement emphasizing revenue growth, guest satisfaction, and sustainability.
- Draft a roadmap outlining key milestones for RMS, CRM, sustainability practices, and operational improvements.
- Use visual tools (infographics, videos) to communicate the strategy to employees.
	Senior leadership, marketing team.
	A shared vision aligns all stakeholders and provides clear direction for the change process.
	Week 3–4

	4. Communicate the Vision
	Ensure all employees understand the vision, goals, and their roles in the change process (Brierley, 2006).
	- Host department-specific meetings to explain the vision and changes.
- Use newsletters, digital dashboards, and email updates to communicate progress.
- Schedule monthly Q&A sessions for employees to address concerns.
	Senior leadership, communications team.
	Employees are well-informed, reducing resistance and ensuring alignment with organizational goals.
	Ongoing

	5. Empower Broad-Based Action
	Remove barriers and equip employees with the tools and skills needed to implement changes effectively (Kandampully, Zhang and Jaakkola, 2018).
	- Conduct training sessions on RMS, CRM, and HotSOS systems for relevant teams.
- Provide sustainability workshops to educate staff on eco-friendly practices.
- Establish a feedback mechanism to address operational barriers and encourage employee suggestions.
	Department heads, external trainers, IT team.
	Employees feel empowered to adopt new systems and processes, fostering a culture of innovation.
	Week 4–8

	6. Generate Short-Term Wins
	Build momentum and reinforce the benefits of change by demonstrating early successes (Noone and Maier, 2015).
	- Set achievable short-term goals, such as reducing OTA dependency by 10% or completing RMS implementation.
- Celebrate milestones like achieving Green Key certification or reducing task delays through HotSOS.
	Leadership team, departmental managers.
	Visible progress motivates employees to continue supporting the change process.
	Month 2–4

	7. Consolidate Gains and Produce More Change
	Build on short-term wins to implement long-term changes and integrate them into the hotel’s operations (Whittington et al., 2020).
	- Expand successful initiatives, such as increasing direct bookings to 50% or fully integrating CRM across departments.
- Address areas needing improvement, using feedback from employees and guests.

	Change leadership team, performance analysts.
	Long-term changes are embedded into the organization’s processes, improving efficiency and guest satisfaction.
	Month 4–12

	8. Anchor New Approaches in Culture
	Ensure the changes become a permanent part of the organizational culture and align with the hotel’s values (Kotter, 1996).
	- Update standard operating procedures (SOPs) to reflect new practices.
- Include change management principles in onboarding for new hires.
- Regularly review and refine processes to maintain improvements.
	HR department, senior management, departmental heads.
	The hotel sustains improvements, creating a culture of continuous innovation and operational excellence.
	Month 12+


[bookmark: _3yv3lkrowtaj]3.3 Costs and Benefits Analysis 
	Category
	Details
	Cost (GBP )
	Expected Benefits
	Financial Impact (GBP )

	AI-Driven RMS
	Implementation includes software (GBP 120,000), integration (GBP 50,000), and staff training (GBP 30,000) (Kimes, 2016).
	200,000
	Increases RevPAR by 15-20%, generating additional annual revenue.
	+5,000,000 annually 

	CRM Platform
	Software procurement (GBP 90,000) and training for staff (GBP 30,000) (Kandampully, Zhang and Jaakkola, 2018).
	120,000
	Improves guest personalization, increasing repeat bookings by 15%.
	+1,000,000 annually 

	Sustainability Initiatives
	Investments in energy-efficient lighting and waste management systems (Green Globe, 2023).
	80,000
	Reduces operational costs through energy and waste savings.
	+30,000 annually 

	Staff Training
	Comprehensive programs on CRM usage, RMS optimization, and guest interaction (Burnes, 2014).
	50,000 annually
	Enhances staff performance, guest satisfaction (target: 4.5/5), and reduces turnover.
	Saves GBP 3,000 per hire 

	Direct Booking Campaigns
	Digital marketing and website upgrades to reduce OTA dependency by 10% (Hotelchamp.com, 2023).
	30,000
	Saves commission costs from OTAs and drives direct bookings.
	+500,000 annually 





[bookmark: _i52ic2e4oix1]4. Action Plan
The action plan then gives a tactical method of categorising the analysed issues, recommendations, goals, time line and costs so that proper implementation of the recommendations can be achieved.
	No.
	Problem
	Solution
	Desired Outcome
	Time Scale
	Completion Date
	Planned Budget (GBP )

	1
	Over-reliance on OTAs leading to high commission costs.
	Launch targeted direct booking campaigns and enhance website functionality.
	Reduce OTA dependency by 10%, saving GBP 500,000 annually, while increasing direct bookings and improving customer acquisition costs.
	3 months
	01/05/2025
	30,000

	2
	Suboptimal revenue management leading to declining RevPAR.
	Implement an AI-driven RMS with predictive analytics for dynamic pricing.
	Increase RevPAR by 15-20%, contributing an additional GBP 5 million annually to room revenue.
	6 months
	01/08/2025
	200,000

	3
	Lack of personalized services impacting guest satisfaction.
	Integrate a CRM platform to track guest preferences and offer tailored services.
	Improve guest satisfaction scores from 3.5/5 to 4.5/5, resulting in a 15% increase in repeat bookings and GBP 1 million in additional revenue annually.
	8 months
	01/10/2025
	120,000

	4
	Insufficient sustainability measures.
	Implement energy-efficient lighting and waste reduction systems.
	Reduce carbon footprint by 20% and operational costs by GBP 30,000 annually, aligning with guest expectations for sustainability.
	4 months
	01/07/2025
	80,000

	5
	Staff skill gaps in digital tools and guest interaction.
	Conduct comprehensive staff training programs on CRM, RMS, and sustainability practices.
	Increase staff efficiency and reduce turnover rates, saving GBP 3,000 per hire and enhancing overall guest experiences.
	Ongoing
	12/12/2025
	50,000 annually




[bookmark: _95b7l5drhgnb]5. Conclusion
This consultancy report has discussed the major problems of Hotel Okura Amsterdam and suggested the best ways to solve them efficiently. The analysis highlighted three primary areas requiring immediate attention: revenue management issues, lack of guest profiling, and operational and sustainable development deficits. All of these problems have been solved with reference to the scientific approaches which correspond to the situation in the hotel and its position on the market as the leader of the luxury segment in the sphere of hospitality.
The use of an AI-based RMS is pivotal to managing the pricing, demand and revenue because of dependence on OTAs that leads to revenue loss. By implementing sophisticated solutions, the hotel can obtain an increase in RevPAR by 10–15%, which means a substantial increase in annual income, and decrease the share of OTA by 2 times from 60% to 40%. These improvements reflect the hotel’s goal of achieving profitability whilst remaining competitive on price.
The satisfaction of the guests continues to be of considerable paramountcy for the hotel. Implementation of an improved CRM system will help the organisation to deliver individual services to guests thus increasing their satisfaction levels. With the improvements in customer loyalty and repeated bookings, the hotel can continue to remain relevant and is in a good position to meet the changing demands of the millennials and generation Z travellers.
Other areas of focus include the operational process optimization and the implementation of sustainable practises. Incorporating HotSOS in all departments and adopting environmentally friendly features like energy management and Green Key accreditation, can increase staff efficiency, cut back time spent on paperwork and gain clientele concerned with sustainability. All these initiatives will make Hotel Okura Amsterdam the industry champion in sustainability while yielding major cost savings.
To facilitate effective implementation of these reforms, the following structured change management has been proposed. This framework also includes the provision of clear communication, staff training, and ongoing supervision in order to involve all the stakeholders in the process. The small wins include things like getting sustainability certifications, or developing a direct booking platform that will create the positive feedback loop of change.
This report also recognises the capital requirements for these initiatives, with cost-benefit analyses and expected returns for each recommendation included. The proposed strategies are relevant to the extent that the hotel envisages to generate its revenues and be competent in providing service excellence.
Finally, the recommendations in this report present opportunities for Hotel Okura Amsterdam to address its challenges, improve guests’ satisfaction and secure improved sustainability and profitability in the future. The changes proposed here will go beyond the current problems and prevent them from happening again in the future as the market and guests may change.
Special thanks to Hotel Okura Amsterdam for giving the opportunity to Zenith Organisational Consultants to complete this important assignment. Working with such a prestigious university that is famous for its luxurious and unique approach to hotel business has been a great honour. The adoption of these recommendations is believed to bring tangible results and enhance the hotel’s market position as a key global player in the sphere of hospitality.
Any future cooperation is appreciated but the firm remains fully committed to assisting Hotel Okura Amsterdam in realising its strategic goals. 
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