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Lazar Limited has been approached by Hotel Sole regarding its low occupancy rates and dwindling customers. The firm has identified multiple problems that are causing this issue with the first being the Hotels Poor online reputation. A quick look on tripadvisor tells many of the Hotels problems, Cleanliness is reported to be low,. It is also reported by customers that staff are rude and can sometimes not even be present when needed most. Although Lazar Limited and guests of Hotel Sole agree that to the fact that the hotel is positioned in a great location, meaning the issues are within the hotel and not necessarily external. The Hotel is averaging a below average occupancy rate between 50-60%. Our firm has also found the Hotel to be inaccessible to people with physical disabilities, paying little attention to their needs and the service being borderline unusable to someone in a mobility scooter/wheelchair. The report has identified that the recommendations (see below) will cost near to €35,000 to fully address all problems, however an in depth read of the report will showcase that 35 thousand is a small fee to pay considering the very likely possibility of the hotel’s occupancy rate will keep falling if no changes are made. 

Altough, It is not all bad. The report has found out that the government is willing to help in renovations costs for hotels with a history and potential. It was also found that technology may not necessarily improve the hotel, due to its customer base and potential future direction. Other external factors that may affect the hotel include the potential for natural disasters, altough insurance will cover the damages such disasters can take up months of the hotels time rebuilding and eat up profits. Legal factors also play a part into the hotel, as customer protection laws and a city wide tax also affect their business, since Rosolina is considered a touristic location. The tax can range from €1-€7, although in some areas like Roma that number is bumped up to €3-€7, and milan €2-€5, since Rosolina isnt a huge tourist attraction the tax is assumed to be in the lower bracket. Our other findings are that tourists usually look to travel to places that align with their identity, For example spiritual people may look towards thailand, while young women may look towards miami or paris. Using this knowledge and the knowledge of how Rosolina is, it is safe to assume that Rosolina is a family location, with a small fair designed for children and pre-teens, the lack of night life and clubs, and overall affordable pricing. Going back to the original point that Many of the customers were displeased with their experience at hotel Sole, with many poor reviews mounting up to a total of 2 stars on TripAdvisor, however these reviews had one thing in common, That the hotel appears to be old, with the furniture sticking out as dusty and forgotten, The wallpaper, aswell as the general feel of the hotel. The hotel has been around for tens of years, and it lived through its golden ages. Its declining occupancy rates, the primary reason why the Hotel has approached our firm, is most likely due to how old the hotel is and how little thought has gone into the modernisation and renovation of the hotel. Although , the hotel has one ace up its sleeve that we, and most of its customers agree to. Its location has been a key part of its survival, as it is located near the heart of Rosolina, and a ten minute walk away from the sunny beach. Not only that but its cost friendly approach has delegated the need for renovations for many years. And now Since a change is due to happen Lazar Limited has a few recommendations to offer. 

Our first recommendation is that the hotel replaces the old furniture, carpets, wallpaper completely. Since the feel of the hotel being old is the top complaint in most reviews, this is largely the most essential change and the main source of most complaints coming from customers. 

The second recommendation is targeting an issue with the hotel not so talked about, although it is a glaring issue that could become something much bigger. The Hotel has very little accessibility, and a flimsy ramp up to its lift. Although technically not in violation of the European Accessibility Act, the wooden ramp is incredibly dangerous and irresponsible due to the risk of injury being a potential lawsuit. As well as the moral responsibility to make reasonable adjustment for those with disabilities, since a person in a wheelchair could theoretically get by at this hotel, it would be incredibly difficult, not to mention uncomfortable. 

Our other recommendations are for the Hotel to change its managerial structure and management style, from autocratic to democratic, and from a flat structure to a hierarchical one, hiring more employees also to make the structure work, since Sole’s housekeeping is an example of an area that will need more staff immediately, as well as front of house. A complete rebrand is also a recommendation, due to the ‘’Hotel Sole’’ name being likely tarnished by the negative reviews and years of disregard for quality. A rebrand could change the mind of most customers, if shown proof of a better, much cleaner hotel in its promotions. And speaking of promotions, our last recommendation is a large marketing campaign that will show off the new and improved hotel under a new name, recommended to be done under a marketing agency with extensive experience. 

In conclusion the Hotels lack of customers comes from deeply rooted problems that will take thousands of euros to consolidate. Although if the Hotel can pay the price upfront, these issues can be resolved in months, and ready to start marketing for the summer. Its location and price are the two lifelines keeping the hotel from closing, and if managed properly under a new democratic hierarchical structure the business can once again flourish.  


Introduction

This report will point out, address, and solve a persistent issue that Hotel Sole, an italian hotel near the Rosolina Mare. The issue in particular that this business is facing is a lack of customers. And while the hotel manages to have an occupancy rate of 50-60% in the summer, as they are a beach hotel it is expected for summer to be the busiest time, however their occupancy rate given the circumstances is quite low. (Mitra, 2020) 

Lazar Limited can help Hotel Sole bump up their occupancy rate by offering them an in depth insight into why their occupancy rates are low, using frameworks such as PESTEL and SWOT we can help Hotel Sole to understand the nature of this problem, be it internal or external issues. 
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A brief background of hotel sole shows it is a decently sized hotel on the main street of rosolina mare, viale dei pini. It is a 3-star hotel offering moderate amenities such as wifi and air conditioning, although air conditioning in a country like italy can be argued as a basic necessity. They offer a breakfast buffet that are claimed to be fresh and even offer lunchboxes to take away on request. (Rodella, 2017)

Our consultancy firm has worked with various businesses from italy, Romania, And the UK as our team has tons of experience with businesses in these three countries, and can easily identify problems unique to each area. One part of our business that makes us unique is the ability to introduce new solutions taken from experience with businesses abroad, as a relevant example, we may provide solutions to hotel sole’s problems using methods commonly accepted abroad in the uk for example, or romania. This is what makes us stand out from other businesses, aswell as our research models. We hire talented researchers that support our analysts in their search for solutions, for our research we use multiple trusted sources across academic reports, and choose the most agreed upon findings. For example three esteemed reports may say that a hotel may have low occupancy rates due to the location, we will then choose to explore this possibility deeper and pay more attention to this factor over a finding that only two reports support. 

Of course, We will provide hotel sole, with justified recommendations backed by this research model, and also provide an Action plan presented in a table to easily visualise the problem, solution, desired outcome, time scale and potential costing. Then we will incorporate a conclusion to highlight the reports findings.

Final words before continuing to the analysis, the hotel has a large potential to become a behemoth business in its area, due to Italy as a whole being a popular holiday location, and Rosolina Mare being near the City of Venice, which is one of the most important cities within Europe pulling in millions of tourists yearly easily, it is safe to say that location is not a problem for the hotel, but much rather its business activities. (Shoval, 2011) 

Analysis

Starting off this section, lets address the elephant in the room. Hotel sole’s infrastructure is old, and cannot compete with the modern hotels of today, multiple issues such as old furniture, out dated tapestry, and an inaccessible lift (as ridiculous as it sounds) which is only the begging to the accessibility problems of this hotel. Unpacking each problem. The hotel as very old-looking and outdated furniture, this wouldnt be such a problem if old furniture was a design choice as part of an experience, since many tourists fall in love with the 80s and 90s depiction of italian culture, ie old money designs stemmed from mafia movies like the godfather. (Zhang, 2024) But Hotel’s Sole furniture isnt fancy looking, it isnt old money like, it just looks old and dirty, in both the lounge/waiting area, and in the guest rooms alike. The tapestry on the walls is also old looking, although it could work to support an 80’s theme if the furniture would compliment this. The hotel could find strengths from going all in on these themes, as many of their customers are also from generation X. However one feature of the 80’s that isnt appreciated is the sheer inaccessibility of the hotel. (Tutumcu, 2017)  Firstly the front door has multiple steps with no ramp that allows wheelchair users to enter through the front door, the side doors of the hotels have a small bump which most wheelchairs can manage by, but it may be a struggle. So entering the hotel for wheelchair users is already a struggle, and if that wasnt enough the main desk where guests check in is also very high, meaning wheelchair users, people with height altering conditions like dwarfism etc simply will struggle to even check in. (Popiel, 2016) The cherry on the cake to this inaccessibility has to come from the lift, the only way up to the guest rooms is via multiple large flights of stairs, or a lift that has 3-4 steps below it. Meaning that to get to the lift you must walk up stairs first. Obviously this is ridiculous and has since been fixed in a very poor manner, as the hotel has added a very flimsy wooden board to be used as a ramp to reach the hotel. This is a bad idea for multiple reasons, the first reason is of course the health and safety aspect of a wooden ramp going up 3-4 steps, the ramp has no support beneath only at the top and bottom so it doesnt slip out. (Tak, 2016) Now if someone with a heavier wheelchair or mobility scooter attempts to go up this ramp it may very well snap in half while that person is still on it, since no weight limit is displayed and no material is supporting the ramp. This flimsy wooden ramp is a lawsuit waiting to happen and at some point it will cost the hotel, many generation X customers visit the hotel, many of which may need a mobility scooter. Not the mention how this ramp will make people with a handicap feel, it feels cheap, last minute, and as if it doesnt matter at all. (Kaygan, 2019) Moving past the lift, the actual lift has a decent amount of space inside, a wheelchair plus one would easily fit inside and manouver. The hallway is also pretty spacious and wide, mobility scooters can easily manouver here. One place where a wheelchair will struggle to manouver is the actual room. Disappointingly enough, the bathroom has a step, and there is little room either side of the bed, to let the user transfer. (Tutuncu, 2017) The care free attitude to accessibility is definitely costing Hotel Sole, and is pushing many customers away. Couple that with the old design and furniture, and this business which is positioned perfectly is struggling to pull in sales. (Calvo-mora, 2015)

It is also to be noted that many customers have reported staff to be absent around the hotel, with cases of the housekeeping team not being around until the next morning when a customer had been sick and needed new bed sheets, pillows etc. This is not a good look for the hotel, which has racked up a 2.0 star review on tripadvisor, with guests claiming staff are rude, the hotel is outdated and old, and staff not being present during certain hours. (TripAdvisor, 2024) 

Much of tripadvisors reviews seem to agree with the analysis here, with the hotels average location rating receiving a 3.5 star rating, its highest rating. In comparison, the rooms are rated 2 star, overall value 2.5 stars, cleanliness still a 2.5, service is rated a 2 star, due to the rude staff and manager claims. Lastly, sleep quality is rated a 2.0 with many guests claiming the beds are ancient and uncomfortable. (Hwang, 2014) 

PESTLE 

Political factors that may influence Hotel Sole is firstly the government’s support for tourism, The Italian government has an active funding program for hotel renovations as a large part of the italian economy is from the tourism sector. Hotel Sole could apply to this program to fund the much needed renovations to the furniture, and accessibility needs. (Sacco, 2012)  The government also provide tax deducitions for anti-earthquake eco-friendly building upgrades which is a huge risk for hotels as Italy is an earthquake prone country, for example on november 9th in 2022, a 5.5 magnitude earthquake hit the east coast of italy, and more specifically impacted the city of rimini heavily, a province only a couple hours south of rosolina Mare. Future earthquakes may hit the north of the east coast. (Brandano, 2015) 

Tourists are a large part of Hotel’s Sole customer base, but economic factors abroad that affect their overseas customers disposable income is a factor that they cannot influence, but are heavily influenced by. Economic downturn in wealthy countries, where their guests may come from is a factor Hotel Sole need to be aware of (assaf, 2018). The increasing cost of labour and rising interest is also a factor that may stagnate the Hotel’s growth. Currency exchange rates also impact the hotel, as the Euro’s value directly impact the hotels guests and their spending power. (Lee, 2016) 

Preferences among tourists affects Hotel Sole gravely, as for hundreds of years tourists love destinations that align with their identity, for example Young couple’s love travelling to party destinations where many other young, mostly couples also go (Tran, 2006). This is key information that we will look over for Hotel Sole later in this report, as targeting the largest group of recurring tourists is key for a hotels survival, Italys aging population and the area surrounding Hotel Sole should tell the hotel everything they need to know about their target audience, the area around them has many family-friendly places, ie family restaurants, a summer carnival near the rosolina mare mainly for children etc, its very clear that the area around them is made for families, rather than young couples looking to party, as clubs are far and few in the area. (Rosina, 2023)

Tech may affect Hotel Sole less than other hotels, as older guests may want to avoid checking in online and look towards booking on the phone or in person. However Hotel Sole is still up on digital booking platforms such as booking.com advertising themselves as a low cost destination for families (kilali, 2016).The Hotel also sparingly uses technology in its services, they do use a POS (point of sales) system and have a TV in each guest room and a hotel-wide wifi since the hotel actually blocks any data due ot its structure if guests are on a lower floor, apart from that, they do not use an app, and have no sophisticated tech in the guest rooms. (Wang, 2016) Although many travellers do expect new tech to be used in most hotels nowadays, less technology in a hotel that tailors to generation X and families may be a benefit (Rodriguez Del Bosque, 2009).

Many Laws do affect the hospitality industry such as ‘’imposta di soggiorno, this is a city-level tax that charges tourists for every night stayed at a hotel (Rinaldi, 2014)  The amount depends on the Location, star rating, price per night etc. The hotels are the one responsible for collecting this tax and sending it to the local council. Another law that affects Hotel Sole is the ‘’Codice del consumo’’ or the consumer code, this code means every service in italy including hotels needs to maintain truthful advertising, fair pricing, and compensation for any damages caused (Pasa, 2018). If a hotel doesnt represent its quality and services accurately in its marketing it can be penalised severely and forced to offer refunds to anyone that bought the product at that time regardless of their satisfaction with the service. And the final law that will affect the Hotel is the EU’s HACCP (Hazard anaysis and critical control points), this law means that Hotels Sole’s self serve breakfast bar needs to pass the food and kitchen inspections and comply with the rules of this law at all times, this definitely costs the hotel a fair amount of extra cash due to the EU’s strict and tight laws for selling food (Macmaolain,2007)


 And Lastly, the environmental factors that will affect the hotel have much to do with the weather but also with waste management, the weather will affect the hotel due to the changing seasons being less profitable at times (Wang, 2012) Obviously during the winter the hotel is making less money and is likely not operating at that time of the year, while late spring, all summer, and early autumn brings in all the cash. (Moussoulides, 2016) Hotels that base the majority of their profits on seasonal activities (eg mountain hotels for skiing or beach bound hotels), have the pressure of pulling in big money in before shutting down. Another factor is the possibility of natural disasters, such as floods, storms, natural fires, and earthquakes, although insurance will fund rebuilding,the down time from a natural disaster will turn into a financial disaster (Henderson, 2005) 


SWOT 


	The strenghts of this hotel are clear, It is located in a beautiful sunny beach area, it has a clear target audience which is loyal, large space with many hotel rooms, and it is near the city centre in a hot spot. (Fang, 2019) 
	Its weaknesses lie within, being a low-cost hotel but more importantly feeling like a low-cost area, with old furniture, uncomfortable beds, small rooms, and of course the innacessiblity is a huge weakness for this hotel. (Popham, 2023) 

	The opportunities are clear for Hotel Sole, by firstly catering to its largest audience (Gen X), and fixing up the hotels aesthetic and feeling, it can reel in the local population, as that is what makes up a decent chunk of visitors at the Rosolina mare. (King, 2010) Next they could buy out the Lunch bar next to them and turn it into a restaurant part of the hotel package, it would add to the experience and could bring an opportunity to raise prices for each stay, as more features warrant more money charged. (Wu, 2009) 
	Threats to this hotel are as follows, firstly the inaccessibilty could push potential customers away, as much of generation X is starting to use mobility scooters/wheelchairs, and that is their main audience (Vogel, 2006). Secondly, the cheap feeling of this hotel could make guests choose other nearby competitors that feel much more expensive and that may have other features such as a restaurant, and/or a private pool for hotel guests. Other threats may also be uncontrollable such as Rosolina Mare becoming less of a choice for travellers (Sanchez-Fernandez, 2007) 






Reccomendations and change management 

To start of our recommendations for hotel sole, we need to address the biggest issue with the hotel. As established before the furniture of this hotel needs changing immediately, We’d recommend getting new sofa’s, new carpet, and new wall tapestry. Estimated time for changing all of the above is around 2 weeks, as the sofa delivery will take some time, due to the necessity of sofa’s that resemble the italian golden age, or the ‘’old money’’ aesthetic since this links into our next recommendation (Oliveria, 2020). The time it will take to replace the carpet on each floor level will roughly take one and a half weeks. Altogether, the whole operation will cost around £5,000, due to three large leather  sofa’s from vintage sofa co costing £2,095 for one, in total £6,285 for three sofa’s. With all three, three-seather sofas arriving in 5-7 business days. It can be argued that Hotel Sole shouldnt need to spend so much money on leather sofas for the waiting area, since cheaper options exist. But part of this recommendation is to rid the hotel of that cheap feeling, guests need to feel like they are receiving 10x the value of what they paid for to feel satisfied, this is called perceived value (Boksberger, 2011). Next the waiting room tapestry, this may cost the hotel around £1000 for the wall paper itself and an extra £200-400 for the handy work. If the waiting room can make the guests feel like they walked into a luxurious 80’s hotel as part of a theme, it can solidify the first impression into a very positive overlook onto the hotel (Fidzani, 2002). It is very hard to say how much changing the carpets, and renovating the guest rooms will cost, since no information on the total rooms has been provided and it cannot be found, although for the full renovations excluding the main lobby, it will likely cost upwards of 15K and it will have to be a project due for the winter since it will take longer than 2 weeks. Although this is a vital step, addressing the negative reviews associated with sleep quality, cleanliness and value for money is a huge step forward in the right direction (Park, 2013) 

Our second recommendation is to take accessibility into account more seriously, This will have to a change from management all the way down to the Hotel structure itself. Firstly, a manager thats fully aware and trained on accessibility should be hired, this way the manager can train and educate staff on various needs a disabled person may have (Pearson, 2003). If the manager and staff are trained to be able to deal with these various factors, then the hotel can start renovating the less accessible parts of the hotel, such as the ramp to the lift, or the very high reception table. This is a step every hotel must take at one point or another if it is aiming to be a well-known, quality hotel (Rahim,2010).

Our third recommendation is a complete staff overhaul, Many reviews mention that the manager and staff overall treat reasonable customer requests with an attitude, and how much of the staff is rude or not even present at all (Dai, 2019) This must  change if the hotel wants to grown into a successful business, Firstly sacking many of the staff with multiple reports of unacceptable behaviour, and hiring people with a positive attitude, and an eagerness to work (Jung, 2015) By changing the work culture and removing the negative employees, and replacing them with eager, polite workers, the hotel can take a step forward. Next it will need to overhaul the schedule, a proposed schedule would be to have 2 receptionists, working a morning and night shifts one at a time, with someone being at the reception from 9AM until 5PM, and the second receptionist taking over from 5PM until 2AM (Moon, 2015). There will be a blind spot between 2AM and 9AM, although for a hotel in renovations this will have to be the plan until the hotel can afford a third receptionist working an extra shift. However it is a must for any hotel to have 24/h housekeeping. Especially a hotel near the beach, tourists will inevitably have issues early morning, especially the guests that arent used to the Italian sun, they may be sick in the room and need urgent bedding replacement (Jones, 2009). housekeeping needs to be there to quickly replace the sheets etc. Not only that, but overnight cleaning in the halls, lobby et cetera is crucial to maintain cleanliness. This may cost the Hotel one or two extra employees, earning between €1,200-€1,400 depending on how contract negotiations go. The other housekeeping employees will also appreciate the smaller workload, and extra pair of hands (Dougan, 2011)

Our Third recommendation is for the Hotel to switch from an autocratic management style to a democratic style (allafchi, 2017).  This sort of change can have multiple benefits for a hotel, as firstly staff feel heard, they feel their opinion and work can impact the business and it motivates the human brain to work harder (Bhatti, 2012), this sort of natural motivation far outweighs other forms of motivation such as threats and monetary benefits (Good, 2022). Another benefit is that management can rely on its employees to provide ideas, and their workload for topics that may be out of their depth can be reduced (Swank, 2007). For example, addressing a housekeeping problem and finding solutions for it should be the responsibility of a capable housekeeping member, since they would know the topic best. Of course they should be compensated for the extra workload (Pihie, 2011). 

Our fourth recommendation is for the hotel to take up a hierarchical structure to clear up everyone's roles, minimise work loads, and split responsibilities (Chernobai, 2015). From our point of view, Hotel Sole has a very flat management structure, with management being at the top, and everyone else on the same level under management (Yew Wong, 2004). From our understanding, Hotel Sole have a large housekeeping team, a mid-sized kitchen team, and one receptionist. With electrical repairs and other things of similar nature being handed off to a third party freelance electrician etc. It would be ideal to pick a leader from each department and split the workloads with these ‘’supervisors’’ (Jiang, 2011), and if the hotel is to take our recommendation of hiring a second receptionist, they could do this through an apprenticeship/internship program, where the current receptionist is the supervisor to the apprentice (Jaeger, 2023), as this would save the hotel some money too. A more thought out business structure would substantially help Hotel Sole get started in the right direction (Hartmann, 2009) 

Our fifth recommendation is for the hotel to rebrand completely, under this new management structure and a democratic style (Tsai, 2015). Its no secret that Hotel Sole as we know it has poor reviews online that have a degree of truth in them. If the Hotel is to increase its occupancy rate it needs to start with a full rebrand (Hanson, 2009). The business could pivot into becoming an 80s themed hotel in the heart of Rosolina. Many of the reviews critise the hotel for being old and ‘’from the 80s’’ but if Hotel Sole can embrace that, overhaul the decrepit furniture as mentioned before, and take up the theme of an old fashioned hotel, with a touch of luxury, it could really boost their numbers (Gasljevic, 2023). Although the hotel will also need a new colour palette, new logo, new name and a new website. This is to distance themselves from the poor public image of before and start fresh after the renovations under a new name. This breath of fresh air can bring curious tourists through the door and reset the brand as a whole (Huang, 2010). Although this idea will cost the hotel around €20,000. For the room renovations, new logo, new website, furniture overhaul etc. 

Our final recommendation is for the hotel is to start a big marketing campaign targeting its warm leads and old customers regarding the rebrand (Todor, 2014). Every guest has to register their email and phone number to book the hotel, and a large marketing campaign showing off the rebrand, the renovations and the hotels overall change can positively impact their brand image, and bring old customers back (muzellec, 2006). The campaign should also have a promotion for the returning customers, anything from 20-30% on double rooms and 15-25% for single rooms should convince customers to give the hotel a second try. If the renovations turn out great the business can explore the possibility of marketing to cold leads too, although all marketing should be done through an agency that has worked extensively in tourism, as the campaign and renovations will be expensive, and a misstep in the crucial final step, the marketing, can cost the hotel its change to comeback (Roy, 2015)

Action Plan 
	Priority 
	Problem 
	Solution 
	Outcome 
	Time scale 
	Costs 
	Necessity score 1-10

	1
	Poor reviews online surrounding cleanliness and sleep quality. Reviews mention the hotel being old and ‘’from the 80s’’
	Renovating the hotels furniture,and rebranding.
	Customers will see the hotel has changed, advertising will showcase the improvements and occupancy rates should increase 
	4-7 months 
	Close to €20,000
	10/10 

	3
	Staff reported to be rude, unattentive, and at times not even present. 
	Changing the management style to democratic, and management structure to a hierarchical one. Also replacing staff with multiple negative reports. 
	Rude staff shall be replaced by polite hard workers, who will appreciate their ideas being listened to, while promoting staff to supervisors in each department to cut workload from management.
	1-2 months 
	€1,000-€3000 estimated extra salary costs.
	8/10

	4
	Hotel is super inaccessible, preventing multiple customers from using the service, the ramp to the lift is a lawsuit waiting to happen. Bathrooms have a step.
	Install a proper sturdy ramp, that is well thought out and doesnt look last minute. Renovate 5-8 rooms to be fully accessible, ramp to the balcony and no steps to the bathroom. Also install a new desk for front house that people sitting down in a wheelchair can reach.
	This will help the hotel comply with multiple italian laws surrounding accessibility, it will also help the hotel avoid a lawsuit, and it will welcome guests with accessibility issues.
	1-2 months 
	€6,000
	6/10

	2
	Hotel needs a decisive marketing campaign after its renovations 
	Hire a marketing agency that has worked in tourism extensively, ideally with great results for hotels.
	The campaign can convince old and new customers alike to give the hotel a chance, and experience the changes. 
	2-3 weeks 
	€2000-€6000 depending on scale and agency 
	10/10


  
Conclusion 

In conclusion hotel Sole have much work to do with addressing the negative reviews that are likely the cause of its low occupancy rate, as the world slowly becomes more digitalised and more and more people look online for hotels, and base their opinions of a service based on reviews, we live in a world where a positive image online that make or break a business. This leaves Hotel Sole with two options. Invest heavily in renovations and rebranding, while also changing the branding of the hotel to restart its reputation under a new name as a changed business with a completely different management. Or choose the second option which consists of little change, and the continuing of falling occupancy rates. The hotel can either adapt or become history. This report went over the multiple issues surrounding the hotel, little accessibility, rude staff, and decrepit furniture leading to low cleanliness is a result of possibly complacency as lazar limited is sure this hotel had a golden age full of profits before numbers took a turn for the worse. The world has drastically changed and this business must follow suit, Disabled people and their needs are being recognised more and more, and every business including this one should take these needs very seriously. Aswell as the negative reviews, they should be the top priority. Although its not all bad. As mentioned in the main body of this report, Hotel Sole is in a very profitable location, and it can also leverage the support of the government, the costs listed out in the renovations can be brought up to these funding schemes and the italian government can cover most if not all costs associated with the business, it may also look upon the business favourably due to its long time being in business. Finally, Lazar Limited would like to thank Hotel Sole for choosing to work with our firm, we hope this in depth and extensive report has provided insights into the issues that are bogging the hotel down. We hope our reccomendations become top priority for this business and that they go on to help this hotel flourish as it enters a new age, under a new name and different branding. 
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