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[bookmark: _Toc191681987]Executive Summary
For three years, the City Hotel has struggled financially; less money is entering, and more is going out in running expenses. By 2023 the hotel was even losing money. Using supply and demand theory and Bowman's Strategy Clock, this study examines the hotel's profits and offers a means of reversing things. According to the report, low occupancy, expensive employee expenses, and economic considerations all diminish demand. Fixing these issues will help the hotel to be more competitive and increase its profitability.
The strategy for turning things around gives digital marketing, risk management, cost control, and income generation top importance. Data analytics, dynamic pricing, and packaged services will enable hotels to increase bookings and generate more income per guest. Among the cost-cutting strategies include workforce optimization, less reliance on costly outside service providers, and application of energy-efficient techniques to cut utilities. Thanks to SEO, social networking, and ties with internet travel companies, the hotel will have more information available online. More bookings and more involved clients will follow from the work. Effective risk management depends on refinancing and stress tests to ensure a stable financial situation under uncertain conditions.
These techniques will enable the City Hotel to increase its profitability, draw more visitors, and engage in hotel business competition. The recommended strategic activities combine reducing expenses, providing special services, and market participation to achieve long-term success and profit. 
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[bookmark: _Toc191681988]Introduction
The City Hotel has been suffering financial difficulties lately. Poor occupancy, poor income, and high running expenses have harmed the hotel's capacity for profitability. The economic crisis, shifting behavior, and increasing competition have made these issues worse today. Hotel sales fell 56% in 2023 and running income declined £1.2 million. These figures make it quite evident that we must have a whole strategy to reverse things. Examining The City Hotel's financial situation in this article, one might propose a strategy to increase income and maintain the hotel operating. The paper examines hotel issues using supply and demand theory and Bowman's Strategy Clock, then offers a solution.
Theory of supply and demand helps one to understand how variations in the market impact the performance of a hotel in terms of operations (Pan, 2007). Rising living expenses and economic uncertainties have consumers spending less, which results in decreasing hotel occupancy (Ozdemir et al., 2022). Low utilization rates have forced the supply side to be too capacity, costing a lot of cash. The study proposes changeable pricing, whereby the hotel may vary room rates depending on demand for pay-off. Combining food and entertainment venues offers value and attracts people. Bowman's Strategy Clock analyzes the hotel's performance in relation to its rivals and generates a plan for differentiating its offerings of services and prices (Bennett, 2023). By positioning itself in the hybrid strategy sector and offering excellent service at a fair cost, the City Hotel might attract consumers that value both affordability and quality. Along with digital marketing and cost control, this strategy will enable the hotel to turn a profit and recover some of the market. The City Hotel wants to solve its financial issues and turn into a profitable, market-leading hotel company.   

[bookmark: _Toc191681989]Financial Performance Analysis (2021-2023)
	Aspect
	Analysis (2021-2023)
	Strategy

	Revenue
	56% drop due to low demand.
	Value-added services, promotions.

	Costs
	High employee costs, cuts in external expenses.
	Workforce optimization, supplier deals.

	Profitability
	Loss of £1.22M in 2023.
	Cost control, efficiency boost.

	Liquidity
	Cash fell from £740K (2021) to £295K (2023).
	Better revenue & pricing strategy.

	Demand
	Economic downturn, fewer travellers.
	Dynamic pricing, digital marketing.

	Supply
	Excess capacity, low occupancy.
	Events, business partnerships.

	Competitive Position
	High cost, low differentiation.
	Hybrid strategy: pricing + added value.



Over the past three years, the City Hotel has found its expenses rising. From £5.31 million in 2022 to £2.33 million in 2023 sales slumped 56%. Less people wish to travel, change travel patterns, and a poor state of the economy are the causes of this decline. Sales dropped, but personnel costs—£1.23 million in 2023—kept high, indicating poor labor management even if sales fell. External expenses dropped to £1.07 million in 2023, indicating cost cutting action. But depreciation expenses rose to £656,590, suggesting that assets were being invested without generating more income. Profitability calculations are frightening since company income will drop from £674,730 in 2022 to £1.22 million in 2023. From £304,650 in 2022 to £1.13 million in 2023 net income fell. The hotel's cash reserves declined from £740,590 in 2021 to £295,510 in 2023, therefore reducing financial independence and increasing risk.
In many respects, supply and demand theory supports the City Hotel's proposed turnaround strategy. Bad economics changed travel patterns, and more living expenses have all contributed to a declining hotel demand (Song et al., 2018). Having too many rooms but insufficient clients cause the City Hotel to be losing a lot of money. We must make some calculated strategic adjustments if we are to handle these problems. By charging more during busy times and less during down times to draw customers on a budget, dynamic pricing can enable companies to maximize income. Combining the hotel with dining and events will add value to one’s visit and increase demand for any Hotel (Eva Lacalle, 2023). Strategic alliances and digital campaigns should center corporate clients and visitors to draw additional guests and transform the hotel's reputation.
Bowman's Strategy Clock enables The City Hotel to be more competitive. The hotel should apply a combination of difference and cost. The hotel may keep competitive by offering fresh experiences, enhancing client service, and maintaining facility upkeep. However, operational management that reduces expenses and flexible pricing enables companies to remain successful without compromising the degree of their offerings (Danielson, 2016). Try to secure the greatest rates on staffing, improved partnerships with suppliers, and the use of technology to simplify procedures if one want to lead to cost control. The City Hotel must change with new market trends, consumer tastes, and the health of the economy if it is to be successful and restore financial balance. Combining supply and demand concepts with clever repositioning on Bowman's clock could help the hotel to maximize performance and ensure longevity (Dwivedi, 2022).   

[bookmark: _Toc191681990]Bowman’s Strategy Clock Application
	Strategy
	Key Actions
	Expected Outcome

	Differentiation
	Personalized services, sustainability initiatives.
	Higher guest satisfaction and brand value.

	Unique Offerings
	Themed stays, business-friendly facilities.
	Attraction of diverse customer segments.

	Digital Engagement
	Active presence on social media and OTAs.
	Increased online visibility and bookings.

	Hybrid Strategy
	Competitive pricing with quality services.
	Balanced affordability and service excellence.

	Loyalty Programs
	Exclusive perks for repeat customers.
	Improved customer retention and revenue.



Bowman's Strategy Clock is a methodical approach to position yourself in the market (MindTools, 2023); so, City Hotel's recovery depends on differentiation and charging acceptable rates. By means of individualized services, environmental care, and distinctive products and services, a differentiation strategy improves guest experience. City Hotel can increase internet presence by means of social media and OTAs. Offering themed stays, high-tech work centers, and wellness treatments will help one also appeal more (Mansuri, 2025). Marketing the City Hotel as a location with distinctive experiences will help it to keep patrons returning and make them happier (Murniati and Bawono, 2020).  
City Hotel keeps its rates reasonable by combining moderate pricing with uniqueness, therefore enhancing the quality of its offering. If one provide a combination between reduced pricing and additional value, customers will experience more advantages than only savings. To encourage return business, the hotel can present reward schemes (Kentwell, 2023). Flexible cancellation rules will also draw visitors unsure of their want to book given the state of the economy (Choi and Kim, 2024). Providing dependability and simplicity of use will assist City Hotel attract more visitors and return business. 
An other crucial component of hotel location is focused differentiation (Kopp, 2024). By concentrating on particular demographics, City Hotel can start to appeal to business travellers and those concerned about their health. Organizing long stays and corporate events will boost the reputation of one’s company and increase income generation (Barakat Ali, 2022). Healthy meals, spas, and leisure activities along with wellness retreats with spas help to draw more visitors concerned about their health (Smith and Puczko, 2018). City Hotel can recover its money back and project better as a hospitality specialist using this approach. City Hotel can survive in a demanding market by means of differential, hybrid, and concentrated differentiation. These strategies will increase demand, locate the best pricing, increase the profitability of the company, and retain consumers returning back.   
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	Strategy Area
	Actions
	Objectives
	Outcomes

	Revenue Optimization
	Dynamic pricing, data analytics, bundled packages
	Maximize revenue, add value
	Higher occupancy, more revenue

	Cost Efficiency
	Optimize staffing, reduce external services, energy savings
	Lower costs, increase efficiency
	Reduced operational costs

	Digital Marketing
	Invest in SEO, OTA partnerships, personalized emails
	Boost visibility, engage guests
	More bookings, better retention

	Risk Management
	Refinance loans, emergency cost cuts, stress testing
	Improve cash flow, mitigate risks
	Financial stability, resilience



The City Hotel has to boost sales, minimize expenses, use digital marketing, involve patrons, and manage risks if it is to restore balance. Income optimization should come first (Preskale Academy, 2024). Room costs can be adjusted to fit demand by means of dynamic pricing that varies depending on occupancy and rival rates. This helps one to give affordable rates when it's not busy and maximize income during hectic times (Lacalle, 2021). Data analytics lets the hotel estimate room bookings and adjust rates to maximize income (Hollander, 2019). Packages include housing, food, spa treatments, or event tickets may draw people seeking more for their money, therefore augmenting the income generated per guest. Combining all-inclusive packages that satisfy guest needs raises consumer satisfaction and sales (Ali et al., 2021).  
Cost control is also crucial component of the comeback strategy (Kenton, 2022). Matching staffing planning to occupancy rates can help the City Hotel maintain excellent service while reducing labour expenses during down times. By closely examining its use of costly outside service providers and lessening reliance on them, the hotel can cut its running expenses. If it's feasible to conduct things in-house, cleaning and event preparation could be reexamined and help to cut costs. Less energy-consuming activities also help to cut electric bill expenses. The hotel may simultaneously be better for the environment and minimize overhead costs by using smart thermostats, LED lights, low-flow water fittings (Schaffer and Hoffmann, 2018). The position of the hotel in the market and its contacts with its visitors depend on digital marketing and involving consumers. The City Hotel can be simpler for those searching for a place to stay to come onto online with a solid SEO strategy. Targeting particular groups of individuals and locations, advertising on social media platforms will highlight the special offers of the hotel and entice the appropriate guests (Patel, 2024). The hotel will be more visible online by people who might not visit its website otherwise if it makes deals with stronger online travel agents (OTAs). Personalized emails and mobile check-ins can inspire guests to be more devoted and probably returnable. Offering discounts for extended stays or unique events will help customers feel valued and encourage their returning behaviour.
Long-term survival of a hotel depends on its financial stability and risk management ability (Drobyazko et al., 2020). Refining high-interest loans will help one to enhance operations, pay off one’s debt faster, and increase cash flow. A backup strategy for cost control will also enable the hotel survive periods of low demand, such as the off-season or during market downturn. Stress testing will help the hotel to evaluate its capacity to manage outside shocks and economic downturns. Through the modelling of negative situations, the hotel can ensure that its finances remain steady and be ready for unforeseen issues.

[bookmark: _Toc191681992]Conclusion
For three years, the City Hotel has struggled financially; yet, a clever strategy will enable them to turn around things and keep running long-term. This paper discusses the poor financial situation of the hotel, including lost business resulting from the state of the economy and more worker and outside service expenses. With a strategy emphasizing digital marketing, risk management, income generation, cost control, the hotel may overcome these challenges. The City Hotel offers good discounts when it's not busy and employs dynamic prices to maximize income during peak demand. Data analytics will enable the hotel to better forecast demand and adjust rates, thereby guaranteeing that their pricing policies are in line. If one provide meal or event bundles, customers will be delighted and generate more money.
Another crucial are cost-cutting strategies. Reducing outside service providers and streamlining work schedules would help to minimize company expenses. Establishing less energy-consuming behaviours will save one money and benefit the surroundings. Fixing these issues can help the hotel save a lot of expenses, thereby enabling it to increase its profitability. Getting and maintaining guests depends on digital marketing and involving consumers. The City Hotel might increase reservations and enhance brand image by bettering SEO, OTA relationships, and focused marketing. Programs for loyalty also attract more repeat business and help to retain consumers.
Finally, the hotel has to decrease expenses, pay off debt with high interest rates, and stress test its cash. These safety precautions enable the hotel to manage outside events as well as challenging economic times. Not least of all, The City Hotel will be able to turn things around with more income, less expenses, a fresh venue in the market, and steady finances. Strategic frameworks, operational and marketing enhancements can enable the hotel make money once more, increase its competitiveness, and guarantee the long-term survival of the hotel industry. 
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