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Over the last three years, The Seaview Resort has experienced a dramatic decrease in financial performance as revenues decreased and costs increased; net profit margins decreased from 15% in 2020 to just 4% by 2022 due to these factors:
Declining average room rates and occupancy as the resort loses its competitive position
Rising operating expenses associated with outdated facilities and ineffective operations Lack of investment to meet changing customer preferences.
As competition from newer resorts with better amenities intensifies, The Seaview Resort needs to devise a three-pronged turnaround strategy designed to increase revenues, cut costs and reposition their offerings. Such initiatives could include:
-Renovating and refreshing resort amenities to meet modern customer expectations
-Implementing customer-focused service standards and training programs; right sizing staff and operations to maximize efficiency; right sizing staff for improved efficiency; right sizing operations to increase efficiency and right sizing operations to increase effectiveness
-Renegotiating vendor contracts to secure discounts for supplies and services
-Establish partnerships with travel companies, airlines and event planners
-Relaunch marketing campaigns in order to reposition the resort's brand and value proposition
Reducing costs while making strategic investments in high-impact areas will allow a resort to return to 65%+ occupancy and PS250+ ADR within two years, projected to improve net profit margins back up to approximately 12-15%. If this strategy cannot be successfully executed, one viable financial option could be selling the property off to another hotel chain or investment group who may see substantial unrealized value in its land, facilities and branding assets.
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Revenue Analysis Total revenue at The Seaview Resort has seen an 18% decrease over three years, from PS520,000 in 2020 to PS430,000 in 2022 (Financial Performance 2022). This indicates a substantial drop in business at the resort caused by decreased occupancy and daily room rates.
Occupancy decreased from 75% in 2020 to 60% by 2022 (Additional Financial Information 2022), as average daily room rates fell from PS250 in 2020 to PS210 by 2022 - both metrics suggest major competitiveness issues when it came to attracting guests and charging premium pricing, possibly because newer rival resorts had better facilities, services, and branding capabilities in their offerings.
Expenses and Profitability
While revenues were declining, The Seaview's operating expenses actually increased from PS390,000 to PS450,000 between 2020-2022 (Financial Performance 2022). This 15% rise highlights issues in cost control and efficiency; likely waste or inefficiency areas include staffing costs, utilities usage fees, maintenance requirements for outdated facilities as well as supplies related to them.
Due to declining revenue and rising costs, overall profitability metrics deteriorated over three years: gross profit margin dropped from 25% to 19% while net profit dropped 78% from PS78,000 to just PS17,500
Net profit margin has declined rapidly from 15% to 4% (Financial Performance 2022), which indicates its current business model cannot remain sustainable without dramatic change.
Cash Flow and Financial Stability mes In 2021, The Seaview Resort experienced both profit declines and negative cash flow from operations (at -PS80,000; Cash Flow Analysis 2021), leading to net cash outflow of -PS110,000 that quickly depleted cash reserves of the business.
Rising liabilities totalling PS680,000 including long-term debt (PS500,000), declining cash flows pose a substantial threat to The Seaview's financial health and ability to meet obligations (Balance Sheet Analysis 2022). Successive years of losses have also eroded away at its equity cushion.
Overall, The Seaview Resort's trends in revenues, expenses, profitability, cash flow and leverage demonstrate its precarious financial state and demand immediate action to be taken to preserve it. These key indicators suggest a substantial decline that requires urgent remedying measures.
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Market Competition
Competition within the coastal resort and hospitality market has become more fierce in recent years, as newer properties offer updated amenities, stylish branding and desirable locations (Market Analysis 2022). Many of these competitors may have taken away some business from The Seaview Resort.
Outdated Facilities
Customer reviews cite The Seaview's outdated, poorly maintained facilities as a major cause of guest dissatisfaction. As it doesn't meet modern expectations in terms of features and amenities that contribute to overall guest experience (Market Analysis 2022), guests may perceive lower value relative to pricing (Market Analysis 2022). Deferred maintenance also drives up operating costs over time.
Operating Inefficiency
Soaring operating expenses combined with declining occupancy points to significant inefficiency in labor, utility usage, supplies, and other costs for The Seaview Hotel. Excess staffing may contribute to excess staff waste from poor practices while its high inventory levels tie up cash while creating unnecessary clutter (Balance Sheet Analysis 2022).
Lack of Innovation
Unfortunately, Seaview Resort has fallen behind on keeping pace with evolving consumer preferences and travel trends. Modern guests value unique, authentic local experiences tailored specifically to them (Market Analysis 2022), necessitating more innovative offerings in terms of sustainability, wellness, culinary delights, entertainment technology and much more.
Negative Reviews and Declining Occupancy
Negative reviews and declining occupancy have demonstrated to management that guests no longer perceive The Seaview as a top destination. Both its brand image and reputation have taken a hit relative to historical perceptions and new competing resorts; as a result, The Seaview requires a new positioning strategy and identity which feels contemporary and relevant for its guests.
Financial Constraints
Declining cash flows, mounting debt obligations, and an increasingly tenuous equity position severely limit The Seaview's capacity to fund improvements and innovations. This financial Catch-22 further hinders efforts to rejuvenate its appeal. 
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For The Seaview Resort to realize a successful financial turnaround, strategic initiatives focused on increasing revenue and decreasing costs are necessary: 
1. Generating More Revenue: Attract new guests while expanding wallet share
2. Enhance Operational Efficiency/ Eliminate Waste
3. Repositioning the Resort: Upgrading Amenities, Experiences, and Branding
These strategies focus on immediate issues for stability while setting up long-term profitability growth:
-Renovate high-impact guest amenities such as lobby, rooms, pools and restaurants for increased room rates. Modern designs will help enhance these spaces with stylish facelifts that create increased occupancy rates.
-Craft new amenities and experiences using local assets such as coast, culture, and cuisine to build upon local strengths. Offering wellness programs or cooking lessons increases revenue opportunities.
-Form partnerships with leading travel brands, airlines and meeting/event planners to expand marketing and booking channels. Run promotions targeted towards peak need seasons, slower weekdays, multi-night packages as well as providing incentives for direct bookings.
-Increase bookings through affiliates and online travel agencies with performance-based payments, -only.
-Build a guest loyalty program to encourage repeat visits and build customer lifetime value while offering personalized promotions and elite benefits. Reduce Costs.
-Conduct a utility audit and implement LED lighting, low-flow plumbing fixtures and upgraded HVAC controls. Evaluate and right size staffing levels according to business demand patterns while adapting schedules accordingly.
-Renegotiate contracts with vendors and suppliers to obtain at least 10% discounts on goods and services, while eliminating waste through improved inventory management, preventative maintenance and sustainable practices. Finally, postpone non-essential capital expenditures until your balance sheet has become healthier.
-Examine savings through policy bundling discounts to lower insurance costs, as well as exploring savings through bundle discounts for property insurance policies.
Reposition the Resort
-Work with brand agency to create updated logo, graphics, photography and collateral which convey an experience reminiscent of luxury living.
-Redesign the property website and social media presence to highlight new amenities, experiences, promotions. Focus on lifestyle visuals rather than product images; produce video/photo assets highlighting its location and unique offerings to increase visual appeal.
-Launch updated public relations and social media campaigns to reengage travel media and influencers. Host special events to highlight recent enhancements and drive word-of-mouth advertising. Refresh on-site signage and collateral materials in order to inform guests and cross sell amenities available to guests.
-Highlight sustainable and community engagement efforts to appeal to eco-conscious travelers.
Proposed Implementation Timeline. 
Months 1-2. Critical short-term actions to cut costs and increase occupancy: Right-size staffing levels and negotiate vendor discounts.
Launch promotions for low-need dates, packages and loyalty program; list property on OTAs and affiliate channels; initiate website updates and direct booking incentives
Months 3-4: Start providing visible amenity upgrades that delight guests:
Refresh high-traffic spaces like lobby, restaurants and outdoor areas with new paint or carpet; build offerings leveraging local assets like food, culture and nature; establish co-marketing partnerships with complementary brands; and engage complementary brands to form co-marketing agreements for co-marketing purposes (Mills 5-6). Reposition your brand through awareness rebuilding efforts:
Launch revised logo, visual identity, photography and website; produce video and photo content to highlight property and experiences; engage media and influencers to assist telling revitalization story
Months 7-12: Large-scale renovations and innovation to transform resort:
Complete room, suite and pool enhancements.
As demand dictates, new amenities and experiences should be introduced on an as-needed basis, while PR and social campaigns, events, and promotions to maintain momentum are carried out to maintain momentum and accelerate improvements within two years. Our aim is to achieve rapid improvements in key metrics over the course of two years:
Occupancy rate between 65-70% with daily rates between PS240-PS250 for daily rates with gross profit margin between 25-30% and net profit margin between 12-15%
By meeting these targets, achieving them will restore financial health to the resort and position it for future expansion.
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Although each strategy will require substantial investment and execution to succeed, they represent the best chance for The Seaview Resort to return to sustainable profitability over time. With growing cash flows, The Seaview Resort should be able to both pay its debts as well as fund further improvements over time.
However, if a resort fails to successfully implement a turnaround plan, its best financial option may be selling off its assets. Although its business might currently be unprofitable, its assets likely still contain substantial value that has yet to be realized, such as: A prime coastal location on an expansive property.
Consequently, should the recommended turnaround strategies fail to restore performance within one year, its owners should seriously consider selling The Seaview Resort to maximize financial return. Although not ideal given its long history, finding an appropriate new steward may prove more prudent.
Deep Dive into Revenue Growth Opportunities
While The Seaview Resort's overall turnaround strategy covers essential areas like cost cutting and repositioning, truly revitalizing it requires an intense focus on revenue growth via creative sales and marketing initiatives that enable The Seaview to capture its fair share of the competitive coastal tourism market.
-Partnerships with travel influencers and bloggers to leverage their loyal audiences for custom retreats and experiences tailored to yoga, cooking or family travel are also a potential avenue of exploration. Rewards such as discounted/complimentary stays may encourage organic promotion to followers.
-Cooperative marketing provides economies of scale. Strategic partnerships between noncompeting regional hotels, B&Bs and transportation companies to create bundles and cross promotions provide guests with easy access to multiple properties during one stay, making the experience seamless and extending it.
-Utilizing indoor event spaces and outdoor lawns for new revenue streams such as meetings, conferences, weddings, concerts or shows could generate high margin returns with modest investments in modern A/V equipment and flexible furnishings resulting in high margin returns.
-Customer Journey Mapping For Key User Personas Such as Families, Couples and Corporate Retreats. Identify touchpoints that can improve each group's booking, arrival, stay and post visit experience as well as strengthening unique selling propositions of each.
-Hiring sales staff trained in outbound calling and emailing to cultivate event planners, tour operators accounts and corporate accounts is key for winning over event organizers, tour operatorss and corporate accounts. Proactively pitch the property's unique assets.
By exploring creative offerings and partnerships beyond typical hotel stays, The Seaview Resort can reinvent itself into an expansive tourism and lifestyle brand, leading to increased occupancy, rates, and spend for both leisure travelers and business travelers. This revitalized identity will then enable The Seaview Resort to attract greater occupancy rates, rates, and spend.
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