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The Seacrest Lodge is a vacation hotspot for many tourists and locals. It offers breathtaking views of the coastline along with a jazzy bar and restaurant. However, in the recent years, Seacrest has had a difficult time trying to stay afloat. While the location is extremely important (Yang and Tang 2018) and is the one thing going for the business, the service, amenities, facilities and décor have all seen a significant downfall. It turns out the location isn’t enough to drive in foot traffic and guest’s now have turned to competitors in order to get the services and qualities Seacrest used to offer. 
All is not lost for Seacrest yet. Productive financial decisions along with an effective turnaround strategy can help transform Seacrest back into a dream vacation spot. An eagle’s eye view must be taken of the overall lodge in order to locate the areas of improvement. A potential budget must also be forecasted in order to predict the outcome of the strategy and whether Seacrest is on track on its path to recovery. 
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[bookmark: _Toc160136546]Income Statement and Balance Sheet 
The performance of Seacrest Lodge in 2021 was exceptional. Despite the pandemic (Sharma et al. 2021) and other restrictions, Seacrest managed to deliver a good financial performance. Sufficient revenue was being generated with manageable operating expenses. Seacrest had an above average liquidity ratio and a good standing equity which pointed towards stakeholders being interested to invest in this company. A cause for concern stood at the long-term debt which could hinder the cash flow of the business as interest payments needed to be paid to the financing party (Chen and Yang 2021). 
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The financial statements of 2022 help us understand the downfall or the start of it at least. Revenue decreased from 1.2 million to 1.1, and operating expenses increase by 50,000. This itself is a cause for concern since less customers are coming in due to unsatisfactory services or sub-par maintenance of facilities. Moreover, the increase in operating expenses points towards less efficient operational procedures. The balance sheet further signifies the threat as liquidity of the company has decreased and the company does not have sufficient funds to deal with any contingent liabilities that may arise (Farahvash et al. 2020). Furthermore, accounts payable has increased showing a possible short term debt or credit purchase in order to continue running operations (Nguyen et al. 2020). While the profitability is still present, 2023 could prove to be a tough year if strict measures are not put into place. 
As stated above, 2023 did prove to be a major cause for concern. Revenue dropped significantly as many customers shifted to the competitors. Operating expenses crossed the revenue generated and this just shows the operational inefficiencies that were taking place at Seacrest. The current assets of the lodge also dropped sharply as they had to pay off their short term loans, however even that was not enough. A major portion of the property and equipment needed to be sold in order to keep the business afloat. This is a major red flag as the lodge was now downsizing just to keep them in business. Short term loans and credit purchases continued to increase and shareholders either sold their shares or did not re-invest as the equity of the company dropped sharply. Seacrest was also not able to pay any dividends due to the net loss and this drove away any new investors who were interested in Seacrest. 
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The hospitality industry is very volatile and dynamic (Legrand et al. 2022). While a few entry barriers may exist, once a lodge is set up it can attract plenty of customers in a short amount of time. Customers now demand value for their money and won’t settle for sub-par experiences (DA Tasci et al. 2017), much like what Seacrest was giving them. Guests would not think twice before switching over and brand loyalty means nothing if the brand can’t deliver on quality. Since it’s an era of digital advancement, many guests look at reviews before making any booking and a word-of-mouth advertising is at an all-time high (Van Nuenen and Scarles 2021). The more of a positive experience a guest has at any lodge, the more prone they would be to leave behind a positive review (Phillips et al. 2017).
Companies now tend to battle it out online. Digital marketing has spread like wildfire and each company prefers to capitalize on the opportunities available (Parvez et al. 2018). Whether it be making reels on Instagram to displaying their content on TikTok, hotels ensure that their promotional strategies are portrayed far and beyond just the hotel walls. Thus, if Seacrest were to get back on track, they would need to employ most if not all of these strategies. 
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The biggest thing going on for Seacrest, is their location. The lodge is located just off the coastline and despite their services and other facilities being extremely sub-par, revenue is still being generated and this can be attributed to the location of the hotel. Moreover, Seacrest isn’t just a start up failing to increase its market share, it is a well-known brand with a history of exceptional service. Their previous profitability also holds promise in effectively turning their crumpled state around back into a profitable one.
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Many competitors have now entered the industry and customers now have several options to choose from (Casado Salguero et al. 2019). These competitors offer customers those facilities which Seacrest is unable to offer them at the present point in time. The online reviews don’t aid Seacrest’s case either. Customers are more prone to following previous reviews of customer’s experiences, and in the case of Seacrest this does not carry good news. 
Their declining service quality has run then down in terms of positive feedback and the internet is filled with the shortcomings of the lodge. Negative reviews can burn a company to the ground (Casado-Díaz et al. 2020).  The room occupancy has also dropped significantly ever since 2021 which just sums up everything as guests are unwilling to visit the lodge due to their many hindrances. 
[bookmark: _Toc160136551]Opportunities
It’s not all lost for Seacrest as their previous profitability and experience as a leader in the industry shines some light for their future. If the lodge invests in new décor and furnishings (Sadhale and Sathe 2021), that could be a potential turnaround point as customers would feel that their feedbacks and complaints have been acknowledged. Moreover, Seacrest can leverage the location of the lodge to its advantage and work on introducing more water related activities in order to drive in engagement and ultimately revenue. Social Media Marketing tools are also available pretty easily and do not require a ton of experience or investment in order to use them to their advantage (Felix et al. 2017). Seacrest can engage their social media team to create content and develop other marketing strategies. 
[bookmark: _Toc160136552]Threats
The threat of competitors is still at large. Even with its existing strengths and opportunities, there still is a chance that the condition of Seacrest is beyond salvageable. Customers might have built certain loyalty for the existing competition and may be reluctant to shift back to Seacrest. Moreover, the economic conditions are not in favor of the hospitality industry. Rising interest rates and economic uncertainties points towards customers unwilling to shell out on vacations and instead choosing to save up for future rainy days or re-invest their savings (Khan et al. 2021). Even consumer preferences pose a threat to Seacrest and the lodge must devise a possible plan in order to stay relevant to the consumers. 
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The turnaround strategy must look into all factors and prove to be beneficial to the lodge as well as the customers. For starters, the lodge can change their current branding or focus more on strategic advertising to set themselves apart from the current competition. Strategic advertising refers to focusing on customers that are more likely to return to the lodge and create engagement from them rather than trying to appeal to a large audience all at once (Rosenbaum-Elliott et al. 2020). 
Secondly, financial restructuring needs to take place. Other sources of revenue must be sought after and considering the location of the lodge, water related activities such as jet skiing, water volleyball or a cruise around the island seems like potentially profitable methods to generate revenue. The long term debts need to be re-structured as well (Kim et al. 2019). Longer credit terms can be worked out with the creditors with a relaxed or floating interest rate in order to ease the burden on the cash flow of the business. Meanwhile other sources of finance can be looked after such as equity based investments in order to continue operations. 
Thirdly, several internal renovations must be made. These include revamping the whole vibe of the lodge and offering the customers a completely different and enriching experience. The décor and furnishings need to either be renovated or replaced and facilities such as the restaurant and bar need to offer a continental menu to add to the aura and atmosphere of the lodge. Training sessions can be provided to chefs and a menu can be put together that provides a taste of the sea. The bar can offer cocktails and beverages served in coconuts to once again add onto the whole atmosphere that is being created. 
Lastly, Seacrest must engage in the digital advancements that have been made. This encompasses everything from the social media advertising to a feedback system that lets customers dial in their feedback at the facilities and potential areas for improvement. This also leads to a more personalized experience for the guests as they would feel that Seacrest is going that extra step in ensuring guest satisfaction (Peng and Zhang 2020). The social media team can be engaged to create captivating reels and short videos detailing all the changes that have taken place within the lodge as well as the additions to the activities (Leung et al. 2017). It can be edited to appeal more to younger audiences and thus drive in traffic. 
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	Income Statement
	2024
	2025
	2026

	Growth
	4%
	8%
	15%

	Revenue (Projected)
	£988,000
	£1,067,040
	£1,227,096

	Add:
	
	
	

	Staff Training and Development
	£3,000
	
	

	Interest Payment
	£25,000
	£25,000
	£25,000

	Increase in Projects
	£85,000
	£85,000
	£85,000

	Operating Expenses (Projected)
	£1,125,000
	£1,105,000
	£1,093,500

	Gross Profit
	-£137,000
	£37,960
	£133,596

	Net Profit / (Loss)
	-£80,000
	£22,040
	£193,596

	Net Profit Margin
	-8.08%
	2.07%
	15.78%
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	Balance Sheet
	2024
	2025
	2026

	Total Assets
	£1,980,000
	£2,150,000
	£2,195,000

	Current Assets
	£80,000
	£150,000
	£195,000

	Property & Equipment
	£1,800,000
	£1,900,000
	£1,900,000

	Other  Non - current Assets
	£100,000
	£100,000
	£100,000

	Total Liabilities
	£1,540,000
	£1,525,000
	£1,515,000

	- Accounts Payable
	£40,000
	£25,000
	£15,000

	- Long-term financing
	£1,500,000
	£1,500,000
	£1,500,000

	Equity
	£400,000
	£455,000
	£515,000





[bookmark: _Toc160136557]Cash Flow
	Cash Flow Analysis
	2024
	2025
	2026

	Net Cash Flow from Operations
	£20,000
	£65,000
	£155,000

	Capital Expenditures
	£120,000
	
	

	Long Term Loan
	£50,000
	
	

	Net Profit / (Loss)
	£-80,000
	£22,040
	£193,596

	Net Cash Flow (Change in Cash Balance)
	-£60,000
	£87,040
	£348,596
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To sum everything up, there are several factors that come into play to get Seacrest back on track. Debt restructuring must take place and newer attractions must be offered however due to the current economic situation, potential guests might think twice before spending their vacation copped up in a lodge. The social media marketing tactics can prove to be extremely beneficial as they require no substantial cost and their return on investment is quite high (Garrido-Moreno et al. 2018). But this still does not guarantee guests flurrying in as they might have built a brand loyalty to the competitors. Seacrest must effectively implement the turnaround strategy and track its progress throughout in order to see the reaction of the market and adjust accordingly. It’s not just a single phase plan. Seacrest might have to constantly back track and re-calibrate however by being persistent and resilient, there is certainly light at the end of the tunnel for Seacrest. 
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Income Statement (in GBP)
Item
Revenue
Operating Expenses
Net Income

2021
£1,200,000
£900,000
£300,000

2022
£1,100,000
£950,000
£150,000

2023
£950,000
£1,100,000
-£150,000
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Balance Sheet (in GBP)

Asset/Liability

Cash and Equivalents
Accounts Receivable
Property and Equipment
Total Assets

Accounts Payable
Long-term Debt

Total Liabilities

Equity

2021
£100,000
£50,000
£2,000,000
£2,150,000
£30,000
£1,500,000
£1,530,000
£620,000

2022
£80,000
£40,000
£2,000,000
£2,120,000
£40,000
£1,500,000
£1,540,000
£580,000

2023
£20,000
£30,000
£1,800,000
£1,850,000
£50,000
£1,500,000
£1,550,000
£300,000





