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The report aims to present information about the financial performance and business management operations of a tourism and resort company named Seaview Resort Ltd. The report will focus on presenting what kind of issues the company is facing that are decreasing the brand image of the company as well as the profitability ratio. The report will present analysed information about the financial performance of Seaview Resort Ltd and it will also present various information and reasons which caused Seaview Resort Ltd to decline its profitability. Finally, the study will present a comprehensive strategy for the turnover of Seaview Resort Ltd to increase the brand image as well as the financial outcomes of the company.
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Total revenue: The total revenue of Seaview Resort Ltd was at its peak in the year 2020 and the amount dropped in 2021 and further in 2022. The total revenue of Seaview Resort Ltd was 5,20,000 in 2020 but the amount decreased in 2021 following 2022 by 4,80,000 and 4,30,000 (Williamson, 2021). It indicates that Seaview Resort Ltd has faced a decrease in sales which has impacted negatively on the financial condition of the company. 
Operating expenses: Expenses or costs that are not directly connected with production but are essential for the run of business are known as operating expenses. The operating expenses of Seaview Resort Ltd increased as the year passed and the amounts were 3,90,000, 4,00,000, and 4,50,000 in the years 2020, 2021, and 2022 respectively. It indicates that the expenses of Seaview Resort Ltd were unplanned and the increased cost will surely decrease the profit rate of the company (Turner, 2019).
Gross profit: The amount of money that a company gets after cutting all the direct costs from the revenue is known as gross profit. The gross profit of Seaview Resort Ltd is like the operating expenses because the gross profit was high in 2020 but it increased heavily in 2021 and 2022. Therefore, it is an indication that the direct cost or the manufacturing cost of Seaview Resort Ltd got high as the year passed which impacted negatively.
Net profit: Net profit is the amount of money which the company gets after cutting all the expenses from the gross profit (Simon, 2022). The net profit of Seaview Resort Ltd shows that the company had a high net profit in 2020 which was 78,000 but it decreased heavily in the following years by 40,000 and faced a loss of 47,500. It shows that due to the increase in cost and decrease in revenue, the company gained a low amount of net profit.
Net profit margin: The net profit margin is a percentage which shows how much net profit a company makes from selling a product. As the net profit of Seaview Resort Ltd was high in 2020, the profit margin was also high which was 15%. However, the profit margin decreased by 8% and -11% in the following year showing how little profit the company makes by selling a product (Rosen, 2021).
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The average room rate (ARR) refers to the monetary value charged to guests for the occupancy of a hotel room. In the year 2020, Seaview Resort Ltd's room fee was initially set at $250. However, due to a reduction in customer contact, the firm decided to lower the rate. In both the years 2021 and 2022, there was a reduction in the cost of hotel room accommodations by 230 with 210 units, respectively (Novelli, Schmitz and Spencer, 2020). The lowering in room rates at Seaview Resort Ltd was a strategic choice made by the management to stimulate consumer demand. The rationale behind this decision was the belief that offering lower room charges compared to rival hotel and resort firms would incentivize customers to boost their level of buying. However, the concept of Seaview Resort Ltd failed to succeed because the rate of occupancy of Seaview Resort Ltd indicates that the quantity purchased has declined with time (Nelson, 2022). The occupancy rate in 2020 experienced a decline of 65% as well as 60% in the subsequent years of the two years 2021 and 2022, respectively, when compared to the initial rate of 70%. Consequently, the company's capacity to create profit has experienced a decline over time, resulting in a negative influence on the financial state of Seaview Resort Ltd (Lu and Liu, 2020). Additional concerns can be observed in the following case study:
High market competition: The competitive market refers to a market structure characterized by the presence of multiple buyers and sellers who engage in competition to buy and sell goods Within the hotel as well as the tourism industry, there has been a notable escalation in competitive dynamics, with the emergence of numerous new enterprises seeking to engage in commercial activities (Hjalager, 2021). Several rivals of Seaview Resort Ltd employ a more innovative and contemporary business style, enabling them to attract a larger customer base. The company provides business as well as pleasure tourism packages, as well as various novel methods of tourism that capture the interest of tourists. Due to this circumstance, Seaview Resort Ltd faces challenges in acquiring additional market share, as clients exhibit a preference for alternative hotel brands that offer more efficient and innovative services (Grossman, 2019).
Backdated amenities: The amenities provided are no longer up to date. The financial viability of Seaview Resort Ltd was negatively affected by the presence of outmoded amenities within the organization. In the contemporary era of widespread internet usage, Seaview Resort Ltd employs traditional telecommunication methods to engage in consumer communication, thereby relying on outdated technologies (Elmo et al., 2022). Consequently, clients are encountering challenges with communication, as well as experiencing unavailability of essential services such as online payment as well as online buying processes within the organization. Consequently, the shifting choices of clients are leading to a decline in profitability for Seaview Resort Ltd as they are increasingly opting for other enterprises (Demsetz and Lehn, 2022).
The evolution of customer preferences: In response to shifting societal dynamics, customers within the tourist industry are increasingly gravitating towards alternative forms of tourism, such as eco-friendly tourism as well as experiential tourism, which emphasize positive and immersive experiences. Customers seek to engage with hotel and tourism enterprises that demonstrate a conscientious commitment to environmental preservation, ensuring that their business practices do not have adverse effects on the natural surroundings (Darby and Karni, 2019). This form of tourism, also referred to as eco-friendly tourism, is highly valued by discerning customers. Conversely, experiential tourism refers to the tourist phenomenon wherein individuals visit a destination and actively engage in the local lifestyle and cultural practices. Engaging in such experiences facilitates the acquisition of a particular form of experiential knowledge, enabling individuals to comprehend the significance of the culture as well as the historical context of the respective location (Coase, 2020). The prevalence of these tourism tactics is on the rise, with individuals increasingly seeking non-traditional methods of engaging in tourism activities. On the other together, Seaview Resort Ltd has not employed any forms of modern tourism techniques which has reduced the concentration of the clients and it fell into the bottom line of the organization (Chen et al., 2020).
Increased operating expense: From the evaluation of the financial statements of Seaview Resort Ltd, it is possible to observe that the daily expenses of the business have gone up in 2021 as well as 2022. Hence, it can be contended that the corporation is expending a greater amount of funds concerning its generated revenue. To achieve a desirable level of economic viability, companies must adhere to the principle of maintaining a balance between earnings and expenses (Bell and Ruhanen, 2020). If enterprises are unable to effectively manage and regulate their expenses concerning their earnings, it will result in a decline in profitability, as exemplified in the case of Seaview Resort Ltd. 
Diminishing quality of service: The reduction in profitability of Seaview Resort Ltd can be attributed to the diminishing quality of its service. According to client comments, Seaview Resort Ltd.’s ability to deliver satisfactory service is hindered by its limited understanding and analysis of consumer wants and preferences (Becker, 2022). Due to a lack of understanding regarding customer preferences, Seaview Resort Ltd firm is currently unable to deliver satisfactory services to its clientele. Consequently, customers are seeking alternative options within the tourism industry, resulting in a decline in sales and profitability for the company (Balassa, 2019).
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To improve the financial condition of Seaview Resort Ltd, the company must implement a thorough turnaround strategy comprising three distinct work categories, as outlined below:
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Figure: Comprehensive strategy for turnaround.
Source: (Andereck, 2021).
Continue: In this day and age, technology plays a significant role in our daily lives. It has the "Continue" strategy outlines a range of activities that an organization should persist in undertaking to enhance the efficiency and success of its business operations. To enhance the financial state of Seaview Resort Ltd as well as reinstate its brand reputation, the organization must generate a substantial level of income and profit, to ensure its sustainability. The organization will additionally be required to identify opportunities for growth and expansion to enhance its business operations (Alchian, 2020). Seaview Resort Ltd must also persist in its efforts to identify and attract prospective clients who are interested in making a purchase. Seaview Resort Ltd should prioritize maintaining a positive relationship with its clients and ensure that its employees are well-trained in handling difficult customer interactions. To achieve success in the commercial realm, Seaview Resort Ltd must strategically position itself in a less highly competitive marketplace (Demsetz and Lehn, 2022). By operating in a market with a limited number of competitors, Seaview Resort Ltd may effectively attract a larger client base and therefore enhance the company's profitability.
Stop:  The "Stop" strategy outlines a range of actions that a corporation should refrain from undertaking to enhance the likelihood of achieving success in the realm of business. It is recommended that companies discontinue these activities due to their adverse effects on the company's brand image and financial performance. To enhance its corporate brand image and optimize profitability, Seaview Resort Ltd should consider discontinuing operations associated with low-profit ventures (Hjalager, 2021). The organization must also strive to improve the poor revenue contribution inside the business while ensuring that resource allocation is efficient. If Seaview Resort Ltd successfully addresses the issue of resource mismanagement and wastage, it will be able to effectively lower its operational expenses. Consequently, this will enhance the company's brand reputation and ultimately lead to improved revenue. Seaview Resort Ltd must discontinue its operations in a fiercely competitive market and eliminate all detrimental business practices (Balassa, 2019).
Start: Seaview Resort Ltd must use several strategies to enhance its ratio of profitability while strengthening the company's brand image. Seaview Resort Ltd will start the transition of its operations with a strategic focus on maximizing profitability and achieving significant revenue growth. Seaview Resort Ltd must adopt creative strategies and approaches, as well as cultivate a strong competitive edge, to effectively operate its business (Bell and Ruhanen, 2020). Seaview Resort Ltd must prioritize the provision of innovative and beneficial services to its consumers to maintain a competitive edge over other companies.
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Business companies like Seaview Resort Ltd should analyse the financial statements because it will help the company to mark areas where the company is making mistakes and it will also highlight various areas where the company needs to make improvements. The report presents that Seaview Resort Ltd has a high rate of expenses and a decreased amount of revenue which has impacted the company negatively and decreased the financial stability as well as brand image. To improve the brand image and financial situation, Seaview Resort Ltd will need to decrease costs and apply innovative business practices which will ensure the success of the business.
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Additional Financial Information:
« Average Room Rate (ARR):
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