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[bookmark: _Toc150900641]Introduction 
The Seaview Resort, located on picturesque coastline, is currently struggling with an alarming trend of reducing revenue, escalating operating expenses, and a significant reduction in the profitability of the business. This financial deterioration necessitates an in-depth investigation of key factors that contribute to the challenges of the resort. This report aims to investigate and analyse the financial performance of the Seaview resort from 2020 to 2022, scrutinising different revenue streams, detailed cost structures, and profitability index and indicators. In this report, the author has also mentioned different evidence-based strategies that can help the Seaview Resort to revive in the competitive market by bringing competitive advantages and differentiators.  
[bookmark: _Toc150900642]Financial Performance Analysis of the Seaview Resort (2020-2022) 
The financial performance of the Seaview Resort over the past three years demonstrates a concerning trend marked by a significant reduction in revenue, escalating operating expenses, and a significant deterioration in profitability. 
The total revenue for The Seaview Resort as per the financial data shared in the case study witnessed a significant reduction, falling from £520,000 in the year 2020 to £430,000 in the year 2022. This indicates around a 17% reduction over three three-year of period in the revenue of the business. The reducing trend in revenue demands an in-depth investigation of different revenue streams that contribute to the income of the resort. Breaking down the revenue streams, it seems significantly important to recognise specific areas that experienced the most significant reduction. Whether the reduction is attributed to a reduction in dining, room bookings, recreational activities, and other sources, comprehending the root cause is essential to craft an effective turnaround strategy. As stated by Foster et al. (2008), the bifurcation of products and services as per the revenue volume is significantly essential to determine the pricing and products or service to be offered.  In regard to the cost analysis, operating expenses for The Seaview Resort enhanced from £390,000 in the year 2020 to £450,000 in the year 2022. This further indicates a sharp 15% increase in operating costs over the three years period. Analysing the breakdown of operating expenses is important to identify areas of overspending and inefficiencies within the operations of the resort (Jayathilaka 2020). An in-depth comparison of the cost structures with benchmarks of the industry in this regard can provide significant insights into whether expenses of the report are in line with the norms of the industry or if there are segments where cost reduction measures can further be implemented without a compromise of service quality (Erdil and Erbıyık 2019). The increase in operating expenses there is one of the essential factors contributing to the overall reduction in the profitability of the organisation and needs immediate attention (Mun and Jang 2018). In regard to the profitability analysis, the gross profit for the Seaview Resort has experienced a dramatic reduction, dropping from £130,000 in the year 2020, to a negative £20,000 in the year 2022. This further indicates a shift from a 25% gross profit margin in the year 2020 to a negative margin in the year 2022. The gross profit margin is there a key indicator of the financial health of the organisation, and a negative margin there raise significant concerns about the ability of the resort to cover its overall operating costs (Kliestik et al. 2020). The net loss also indicates a picture of the financial health of the organisation, turning from a profit range of £78,000 in the year 2020 to a loss of £47,500 in the year 2022. The net profit margin there has reduced from a healthy 15% in the year 2020 to a concerning -11% in the year 2022. This negative net profit and margin further indicates that the resort is not only having challenges in managing its operating costs, however, is operating at a loss. In regard to the average room rate and rate of occupancy, examining additional financial promotion delivers further insights into the decline in the revenue of the organisation. The average room rate or ARR has sharply reduced from £250 in 2020 to £210 in the year 2022, and it reflects a 16% reduction. At the very same time, the occupancy rate has experienced a reduction from 70% in the year 2020 to 60% in the year 2022. The reduction in the ARR and occupancy rate indicates potential challenges in attracting guests and maintaining competitiveness in pricing (Abdullah and Haan 2012). Comprehending the factors contributing to this reduction is essential for developing targeted approaches to eventually improve room revenue and overall occupancy.  
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The reduction in the profitability of The Seaview Resort over the period from 2020 to 2022 can significantly be attributed to different interconnected factors that have collectively contributed to the challenging financial contexts. Recognising these key factors is considered crucial to formulate a comprehensive and evidence-based strategy that can help in addressing both the generation of revenue and the management of cost. 
Primarily, the most evident factor from the case study that contributes to the reduction in profitability is the decrease in collective revenue. The resort experienced a substantial reduction in the total revenue sharp from £520,000 in the year 2020 to £430,000 in the year 2022, reflecting a 17% reduction over the three-year of period. This reduction can further be linked with different aspects of the business, for example, a reduction in booking of rooms, dining revenue, and a range of recreational activities (Alvarez-Ferrer et al. 2018). Comprehending the specific segments that have witnessed the most significant decrease in the revenue structure may help in crafting targeted and personalised strategies to revitalise those segments.  
In regard to the challenges associated with the room revenue management, it can be stated that the significant reduction in the ARR from £250 in the year 2020 to £210 in the year 2022 suggests challenges in maintaining competitive pricing or attracting new guests willing to pay higher rates. Competitive market structure may be responsible for the event identified. As per the case study, the coastal resort market is highly competitive, with several newer, more modern resorts in the identified place. According to Becerra et al. (2013), to survive in a competitive market place it seems significantly essential to adapt to changes and develop evidence-based strategies to assure competitive advantages that help in improving the sales of services or products of a business. However, in the case of the Seaview Resort, it can be assumed that there is a significant gap in the competitive advantage that contributes to the gradual reduction in the booking volume and as well as total revenue for the business. In regard to the decline of the occupancy rate, it can be stated that the reduction in the occupancy rate directly from 70% in the year 2020 to 60% in the year 2022, indicates a significant challenge for the business to attract and retain guests. As per the case study, there is a gradual switch in consumer preferences from traditional tourism to eco-friendly and experiential tourism. According to Awan et al. (2021), a switch in consumer preference and the poor ability of business organisations to evolve with the changes often lead to a significant reduction in business growth, and it is evidenced by a significant reduction in the revenue structure and profit. The same incident happened with the business organisation mentioned in the case scenario. 
Moreover, as per the case scenario, the Seaview Resort has also experienced poor consumer review that indicates declining service quality and outdated amenities. This may further raise the risk of poor customer referral and booking. This event can further be linked with a negative gross profit margin and a net loss for the organisation. For example, from the financial statement of the organisation, there was a shift from a positive gross profit of £130,000 in the year 2020 to a negative £20,000 in the year 2022. According to Radojevic et al. (2015), positive customer feedback often indicates customer-centred services by the hotel or hospitality sector. Moreover, positive customer feedback also helps in improving the chance of getting referrals and increasing net booking numbers and booking value. Therefore, there is the scope of improving the service quality to achieve good positive feedbacks which will be discussed in the subsequent section of this report. 
[bookmark: _Toc150900644]Development of a comprehensive turnaround strategy for the Seaview Resort: 
The Seaview Resort, experiencing a significant reduction in revenue, escalating operating expenses, and a negative transition in profitability, needs a comprehensive turnaround approach to restore its overall financial health and regain its reputation as one of the premier vacation destinations. 
[bookmark: _Toc150900645]Enhancement of strategic revenue: 
The Seaview Resort needs to make improvements specifically in market positioning and differentiation. For this purpose, a thorough market analysis is required as it will help the business organisation to identify scopes for differentiation. The resort needs to emphasise unique features, for example, environmental initiatives, scenic views, and exclusive experiences. Moreover, considering the advantages of targeted marketing campaigns as stated by Talabi (2015), the business needs to consider the targeted marketing campaigns to reposition as a distinctive destination, prioritising its unique aspects that help in setting it apart. In regard to the pricing strategy, the Seaview Resort needs to re-evaluate the pricing strategy to ensure competitiveness while maintaining profitability. Moreover, the implementation of dynamic price models depending on seasonality, demand, and special incidences to standardise room rates and attract a broader range of guests as suggested by Vives and Jacob (2021). According to Fyall and Garrod (2012), investigation of collaboration or partnerships with local business organisations specifically for promotional activities may also help resorts or hotels improve revenue structure and profitability. As a competitive strategy, the resort also can invest in digital marketing and boost the digital presence of the organisation which can help in bring new customers.  
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In regard to cost analysis and benchmarking, the execution of a detailed analysis of operating expenses to recognize areas of overspending and inefficiencies may be helpful as it will assist the business organisation in developing comprehensive ideas to determine their weaknesses. Moreover, to determine the benchmark cost structures, the resort needs to discuss them with financial advisors and strategists. Considering the high operational cost of the business which is responsible for the reduction in the profitability of the business, the resort needs to implement energy-efficient practices to decrease utility costs and align with eco-friendly practice trends. Scope is also there to investigate a range of sustainability initiatives that can significantly help in attracting tourists who are willing to experience eco-friendly tourism (Kim et al. 2019). Making changes in the service offered by the business and the incorporation of sustainability practices may give a boost to the business's growth (Abdelhamied 2019). In the previous section of this report, a gap was identified in the delivery of consumer-centred services which led to poor customer feedback for Seaview Resort (Yang 2010). Considering this gap, the scope is also there to provide comprehensive and evidence-based training programs to the staff to improve their efficiency and customer satisfaction index. To reduce the operational cost further, the scope is also there to consider cross-training staffs to manage multiple roles and responsibilities, standardise labour costs and improve flexibility in operation. 
[bookmark: _Toc150900647]Conclusion 
In conclusion, the Seaview Resort experiences multifaceted challenges, including a substantial decrease in revenue, enhanced operating expenses, and a negative shift in the profitability aspect. The recognition of the key factors for example, declining revenue, competitive market dynamics, shifting preferences of consumers, and poor reviews of consumers provide a foundation for developing a competitive and evidence-based turnaround strategy. Addressing these issues via an enhancement of strategic revenue, improvement in operational efficiency and a significant focus on consumer experience is essential. The outline of a comprehensive turnaround strategy as mentioned in the report comprises cost structure analysis and redesign, improving operational efficiency and cost standardisation and an improvement in strategic revenue. 
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