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1.2 Introduction:


Evaluation of revenue optimization strategy involves a thorough analysis aimed at assessing the effectiveness of methods utilized to maximize income and bolster profitability within a business entity (Dolnicar & Ottenbacher, 2021). This entails a meticulous examination of various facets of the revenue generation process, including pricing strategies, marketing endeavors, operational protocols, and customer relationship management practices.

Regular assessment of revenue optimization strategies is indispensable for organizations striving to achieve sustained revenue growth and long-term profitability (Dolnicar & Ottenbacher, 2021). By continually scrutinizing these strategies, businesses can pinpoint areas for enhancement, seize emerging opportunities, mitigate potential risks, and adapt to the ever-evolving market dynamics. Moreover, the evaluation process fosters informed decision-making, enabling organizations to allocate resources more efficiently, optimize resource utilization, and enhance overall business performance.

In essence, the evaluation of revenue optimization strategies serves as a linchpin of strategic management, furnishing invaluable insights that propel organizational success and bolster competitiveness in the contemporary business landscape.


[bookmark: _Toc165197927]1.2 Background of the study:

To fully understand the complexities of revenue management, it's crucial to adopt an interdisciplinary approach that incorporates insights from various fields and perspectives (Cross, 2019). Revenue management encompasses a broad spectrum of concepts and practices, including pricing strategies, demand forecasting, inventory management, and customer segmentation. Each of these components is influenced by factors such as consumer behavior, market trends, technological advancements, and competitive dynamics.

An interdisciplinary approach enables researchers and practitioners to examine revenue management from diverse angles, integrating knowledge and methodologies from disciplines such as economics, marketing, operations management, data science, and psychology (Cross, 2019). This holistic viewpoint facilitates a deeper comprehension of the intricate interactions and trade-offs inherent in revenue management decision-making processes.

Furthermore, embracing a broader perspective fosters creativity and innovation in the formulation of revenue management strategies (Kimes, 2021). By drawing insights from various disciplines, researchers and practitioners can discover novel approaches, identify emerging trends, and anticipate future challenges. This interdisciplinary collaboration enhances the effectiveness of revenue management initiatives, enabling organizations to achieve superior outcomes and gain competitive advantages in the marketplace.

In summary, an interdisciplinary approach to revenue management provides a comprehensive framework for addressing the multifaceted challenges and opportunities associated with revenue optimization. By leveraging insights from diverse fields, researchers and practitioners can develop more resilient and adaptable strategies that drive business success and foster sustainable growth (Kimes, 2021).
[bookmark: _Toc165197928]1.3 Problem statement
The problem statement of evaluating revenue optimization strategy revolves around the challenge of effectively assessing the performance and impact of methods aimed at maximizing income within a business (Dolnicar & Ottenbacher, 2019). Despite the critical importance of revenue management practices in driving sustained revenue growth and profitability, businesses often struggle to adequately evaluate the effectiveness of their strategies.

One of the key challenges is the complexity of market dynamics and the diverse array of factors that influence revenue generation (Cross, 2018). Revenue optimization strategies must contend with fluctuating demand patterns, evolving consumer preferences, competitive pressures, and external economic factors. Consequently, traditional evaluation metrics may fall short in capturing the full spectrum of outcomes associated with revenue management efforts.

Furthermore, existing evaluation methods tend to focus narrowly on financial metrics such as revenue per available room (RevPAR) or yield metrics, which may not provide a comprehensive understanding of the effectiveness of revenue optimization strategies (Cross, 2018). These metrics fail to account for other important considerations, such as customer satisfaction, brand perception, and long-term sustainability.

Moreover, the diverse nature of businesses within the tourism and hospitality industry, including hotels, airlines, car rentals, and attractions, necessitates tailored evaluation approaches that consider sector-specific nuances and objectives (Dolnicar & Ottenbacher, 2019). What works for one sector may not necessarily apply to another, making it challenging to develop universal evaluation frameworks.

In summary, the problem statement underscores the need for robust evaluation methods that can accurately assess the effectiveness of revenue optimization strategies across various sectors of the tourism and hospitality industry (Kimes, 2020). Addressing this challenge is crucial for businesses seeking to enhance their performance, make more strategic decisions, and adapt to dynamic industry conditions.



[bookmark: _Toc165197929]1.4 Aims, Objectives, and Research Questions:
Aim: The aim of this study is to develop a comprehensive framework for evaluating revenue optimization strategies in the tourism and hospitality industry. Objectives:
1.	To review existing literature on revenue management and evaluation methods in the tourism and hospitality sector (Kimes, 2013).
2.	To identify the key dimensions and factors influencing the effectiveness of revenue optimization strategies (Dolnicar & Ottenbacher, 2007).
3.	To develop a multidimensional evaluation framework that captures the diverse outcomes of revenue management initiatives (Cross, 1997).
4.	To provide actionable recommendations for businesses to improve the evaluation and effectiveness of their revenue optimization strategies (Kimes, 2013).
[bookmark: _Toc165197930]1.5 Importance of the Research:
The research is important because it aims to fill critical gaps in revenue optimization strategies within the tourism and hospitality industry (Dolnicar & Ottenbacher, 2007). By developing a comprehensive evaluation framework, businesses can enhance their performance and adapt to dynamic industry conditions (Kimes, 2002).
[bookmark: _Toc165197931]1.6 Methodology:
The study employs a mixed-methods approach, including literature review, case studies, data collection, and analysis (Cross, 1997). Gathering both quantitative and qualitative data through interviews, surveys, and secondary sources to measure key performance indicators (Kimes, 2013).
[bookmark: _Toc165197932]1.7 Scope of the Study:
The scope includes the development and validation of a comprehensive evaluation framework for assessing the effectiveness of revenue management strategies (Cross, 1997).
[bookmark: _Toc165197933]1.8 Structure of the Dissertation:
The research report comprises five chapters, each contributing to a thorough investigation of the topic.





[bookmark: _Toc165197934]Chapter 2: Literature Review

[bookmark: _Toc165197935]2.1 Introduction

In this section of the report, the researcher has examined research findings and academic literature to establish the theoretical foundation of the study and to determine the necessity of conducting this research. Here, relevant theories and prior research findings related to the research topic were analysed.

[bookmark: _Toc165197936]2.1	Experience-driven well-being: the case of unmanned smart hotels.
Smart technologies, such as AI-powered virtual assistants and robotic butlers, are gaining popularity in the hospitality industry, with some hotels operating solely on smart technologies, known as unmanned smart hotels (USHs). These advancements, exemplified by hotels like Henn-Na Hotel in Japan and the FlyZoo Hotel in China, are reshaping guest experiences (Chang et al., 2022). These hotels are example of properties which can save revenue by taking advantages of technologies. Leading hotel groups such as InterContinental Hotels Group, Hilton Worldwide and Marriott International have begun to integrate such technologies into their operations (Chang et al., 2022). 
[bookmark: _Toc165197937]2.2 Methodology and findings of revenue strategy
This study, through a comprehensive analysis of various data sources, sheds light on the paramount importance of revenue strategy in the hospitality sector (Chang et al., 2022). The research aimed to meticulously evaluate the effectiveness of human resource practices within this context, focusing on pivotal aspects such as the enrichment of employee knowledge, the strategic recruitment of skilled personnel for physically demanding roles, the acknowledgment of employee contributions, and the facilitation of social learning opportunities ((Chang et al., 2022).

The primary objective of this investigation was to optimize revenue streams, evident in the discernible enhancements in cash flow and concurrent reductions in operational expenditures (Chang et al., 2022).  Through qualitative analysis, conducted meticulously within the hotel sector, invaluable insights have emerged, elucidating the intricate nuances of revenue strategy. This qualitative inquiry has provided a profound understanding of the multifaceted factors that influence revenue optimization, thereby offering invaluable guidance for strategic decision-making within the industry (Chang et al., 2022).

Interviews conducted with hotel managers served as a cornerstone of this research endeavour, offering first hand perspectives on revenue strategy. Inquiries probing various aspects, including pricing strategies, distribution channels, demand forecasting techniques, and the integration of technological advancements into revenue management practices, yielded rich qualitative data (Chang et al., 2022).  This data provided deep insights into the challenges, successes, and innovative approaches employed in revenue management within the hotel sector.

Moreover, a notable revelation arising from this research pertains to the hesitancy observed among industry stakeholders in embracing cutting-edge technologies to streamline job tasks and enhance operational efficiency. This finding underscores a significant area for potential improvement in revenue strategy implementation within the hospitality sector, emphasizing the need for proactive adaptation to technological advancements to stay competitive in today's dynamic landscape (Chang et al., 2022).


[bookmark: _Toc165197938]2.3    Using revenue management to make business decision.
Revenue Management (RM) plays a pivotal role in optimizing capacity and pricing decisions across various industries, particularly those dealing with perishable inventory like hotel rooms and airline seats. Recent research sheds light on the success and challenges of RM practices through theoretical papers and case studies.
Despite its potential benefits, dynamic pricing (DP) remains underutilized in European car parks. Friesen et al. (2023) explore the slow diffusion of DP, attributing it to technical and cultural mismatches among car park operators. The study highlights the dominance of DP adoption in airport parking segments.
The introduction of IATA's New Distribution Capability (NDC) revolutionizes fare product distribution for airlines. Long and Belobaba (2023) discuss Segmented Continuous Pricing methods enabled by NDC, demonstrating potential revenue gains for airlines by offering tailored fare quotes to different passenger segments.
In hotel pricing, automated revenue management systems often overshadow human involvement. Haynes and Egan (2023) reveal a hybrid decision-making process, where hotel managers retain control despite automation, emphasizing the gap between theory and practice in revenue management.
Demand forecast accuracy is crucial for hotel operations, especially during the COVID-19 pandemic. Heo et al. (2023) proposes an enhanced forecasting method, demonstrating its effectiveness using real reservation data amid demand uncertainty.
Yuniarto et al. (2023) examine customer behavior under Time of Use (ToU) pricing in energy usage, providing insights for power manufacturers to develop effective strategies.
Awudu et al. (2023) develop a stochastic optimization model for managing ethanol supply chains, considering strategic variables to maximize profit while minimizing storage and logistics costs.
Personalization of customer offers, particularly in travel, has gained renewed attention with initiatives like NDC. Vinod (2023) explores the future of personalization enabled by NDC, emphasizing the evolving role of personal identity and its impact on travel intermediaries and customer-supplier relationships.
In summary, recent research in Revenue Management highlights the evolving landscape of pricing strategies, technological advancements, and the importance of personalized offerings across various industries.

[bookmark: _Toc165197939]2.4	Dynamic pricing
Dynamic pricing has emerged as a significant concept within the airline industry, characterized by the practice of charging different prices to different customers for the same product, based on various observable factors (Wittman & Belobaba, 2018). This approach encompasses a range of mechanisms, including assortment optimization, dynamic price adjustment, and continuous pricing, each offering unique opportunities for revenue optimization (Wittman & Belobaba, 2019).
Assortment optimization involves strategically determining which subset of price points to offer customers at different stages of the booking process, allowing airlines to dynamically adjust their offerings to match demand fluctuations (Wittman, 2018). On the other hand, dynamic price adjustment enables airlines to quote fares that deviate from fixed price points based on additional transactional information they receive, thereby catering to the preferences and willingness to pay of different customer segments (Wittman & Belobaba, 2018).
Continuous pricing represents a paradigm shift in revenue management, allowing firms to set prices from a continuous range without relying on pre-determined fare classes (Wittman & Belobaba, 2019). This approach requires significant changes to existing revenue management and distribution tools but offers the potential for more flexible and dynamic pricing strategies that better align with market conditions and customer preferences.
Practical implementations of dynamic pricing include the development of methodologies such as the Probabilistic Fare-Based Dynamic Adjustment (PFDynA) method, which leverages transactional data to dynamically adjust fares in real-time (Wittman, 2018). Additionally, industry initiatives like the Airline Tariff Publishing Company's (ATPCO) Dynamic Pricing Engines provide specifications for enabling airlines to mark up or mark down their pre-filed fares for specific booking requests, further enhancing the flexibility and adaptability of pricing strategies (Dezelak & Ratliff, 2018).
Theoretical research and simulations have also explored the potential benefits of continuous pricing methods, demonstrating how algorithms for generating continuous fare quotes can lead to increased revenue compared to traditional pricing approaches (Liotta, 2019; Papen, 2020). These studies highlight the importance of leveraging contextual information and passenger segmentation to tailor pricing strategies to specific customer segments and market conditions.
In practical implementations, continuous pricing methods such as Class-Based Continuous Pricing (CBC) rely on historical fare data and traditional revenue management techniques to optimize pricing decisions (Wittman & Belobaba, 2019). Classless Continuous Pricing, on the other hand, optimizes over booking timeframes without relying on pre-determined fare classes, offering a more dynamic and adaptable approach to pricing optimization (Liotta, 2019; Papen, 2020).
Overall, dynamic pricing, particularly continuous pricing, presents airlines with opportunities to optimize revenue by adopting more flexible and adaptive pricing strategies that better align with customer preferences and market dynamics. However, successful implementation requires careful consideration of technological capabilities, market dynamics, and customer segmentation strategies to maximize the benefits of these innovative pricing approaches.

With Segmented Continuous Pricing, airlines can generate different fare quotes for distinct passenger groups based on their willingness to pay. Business and leisure passengers are assumed to have different levels of willingness to pay, allowing airlines to tailor prices accordingly. The process involves accurately identifying the passenger segment of each booking request and offering a segmented fare quote accordingly. Imperfect identification accuracy may lead to misidentification of booking requests, which is factored into the simulation scenarios. Papen (2020) and Szymański et al. (2021).
Using the Passenger Origin–Destination Simulator (PODS), the potential benefits and competitive effects of Segmented Continuous Pricing were tested. The simulator replicates real-world interactions between passengers and airline revenue management systems, providing insights into the performance of different pricing strategies. The simulation environment includes a passenger choice model and airline revenue management systems, enabling the analysis of various scenarios and performance metrics. Wittman (2018)


[bookmark: _Toc165197940]2.5	Hotel revenue management – a critical literature review

Hotel revenue centres are multifaceted and encompass a wide range of operations that contribute to a hotel's overall revenue streams. While the rooms division traditionally serves as the primary revenue generator, other departments such as food and beverage (F&B), function rooms, spa and fitness facilities, golf courses, and even casinos play significant roles in bolstering a hotel's financial performance. Effectively managing revenue across these diverse centres requires a comprehensive understanding of revenue management (RM) principles and their application to each area. (Burger et al., 2001; Weatherford & Kimes, 2003; Yüksel, 2007)
Historically, much of the focus of RM research and practice has been on the rooms division, given its substantial contribution to a hotel's revenue. Strategies such as dynamic pricing, price discrimination, and yield management have been widely employed to optimize room revenue. However, as the hospitality industry evolves, there is a growing recognition of the need to extend RM strategies to other revenue-generating areas within the hotel.
Incorporating RM principles into F&B operations, for example, involves strategic menu pricing, revenue forecasting, and inventory management to maximize revenue while minimizing waste. Function rooms present opportunities for revenue optimization through effective pricing strategies, demand forecasting, and booking policies. Similarly, spa and fitness facilities, golf courses, and casinos require tailored RM approaches to optimize revenue streams and enhance overall profitability. (Burger et al., 2001; Lim & Chan, 2011; Lim, Chang & McAleer, 2009; Yüksel, 2007
RM encompasses both pricing and non-pricing strategies. Pricing tools involve setting optimal prices based on demand, competitor pricing, and market conditions. Non-pricing tools focus on managing inventory, controlling distribution channels, and implementing effective marketing strategies to attract customers and maximize revenue potential. (Burgess & Bryant, 2001; Jain & Bowman, 2005; McEvoy, 1997; Rannou & Melli, 2003
Advanced analytics and RM software play a critical role in modern revenue management practices, providing hoteliers with valuable insights into demand patterns, market trends, and competitor behaviors. These tools enable revenue managers to make data-driven decisions regarding pricing, inventory allocation, and promotional activities.
Despite the advancements in technology, human expertise remains indispensable in the RM process. Revenue managers must interpret data effectively, develop strategic initiatives, and adapt to changing market conditions to stay competitive in the dynamic hospitality landscape.
Ethical and legal considerations also shape revenue management practices, particularly concerning issues such as price discrimination, overbooking, and customer privacy. Revenue managers must navigate these complexities while striving to maximize revenue within ethical boundaries and legal constraints.
Looking ahead, future research in hotel revenue management should explore innovative strategies for optimizing revenue across all revenue centres, leveraging emerging technologies such as artificial intelligence and machine learning to enhance decision-making processes. Additionally, there is a need to address ethical and legal challenges proactively, ensuring that revenue management practices align with industry standards and customer expectations. By continuously refining RM strategies and embracing technological advancements, hotels can effectively maximize revenue and sustain long-term success in an increasingly competitive market (Sanchez & Satir, 2005).
 
[bookmark: _Toc165197941]2.5.1	A review of choice-based revenue management: theory and methods
This article delves into the advancements in revenue management theory and practice over the past fifteen years, specifically emphasizing the integration of customer choice behaviour. It focuses on choice-based revenue management, particularly examining methodological approaches to availability control between 2004 and 2017. The review outlines the fundamental components of choice-based revenue management and the challenges associated with them.
The paper begins by contextualizing revenue management as the IT-supported management of demand through pricing or product availability to maximize profits or revenue. Originating in the airline industry during the 1970s, revenue management has since been widely adopted across various sectors, including transportation, hospitality, broadcasting, and advertising.
Initially, revenue management research operated under the assumption of independent demand, where customers were believed to make purchasing decisions regardless of product availability. However, with the rise of low-cost carriers and online travel agencies, this assumption became problematic. Consequently, the focus shifted to designing and estimating discrete choice models for revenue management, accounting for customer substitution behaviour. Van Ryzin and Vulcano (2015)
The review is structured to cover key aspects of choice-based revenue management. It begins with an overview of demand modelling, discussing popular choice models, their properties, and estimation procedures. Next, it explores assortment optimization, a critical component of revenue management, and its relationship to integrated choice models.
The paper also addresses the broader challenge of tackling the entire control problem in revenue management, emphasizing the need for dynamic control strategies. It discusses the relation to dynamic pricing and provides insights into recent developments in controlling demand over time.
The formulation of the choice-based network revenue management problem is presented, highlighting its stochastic dynamic programming nature. Three main challenges in solving this problem are identified: determining arrival rates and product choice probabilities, evaluating all possible actions for each state, and computing the value function or opportunity costs for different periods and capacity combinations. Mahajan and Van Ryzin (2001).
Despite the complexity of the problem, the review emphasizes the importance of incorporating customer choice behaviour into revenue management strategies to maximize overall revenue. It concludes by outlining potential directions for future research in the field (Farias, Jagabathula, and Shah 2013).
[bookmark: _Toc165197942]2.6 Literature gap

Research on choice-based revenue management in the hospitality industry remains limited, highlighting the need for empirical studies in this area to better understand its implementation and effectiveness. Closing these gaps would provide valuable insights into the implications of smart technologies in hospitality and the development of innovative revenue management approaches.
[bookmark: _Toc165197943]2.7 Summary of the chapter

The hospitality industry is embracing smart technologies, such as unmanned smart hotels (USHs), to enhance guest experiences and save costs. Revenue management practices are evolving across various sectors, with a focus on optimizing inventory allocation and maximizing profitability. Advanced analytics and technology play a crucial role in modern revenue management, while ongoing research aims to further refine strategies and integrate customer preferences for revenue optimization. The results underscore the effectiveness of augmenting average daily rates (ADR), emphasizing the significance of employing optimal pricing strategies (Kimes, 2018). Prolonging the average length of stays (LOS) proved to be influential, while endeavors to enhance revenue per available room (RevPAR) demonstrated notable efficacy (mean = 4.29, SD = 0.67), aligning with the acknowledged importance of RevPAR. The study underscores the critical importance of bolstering occupancy rates, underscoring the necessity for a well-balanced approach between occupancy and rate strategies (Kimes, 2019). Respondents recognized the substantial impact of initiatives aimed at increasing profit per available room (GOPPAR), underscoring its relevance in revenue optimization. While cost containment remains vital, with an emphasis on reducing costs per occupied room, the research uncovered a nuanced perspective on the significance of elevating gross operating profit per available room in revenue maximization (mean = 3.82, SD = 1.05). This sheds light on the role of this strategy in the current industry landscape, offering valuable insights into optimal revenue generation tactics for the hotel sector and emphasizing the pivotal role of contemporary revenue management techniques.



[bookmark: _Toc165197944]Chapter 3. Research Methods and Methodologies
[bookmark: _Toc165197945]3.1 Introduction
In this chapter the subject of this research will be applied through certain analyses of method and methodology which will expand to a different level the idea of understanding and limitation of Revenue strategy.
[bookmark: _Toc165197946]3.1 Ontological Research 
This study explores the role of ontology in bridging the gap between customer demand and product configuration domains. It constructs two ontologies, namely Customer Demand Ontology (CDO) and Product Configuration Ontology (PCO), which are derived from customers' nuanced expressions of their preferences. Through ontology mapping, the knowledge of customer demand is seamlessly translated into product configuration knowledge. By accurately understanding customer demands, the study employs revenue management techniques to customize products, with the objective of offering fair pricing for tailored products and ultimately maximizing enterprise revenue (Jing Wang, 2014).
[bookmark: _Toc165197947]3.2 Paradigm research
Paradigm research chosen is Pragmatism. Pragmatism encourages the integration of multiple perspectives and approaches to problem-solving. In revenue management involve drawing insights from disciplines such as economics, psychology, marketing, and operations management to develop holistic revenue optimization strategies that account for diverse factors influencing consumer behaviour, market dynamics, and competitive pressures. Pragmatist epistemology posits that knowledge is fundamentally rooted in personal experiences, shaped by our social interactions and surroundings. Each individual's understanding of the world is distinct, arising from their unique life encounters. However, a significant portion of this knowledge is also shared within society, stemming from collective experiences. Consequently, all knowledge is considered social in nature. Pragmatist epistemology does not perceive knowledge as an objective reality but rather as a construct aimed at enhancing individual existence and facilitating engagement with the world (Goldkuhl 2012).
[bookmark: _Toc165197948]3.3 Research approach
Abductive research in revenue strategy involves a creative and exploratory approach to understanding and improving revenue generation within a business context (Smith, 2020). Begin by observing and analysing revenue trends, customer behaviours, market conditions, and internal factors affecting revenue generation within the organization (Johnson et al., 2019). This might involve looking at sales data, customer feedback, competitor analysis, and economic indicators. Continuously refine and revise hypotheses based on the results of testing and validation This iterative process helps to narrow down potential explanations and identify actionable insights that can inform revenue strategy decisions. Abductive research in revenue strategy fosters a dynamic and adaptive approach to revenue optimization, allowing organizations to uncover hidden insights and develop innovative solutions to drive sustainable revenue growth. By embracing creativity and exploration alongside rigorous testing and validation, businesses can enhance their competitive advantage and achieve long-term success in the marketplace.
[bookmark: _Toc165197949]3.4 Qualitative Research
The Methodology used in this research is Qualitative. I chose this method to find improvements and understanding in-depth the topic of revenue optimisation strategy. Qualitative research in revenue strategy provides valuable insights into the drivers of revenue growth and helps businesses make informed decisions to maximize profitability and competitiveness in the marketplace (Smith & Brown, 2020). By leveraging quantitative data and analytical techniques, organizations can identify opportunities for revenue optimization and implement effective strategies to achieve sustainable business success. Conduct pricing analysis to determine the optimal price points for products or services. This may involve analysing demand elasticity, competitor pricing strategies, and customer willingness to pay to maximize revenue while maintaining competitiveness.
[bookmark: _Toc165197950]3.5 Grounded Theory Research
Grounded theory research in revenue strategy offers a holistic and nuanced understanding of the factors influencing revenue generation, allowing organizations to develop more effective and adaptive strategies in response to dynamic market conditions and evolving customer needs (Garcia & Jones, 2020). By grounding strategy development in empirical data and stakeholder insights, grounded theory research enables organizations to achieve sustainable revenue growth and competitive advantage in the marketplace. Grounded theory research in revenue strategy involves a qualitative approach to understanding and developing strategies for revenue generation within a business context. Grounded theory is particularly useful when exploring complex phenomena, such as consumer behaviour, market dynamics, and organizational processes, where existing theories may be limited or inadequate.
[bookmark: _Toc165197951]3.6 Samplings methods Research
In this research was chosen seven participants as a sample of this research and to analyses the subject of it. In revenue strategy research, this method could be employed to identify and interview key stakeholders or decision-makers within organizations who can provide valuable insights into revenue-related processes and strategies. Each sampling method has its strengths and limitations, and the choice of method should be guided by the research objectives, the characteristics of the population of interest, and practical considerations such as time and resources available for data collection. By selecting an appropriate sampling method, researchers can ensure that their findings are robust, representative, and applicable to revenue strategy development and decision-making processes (Brown et al., 2021).  
[bookmark: _Toc165197952]3.7 Data collection
For data collection was used face-to-face semi-structured interviews. Gathering information or data relevant to the research question or hypothesis it's a crucial step that lays the foundation for analysis and interpretation. Implement the data collection procedures according to the chosen methods and instruments (Garcia & Smith, 2021). This might involve administering surveys, conducting interviews, conducting experiments, or collecting observational data. Ensure that data collection is conducted ethically and follows appropriate protocols, such as obtaining informed consent from participants and maintaining confidentiality. Document the data collection process, including any deviations from the planned procedures, as well as any unexpected findings or insights that emerge during data collection (Brown et al., 2021). This documentation is important for ensuring transparency and reproducibility in research. Method of collection is interview of several questions. 
[bookmark: _Toc165197953]3.8 Principle of Ethical research
In revenue strategy research, ethical considerations are essential to ensure that studies are conducted responsibly and respectfully, balancing the pursuit of knowledge with the protection of participants' rights and well-being. Researchers must obtain voluntary and informed consent from participants before involving them in revenue strategy studies. This includes providing clear information about the purpose of the research, the nature of participation, any potential risks or benefits, and participants' rights to withdraw at any time without penalty. Researchers must protect the confidentiality of participants' sensitive information, such as financial data, business practices, or proprietary information (Robinson & Lee, 2017). This involves implementing measures to securely collect, store, and handle data to prevent unauthorized access, use, or disclosure. Researchers must ensure fair treatment and equity in the selection and treatment of participants in revenue strategy studies. This involves avoiding exploitation or discrimination against vulnerable populations and ensuring that the benefits and burdens of research participation are distributed fairly among all stakeholders.

[bookmark: _Toc165197954]Chapter 4: Data Analysis and Discussions

[bookmark: _Toc165197955]4.1 Introduction
In this chapter the researcher uses all collecting data based on the subject, the interviews with Director of revenue, General Manager, and few Operation managers. The researcher conducted a comprehensive analysis of the collected data utilizing thematic analysis techniques. Following this analysis, the researcher presented a detailed thematic discussion that delved into the nuances and patterns identified within the research findings. Additionally, the researcher undertook a comparative examination, juxtaposing the obtained results with the existing body of literature. This comparative analysis served to contextualize the findings within the broader scholarly discourse, allowing for a deeper understanding of their implications and contributions to the field.


[bookmark: _Toc165197956]4.2 Analysis and Discussion of the Findings
The researcher analyses collected data from 7 people chosen by researcher, all with great expertise related to hospitality sector. In this section the researcher analyses the gaps of revenue sector by comparing collected data with experienced people who work in UK. Below, the researcher provide a deeper understanding and challenges which are faced on daily basic if are not taken particular action by improving revenue management, the only department which is connected and influenced by all aspect of the business.

[bookmark: _Toc165197957]4.2.1 Necessary equipment and advance technology 

The researcher chooses to explore weakness of hotel industry; therefore, the interview question was open to gain more information related to the title of this research. The couple main issue found and highlighted by most of the interviewers are the innovation, fear of change, communication issue between management company and owners, conflict interest which result to a ‘stand by’ position.

Participant one achieved the title of operation manager with 10 years of experience in hotel industry stated:  Having necessary equipment and advanced technology in hotels is crucial for enhancing operational efficiency, improving guest experience, and staying competitive in the hospitality industry. Advanced technology and modern equipment automate and streamline various operational tasks, spanning front desk operations, housekeeping, maintenance, and beyond. Integrated systems enable real-time communication and coordination between departments, ensuring smooth workflows and optimal resource allocation. Guests today seek convenience, personalization, and connectivity throughout their hotel stay. Keyless entry systems and mobile check-in/out options empower guests to bypass traditional queues and paperwork, providing a hassle-free and efficient arrival experience. In-room automation features, such as smart lighting, temperature control, and entertainment systems, allow guests to customize their environment according to their preferences, fostering a sense of comfort and control.’ 

Participant two, Room division manager has expressed his opinion by stating: ‘Equipping hotel staff with modern technology tools enhances their productivity and enables them to deliver exceptional service. Mobile devices and wireless communication systems enable staff to access information, communicate with colleagues, and fulfil guest requests from anywhere on the property, reducing response times and enhancing efficiency. Automated systems for inventory management, housekeeping schedules, and maintenance workflows streamline operations and minimize manual errors, allowing staff to focus on delivering personalized experiences to guests. Advanced technology solutions, such as customer relationship management (CRM) software and guest profiling tools, enable hotels to gather and analyze guest data to create personalized experiences. By understanding guest preferences, behaviours, and past interactions, hotels can tailor services, amenities, and recommendations to meet individual needs, fostering stronger guest loyalty and satisfaction. Hotels that invest in cutting-edge technology and modern equipment gain a competitive edge in the market. Advanced amenities and digital conveniences, such as high-speed Wi-Fi, smart room features, and interactive guest interfaces, appeal to tech-savvy travellers and differentiate the hotel from competitors. Positive guest experiences driven by technology innovations contribute to favorable reviews, word-of-mouth recommendations, and increased brand reputation, further solidifying the hotel's position in the market.


[bookmark: _Toc165197958]4.2.2 Theme 2: Between fear of change and losing their jobs.

By analysing the whole process of interview with 7 participants, couple of answer matches with one idea, daily routine is one of the most dangerous aspects by getter things changed.

Participant 3, General manager role, ‘Implementing changes to existing processes, systems, or practices can lead to disruptions in day-to-day operations. Staff fear of adapting new procedures or technologies could result in productivity losses, errors, or delays, impacting overall efficiency and service quality. Employees may resist change due to concerns about job security, job role changes, or unfamiliarity with new technologies or procedures. Fear of the unknown can lead to resistance from staff members who are comfortable with existing routines and reluctant to embrace change. There is often apprehension about the financial implications of change initiatives. Investing in new technologies, training programs, or marketing strategies to drive revenue growth involves upfront costs and uncertainty about the return on investment (ROI). Stakeholders may fear that the financial risks outweigh the potential benefits of change. Changes in regulations or industry standards may necessitate adjustments to business practices or infrastructure to remain compliant. Fear of non-compliance and the associated penalties or reputational damage can influence decision-making and resistance to change initiatives. Uncertainty about the strategic vision or objectives behind proposed changes can breed fear and resistance among stakeholders. Without clear communication and alignment on the rationale, goals, and expected outcomes of change initiatives, skepticism and apprehension may prevail.’

Participant 4, Operation manager role, ‘Older workers in the hospitality industry may face ageism and discrimination, particularly in times of change or restructuring. Fears about being perceived as less adaptable or technologically savvy than younger counterparts can exacerbate concerns about job loss or forced retirement. Limited job mobility and career advancement opportunities within the hospitality sector may amplify fears of being stuck in dead-end roles or industries with limited growth prospects. Employees may feel trapped in low-wage, high-turnover positions with few options for upward mobility or career progression. As the industry evolves and new technologies emerge, there may be concerns about skill gaps and the need for reskilling or upskilling to remain employable. Employees who lack the necessary digital literacy, technical skills, or adaptability may fear being left behind or becoming obsolete in the workforce. The adoption of automation, artificial intelligence (AI), and other technological innovations can lead to concerns about job displacement. Automated check-in/out systems, self-service kiosks, and chatbots for customer service may reduce the need for human intervention in certain roles, raising fears about layoffs or downsizing. Hospitality companies may explore outsourcing certain functions or offshoring back-office operations to reduce costs. This can create anxiety among employees who fear that their jobs may be outsourced to third-party providers or relocated to lower-cost regions, particularly in areas where labor is cheaper.’

In this rapidly changing environment, these stories mirrored are example of many hotels which are facing the same issues and can’t proceed with any change for not losing their jobs.

[bookmark: _Toc165197959]4.2.3 Conflict interest between management company and owners.

Conflicts of interest between management companies and property owners often stem from differing priorities, perspectives, and incentives regarding revenue generation strategies.

Participant 5, Director of Revenue and Sales Manager: ‘Management companies may prioritize maximizing revenue to boost their own performance metrics, such as management fees or incentive-based compensation. Property owners, on the other hand, may prioritize revenue allocation that maximizes their return on investment (ROI) and aligns with their long-term financial goals. Management companies may advocate for investments in revenue-driving initiatives, such as marketing campaigns, property upgrades, or expansion projects, to enhance revenue potential and attract guests. Property owners may prioritize investments in cost-saving measures, operational efficiencies, or property maintenance to optimize profitability and protect asset value, particularly in periods of economic uncertainty. Management companies may exhibit a higher risk tolerance when implementing revenue strategies, as they may have less direct financial exposure to potential losses and may prioritize growth and market share expansion. Property owners, with a vested interest in preserving the long-term value of their investment, may exhibit a more conservative approach to revenue generation, focusing on sustainable growth and risk mitigation to protect asset value. Management companies may pursue revenue-maximizing strategies that prioritize short-term gains, potentially compromising the brand reputation or guest experience in the process. Property owners, recognizing the importance of brand equity and guest loyalty in driving sustained revenue growth, may advocate for strategies that prioritize quality, consistency, and guest satisfaction over immediate revenue gains. Conflicts of interest may arise from differences in communication and transparency between management companies and property owners regarding revenue strategies, performance metrics, and decision-making processes. Property owners seek greater transparency and accountability from management companies regarding revenue performance, expenses, and the rationale behind revenue-generating initiatives to ensure alignment with their investment objectives.’

The story above mirroring a barrier between management company and owners often can create a vicious environment for all employee which then reflect into the guest experience.


[bookmark: _Toc165197960]4.2.5 Discussion of the Findings

One of the objectives of research was the key dimensions and factors influencing the effectiveness of revenue optimization strategies	. After analysing all data, the study shows that to get more revenue the main focus is market dynamics, customer segmentation, pricing strategy, distribution channels, inventory management and technology with analytics (Zhang & Zheng, 2021). These factors relate about market segmentation involves dividing the market into distinct groups based on various factors such as demographics, psychographics, and behaviour. Understanding these segments allows hotels to tailor their offerings and pricing strategies to meet the specific needs and preferences of different customer groups (Slattery & Swayne, 2018). Effective pricing strategies require a deep understanding of price sensitivity among different customer segments. By conducting market research and analysing historical booking data, hotels can identify segments willing to pay premium prices for certain amenities or experiences and adjust pricing accordingly (Gretzel & Yoo, 2020). Advances in technology, such as cloud computing, artificial intelligence (AI), and machine learning, have revolutionized revenue optimization in the hospitality industry. These technologies enable hotels to process vast amounts of data, generate actionable insights, and automate revenue management tasks, leading to greater efficiency and accuracy in decision-making (Yang & Wang, 2021). However, the above-mentioned factors are not the only one affecting revenue and profitability of the company. From the interviews taken of 7 participants, has been highlighted different other aspects which needed to be taken in consideration. It has been mentioned about how hard to do any change when all get used in a certain way to work. The difficulty of communication between the management company and owners, different vision, and conflict interest from different views. 

Another objective was to develop a multidimensional evaluation framework that captures the diverse outcomes of revenue management initiatives. From the study found we have revenue performance metrics, profitability and financial metrics, market share and completive positioning, customer satisfaction and loyalty, operational efficiency, forecast accuracy and demand management, channel performance and distribution effectives, risk management and resilience, innovation and adaptability and stakeholder satisfaction with alignment (Cross, R. G., et al. 2021). From the above we can see the relation between revenue management correlating with others department and challenges faced day by day. It is crucial to admit the relation between the service provided, guest experience and many other factors which affect the profit of the company.



[bookmark: _Toc165197961]Chapter 5: Conclusion, Limitation, and Recommendations

[bookmark: _Toc165197962]5.1 Introduction

In this chapter, the researcher goes through all objectives between the study and interviewed findings. Moreover, the researcher discusses about limitation, recommendations for future studies.


[bookmark: _Toc165197963]5.2 Conclusion on Each Research Objective 

This research was directed by four objectives, the researcher found invaluable information and insights of the current well known brands hotel. For each objective it was used the current literature along with interview questions. For Objective 1, Based on the findings of the literature review, it is recommended that researchers and practitioners in the tourism and hospitality sector continue to conduct in-depth studies and empirical research to further advance our understanding of revenue management practices (Kimes, 2013). Moreover, fostering collaboration between academia and industry stakeholders can facilitate the exchange of knowledge, best practices, and real-world insights to inform evidence-based decision-making and drive continuous improvement in revenue management strategies (Kimes, 2013). Additionally, leveraging emerging technologies, such as big data analytics, artificial intelligence, and machine learning, can enhance the effectiveness and efficiency of revenue management processes (Kimes, 2013). For Objective 2, Based on the identified key dimensions and factors, businesses are recommended to conduct comprehensive market analyses, customer segmentation studies, and competitive benchmarking to inform their revenue optimization strategies (Dolnicar & Ottenbacher, 2007). Moreover, investing in advanced analytics tools, revenue management systems, and employee training programs can enhance the organization's capabilities in forecasting demand, pricing products/services, and managing inventory effectively (Dolnicar & Ottenbacher, 2007). Objective 3 To develop a robust multidimensional evaluation framework, businesses are recommended to collaborate with cross-functional teams comprising revenue managers, data analysts, marketing professionals, operations managers, and senior executives (Cross, 1997). By leveraging diverse perspectives, expertise, and insights, organizations can design a customized evaluation framework tailored to their specific goals, objectives, and market dynamics (Cross, 1997). Objective 4 It is recommended that businesses prioritize the implementation of actionable recommendations derived from research findings and industry best practices (Kimes, 2013). This may include investing in technology solutions, employee training programs, process improvements, and strategic partnerships to enhance revenue management capabilities and drive organizational performance (Kimes, 2013). Additionally, fostering a culture of innovation, collaboration, and continuous learning can enable businesses to adapt to evolving market conditions, capitalize on emerging opportunities, and navigate challenges effectively (Kimes, 2013).

[bookmark: _Toc165197964]5.3 Conclusion & Findings on the Research Problem

The researcher identifies few factors of a revenue strategy which can be used as a great support for nowadays businesses, especially hospitality sector. Fear of change or fear of losing job can limit the potential of revenue. Miscommunication between the owner and management company has direct impact to innovation and development of the company, which is the key to success. By using all well-known tools of revenue management is not enough to gain targeted profit, if there is missing a customer satisfaction or a good looking of a product itself. 

[bookmark: _Toc165197965]5.4 Limitation of the Research

The researcher acknowledges the limitation of this study, the interviewers were only seven which is relatively small number by applying and generalize globally. The main focus of the researcher was UK and hospitality sector industry of a well-known brands.

[bookmark: _Toc165197966]5.5 Recommendations

To address the fear of change, or losing job, the researcher of this study recommends that organizations to apply some rules by protecting people who gain huge experience in the field but cannot step out from daily routine. Organising weekly or monthly meetings where the owner must participate to share the real issue which the business face.
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[bookmark: _Toc165197969]Interview Questions
· Can you describe a situation or a challenge when you had a specific target to achieve but the team couldn’t reach it.
· How many challenges in your opinion hotel facing with current trends, innovation, and technology.
· How would affect the fear of change or the fear of losing jobs revenue optimisation?
· How do you personally cope with fear of losing job?
· Have you observed other chain hotels coping the same revenue strategy?
· What kind of support the company/organisation provide support by building a trustful relation between the employee and employer?
· What do you recommend on getting the best result in revenue?

Sample Transcript (Participant 1)

Interviewer: Good morning! Thank you for taking time to respond to few questions and to participate in this research. The research is about Evaluation of revenue optimisation.

Participant 1: Hi, good morning. My pleasure, always welcome. Your research is interesting topic, hope you will share at the end of your outcome.

Interviewer: Sure, may I start with asking some questions related to this research?

Participant 1: Please.

Interviewer: Ok, let’s start with describing a situation or a challenge where you had to hit a target and your team couldn’t reach it, and why?

Participant 1: Yes, we have every month and a forecast throughout all year to reach the target. I have a great team, and everyone does their best on delivering the best service, however, is not always about that. After covid many people decide not to change their field and not to come back on their previous job, therefore we had to employ people with no experience and train them. Another cause is the building itself needs a refurbishment, the lift are not working every 2nd day, we had guest who extend their stay, their room was at highest floor and the lift couldn’t be fixed until specialized company fix the issue.

Interviewer: I see many issues has arisen. How the owner is acting, if know the situation?

Participant 1: The owner is well aware, however, we currently are managed and hired by extended company, which is between the owner and us, therefore not much we can influence. The owner concern is the profit, but with current situation is hard to predict a good revenue income.

Interviewer: How are the guest’s expectation and flux, of arrivals comparing before Covid? 

Participant 1: There is a huge difference, unfortunately. The flux of arrivals has been reduces dramatically comparing to 2019. We have reduced the price a lot to keep the business alive. Our target business is the group tour, airline crew and less transit guest. Therefore, the price for a room has been reduced to minimum.

Interviewer: How in your opinion you can influence the revenue strategy to gain more profit?

Participant 1: We are applying all know strategy, one of it is price differentiation which is directly proportionate by our demand. I must admit is a big challenge to gain more revenue when you don’t have any innovation attract potentials guest or is not delivered at least a basic service by having issue with building itself.


Interviewer: Have you observed any strategy applied by your hotel to be copied to a different chain hotel?


Participant 1: Yes, I did see when we start by lowering our best available rate, one of the closest hotel chains did the same. I assume everyone in the market have the same issue until the business will get back to normal.

Interviewer: What are your suggestions/recommendations to have a successful hotel and raise the revenue?

Participant 1: In my opinion there should be a clear communication between the owner who have high expectation and management company. If operationally is provided a great service by applying some of the advance technology, you can have a successful hotel.


Interviewer: Thank you for your time, I appreciate it.

Participant 1: You are welcome.
