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Executive Summary    
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Description automatically generated]Hotel La Fenice, a centrally situated mid-range hotel in Rome, experienced considerable operational difficulties, adversely affecting guest satisfaction and its market reputation. The hotel's closeness to popular attractions such as the Trevi Fountain and the Spanish Steps provides a competitive edge; however, persistent problems with room quality, cleanliness, and customer service have resulted in weakened guest satisfaction, as evidenced by numerous unfavourable reviews on TripAdvisor and Booking.com (TripAdvisor, 2024; Booking.com, 2024). This executive summary provides a concise overview of the principal issues identified, analyses performed, and actionable recommendations designed to improve guest experiences and operational efficiency.

Key Issues Identified
1. Room Conditions and Cleanliness Guest comments often highlight inferior conditions, including mould, offensive odours, and outdated furnishings. Mould and ventilation problems signify fundamental maintenance issues, especially regarding air quality and climate regulation (Asadi et al., 2011). Research indicates that air quality is crucial for guest comfort and health, and substandard indoor conditions can substantially reduce satisfaction levels (Kim et al., 2022). The hotel's deficient cleaning and maintenance practices have resulted in an environment that fails to meet guest expectations (Park et al., 2019).
2. Misleading Advertising: A significant concern is the disparity between the hotel's online promotional images and the actual state of the rooms. Numerous guests have indicated that online images must accurately represent the outdated and poorly maintained rooms they experience, undermining the hotel's credibility and reducing trust (Pailose and Shakeel, 2021). Deceptive advertising results in discontent and promotes adverse online reviews that further undermine the hotel's reputation (Kuo et al., 2015; Zemke et al., 2015).
3. Operational Inefficiencies: Operational inefficiencies at Hotel La Fenice, including the off-site check-in arrangement with Hotel La Fenice, frustrate customers who anticipate convenient, on-site assistance (Kim et al., 2012). Research in the hospitality industry highlights the significance of an efficient check-in procedure for creating a favourable atmosphere for the overall guest experience (Lim et al., 2018). Moreover, maintenance problems, such as defective air conditioning and improper bathroom drainage, signify insufficient routine maintenance, further intensifying unpleasant guest perceptions (TripAdvisor, 2023).
4. Competitive Pressure and Customer Bargaining Power: Hotel La Fenice faces significant competition from similarly priced nearby hotels, such as Hotel Nazionale, Hotel Condotti, and Hotel delle Nazioni, all of which provide comparable locations and amenities (Booking.com, 2024). In an environment where guests hold significant bargaining power, partly due to online review platforms such as TripAdvisor, upholding rigorous standards in cleanliness and customer service is essential for preserving market share (Kim and Kim, 2022). Moreover, competition from alternative accommodations such as Airbnb provides guests with increased options, especially for those pursuing economical and flexible lodging solutions.
Summary of Analysis
The evaluation used four frameworks to analyse the challenges faced by Hotel La Fenice. The SWOT Analysis identified the prime location as a strength while noting deficiencies in cleanliness and service. Opportunities for the hotel relate to improvements in service quality, while threats include competition and reputational risk. The PESTEL Analysis evaluated external factors, identifying limitations imposed by local government regulations on historic properties and opportunities to engage eco-conscious guests through sustainable practices. The TOWS Analysis produced feasible strategies, such as improving hygiene protocols to mitigate cleanliness complaints and utilising location to attract tourists. Ultimately, Porter’s Five Forces analysis highlighted intense competition and significant customer power, necessitating changes in service to differentiate the hotel.
Recommendations Overview
To address these issues, the following recommendations are proposed:
· Cleaning Protocols: Adopt regular deep cleaning and mold-focused training for housekeeping staff.
· Transparent Marketing: Update online photos and descriptions to reflect room conditions accurately.
· Dedicated Reception: Implement a standalone reception and self-check-in option for greater efficiency.
· Facility Upgrades: Upgrade ventilation and air conditioning to improve guest comfort, particularly in hot months.
· Feedback Systems: Use in-room surveys and post-stay feedback and actively monitor online reviews to stay responsive.
Cost Overview
The proposed upgrades will necessitate investments, especially for facility renovations and reception reorganisation. Projected initial expenditures are approximately €44,000, supplemented by ongoing maintenance and staff training costs, to maximise guest retention and satisfaction.
Potential Consequences of Inaction
Not considering resolving these issues may result in persistent negative reviews, reduced guest loyalty, and eventual loss of market share to competitors, ultimately compromising the hotel's profitability and long-term sustainability.
Conclusion
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Description automatically generated]In conclusion, implementing these targeted improvements will enable Hotel La Fenice to address critical operational challenges, enhance guest satisfaction, and strengthen its competitive position. By investing in cleanliness, transparency, and facility upgrades, the hotel can rebuild trust and establish itself as a preferred choice for travellers in Rome’s competitive hospitality market.
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1. Introduction 
Hotel La Fenice, located in the centre of Rome, Italy, provides guests with a prime location within walking distance of the city's most renowned landmarks, such as the Trevi Fountain and the Spanish Steps. The hotel is positioned as a mid-range accommodation to attract international tourists and business travellers who prioritise convenience and accessibility to Rome's historical sites. The property offers various room options to accommodate diverse travellers, yet recent guest reviews indicate a discrepancy between expectations and actual experiences. The hotel's marketing promotes comfort and affordability as primary selling points; however, problems with cleanliness, maintenance, and deceptive advertising have resulted in guest dissatisfaction (TripAdvisor, 2024; Booking.com, 2024). Given the intense competition in Rome's tourism sector, Hotel La Fenice must improve its guest experience and correct operational deficiencies to maintain competitiveness and strengthen its reputation among visitors. 
PrimeStay Strategy Group is a consultancy firm focused on the hospitality industry, providing strategic solutions to improve operational efficiency, guest satisfaction, and hotel profitability. PrimeStay Strategy Group leverages extensive experience in the hospitality industry, using detailed market analysis and analytical frameworks to provide customised recommendations that address specific operational challenges within the sector. Utilising industry expertise, PrimeStay partners with hotel management teams to execute sustainable improvements that promote enduring success and reputation improvement. Collaborating with Hotel La Fenice helps PrimeStay implement its hospitality expertise in Rome's competitive tourism sector.
The main aim of this report is to examine and solve the factors leading to Hotel La Fenice's decreasing guest satisfaction and reputational issues. This report defines fundamental problems affecting guest experiences, such as cleanliness, operational inefficiencies, and marketing strategies. Through analysing these domains, PrimeStay Strategy Group intends to deliver practical recommendations that improve the hotel's service quality and synchronise its operations with guest expectations. This consultancy report aims to assist Hotel La Fenice in enhancing its competitiveness in Rome's hospitality sector by cultivating a favourable reputation and strengthening guest loyalty through operational and strategic modifications. 
The report utilises various analytical frameworks, such as PESTEL, SWOT, TOWS, and Porter’s Five Forces, to thoroughly evaluate the internal and external challenges confronting Hotel La Fenice. The PESTEL analysis considers the political, economic, social, technological, environmental, and legal influences on the hotel's operations, while the SWOT analysis delineates principal strengths, weaknesses, opportunities, and threats. The TOWS analysis offers strategic insights for transforming weaknesses and threats into viable opportunities. Finally, Porter’s Five Forces analysis assesses the competitive environment by examining industry rivalry and customer bargaining power. This comprehensive approach guarantees a complete evaluation, directing pragmatic and evidence-based suggestions.

2. Analysis 
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Description automatically generated]2.1 Issue Identification 
Guest Complaints
Guest complaints regarding Hotel La Fenice highlight significant issues in cleanliness, room condition, and misleading advertising. Many reviews across platforms like TripAdvisor and Booking.com report unpleasant odours, particularly the smell of mould in rooms, which indicates poor ventilation and possible water damage. Mould is a common issue in older hotels, especially in historic buildings. Still, the impact on guest satisfaction can be severe, as poor indoor air quality is linked to respiratory problems and discomfort (Asadi, 2011). The presence of mould, reported by multiple guests, suggests that the hotel’s cleaning and maintenance practices are insufficient, as these problems should be regularly addressed to maintain acceptable living conditions (TripAdvisor, 2024; Booking.com, 2024).
Another frequent complaint is the lack of reliable air conditioning. Rome experiences high temperatures in summer, making functional air conditioning essential for guest comfort. [image: A screenshot of a phone

Description automatically generated]Research shows that temperature control significantly affects guests' perceptions of comfort and overall satisfaction, particularly in regions with hot climates (Kim et al., 2022). Guests at Hotel La Fenice reported that air conditioning units either did not work consistently or operated on short-timers, which likely disrupted sleep and daily comfort (Booking.com, 2024). Inadequate climate control can lead to negative reviews and diminished repeat business, as guests expect a minimum standard of comfort aligned with the hotel’s advertised amenities (TripAdvisor, 2024).
Misleading advertising also emerged as a core issue. Guests frequently noted discrepancies between the hotel’s online photos and the actual condition of rooms, which were often described as outdated and poorly maintained. Misleading advertising in the hospitality industry can severely damage brand trust, as customers perceive discrepancies between expectations and reality as a breach of trust (Kuo et al., 2015). The effects are compounded by the power of online reviews, where misrepresentation can lead to a loss of potential clients who might otherwise consider the hotel.





Operational Inefficiencies
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[image: Cracked basin]The operational inefficiencies of Hotel La Fenice constitute a significant issue. The reception services are shared with the nearby Hotel Concordia, inconveniencing guests who must check in and receive assistance off-site. This configuration indicates insufficient resources to sustain an independent front desk or inappropriate operational design, undermining service quality. Research in hospitality customer service suggests that initial impressions, particularly during check-in, are essential for guest satisfaction (Kim et al., 2012). Guests anticipate prompt, on-site assistance and off-site reception arrangements have resulted in dissatisfaction, mainly when problems such as room access or service concerns occur outside of Hotel La Fenice's operational hours (TripAdvisor, 2023). 
Furthermore, reports of maintenance problems, including defective showers, fractured sinks, and inadequate drainage, suggest a deficiency in regular maintenance. Regular maintenance is crucial in hospitality to maintain facilities' functionality and appearance, as poor maintenance directly impacts guest experiences and diminishes the probability of favourable reviews (Lai and Yik, 2012).
2.2 SWOT and TOWS Analysis
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The central location of Hotel La Fenice in Rome is its primary advantage. The hotel is conveniently located within walking distance of prominent tourist attractions, including the Trevi Fountain and Spanish Steps, which improves its attractiveness to international visitors seeking quick access. Guests highly value proximity to these landmarks, as it helps them to optimise their sightseeing experience without requiring extensive transportation (TripAdvisor, 2023). Location is a vital asset in the hospitality sector, as research demonstrates that hotels located near prominent attractions typically experience increased occupancy rates and better guest satisfaction (Latinopoulos, 2020). This strategic positioning confers a competitive advantage, facilitating the attraction of tourists to Rome's historic districts.
Weaknesses
However, considerable flaws compromise the hotel's advantages. Guests have consistently reported issues with cleanliness, including mould, unpleasant odours, and inadequate room maintenance, raising significant concerns regarding hygiene standards (Booking.com, 2024). Cleanliness is fundamental to guest satisfaction, as improper sanitation is associated with lowered satisfaction and unfavourable reviews (Kim et al., 2020). Moreover, operational inefficiencies—such as depending on a nearby hotel for check-in services—irritate guests, who expect seamless, on-site assistance. These deficiencies weaken the hotel’s overall reputation and could discourage repeat business, as evidenced by research correlating cleanliness and operational efficiency with guest loyalty (Manolitzas et al., 2021).


Opportunities
Considering these opportunities, the hotel confronts challenges from strong rivals and reputational concerns. The intense competition in Rome's central district provides guests numerous options, resulting in less tolerance for substandard services (Anagnostopoulou et al., 2019). Moreover, enduring negative reviews on platforms like TripAdvisor undermine the hotel's credibility, as prospective guests frequently depend on peer evaluations when selecting accommodations (Kim and Kim, 2022).
Threats
In light of these opportunities, the hotel faces challenges from formidable competitors and issues related to its reputation. The fierce competition in Rome's central district offers guests many choices, leading to diminished tolerance for inferior experiences (Anagnostopoulou et al., 2019). Furthermore, persistent negative reviews on platforms like TripAdvisor damage the hotel's credibility, as potential guests often rely on reviews from other travellers when choosing accommodations (Kim and Kim, 2022).
TOWS Analysis table
	Factor
	Strengths
	Weaknesses

	Opportunities
	Leverage Location for Partnerships: Partner with local attractions (Trevi Fountain, Spanish Steps) to provide packages that attract tourists, therefore increasing the hotel's attractiveness despite its operational deficiencies. Studies demonstrate that location-based collaborations may improve a hotel’s occupancy and revenue. (Zahrah et al., 2022).
Implement Digital Check-In: Collaborate with local landmarks (Trevi Fountain, Spanish Steps) to offer packages that attract tourists, thus improving the hotel's appeal despite its operational shortcomings. Research indicates that location-based partnerships may increase a hotel's occupancy and revenue. 

	Strengthen Hygiene and Maintenance Protocols: Cleanliness issues, including mould and insufficient room maintenance, must be rectified to improve guest satisfaction (TripAdvisor, 2023). Implementing stricter protocols might mitigate these vulnerabilities, positively affecting the guest experience and online evaluations. 
(Jiang and Wen, 2020).
Transparent Marketing: Synchronising promotional materials with the hotel's actual room quality may help manage guest expectations while improving customer trust. Studies indicate that transparent marketing reduces negative online feedback and improves brand perception (Kuo et al., 2015).


	Threats
	Enhance Service with Location-Based Strategies: Due to the intense competition in Rome's central district, promoting location-specific advantages can help maintain market share (Slivar, 2018). Providing walking tours or personalised Rome city guides might differentiate Hotel La Fenice from its competitors (Silvar, 2018).

	Address Online Review Criticisms Promptly: The widespread nature of online reviews and the risk of reputational harm necessitate swift responses to adverse feedback. Neglecting to respond to criticisms regarding cleanliness and service may lead to additional reputational damage, directing potential customers towards competitors (Proserpio and Zervas, 2015; Wang and Chaudhry, 2018).



2.3 PESTEL Analysis
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The political landscape in Italy significantly influences hotel operations, as the government implements regulations to guarantee safety, cultural preservation, and environmental sustainability in historic regions such as central Rome. Local rules, including zoning laws and noise ordinances, directly impact Hotel La Fenice, constraining its capacity for renovations and operational adaptability (Micelli and Pellegrini, 2018). The Italian government has raised taxes on accommodations to improve tourism infrastructure, imposing financial pressure on hotels, which may influence room rates and occupancy (Garo, 2024; Swenson, 2021).
Economic
The post-pandemic economic environment poses challenges for the hotel sector, with considerable pressures on revenue stemming from variable demand and increased operational expenses. Although Italy's tourism industry has slowly recovered, the uncertain global economic landscape and inflationary pressures have influenced consumer spending, reducing disposable travel budgets (Anguera-Torrell, 2020). Hotel La Fenice, similar to other businesses, struggles with competition for a decreasing pool of budget-conscious travellers, which could damage profitability. Furthermore, rising energy, cleaning supplies, and labour expenses increase operational costs, demanding hotels improve resource utilisation and possibly limit amenities or services to control expenses (Xiao, 2023).
Social
Social trends highlight the importance of cleanliness, transparency, and health standards in guest expectations. The COVID-19 pandemic intensified guests' awareness and expectations regarding hygiene, as demonstrated by the unfavourable reviews mentioning mould and cleanliness concerns at Hotel La Fenice (Booking.com, 2024). Research indicates that cleanliness is a crucial determinant of guest satisfaction, with numerous guests increasingly expecting visible hygiene protocols as a norm (Sharma and Kausik, 2021). Furthermore, transparency regarding amenities and room conditions is essential, as inconsistencies may damage customer trust, a fundamental factor in fostering brand loyalty within the hospitality sector (Kuo et al., 2015).
Technological
Technological innovations in customer service are becoming more critical in the hospitality industry. Hotels globally implement digital solutions to optimise operations and improve guest experiences, including mobile check-in, digital room keys, and automated customer service (Buhalis and Moldaska, 2022). Hotel La Fenice has faced criticism for its dependence on off-site check-in procedures, which may inconvenience guests and cause frustration. Investing in digital improvements, such as an autonomous digital check-in system, could improve operational efficiency and fulfil contemporary guest expectations (Sykmite, 2023).
Environmental
Environmental sustainability is a developing priority in the hospitality sector, as numerous travellers increasingly prefer eco-friendly lodgings. Guests are becoming more aware of the ecological consequences of their accommodations and favour hotels that implement sustainable practices, including energy-efficient lighting, waste minimisation programs, and water conservation measures. Hotel La Fenice can distinguish itself by adopting sustainable practices, eventually attracting environmentally conscious customers while improving its brand image through global trends in responsible tourism (Shanti and Joshi, 2021).
Legal
Adherence to health and safety regulations is essential in the hospitality sector, especially concerning fire safety, sanitation, and guest security. Noncompliance with these regulations may result in penalties, operational limitations, and harm to reputation (Segbedzi et al., 2023). The persistent cleanliness and maintenance problems at Hotel La Fenice indicate a necessity for greater attention to hygiene and safety standards. Compliance with these standards would reduce legal risks and improve guest satisfaction, as cleanliness and safety are essential to the overall guest experience (Zagrade and Tyagi, 2017).
2.4 Porter’s Five Forces Analysis 
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The risk of new entrants in Rome's hospitality industry is moderate, mainly due to significant entry barriers such as rigorous regulations, considerable financial obligations, and the city's well-established tourism market. The Italian government implements strict zoning laws and preservation regulations in historic districts, limiting the construction of new buildings and renovating existing structures (Micelli and Pellegrini, 2018). Consequently, entering the central Rome hotel market necessitates substantial capital, mainly due to the increased expenses linked to buying or leasing properties near prominent attractions such as the Trevi Fountain and Spanish Steps. The increased cost landscape complicates the ability of small or independent hotel operators to gain a presence without significant financial support (Ahmad, 2015). Nevertheless, major hotel brands possessing the financial resources and operational expertise to navigate these constraints, such as Marriott and Hilton, may still penetrate the market through partnerships or purchases. Consequently, it is placing pressure on independent operators like Hotel La Fenice.
Bargaining Power of Suppliers
In the hospitality sector, the bargaining power of suppliers could be more moderate owing to the multitude of vendors providing comparable products and services. Hotels can procure essential supplies such as cleaning products, linens, and maintenance services from various suppliers, allowing them to negotiate advantageous terms (Yilmaz and Bititci, 2006). Nonetheless, for hotels dependent on particular, high-calibre suppliers, the bargaining power may experience a modest increase. Hotel La Fenice's dependence on local suppliers for cleaning and maintenance offers an opportunity to renegotiate long-term contracts to improve service quality and cost efficiency, particularly in light of ongoing guest complaints regarding cleanliness and maintenance (TripAdvisor, 2023). By forming alliances with reliable vendors, Hotel La Fenice might improve service consistency and reduce recurring maintenance-related criticisms, positively influencing guest satisfaction.
Bargaining Power of Customers
Clients in the hospitality sector, especially in renowned tourist locales such as Rome, have considerable bargaining power. The development of online review platforms like TripAdvisor and Booking.com has granted customers considerable power, as unfavourable reviews may discourage potential clients. Research indicates that online reviews significantly influence booking choices, as travellers frequently depend on peer evaluations to assess a hotel's quality and dependability (Kim and Kim, 2022). Guests at Hotel La Fenice have consistently voiced discontent regarding cleanliness, antiquated amenities, and customer service, compromising the hotel's reputation (Booking.com, 2024). Furthermore, with rival hotels nearby—such as Hotel Nazionale, Hotel Condotti, and Hotel Delle Nazioni—guests can readily choose alternative lodgings if their expectations are not fulfilled. To make up for this power inequality, Hotel La Fenice must proactively address client complaints while improving service quality, as research demonstrates that hotels with responsive management generally excel in customer retention and loyalty (Vermeulen and Seegers, 2009).
Threat of Substitutes
The threat of substitutes in Rome's accommodation market is significant, chiefly due to the increasing number of short-term rental platforms like Airbnb. These platforms offer economical and adaptable accommodation alternatives, frequently attracting budget-minded travellers and individuals desiring a more authentic experience (Guttentag, 2015). Airbnb accommodations feature amenities such as kitchens and more expansive living spaces, which especially appeal to long-term guests seeking to minimise costs. Hotels like La Fenice face considerable challenges from this trend, as guests may regard Airbnb as providing superior value. To compete effectively, Hotel La Fenice might consider diversifying its offerings by delivering distinctive services or curated experiences that attract guests seeking convenience and local appeal (Guttentag and Smith, 2017).
Industry Rivalry
The competition in Rome's central hotel sector is fierce, fuelled by a high concentration of hotels competing for a restricted number of tourists, particularly during off-peak periods. Hotel La Fenice faces direct competition from nearby competitors, including Hotel De Petris, Hotel Marisa, and Hotel Relais Dei Papi, all of which provide similar proximity to Rome's principal attractions. Hotels in this region frequently participate in price competition or provide special promotions during off-peak periods to sustain occupancy rates (Boogink, 2024; Balaguer and Perinas, 2013). The intensified competition necessitates that Hotel La Fenice distinguishes itself through pricing and rectifying significant service shortcomings, especially in cleanliness and customer service, which have been consistently highlighted in guest feedback (TripAdvisor, 2023). Improving service quality and exploiting its prime location will allow Hotel La Fenice to maintain market share despite intense competition.

3. Recommendations and Change Management
3.1 Recommendations for Improvement 
Cleaning Protocols
To resolve persistent cleanliness issues, including mould and unpleasant odours reported by guests, Hotel La Fenice must establish improved cleaning protocols that comply with higher hygiene standards. Mould, often mentioned in guest reviews, signifies a requirement for both prompt remediation and preventive strategies (Sun et al., 2021). Consistent deep-cleaning protocols, including mould assessments and ventilation improvements, are essential for sustaining a sanitary environment (Islam et al., 2023). Research indicates that adopting an integrated strategy with specialised cleaning services for routine deep cleaning, such as those offered by local vendors on Europages, may effectively address mould problems while improving air quality (Park et al., 2021; Europages, 2023). Instructing housekeeping staff on revised cleaning protocols and performing routine quality assessments would guarantee the consistent compliance to these standards. Research demonstrates that increased cleanliness standards not only boost guest satisfaction but also strengthen brand loyalty, particularly when they are visible and consistent (Jiang and Wen, 2020).
Accurate Marketing
Deceptive advertising has resulted in guest dissatisfaction, as discrepancies between online descriptions and actual room conditions undermine trust (Amoako et al., 2019). Guests have consistently indicated that online images do not accurately reflect the condition of outdated or badly maintained rooms (Booking.com, 2024). Precise and transparent marketing is crucial for effectively managing guest expectations. To make sure that marketing content correctly portrays room conditions, Hotel La Fenice should perform a full review of its existing promotional materials (Rather, 2019). This involves updating images and descriptions across all booking platforms to make sure they accurately represent room quality, amenities, and decor (Kuo et al., 2015). The hotel needs to invest in high-quality photography that accurately depicts the rooms, highlighting both advantages and existing limitations. This transparent strategy builds trust and reduces the likelihood of guest dissatisfaction, as demonstrated by research correlating truthful marketing practices with heightened guest satisfaction (Paulose and Shakeel, 2021).
Independent Reception Operations
The dependence on Hotel La Fenice for check-in services has resulted in operational inefficiencies and unhappy customers due to the lack of on-site assistance. Implementing a separate reception at Hotel La Fenice would improve guest experiences by offering uninterrupted, on-site assistance (Gundersen et al., 1996). The initial impression of the check-in process is essential in the hospitality sector, as it influences the guest's overall perception of their stay (Kim et al., 2012). Having a dedicated front desk at Hotel La Fenice, operated by trained personnel available all day, could mitigate the inconveniences associated with off-site check-ins (Nalley and Bufquin 2020). An independent reception area would optimise guest interactions and allow staff to address questions and service requests quickly, which would improve overall service quality. Moreover, the introduction of a digital self-check-in feature, as utilised by numerous modern hotels, would improve the efficiency of the process for technologically adept guests (Cheong et al., 2021; Sykmte, 2023).
Facility Upgrades: Ventilation and Air Conditioning
Upgrading the hotel's ventilation and air conditioning systems is essential for ensuring guest comfort, especially during the hot summer months in Rome. Persistent guest complaints regarding insufficient air conditioning and inadequate room ventilation suggest that the existing systems are unsatisfactory (TripAdvisor, 2023). Research shows the significance of indoor climate regulation for maintaining guest comfort and satisfaction, particularly in areas with extreme seasonal temperatures (Kim et al., 2022). Hotel La Fenice should contemplate upgrading to more efficient air conditioning units and improving the ventilation system to reduce mould proliferation and improve air quality. Investing in energy-efficient HVAC systems can improve comfort while promoting environmental sustainability, attracting eco-conscious guests (Shanti and Joshi, 2021). Although initial installation expenses may be considerable, these improvements could diminish long-term maintenance costs while increasing guest retention through providing a consistently comfortable atmosphere.
3.2 Change Management Strategy
Employee Training
To achieve sustainable improvements at Hotel La Fenice, a specialised training program for housekeeping and front desk staff is essential. Housekeeping training should prioritise compliance with current cleanliness standards, including mould control, improved sanitation procedures, and quality assessments following each cleaning session. By collaborating with professional cleaning services, such as those featured on Europages, the hotel can organise regular expert-led workshops to make sure staff are properly prepared to address cleanliness challenges effectively (Europages, 2023). Studies demonstrate that consistent and high-quality housekeeping training is directly associated with improved guest satisfaction, as cleaner environments are more likely to fulfil guests' expectations (Wu et al., 2018). 
Front desk staff training has to include fundamental customer service skills, conflict resolution techniques, and streamlined check-in procedures to reduce any remaining dissatisfaction from previous off-site check-in experiences. Positive initial impressions are essential in hospitality, as they frequently shape guests' overall perceptions of their experience. Front desk operators must be trained in the utilisation of new digital tools, such as self-check-in kiosks, to guarantee seamless service for guests desiring quick and effective access (Spektor et al., 2023). This proactive strategy would allow Hotel La Fenice to develop a consistently favourable guest experience, which would boost service quality (Waqanimaravu and Arasanmi, 2020).

Guest Communication
Clear communication with guests is essential for restoring trust and managing expectations, particularly during ongoing developments. Guests must be informed of the precise measures Hotel La Fenice is implementing to rectify previously reported concerns, such as cleanliness and older amenities, which can be specified through welcome letters, room notices, and digital displays in the hotel’s common areas. Studies indicate that transparent communication regarding changes, such as cleanliness protocols, increases guest trust and positively affects satisfaction (Kim and Kim, 2017).
The hotel’s website and booking platform listings must be revised to accurately represent ongoing changes, assuring guests receive precise information regarding current conditions. Moreover, front-desk staff should be asked to share any recent upgrades during check-in, highlighting improved cleaning protocols and newly upgraded amenities. This proactive communication strategy assures guests that their concerns are addressed and exemplifies the hotel’s dedication to excellence. Consistent updates on the hotel’s social media channels and review platforms can expand audience reach and improve the hotel’s online reputation by directly responding to previous criticisms (Anagnostopoulus et al., 2019).
Monitoring & Feedback
To guarantee that changes adequately fulfil guest expectations, Hotel La Fenice ought to implement rigorous monitoring and feedback mechanisms. The process may commence with routine internal audits evaluating cleanliness standards, facility maintenance, and overall service quality. Employees must be trained to conduct quality assessments and promptly report any issues, ensuring that problems are resolved before affecting the guest experience. Research indicates that internal performance monitoring aids in sustaining service quality consistency and can proactively detect issues that may result in adverse feedback (Llach et al., 2016). 
Furthermore, guest feedback needs to be methodically gathered through both direct and digital channels. In-room feedback cards, post-stay surveys, and follow-up emails may encourage guests to communicate their experiences. Incorporating feedback channels with online review platforms such as TripAdvisor and Booking.com would allow the hotel to promptly resolve any issues identified, showcasing responsiveness to guest concerns (Vermeulen and Seegers, 2009). Management should consistently evaluate this feedback, utilising the acquired insights to modify service strategies accordingly. By promptly addressing reviews and demonstrating how guest feedback informs improvements, Hotel La Fenice may strengthen guest loyalty and cultivate a favourable reputation, both essential for maintaining competitiveness in Rome's saturated hospitality sector. 
In order to improve this strategy, Hotel La Fenice could adopt a Net Promoter Score (NPS) system, a metric frequently utilised in the hospitality industry to assess guest satisfaction and loyalty. Through the analysis of NPS results, the hotel can discern areas necessitating improvement and monitor advancements over time. This feedback-oriented system will allow Hotel La Fenice to implement data-informed modifications, creating a dynamic strategy for continual growth and strengthening its long-term reputation management plan (Kristensen and Eskildsen, 2011).
3.4 Success Metrics 
To evaluate the impact of the proposed improvements, Hotel La Fenice must develop key performance indicators (KPIs) focused on guest satisfaction, online reputation, and operational efficiency. Guest satisfaction metrics can be obtained through post-stay surveys, Net Promoter Score (NPS) tests, and in-room feedback cards, allowing the hotel to assess alterations in guest perceptions regarding cleanliness, service quality, and overall experience. Research indicates that consistent improvements in guest satisfaction are strongly correlated with increased loyalty and repeat customers (Kristensen and Eskildsen, 2011). 
Online review ratings on platforms like TripAdvisor and Booking.com are essential indicators, as they directly influence the hotel's public image and impact prospective guests. Studies demonstrate that responding to guest feedback on these platforms signifies the hotel's commitment to issue resolution, which can favourably influence prospective customers' booking decisions (Vermeulen and Seegers, 2009). 
Occupancy rates serve as an operational KPI, reflecting the hotel's effectiveness in attracting and retaining guests. Hotel La Fenice may evaluate the direct impact of the proposed modifications on its market appeal by analysing occupancy rates prior to and after to their execution. Studies suggest that heightened occupancy rates, along with positive guest reviews, often indicate that a hotel’s improvements to service are successfully meeting guest expectations and strengthening competitive advantage (Pardinha et al., 2023).
4. Action Plan (350 words)
	Issue
	Recommended Solution
	Desired Outcome
	Timeline
	Estimated Budget

	Cleanliness and Mold in Rooms
	Implement developed cleaning protocols and partner with specialised services (e.g., Europages vendors) for deep cleaning and mould management (Park et al., 2021; Europages, 2023).
	Improved hygiene and air quality; increased guest satisfaction as research shows cleanliness is essential for positive guest perceptions (Sharma and Kaushik, 2021).
	3 months
	£6,880

	Inaccurate Online Marketing
	Update online images and descriptions to reflect actual room conditions with professional photography and realistic representations (Balomenou and Garrod, 2019).
	Improved guest trust and reduced complaints about room conditions, as transparency in advertising, aligns expectations with reality and builds trust (Kuo, et al., 2015).
	2 months
	£2,580

	Off-Site Reception
	Establish an independent reception desk at Hotel La Fenice and offer digital self-check-in options for convenience.
	Enhanced guest experience through on-site support and streamlined check-in, both of which contribute positively to overall guest satisfaction (Spektor et al., 2023; Waqanimaravu and Arasanmi, 2020).
	4 months
	£12,900

	Ventilation and Air Conditioning Issues
	Upgrade the HVAC system to energy-efficient units and enhance room ventilation to reduce mould and improve air quality.
	Improved room comfort and air quality are essential for guest comfort, especially in climates with extreme seasonal temperatures (Kim et al., 2022).
	6 months
	£17,200

	Staff Training for Service Quality
	Conduct workshops for housekeeping and front desk staff, focusing on updated cleaning standards and customer service excellence (Kim et al., 2022).
	Enhanced service consistency and guest satisfaction, as well-trained staff reduce operational issues and negative reviews (Kim et al., 2021).
	1 month (initial), ongoing every 6 months
	£4,300 initial; £2,580 annually

	Monitoring and Guest Feedback
	Establish feedback collection systems (in-room cards, post-stay surveys) and track KPIs such as satisfaction scores and online reviews.
	Continuous improvement driven by guest feedback supports reputation and loyalty, as active responsiveness to feedback is essential for guest retention (Christou, 2003).
	Immediate and ongoing
	£1,290 annually


This action plan offers Hotel La Fenice a systematic framework for addressing operational and guest experience challenges. Each initiative includes a definitive timeline and budget, ensuring realistic improvements that elevate service quality and guest satisfaction while conforming to industry best practices.

5. Conclusion
This consultancy report has identified several fundamental issues affecting guest satisfaction at Hotel La Fenice, primarily related to cleanliness, operational inefficiencies, and deceptive marketing practices. An detailed examination of guest feedback, operational metrics, and industry standards reveals that resolving these issues is crucial for improving the hotel's reputation, guest loyalty, and overall profitability.
Significant findings reinforce the necessity of instituting improved cleaning protocols to reduce ongoing mould and odour problems. Collaborating with respected cleaning services, such as those listed on Europages, and conducting regular staff training on current hygiene protocols will guarantee that the hotel fulfils guest expectations for cleanliness. Furthermore, upgrading ventilation and air conditioning systems will facilitate the maintenance of comfortable room conditions, addressing a prevalent concern noted in guest reviews.
Operational recommendations entail creating an independent reception to optimise the check-in process and alleviate guest frustrations, as well as improving marketing strategies to accurately depict room conditions and amenities. Effective marketing, backed by high-quality visuals and clear descriptions, will promote trust and stick to industry best practices for sustaining a favourable brand image.
To facilitate ongoing improvement, Hotel La Fenice ought to develop complete feedback systems, monitor key performance indicators (KPIs) including guest satisfaction metrics and online review ratings, and consistently modify strategies in response to guest feedback. These KPIs, together with occupancy rates, will function as effective metrics to evaluate the success of implemented changes and maintain a constant dedication to quality.
In summary, these proposed modifications offer a definitive strategy for Hotel La Fenice to improve guest satisfaction, optimise operational efficiency, and strengthen its market standing.
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Carmen F wrote a review Aug 2023
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NOT AS ADVERTISED!

Hotel la Fenice is not as advertised!!l The pictures are a lie! There is no front desk reception. You
need to lug your luggage up the uneven road and around the block to Hotel Concordia. The
place smells like mold. I booked a ‘Basic’ room with a double bed. | expected it to be in a full
service hotel with a front desk/security and to not be musty. Do not trust the pictures!!

Read less A

Date of stay: July 2023
Trip type: Traveled with family

This review i the subjective opinion of a Tripadisor member and not of Tripadisor LLC. Tripadisor performs checks on reviews
as part of our industry leading trust & safety standards. Read our transparency report to learn more.
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55N msjsnow wrote a review Jul 2023 .
& contributions « 1 helpful vote:
©0000
Bed bugs. Enough said.
If you like service men walking into your room without notice, moldy food at the breakfast buffet
and-to top it off- bed bugs, then this is the hotel for you!

We really wanted to like this hotel after it was recommended to us. The location is excellent and
the staff are so kind. That s the only positive thing | can say about our stay.

The first hiccup was when three maintenance guys tried to come into our room without notice.
We had gone back to our room to freshen up and because house cleaning had already come
Read more v

Date of stay: July 2023

This review i the subjective opinion of a Tripadisor member and not of Tripadisor LLC. Tripadisor performs checks on reviews
as part of our industry leading trust & safety standards. Read our transparency report to learn more.
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Reviewed: 14 August

Hotel Le Orribile m

© Location was good.
® Well where do | start...

We arrived in the sweltering heat to be greeted with a sign on the front door that we had to go
to another hotel, Hotel Concordia, to check i, as there is no staff at reception for Hotel Le
Fenice.

Upon receiving the keys to the property, Room 202, we made our way to the room and
immediately smelt a strong odour of mould. There were mould stains on the ceiling with little
flies around it. We turned the aircon on to try and get rid of the smell as the room felt very
damp, but this appeared to make it worse.

The aircon was on some sort of timer, which switched off every 5 minutes and sounded like a
small jet engine when starting back up.

The shower filled up water and took a while to drain, and due to slow drainage, the shower left
dirt behind in the tray.

The sink was cracked and looked very poor.

The bed had a mattress topper on top, which was too big for the mattress, so when you slept on
the edge it et like you were going to slide off the bed. My partner and | were very itchy laying
on the bed, which we were concerned about as we had previously read reviews about bed bugs.

Due to the strong odour of mould | could not sleep and spent most of the night/morning in the
hotel foyer to get away from the room.

| advised the hotel staff at Hotel Concordia the following day of the foul mould odour and
everything else wrong with the room, and that we will be checking out s we have found
alternate accomodation. to which the hotel staff said * I'm sorry about your stay”.

There was no offer to move into another room, nor was there any offer of a refund for the
second night, or a partial refund for the first night.
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Reviewed:

22 June 2023
Definitely would not stay here again! m

© Great location.

@ To start off, our room looked nothing like the photos on our booking confirmation, the staff
were rude and unhelpful and we would NOT recommend staying here. Although we finally days
later were able to get our room changed to the room we paid for and were expecting!

1 person found this review helpful. /) Helpful (3 Not helpful
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Dhruvsky wrote a review Jan 2022
Baltimore, MD -3 contributions
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Stay elsewhere

We booked for two nights this past week, with the free cancellations and also free bottle of
sparkling wine & breakfast package. This hotel is not as described- the reception area was at
another hotel a few blocks away. Our room phone was broken, making it challenging to
communicate with the off-site reception. We also had to walk there to checkout in the dark at 4
am with luggage. We never received the sparking wine & were told housekeeping ‘forgot’ and
that we could get it the next day (which we couldn't do be we were flying out early). When we had
to unexpectedly check out a day early they were unwilling to give us any refund or discount on
the room despite the above. The upshot is that it was an easy walk to both Trevi Fountain and
Spanish Steps. But, so are many other hotels.

Read less A

Date of stay: December 2021

® 888 value ©0000 Location

This review i the subjective opinion of a Tripadisor member and not of Tripadisor LLC. Tripadisor performs checks on reviews
as part of our industry leading trust & safety standards. Read our transparency report to learn more.
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Elena wrote a review Jul 2023
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©0000

This is more like a hostel !

In my experience the hotel and service are very poor, will not stay again.
We had @ room for 3 adults 5o they put a chair-bed that was very clumsy and stable (imagine
sleeping on it ). The mattress kept sliding down keeping me awake.

There is nobody in reception, for anything you have to go to another hotel.

I came back late from work and found that the cleaner left only 2 towels , no shampoo or toilet
paper. | called reception at Tipm and was told to go to another hotel to sort it or tomorrow .
Air conditioner didn’t work or literally didn’t work so was suffocating in the heat.

Breakfast hardly any choices ..

And stairs s all stained and dirty.

Shame as this hotel is in the amazing location !

Read less A

Date of stay: July 2023

Trip type: Traveled with friends
Igot a a very clumsy chair bed that was not durable for sleep

See more room tips

90000 oction

This review i the subjective opinion of a Tripadisor member and not of Tripadisor LLC. Tripadisor performs checks on reviews
as part of our industry leading trust & safety standards. Read our transparency report to learn more.
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Rudolph201 wrote a review Oct 2022 .
Mexico City, Mexico - 64 contributions « 74 helpful votes
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Bed Bugs in the bed! And personnel on duty was not cared about my
concern

he room was gloomy. Dark. We arrived at night from southern Italy. Then my daughter, sitting on
her bed, saw animals coming out of it. They were bedbugs. They grow in dirty and humid
environments. What interests me the most was that the person in charge of the mob doesn't
care. The room was in the shade. Dark. We arrived at night from the south of Italy. Then my
daughter, sitting on her bed, saw animals coming out of it. They were bedbugs. They grow in
dirty and humid environments. What bothered me the most was that the person in charge of the
mafia didn't care about me. He told me that everything was full and that he could not do
anything. | asked him for my money and he told me gje until tomorrow for something from his
payment system. | never imagined that | would see more insects in Rome than in South and
Central America. Do not come to this hotel! They sell it very well but it's a lie! It's midnight and |
didn’t get my money all back and | couldn't do anything. | asked for my money and I said gje until
tomorrow for something from your payment system. | never imagined that | would see more
insects in Rome than in South and Central America. Do not come to this hotel! They sell it very
well but it's a lie! It's midnight and | didin't get my money back! I should had gone to an apartment
instead of this low-end hotel for the same Price. It was not chep

Read less A

Date of stay: October 2022
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Reviewed: 7 January 2024
Very disappointing hotel and service. Unfriendly staff at m
reception, misleading advertising and extremely poor

value for

© Location was central.

@ Very poor customer experience, when you arrive at the property there is no on site reception.
You need to check in at another hotel which s not per the advertising.

Our access cards were terminated so we could not access the hotel in between our stay, the
service to restore this access was incredibly poor and unfriendly.

The overall hotel room was extremely hot, not sufficient air ventilation which did not help.
The room we were placed in looked nothing like advertised,
The wifi facility is extremely poor, disconnects every few seconds.

The location whilst central is located near dumpsters where there can be extreme noise in the
middle of the night which woke us up multiple times during the night.

The breakfast included is not worth it. most the items were stale, only coffee was okay.
Upon check-out they incorrectly wanted to bill for water we didn't consume as well,

This place was definitely not worth the value to say the least, I'd advise against booking here as
it was a very unpleasant stay

1 person found this review helpful. /) Helpful (3 Not helpful
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