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Management accounting is concerned with „collecting and analyzing financial and other information and then communicating this information to managers”. „This information is intended to help managers in businesses and other organizations make better decisions”.  Going further, we see how management works, following all these steps: planning, directing and motivating, decision making, controlling.  

„Management accounting helps managers in planning by providing reports that estimate the effects of alternative actions on a company's ability to achieve desired goals”.  By planning, the „accounting managers make reports in which they estimate the effects of alternative actions on the company's ability to achieve the desired objectives” (Atrill, 2018).

Motivating and directing employees is the set of decisions and actions by which managers determine their subordinates to efficiently perform the tasks they have to perform.  
The decision has a decisive role in ensuring the stability and evolution of the organization's activity. „Controlling involves the monitoring of the planning objectives that were put into place„. 
Managerial accounting is a useful tool „in the management control function helping to determine the appropriate controls to measure the success of a plan„ (Atrill, 2018).

In Emery and Thorsrud's paper The Form and Content of Industrial Democracy, published in London in 1969, lists some psychological needs on the basis of which people are more motivated to work, not just money. They also work out of the need to learn more, to cultivate, to put their activity at the service of the company's objectives. (Emery, 2013)
 
Given all these skills listed above, which an accounting manager is required to have, I will consider in line with the above the implementation of a cost reduction strategy to reduce potential losses for 2021. 

It is a critical moment, in which the reactions of each team leader and the specific actions he takes, will determine the severity of the crisis after. Even if the Covid-19 gives us a context of inevitability, our actions have a strong effect, they can diminish its consequences on the hotel industry or amplify them. 
So, we also acted, establishing a series of strategies on the implementation of which depends our entire tourism activity, will decide how affected our hotel will be by the crisis caused by the Covid-19 pandemic, how quickly we will recover and what position we will have in market compared to the competition (which, once resumed, will be much fiercer). 
Each established strategy will have a perspective anchored in today's reality, taking into account other examples of how other hotels in the world have reacted and the actions specific to each (Chibli, 2017).
 
We start with the most important of the several established strategies, namely: communicating with customers "during the Covid-19 pandemic". We consider that in this situation of panic, confusion and uncertainty, in which we no longer know how to filter the multitude of information coming from the media, direct communication between the hotelier and the client becomes essential. 
 
In this sense, we do not want to stop the communication between the hotel-client. In the absence of a clear and transparent communication with our customers, they will decide for them and each in his own way the situation of the hotel: whether we still exist or not, whether we still have a team or left alone, whether we have adapted to new safety rules or not. It is simply a moment when we decide whether to write our story for ourselves or let others write it. 
 
In order to ensure that our hotel has good communication with customers, we must first make this happen internally, brainstorming with the team about how we can better communicate with our customers during this period, involving -in having initiatives and decision-making, respectively taking responsibility in implementing ideas (Chibli, 2017).
 Au




They will be much more dedicated to implementation, if they were also part of the process and decisions.  We set out the new plan together in detail: how we communicate with customers, what changes we have made related to offers, new booking and cancellation conditions, how we send them the part of security measures taken, how we encourage them not to cancel but to change booking dates and so on 
The more specific it is, the better, because it will be clearer for him and will calm him down much more than the general presentation variant. We must also present what facilities it has in our hotel, which can be used even in these circumstances, facilities that can make its stay beautiful. 

As a result of the above, as a manager I will make changes to our own concepts regarding the cost of advertising, slightly increasing it, in order to adapt to a period of financial stagnation, which will focus on new offers and customer attraction campaigns (presentation of offers advantageous at affordable prices for all). To this end, it is necessary to invest more in advertising, to take care of the website, to constantly update the information, to communicate with customers through social platforms. 
 
Another strategy adopted during this period, Covid-19 pandemic, is flexibility towards the customer, and not a decrease in prices and tariffs. It is that time when it is important to give up the attachments we have to some rules and principles that have helped us so far to prosper and maintain our organizational culture (Jiambalvo, 2020).
 
Here I am referring to the change of data for reservations already made, at no cost, for a longer period of time in which to allow such a change. I did a simulation for our business, we checked the opportunity cost and we created a new form anchored in the current reality. 
We want new and more flexible booking and cancellation policies so that customers will be willing to make reservations even in this current uncertainty, such as free cancellation policies up to 24 hours before booking or with special packages in which we offer free room upgrades or bonus services.
I also want to reap more benefits to encourage further bookings in our hotel and make them more attractive, such as: benefits in the wellness area-those that are allowed under the new restrictions (Jiambalvo, 2020).
 

I accepted that during this Covid-19 pandemic, things have changed and another established strategy is readjustment to the new conditions. I am referring in this case to the identification of a new target audience. If our hotel was aimed at foreign tourists, we must understand that the first segment that will return will be domestic tourism and only then international tourism. The reluctance to travel to other countries will take some time, even after this situation calms down. In addition, we are not sure how long the restrictions will last and what type they will be. 
So, we are reorienting and we want to attract another segment of tourists who, at least for a short period of time, will generate a degree of occupancy. 

Another strategy developed will be the creation of new services such as room service outside the hotel, a kind of delivery but with a touch of luxury, specific to the premium services of this brand, as well as cleaning or massage services (Jiambalvo, 2020).

Action was also taken to reduce fixed and variable costs to streamline business. I tried to negotiate with suppliers more flexible discounts adapted to the situation. I am referring here to reducing the costs of purchasing consumables for cleaning. Also, the costs related to stationery can be reduced because the number of customers is lower during this Covid-19 pandemic period, most invoices can be issued online, thus maintaining and respecting the rules regarding social distance, while also facilitating the work of customers. 
 
[bookmark: _GoBack] According to Shields, G. (2020), regarding the workforce, as Richard Branson, a successful investor, said „employees are the real competitive advantage of the company, they are the ones who make the magic happen, as long as their needs are met”. Following this premise, I consider that employees are the most valuable asset of the company, that's why I committed to support their salaries, considering that each employee has a key attribute and learns with faith the skills developed in this company. 

 
Also given the global situation, namely the Covid-19 pandemic situation, it is not advisable to lay off employees because a team is difficult to build, each employee is unique, and the knowledge and skills that an employee has are the result of experience gained over time and having given the conditions during the pandemic, employees must be motivated not to leave our company. 
As a result, regarding the workforce from a financial point of view, I undertook to support the salaries of all employees until the entry of technical unemployment, minimizing the capacity of the staff that will be operational during the Covid-19 pandemic. When the activity returns to normal, the entire staff will have provided you with jobs within our company. According to those presented above, the salary costs will be reduced during the Covid-19 pandemic, resulting in a decrease in the losses suffered by the company as a whole. 
Regarding the interest rates for bank loans, the solution to reduce costs would be: analyzing the market of bank offers and comparing these offers, choosing to work with the banking institutions that offer the most advantageous offers in terms of loans, fees and interest charged. Doing so will result in a substantial reduction in this variable cost (Shields, 2020) .
 
In conclusion, during this difficult period in order to maintain a favorable situation for the hotel business, action was taken to reduce variable costs, cleaning, stationery, interest, and only a slight increase in fixed costs and those with advertising, reducing fixed costs representing the expenses with the salaries of the employees. 
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