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The focus of this consultancy report is to analyse all aspects that may be preventing the client/premises creating as much profit as they should. Essentially – the report will guide Oku Ibiza (San Antonio) to raise their revenue. There are a few influences that will impact previous results. Romashko (2020) revealed to us ‘although every hotel is different the outcome can be similar. Most properties base their revenue on guests’ opinions and demand from the client.’ Although – it can be deemed as difficult to determine the right action plans to improve the desired results (in this case – a higher revenue.) 

Oku Ibiza have asked Direct Consultancy to assist in refining occurring problems that incurred problems with profits last year (2020) and further to express strategies to increase their strategies for a better future. Altexsfot (2018) reveals that ‘customer segmentation, forecasting demand as well as yield management and pricing – are all necessary points to discover issues the hotel may face whilst income is decreasing.’ The procedure that the consultancy team will got through to establish major issues will go similar to the following. Identify current and previous issues with profitability, consider the expectations for the management team in the future, prepare an action plan to convert more profitability. The aim of the report, is to reveal why said complications occurred, and plan how to improve these if/when profitability drops again. 

Guests are always the main focus in any hospitality setting – more importantly in hotels, but the issues of profitability does not always lie within that department. The management team or those in charge of guest satisfaction need to consider a few pints even before guests’ arrive – customer demand, guest expectations during their stay and nowadays probably most importantly – their online reputations, all be it on sites such as TripAdvisor. However, staff may face challenges that they are not adequately trained to face, staff competency, and un-professionalism can drag down the profit margins, a bad stay – will result in a non return. Szende P (2021) revealed ‘competition can be in the surrounding area, as well as online judgement’ hence the importance of how the hotel appears on such TripAdvisor (or similar) sites. 

Uncertainty for business, however begun in 2020 – following the coronavirus, where the hospitality industry was hit hard, worldwide. Catal Consulting (2020) revealed ‘we don’t have any miracle solutions.’ Therefore, some of the findings may be crisis related, it is equally important to address said issues, as if a pandemic was to occur again, the industry should be prepared and ready to take the necessary approaches to continue to operate safely. 

Mistry (2021) reveals to us ‘uniqueness and trends are the main competition that hotels are facing to meet guest demands.’ The motto for hoteliers should be – Profitable Business. Granted, it’s not always easy to create a plan and stick to it – the considerations of substitutes are necessary and quite often marginally used in the industry. Hoteliers must keep up with the latest trends and demands, when consumers are seeking alternatives, they should be on demand. The consultancy report will be used to analyse further how the hotel is using the marketing strategies, alongside the potential target market in the area (San Antonio). Partnered with this, we want to ensure the hotel is using the newest technologies and communication platforms in also measuring the costs of distribution. When we consider the location of Oku – not each hotel in the surrounding area will consider each element to beat the competition. Numerous competing businesses will miss minor points such as correct and appropriate marketing, partnered with the use of technology as to some its not deemed at crucial. Netaffinity (2021) reveals ‘every detail must be examined to see how it works in conjunction with the busines, to analyse if it works against the revenue levels.’ 

Moving forward, Oku Ibiza need to detect any revenue problems and further strategize the best solutions to increase their earnings soon. The ideal main focus of this consultancy report is to analyse the principles of customer experiences and how their expectations can be met. In addition to these the current marketing strategies, technology use, challenges faced, and crisis impacts will all be considered. The desired expectation is for the hotel to obtain their wanted results using the strategies given to direct them in the right way with the accurate steps. 
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When we investigate hotels, we see that guests are only a small element into a more major issue. Site Minder (2019) reveals ‘value for money or satisfying your customer’ is the key to any successful business. Having a well-structured revenue management team, partnered with desired products is key. The uniqueness of the services available, as well as special offers is what will attract guests to any premises. At the top of almost any list of improvements lies – demands and expectations, to amaze guests with distinctive, memorable one-of-a-kind experiences. The opinions and also recommendations (reviews) of/to others can be a crucial part of the profitability of any business (not just in hospitality.) 

The purpose of the report conducted by – Direct Consultancy will aid in identifying challenges that Oku Ibiza have faced, or may well face in the future. Alongside, any competition or long-lasting effects that they may not currently be aware of. Direct Consultancy has taken on the role to bring light to the issues of why sales have fallen at the chosen destination. The report will contain the uses of such SWOT and Pestle analysis’ to aid in finding the issues. Findings by Hayes & Miller (2010) reveal ‘the marketing mix, forecasting and management strategies are the key to success.’ The principles of all pasts, present and future data can be used in conjunction to find the optimised results. The main focus that needs careful consideration in the industry is – occupancy rates. The sales team, or likes of, must look into occupancy rates of previous and peak times, and further predict the future rates. However, as we have experienced – sometimes the unexpected can occur where a global crisis occurs and, in that case, – nothing can be done. In most cases, all it takes is an outsider’s perspective to the business and shedding a little light on the situations can inevitably prevent these worst-case scenarios from taking place.

[bookmark: _Toc74256966]Oku Ibiza 

‘Nestled among foothills, Oku Ibiza will be re-opening its doors to Summer 2021 offering a five-star retreat.’ Oku Ibiza is everything you could want for that laidback luxury vacation. Some call it ‘Bohemian Minimalism.’ The hotel is a stylish hotel for those wanting the best of the Ibiza lifestyle, without the hustle and bustle. Offering high-quality foods and drinks. Consisting of suites, penthouse suites, a spa, a gym and even a private villa. The premises pride itself on the philosophy of using locally-sourced foods. Oku Ibiza (2021) reveals ‘we offer a daily changing menu of internationally-inspired dishes.’ – which means that no night is the same food! 

Having researched the reviews on trusted TripAdvisor, the majority if reviews are of positive form, whilst contrastingly only a minimal of the reviews take a negative form. Importantly, the negativity of the reviews came from the staffing aspect. As part of growth strategy – Oku Ibiza will choose to focus on continuous growth by aiming to recognize the issues at the very early stages. If you take into consideration, that the hotel itself isn’t that old – only around ¾ years. It yet, has a reputation for itself (consider that the industry lost an entire year due to the covid crisis. Having read the reviews, positive and negative – the hotel need to consider the attitudes of their staff – Front of House are those who deal directly with the guests, and mainly have an impact or reflection on their satisfaction during their stay. Shapoval (2019) reveals ‘The department works directly with arriving guests alongside handling the basic operational tasks such as check-in and check-out.’ Given the importance of the role in the operations of the hotel, it becomes essentially vital for the hotel to identify issues existing there. 

Some of the negativity comes from the destination of the premises, or the distance to the sea. Typically, if you go abroad you want to be able to see the beaches or the sunset over the horizon. The distance, or lack of views may be another factor influencing the profitability of the premises. However, from relevant research, the website doesn’t say directly you can see the sea from the hotel, or that you can’t. Perhaps an error on customer part? For the purpose of research, relevant review sites were accessed and studied carefully. The findings prove that the more negative reviews contain aspects of the hotel undergoing construction, a few reviews mention ‘the hotel was not actually ready for our stay, but they gave vouchers for the inconvenience.’ Whilst they should have been given an estimated time/date for completion, there may always be complication, so whilst a voucher doesn’t solve the issue, it resolves some of the disappointment of the customer. To understand further, some of the criticism – a SWOT analysis should be completed, to compare which aspects may have a direct impact on the profitability. 
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	STRENGHS
	WEAKNESSES
	OPPORTUNITIES
	THREATS

	· Newly Built (ish)

· Away from the party

· Reputation

· Food Quality (Local – Green)

· Onsite Facilities

· Guest Satisfaction

· Insta – worthy 
	· Newly Built (imperfections)

· Far from coastal lines

· Irregular cash flow

· Seasonal Destination

· Pandemic

· Construction
	· Increase bookings

· Use new technology

· Hold Events 

· Create a Brand

· Create a reputation/name for the brand
	· Pandemic/Global Crisis

· Cheaper Accommodation

· Competition

· Staff

· Distance

· Poor Reviews



The analysis, gave the writer an opportunity to further understand all the beneficial points of Oku Ibiza. The strengths of the hotel is that it’s fairly newly built, a lot of ‘competing’ hotels look a bit run down, or like the typical Spanish hotels – rounded windows and red bricked. The difference with Oku is it’s got a relaxed vibe about it, ‘a zen style hotel’ which attracts the sort of clientele whom may not want to be a part of the party life. Which leads onto the next strength. Perhaps, being secluded, or a fair distance from the expected rowdiness of Ibiza comes as a great strength, especially with the new shift to respectful tourism. A great strength, that needs pointing out, is that the hotel is new. Meaning, that they still have time to create their own desired reputation, not really a bad word in edgeways. A huge positive that comes to Oku is the on-site facilities. I discovered, that Oku have their own Spa facilities which is exclusive to guests, alongside this is on-site gym, partnered with daily yoga classes. Whilst this may not be acquired to everyone’s taste, they are meeting the majority of customer demands. When in Ibiza, you go for the music, the concerts etc – it comes very beneficial that when you chose to stay at a resort, they host their own shows – Oku Ibiza hosts live music events, which highly competes their competitors.  A focus that is quite heavy in discussions at this present time is – green routes. In this case, how far food has to travel to a destination for want of a better sentence. Putting into context, if the food has been shipped, then it’s not as fresh (common sense being – the longer it’s sat in a lorry or van, the longer it’s not being consumed.) Hence, why it comes as a great deal that Oku pride themselves on using sustainable and locally grown foods. Countless competing hotels, industry-wide won’t consider this a matter, when in actual fact it is – alongside the variety of choices available. No-one wants to be consuming the same foods for the duration of their stay. Oku, have multiple choices for dining on-site and daily changing menu’s which will suit everyone’s taste (more than just once.)

A focus that also needs great detail and care, is keeping up with the trends, or the times. Oku Ibiza, has not long been re-furbished, or re-constructed, so it’s classed a relatively new build. Whilst this subject has already been covered, I want to re-emphasise the importance of keeping up with social media platforms. If you look at Oku, it’s not your typical Balearic venue – it has a more Scandinavian vibe to it. A more relaxed feel, whoever designed Oku, knows what they’re doing. The place will make any body’s Instagram feed look impeccable – which in a sense is a form of free advertisement. All of the strengths that make Oku what it is, and what it will be allow endless opportunities for retreats. Meaning that every guest can find something for themselves and satisfy their needs.

Obviously, not all in the industry is glitz and glam and positive, there tends to always be an underlying negative – or in this case, weaknesses. To the naked eye, some may go unnoticed in the first place. One of the main focuses, that were brought to attention in some reviews, was quite literally the views. With Oku being that little bit far from the well-known nightlife, thus also means that they are not particularly as close to the multiple beautiful bays and beaches as some would like. As unfortunate as some may see it, there is not a great deal that anyone at Oku can do, unless they were to build their own beach – which the chances seem slim to none. A more obvious weakness for Oku, comes as Ibiza in general is a seasonal destination – which means that in the 5/6 months of the year that everyone visits they will be extremely busy, whereas winter for Ibiza is quiet. This, means that not only Oku but almost every competing hotel will have what’s called an ‘irregular cash flow’ to some it’s normal – a busy summer, and a quiet winter. What I would suggest, is trying to promote the winter stays. But, again not a huge deal can be done to resolve said issue. 

Let’s discuss opportunities for Oku. Opportunities will arise like flames from the ashes for Oku as tourism is reborn in a post-pandemic world. Opportunities for any hotel can bring a little light to the property, a bit of life per say which would generally lead to more bookings. Being recently re-constructed Oku may find it advantageous to use a more updated computer system to develop quicker check-ins. Taking into account the post-pandemic world, w=is contact free the new way forward? Could Oku design something to perhaps prevent the need for each guest checking in at the front office. I guess, many new opportunities will arise in this new way of travel life we will all have to adapt to. Now that, tourism bans are soon coming to an end, this will incline a greater deal of visitors than the more recent past for Ibiza – Oku need to analyse the travel situation carefully and implement strategies allowing them to continue to operate safely, but allowing things to be as normal as they can be – we still want to see that little slice of Bohemian Luxury at the top of their game. I feel that as a relatively new brand, Oku have wonderful opportunities to create a name for themselves, a brand that everyone will remember. In general, their advertising and how they attract their target market is fab. However, why only in Ibiza and Kos? Could Oku create a brand standard, and implement their styles all over the world? I strongly feel that they could – and this should be considered, there are many more beautiful, picturesque countries and islands’ on the world – compete in the industry and get out there. 

The final part of the SWOT, lies the threats that Oku face. If we look at current threats, then the most obvious is the threat that the pandemic still carries with it. The pandemic saw the summer of 2020 close everything, for Ibiza the party stopped. Whilst gradually things begin to return to a form of normal, there is no guarantee that we as a world are out of the woods yet. The hospitality industry as a whole was hardest hit, each premises closed – no indoor or outdoor dining for months, even now here in the UK, indoor dining has only just re-begun, how will this differ to Ibiza? There will now always be that added risk of ‘what if’ what if coronavirus number rise and things close again – unfortunately nobody is able to predict the future, and it will be a case of – assessing the situation, implementing strategies to overcome the situation and then moving forward. The same as in day-to-say life. Partnered with the listed threats comes the likes of AirBnB – will people want to stay in a hotel full of people, or will they more inclined to book a private house/villa and keep themselves secluded. There are ways to overcome this, which if necessary will again have to implemented. 

A final threat that should be focused on, is bad reviews – whilst it comes also as an opportunity that Oku have no great brand name or reputation it can also come as a threat. Picture it – one bad review gets out, and is dealt with poorly that can ruin a business, and give a bad reputation. To deal with this, Oku need to have a dedicated team to deal with all reviews positive and negative – and remember that online reputation and how they are deemed online is key to success. One thing to remember is that negative reviews can be used as constructive criticism, the customer is always right and never wrong – use the reviews to build on them, and overcome the issues, invite the guest back to satisfy their stay having fixed the problem – it may be that they become a regular customer, and stay more than twice a year. Customer satisfaction is they key to running any business. 
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	Political
	Travel Bans, Government Restrictions, Tourism Taxes

	Economic 
	Investments, Inflations, Weakened Currency, Budget

	Social
	Social Media, Discrimination, Nationalities, Languages

	Technological
	New Technology, Social Media, Blogs, Travelling Websites, Reputation

	Legal
	Data Protection, Premises Licenses, Welfare and Safety of Guests, Truth in Menu Law

	Environmental 
	Eco-Friendly alternatives, Climate, Nature, Healthy



The political side which is now heavy in the times, is the travel bans and government restrictions, which essentially means that really for the past 12 months Oku had to rely on the more domestic side of tourism, so not a lot of international tourism. When we look at a more political side, something that needs attention is the tourism tax – will tourists be acceptable to pay a tourism tax, for the cheaper resorts it’s not a lot, which perhaps would lead guests to the lower costing properties on the island. The economy of the entire Balearic has changed, meaning the hotel has to work harder – what also needs to be considered is the economic costs that come with inflation. Holidays are now going to become more expensive, than ever before. A week in Ibiza pre-covid was only around £153, now researching post-covid costs are between £256 - £332. The idea does not work, understandably Ibiza re trying to make up for lost revenue, but the way they are going about is wrong – they should keep the costs to a minimum in order to attract a higher number of potential visitors. 

When we compare the UK to Ibiza, there’s a lot to be taken into consideration. Wingett (2021) ‘Within the hospitality in the UK, over 43% of workers are foreign nationals, who are conducted with discrimination and language barriers.’ Let’s look at Ibiza – a Spanish island, potentially allowing the opportunity for Spanish to be the prime language, although English is widely spoken there – will this portray language barriers between staff and guests? Perhaps Oku need to consider, how much English their staff are able to speak. Another focus on the social aspect of the Pestle, lies Social Media. The impact, of such platforms is the more trendier part of the industry, we widely see all sorts of experiences being posted on the likes of Instagram, which allows for new marketing strategies and can lead to how the hotel is portrayed on their online reputation. Social media, is a heavy part of life nowadays’ as well as travel blogs and websites – it all links to reputation and others’ opinions, which ultimately will assist or ruin the business (to put it literally.) 

Frue (2019) reveals ‘as the research is wide all points must be included, law and legal features followed.’ For example – the laws of such Data Protection, no personal details of any guests should leave the hotel at any cost. Another law that may be missed, or over looked by a naked eye, is the licenses. Until what time can Oku serve alcohol until? This is something that needs great attention to details, as if it is not followed correctly, could cause the premises to be forcefully closed. When we look more into the food side of the premises, what needs to be considered. It must be displayed if any dish contains any of the fourteen allergens by law, as this could mean a literal case between life and death. As well as these, the basic rules of business should be followed to ensure that the safety and welfare of guests is always looked after and cared for. 

The final aspect of the PESTLE to consider is the environmental aspect of Oku. Trending quite hot is the use of such bio-degradable products, mainly straws for drinks. Oku is definitely a premises to keep up with the trends, and will execute this perfectly. In addition to this, another focus to be considered can be the climate in the area – Ibiza is a hot island, warm temperatures and great humidity, allowing the perfect weather to grown the fresh produce that Oku use in their wonderful eateries. The final focus from the environmental aspect is the organic or green side, this has already been touched upon – but just to re-iterate, the uses of locally sourced foods that are sustainable. Oku (2021) reveals ‘with the sustainable locally sourced foods, we are able to provide a daily changing menu.’

Direct Consultancy advanced their research, in doing this applied another strategic method to investigate and criticise the revenue issue at Oku. 
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	Product
	Services, Facilities, Classes (Yoga), Attraction

	Promotion
	Brochures, Websites, Social Media, Travel Guides 

	Place
	Landscapes, Quiet Side, Climate

	Price 
	Seasonal Destination, Packages (All-Inclusive etc.)



 The product aspect of said Marketing Mix, can be divided – firstly, and most obviously we have the hotel itself, and the need for people to get on vacation and enjoy themselves. Another focus of the product, can be the eateries, bars and juice bars – an offspring of the main product (hotel). Another aspect of the product would be the Yoga classes, some may choose this as the reason to stay at Oku, as well as the on-site facilities. The included options at Oku, may be the reason guests choose to stay with them and not an AzuLine hotel on the island. 

A crucial element of any business is – Promotion. Social media platforms work well as a promotional tool, each summer (or just before) you will notice your socials filled with nice sunshine pictures, and bars abroad – getting you looking at potential holidays, or even dreaming! Having a well structured website, like Oku will be seen as advantageous, guests are able to research the facilities and standards before even arriving, however they may get a sense of expectancy from too much fantasising, hence why this is a risky tool. Saying this, Oku have mastered their website – easy to use, and lots of attention to detail. 

The place itself is outstanding, and really it’s insta-worthy. A little slice of luxury, some call it. I guess what makes Oku special, is that you’re not right in the centre of the party life, which comes partnered with the riff-raff. Whilst it’s only that short distance outside of the hustle and bustle, it’s not noticeable. This, will itself attract the more laid back guests, those not wishing to party each night away. The climate, well it speaks for itself, one of the reasons why us Brits jet away  - the sunshine. 

The last aspect to consider is the price. Price can be a tricky thing, especially for a seasonal destination, it’s hard to juggle when to slash prices of stays. Typically, when the season has yet to begun is when prices in Ibiza are low, however these prices shoot up for peak season, especially with prices being high due to lost out revenue, will this spell problems for Oku? The subject needs further considerations and attention to detail. 
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As already discussed, there are various multiples that would inevitably cause the revenue of a business to fall. Some may happen to beyond anyone’s control – such as the Covid-19 Crisis. Yet, it’s still equally as important to note these – for the purpose of analysing. Essentially, the easy answer to gain more revenue is to gain more bookings – seems simple enough, right? However, it’s not as easy as it is said, due to the components that enable the hotel run smoothly. Verret (2008) reveals ‘Sometimes one element alone does not work, and the entire system fractures.’ In the case of Oku, the system is quite literally the running of the hotel. 

In order to investigate the issue efficiently and solve the issue in the most appropriate and suitable ways, different management techniques should be applied to see whether the goals and targets are met. In order, for this consultancy report to be of success, Oku should take on board the strategies given to enhance their revenue. First and most importantly lies the staff. The staff in any business setting, are those who give the reputation of the business, and so they should be professional at all times. One thing, that would be advantageous for Oku, is to check in with their staff. Square (2016) reveals ‘the staff are more motivated, with recognition from the employer. As a result, they will work more efficiently and sell more products.’ In acknowledging staff, praising them for good work – they will be happier in their roles, times are uncertain enough with the pandemic, a nice comment will go a long way. 

Keeping or upholding motivation in staff, will also allow for the smooth running of the business, in a team playing sense. Therefore, providing training or development days for staff will prove itself of benefit. Armstrong (2006) revealed ‘one underperformer within the team can reduce the entire teams’ productivity by between 30 & 40%.’ The Human Resources management team at Oku, should regularly discuss performance with team leader’s in order to progress some staff in their careers, and as harsh as it may sound – let those underperformers go, or find a better suited role to their capabilities. 

To summarise management techniques, Oku Ibiza needs to review their team and make necessary alterations to ensure the team are performing to the standards set. Although, management like to see potential in everyone – sometimes in business, that’s not the case and in this instance what needs to be considered is what’s of benefit to the business. Tranter (2008) says ‘all it takes is one sore thumb, to spread negative energy throughout the workplace and customers tend to notice these things, and aren’t too keen to return.’

 The main focus of this consultancy report, is to address why Oku have faced troubles or uncertainties with their revenue. After analysis and different techniques, the most obvious and logical reasoning for lack of revenue is the Covid-19 crisis. Baskas (2020) revealed ‘experts can agree that it is an unexpected situation and the solutions to the matter are limited due to the virus, which is not controlled by anyone.’ Whilst the industry has done all they can to implement different strategies and safety measures to make guests more comfortable and at ease – travel bans and restrictions are the cause of the plummet in tourism numbers. 

Oku have recently invested a lot of spending into face-lifting their premises in the hope of return in revenue – however the Coronavirus saw this as not the case. However, modern technology being introduced and the use of green sustainable products (eco-friendly) is seen as a main management strategy, which comes partnered in keeping up with the latest trends. In assisting the environment, as well as allowing people to be aware that used products aren’t all bad for the environment allows Oku to be a bit more ‘trendier’ leading to becoming a more popular choice for visitors’. 

Doyle (2020) reveals ‘not only solving the issue is a matter, but remembering and learning something is vital.’ When we look to the future for Oku – the priorities and most crucial steps would be to offer special deals and unique packages, in order to attract a variety of guests’. In the sense of returning to a normal sense of tourism, it is rather beyond the control of Oku themselves – Oku can show their activity to the public via various sources of media platforms. In doing this, when tourism return to normal, there will be strings of guests dreaming of visiting and enjoying their slice of luxury. 

If we look at the statistics for Ibiza in general for the duration of the pandemic. Gibbs (2018) informs us ‘The Balearic Islands receive the largest proportion of the UK’s outbound tourism.’ The impacts of the Coronavirus crisis, saw this heavily impact the British numbers – ‘Ibiza’s British Tourism is down 93.5%’. In any ordinary summer, obviously pre-coronavirus, occupancy rate in Ibiza is at a staggering 90%, whereas the crisis saw this figure plummet to 30% - utter heart-breaking. Now we are still in uncertainty, all Oku can do is to keep watching if anything changes, and perhaps make uses of the domestic tourism, keeping the businesses open and running.

Customer, or target market segmentation can be seen as an issue for the higher ended hotels similar to Oku. Typically, they attract the middle-ages generations, the Gen-Z’s would consider it out of their budget, perhaps some cost cutting or discounted rates should be looked at to boost tourism. To summarise the statistics given within this consultancy report, we need to see some form of travel-rebound in order to witness any real changes in Oku’s revenue, having recently re-furbished before the pandemic hit, they were not particularly busy. I aim to see big things happening at this hidden gem of a place, so watch the space Oku.
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	Department 
	Investigations
	Steps

	Kitchen
	Organic Foods & Local Produce
	Vegan & Vegetarian
Gluten/Dairy Free
Local Farmers/Butchers
Shellfish

	Food and Beverage
	Up-Selling
Juice Bars
	Substitutes
Local Wines/Spirits
Cocktail Club

	Reception
	Increase Bookings
Social Media
Website
Selling Brand
	Promotional Media
Keep Website up to date
Organising Events


	Rooms
	Cleaning Safety
Extra Measures – Covid
	Cleaning Frequently
Sanitizing

	Outdoor Maintenance
	Uses of Space 
	Outdoor Marquee’s
Use of more Outdoor Space



There are different findings from research that could be the cause of why the revenue has fell for Oku – besides from the obvious – Pandemic. There are other factors, that should not be looked over or ignored. The above table, briefly gives extra steps for Oku in moving forward, extra considerations to ensure they stay on the top of their game, and increase in success in the future. 

First and foremostly, the kitchen. Everyday, we see more and more people with special diets, wanting more varieties of dishes, that are not just boring substitutes. One thing, Oku should look into is expanding their knowledge of foods, and different dietary requirements in order to cater to a wider variety of guests. Being an island, something that should be utilised is the land, perhaps look for locally sources as much as possible, this is a big deal nowadays, and to advertise ‘local’ will come as a very unique selling point, to those wanting insta-grammable moments. Linked with the kitchen department lies the food and beverage – heavily associated with Ibiza of course! In the same sense, of using locally sourced foods, is there any alternative products that support Ibiza’s local trade? Yet another unique selling point to consider for Oku in the future. Upselling drinks, or creating a signature drink is part of the role of any bartender – Oku should market this very reliant department carefully in order to make up for their lost sales.

Reception is where the guests first encounter the staff – reception staff set the standard fro the rest of the guests’ stay. A vital piece of information to consider. For Oku, a higher online presence is needed, the place is such a hidden gem, as in you’ve probably only heard of it from a friend of a friend. A better online presence, in the promotional sense will automatically increase revenue – more people will be attracted to see the beauty behind the walls, what lies behind Oku. Events are a good way to involve guests’ in also attracting them – hosting parties, will incline more people to stay with Oku – people are lazy and won’t want to travel, so simply host the party so all they have to do is walk up the stairs. With the added precautions that Covid-19 brought with it, extra steps are now enforced in cleaning schedules for housekeeping – CDC (2021) reveals ‘all public surfaces at the hotel must be sanitised each 8 minutes.’ Which will be the cause for the need of more housekeepers’. Once covid-19 returns to the woods, these necessary steps should not be discarded, they are vital and should be a part of day-to-day cleaning. Increased risks, come with the need to wear PPE – a small price to pay personally. Oku need to ensure all staff are suitably trained to ensure each task is done correctly and efficiently. 

A few last items to recognise is the use of outdoor spaces, now especially with the added risks of being crammed indoors with multiples of people – Ibiza has the climate and the weather, is it possible to transform some outdoor un-used space to cater for more people, more opportunities to dine outdoors, or drink outdoors – the new adaptations of life to ensure guests and staff are safe – it’s worth it. 
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Firstly – Oku need to consider the recommendations given in order to further increase revenue in the near future, once international travel can rebound again. I hope that my advice can show you how to increase your possibilities into a successful future for your premises. Some points of considerations may have been over-looked previously, but I assure you all necessary points are vital to success. 
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