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Executive Summary
This report analyses the cases study provided for The Seacrest Lodge. The lodge is facing a decline in revenue so critical analysis is required on the financial statement and balance sheet to determine the reasons why the business is running at a lost. The report also discusses how it can improve its services and makes recommendations backed by research carried out online. 
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Introduction
The hospitality industry is a very competitive industry, it is very important to stay one step ahead of the businesses competitors. The case study this report is based on, features The Seacrest Lodge, it is located on the picturesque coastline, it includes a restaurant, bar and also has event facilities. Recently the lodge is experiencing a decline in revenue, occupancy rates and customer satisfaction. This report will explore the financial statement and balance sheet provided in the case study to identify the issues relating to the decline. A decision-making road map is provided by financial forecasting, which also informs resource allocation, budget planning, and strategic investment decisions. Hoteliers can set reasonable financial goals and allocate resources efficiently to reach them with the aid of accurate forecasting (CRR, 2024). When this fails it is usually due to a revenue issue, this can be due to changes in customer demands, economic downturn or even a debt issue. In light of the new realities of room night demand, many hotels will actually be carrying too much debt to be able to operate post Covid-19. Hotels must collaborate with lenders to find a long-term solution to the issue, assuming that the declining KPIs for the hotel industry are not a passing anomaly on an otherwise optimistic prediction (Bouzianis, 2020). Further analysis will show the reasons why this has happened and what could be done to turn the tables around for the Seacrest Lodge.  

Main Body
The coastal market where the lodge is located is a very popular destination and highly competitive. It is surrounded by modern resorts who are highly active in meeting customer demands. The customer reviews of Seacrest Lodge clearly outline the lodge is outdated and the service quality has declined over the years. Therefore, the first strategy of the lodge should be to refurbish the lodge and train staff in providing exceedingly good customer service. Gallup's 2014 Hospitality Industry study analyzed, in order to determine what customers actually desire from hotels, the hospitality industry examined five different hotel market segments: luxury, upper upmarket, upscale, higher midscale, midscale, and economy. The results shed light on what first-time visitors want to see as well as what draws them in and encourages them to return (Yu & Timmerman, 2014).
· Engaged customers are less price-sensitive- Consumers of more expensive hotel chains are typically more involved than those of less expensive ones. The largest percentage of any sector is seen among completely engaged luxury guests, with one-third of them also being the most profitable.

· Appealing to new customers- After a visitor makes their first stay, the process of turning them into a "customer for life" starts. This includes what customers expect from every hotel, quality, pricing, convenience, and brand reputation.

· Encouraging repeat customers- For all client categories making repeat reservations, price, location, and quality continue to be the most important factors. But at this point, a hotel's reputation starts to lose significance as guests start to prioritize their personal connection with the brand over the hotel's image.


· The amenities that matter most- The practice of "gold plating," or introducing more expensive services and goods that don't always improve market share, can be common among hotels. In order to provide amenities that will draw guests without raising prices to the point where they will turn them away, hotels need to know which goods and services are important to the target market in order to avoid falling into this trap.

· Creating customers for life- It makes sense that certain factors, including location and price, are crucial in luring in new clients. Even if another business is offering a better deal or a more desirable location, customers are more likely to remain again if staff can build an emotional connection with them during their first visit. 
The Seacrest Lodge needs to adhere to these points to keep up with the competition. The modern hotels are taking over the business by providing customers with what they are demanding for. One such characteristic that is probably going to stick around is millennials' post-awareness of the climate problem. Comparatively speaking, Gen Z is the group most at risk from the threats of the next several decades. Studies show that compared to previous generations, this one is more concerned with sustainability (O’Neill et al, 2023). The average room rate and occupancy rate of the lodge has also declined over the last 3 years, this may also be a result of not listening to customer demands. Eighty percent of survey participants between the ages of 18 and 34, which includes older members of Generation Z and younger millennials, stated they would be prepared to pay extra money to improve their experience, according to an Expedia study (Pressreader, 2023). The lodge should make changes to increase the occupancy rate and also price the rooms at an affordable rate without it affecting the profit level.  

The income statement of the Seacrest Lodge shows a decline in revenue over the last three years. In 2021 the revenue was £1,200,000 with a net income of £300,000. In 2022 this decreased by approximately 8.33%, £1,100,000 with a net income of £150,000. In 2023 this declined even further by 20.83% in comparison to 2021. The revenue for 2023 was £950,000 with a net income of -£150,000. This was due to the revenue declining and operating expenses increasing each year. There are many reasons why the operating expenses increased. One of the main reasons are rising energy bills. The MA Reported that the rising prices is still the main concern of the hospitality industry. 86% of the business cited the rising energy prices is the biggest problem (Maurice- Jones, 2023). According to the most recent Lloyds Bank UK Recovery Tracker, the output growth of UK food and drink producers fell to an eight-month low in March due to rising commodity prices and worsening supply conditions brought on by the conflict in Ukraine (Perrett, 2022). The potential for stagflation in 2023 is a cause for alarm. A combination of low economic growth and continuous inflation is known as stagflation. During these times, unemployment rates are frequently high, and governments may find it challenging to combat stagflation (Karic, 2023). The reduction coincides with tightening budgets across Britain as a result of the skyrocketing cost of living and rising petrol prices, which drive Brits to look for less expensive alternatives to their daily lives (Terry & Lodge, 2022). As the cost-of-living problem began to bite, consumer confidence fell last year, when inflation hit a 41-year high. According to VisitBritain's survey, nearly 25% of respondents claimed to have been "hit hard." Reducing day trips, dining out, and visits to pricey attractions are all considered beneficial cost-cutting measures, and one-third of respondents indicated they planned to book cheaper lodging (Hyde, 2023). 

There are several other factors which can affect the revenue of the Seacrest Lodge such a major events and incidents happening around the world which has affected the way customers want to enjoy their holidays. According to the PwC UK Hotels Forecast 2023–2024, the demand for hotel rooms in the UK is predicted to stop growing in 2024, with the consequences likely to be felt equally in London and the surrounding areas. Record levels of hotel development are being driven by sustained optimism about the strength of business travel and staycations in the UK, but PwC anticipate that this will be matched by declining demand. This rise in supply coincides with a decline in the post–Covid "revenge travel" bounce, a reduction in inflationary pressures, and a solidly negative state of the UK economy. According to the most recent Lloyds Bank UK Recovery Tracker, the output growth of UK food and drink producers fell to an eight-month low in March due to rising commodity prices and worsening supply conditions brought on by the conflict in Ukraine as seen on Appendix 1 (Hamton, 2023). 

The balance sheet of the Seacrest Lodge also indicates that the total asset levels have decreased over the last 3 years and the total liabilities has increased. The total cash and equivalent have declined by 80% in 2023 since 2021. This shows a large decline in sales. The property and equipment have also decreased which may mean the lodge has had to sell some of its property in order to run the business. Accounts payable has increased in comparison to accounts receivable which has decreased, this means more is being paid out than received. When compared to consumer expenditure and turnover, supplier payments have been less volatile, holding up better during the downturn in consumer spending and staying repressed during the upswing in both (ONS, 2021). The long-term debt level has remained the same which means the business was unable to reduce the amount over the years and must only be paying interest only. In order to turn these figures positive, the lodge needs to start thinking like its competitors. Airbnb is transforming the lodging industry by controlling hotel pricing and adding more rooms in the nation's most popular travel destinations during busy times when hotel rooms frequently sell out and rates soar (Gerdeman, 2018). This is very crucial for the Seacrest lodge to understand and more research should be carried out to determine where they are going wrong.
Conclusion

For hospitality organisations to succeed in the face of continuously evolving consumer behaviour, adaptation is essential. Businesses can not only stay relevant but also thrive in the constantly changing landscape by embracing digital technology, placing a high value on personalization, adhering to sustainability, providing flexible booking options, assuring health and safety protocols, maintaining culinary innovation, and interacting with the community. The cornerstone of creating a robust and prosperous hospitality business is the capacity to comprehend and satisfy the varied and dynamic wants of today's customers (Sachdeva, 2023). If a hotel is able to meet the conditions mentioned in the report, there's a good chance that visitors will come back to take advantage of the same offer or recommend the hotel to others (Arya, 2018). It is also stated by EY that the hospitality industry has outperformed other sectors of the economy, including technology and retail, and this difference has been bigger in the second half of the year. When you consider that during the current economic cycle, revenue per available room (RevPAR) has surpassed GDP growth, 2023 should be a prosperous year for the hospitality industry. This can be seen on Appendix 2 (Riaz, 2023). The study developed by Chen (2007) demonstrated how improving economic conditions as a result of increased tourism boosts business performance.




























Recommendation

Travellers planning a hotel reservation are probably impacted by trip advisor reviews, peer-reviewed internet posts, and other sources that provide information from actual visitors about a resort. This feedback may concern the brand, product, service, or even the hotel's perceived value (Dong, 2022). Convenience, independence, and customization are a hotel's top three demands from its patrons. In order to avoid waiting in line at the front desk, people increasingly anticipate contactless check-in, smartphone access, and in-app communication (Operto, 2023). In terms of adapting to customer behaviour, this suggests that hotels ought to give its amenities more careful consideration. Undoubtedly most individuals would want to spend their entire workday in a hotel room. This entails setting up co-working spaces and providing Wi-Fi throughout the building so that visitors have a private area to work or answer phones. In the end, hotels with these features will draw in the growing number of remote workers who are searching for a location to combine work and play (Sharma, 2022). 
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Appendix

Appendix 1: Hotel Forecast 2023- 2024 due to the war in Ukraine (Hampton. 2023)
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Appendix 2: EY: RevPAR of Hospitality industry comparison
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Comparison of year-over-year percentage change in RevPAR of Hospitality
industry with the country's GDP
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