



Executive Summary
Seacrest Lodge, once a thriving coastal resort, has faced a significant decline in revenue, occupancy rates, and customer satisfaction in recent years. This report aims to analyze the lodge's financial performance, identify the key reasons for its decline, and develop a comprehensive turnaround strategy to revitalize its financial health and reputation.
The financial analysis reveals a consistent downward trend in profitability, with net income turning into a net loss by 2023. The balance sheet shows a weakening financial position, with a reduction in total assets and equity. The average room rates and occupancy rates have also declined, indicating challenges in pricing strategy and guest attraction.
Market analysis indicates that Seacrest Lodge is facing stiff competition from newer, more modern resorts. Customer preferences have shifted, with an increasing demand for modern amenities and personalized experiences. The lodge's customer reviews highlight declining service quality and outdated amenities as major concerns.
The key reasons for the decline include operational inefficiencies, outdated amenities, and external factors such as market competition, economic conditions, and real-world events. These factors have collectively impacted the lodge's financial performance and reputation.
To address these challenges, a turnaround strategy is proposed, focusing on operational improvements, cost management, revenue enhancement, and reputation building. Recommendations include upgrading amenities, enhancing service quality, adopting dynamic pricing strategies, and launching targeted marketing campaigns.
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Seacrest Lodge, a resort on the coast with a restaurant, bar, and event space, used to be known as a great place for vacationers looking to relax and enjoy themselves. The lodge, which was built on a beautiful coastline, drew people in with its peaceful atmosphere and high-end services. On the other hand, the resort has had a lot of problems lately that have made its future uncertain.
There are worries about the business's future because of a clear drop in sales, occupancy rates, and customer satisfaction. The place that used to be very popular is now having a hard time because the market is changing and there is more competition. The owner is very worried about these changes and knows that someone with more experience is needed to look at the situation and think of possible solutions.
The purpose of this report is to give an in-depth look at the current situation at Seacrest Lodge. Finding the reasons behind the decline and coming up with a plan to turn things around in order to save the business are the main goals. The report's findings and suggestions are meant to show the lodge a clear way to move forward so it can get back to being a top vacation spot and improve its finances. We must act quickly because the future of Seacrest Lodge is at stake.
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The market for coastal resorts is very competitive, and there are a lot of different types of accommodations to suit different customer tastes (Walen, 2020). In the past few years, there has been a clear shift toward more modern and high-end options. For example, new resorts are introducing high-tech services and amenities to attract picky travellers. With its old-fashioned charm and beautiful setting, Seacrest Lodge has a lot of competition from these newer, more modern hotels. The competition is even tougher because guests' expectations are changing (Lacalle, 2024). They want more and more unique and personalised experiences during their stays.
In the coastal resort market, customer tastes have changed a lot. More and more, people want modern amenities, wellness centres, and eco-friendly practices. People are looking for resorts that are more than just a place to stay; they want to have a complete vacation experience (Yun, 2017). This change in tastes has affected Seacrest Lodge, which has always been about relaxation and luxury. It's possible that the lodge's inability to adapt to these new trends led to a drop in its popularity and occupancy rates.
When we look at customer reviews and comments, we can see that Seacrest Lodge has a few problems. Guests have said that the quality of service is getting worse, with problems like late check-ins, unresponsive staff, and poor housekeeping. Another problem is that the lodge's amenities are seen as old-fashioned. Many guests are unhappy with the state of their rooms and the lack of modern conveniences. This feedback makes it clear that Seacrest Lodge needs to spend money to update its facilities and provide better service to meet the needs of modern travellers.
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A look at Seacrest Lodge's financial performance over the last three years shows a worrying trend of falling revenue, profits, and asset value. Income statements show that the lodge's income dropped from £1,200,000 in 2021 to £950,000 in 2023, going from a net income of £150,000 in 2021 to a net loss of £150,000 in 2023. This drop in profitability is a shocking sign of the lodge's poor financial health and shows that the problems need to be fixed right away (Hayes, 2023).
The balance sheets show that the company's finances are getting worse. In 2023, total assets will drop from £2,150,000 in 2021 to £1,850,000. The lodge's net worth is going down because the value of its property and equipment is going down and the value of its cash and other liquid assets is going down from £100,000 to £20,000 (Davis, 2023). In the same period, equity has dropped from £620,000 to £300,000. This shows that the lodge needs to rethink how it manages its assets and makes investments.
Looking at average room rates (ARR) and occupancy rates from the last three years shows that the lodge has had a hard time keeping its guests interested. The ARR went down from £260 in 2021 to £210 in 2023, which suggests that lower prices might be a good way to get more guests. The occupancy rate has gone down from 65% in 2021 to 50% in 2023, though, showing that this strategy has not led to higher rates. This drop in both ARR and occupancy rates shows that the lodge is having trouble with its pricing strategy and getting people to stay there (Resco et al., 2023).

[bookmark: _Toc160160924]Identification of Key Reasons for Decline
There are both internal and external factors that have led to Seacrest Lodge's declining finances and reputation. On the inside, operational inefficiencies have been a big problem. Costs have gone up and service quality has gone down because of things like not training staff well enough, not managing resources well, and using old operational systems. Also, the lodge's amenities haven't kept up with what modern travellers want. It's less appealing to potential guests because the rooms are decorated in an old-fashioned way, there aren't enough technological conveniences, and there aren't enough fun things to do (Nstoltman, 2021).
From the outside, the lodge has to deal with tough competition from newer, more modern resorts that offer better services and amenities. These competitors have kept people from staying at Seacrest Lodge, which has led to its occupancy rates going down (Bricker, 2023). Changes in disposable income and travel spending can have a direct effect on the lodge's income, so the economy is also very important. Real-life events like natural disasters, health pandemics, or political unrest can also have a big effect on tourism patterns, which can hurt the lodge's bottom line even more (Goldfield, 2023).
The lodge's finances and reputation have gotten a lot worse because of these inside and outside factors working together. Service quality and guest satisfaction have been directly affected by inefficient operations and outdated amenities (Araujo et al., 2022). It has also been hard to stay profitable due to increased competition in the market and the state of the economy. Dealing with these problems is an important part of the lodge's plan to turn things around. To do this, it needs to focus on making operations more efficient, updating amenities, and adapting to changes in the market and the economy so it can get its finances back on track and regain its reputation as a top vacation spot.
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To address the challenges faced by Seacrest Lodge and revitalize its financial performance and reputation, a comprehensive turnaround strategy is proposed. This strategy focuses on operational improvements, cost management, revenue enhancement, and reputation building.
Operational Improvements:
· Upgrade Amenities: Spend money to bring the lodge's amenities up to date so they meet the needs of today's customers. This includes fixing up rooms, updating technology, and making fun areas better.
· Improve the quality of service: To raise the level of service, give your staff training programmes (Brown, 2024). Pay attention to customer experience management to make sure that guests are happy and come back.
Cost Management:
· Efficiency Audit: Carefully look over how things are done to find places where costs can be cut. This could mean streamlining processes, using less energy, and making the best use of available resources.
· Supplier Negotiation: Talk to your suppliers about renegotiating your contracts to get better prices on goods and services. To cut costs, you might want to look at other suppliers.
Revenue Enhancement:
· Dynamic Pricing: Use strategies for dynamic pricing to set the best room rates based on demand and the time of year. Use software for revenue management to help you make choices.
· Diversification: Look for other ways to make money, like hosting events, selling wellness packages, or offering adventure activities. Target niche markets to get more people to buy from you.
Reputation Building:
· Marketing Campaign: Start a full-scale marketing campaign to make Seacrest Lodge a top vacation spot again. To get potential guests to come, use digital marketing, social media, and targeted ads.
· Customer Engagement: Use loyalty programmes, personalised communications, and feedback tools to keep in touch with past and potential guests (Barron, 2023). Use what you learn from customers to keep making your products better.
Monitoring and Evaluation:
Set up key performance indicators (KPIs) to track how the turnaround strategy is working. Check how well the steps you've taken are working on a regular basis and change your strategy as needed based on customer feedback and market trends.
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Looking at Seacrest Lodge's finances, position in the market, and operational problems has shown that it needs a complete plan to turn things around right away. The lodge has seen a drop in revenue, occupancy rates, and customer satisfaction. This is because of problems inside the business, old amenities, and outside factors like more competition and shifting customer tastes.
To deal with these problems, the suggested plan for turning things around focuses on making operations better, controlling costs, bringing in more money, and improving the company's reputation. Seacrest Lodge can reposition itself as a top vacation spot and get back ahead in the coastal resort market by updating its amenities, improving service quality, finding the best pricing strategies, and focusing on specific marketing campaigns.
For this strategy to be put into action successfully, everyone involved—management, staff, and investors—will need to work together. It's also important to be ready to change with the times and meet the needs of customers. There is a chance for Seacrest Lodge to get back to being a top coastal resort and improve its long-term finances by focusing on fixing the problems that have been found and building on its strengths.
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