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“IT IS OUR
ATTENTION TO
OTHERS AND THE
WORLD AROUND
US THAT MAKES
LARIOHOTELS
A NATURALLY
SUSTAINABLE
COMPANY.”
PRESIDENT
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LarioHotels has been operating in the hospitality industry for
over 100 years. The company owns and directly manages five
hotels with a total of 151 rooms and suites and more than 100
employees.
Four of the hotels are located on Lake Como and one is
slated to open in Verona: they are all boutique hotels, well
positioned at the high and luxury end of the market.
LarioHotels is a family business whose only shareholders are
Bianca and Corrado Passera. The company is a member of the
hotelier associations Confindustria and Confcommercio.
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A FORWARD-LOOKING
FAMILY.
The Passera family has a long history of hospitality and fine dining that dates back to the beginning
of the 20th century with the opening of a restaurant on a steamship, which in the intervening years
would see the family become a major player in the Luxury Hospitality sector.
Four generations: the founder Antonio, his sons Corrado and Gianni, followed by his grandchildren
Antonello and Bianca, and finally the newest arrival, his great-grandson Luigi.
Four boutique hotels, each one different in style and features, each aimed at a different target.
The Vista Palazzo, the Terminus, Villa Flori and the Posta Design.
And today, the ‘bi-generational management’ of Bianca Passera and her nephew Luigi, looks to the
future with the opening of the Vista Palazzo, and beyond the boundaries of our beloved lake with
the upcoming opening of the Vista Verona. After that, who knows?

C. 1900
The family opens the
first restaurant on a
steamboat.

1920S
The family takes over
management of the
Hotel San Gottardo,
which becomes the
best in the city.

1940S
The Passera
family takes over
management of the
Terminus.

1958
The family acquires
Villa Flori, built by
Marquis Raimondi
in 1859.

NEL 1985
The third generation
takes the helm of
what would later
become LarioHotels
in the person of
Antonello, son of
Gianni and Lella, with
a top-notch academic
and professional
pedigree.

1990

1991

2013

Villa Flori is expanded
and inaugurates the
renowned Ristorante
Raimondi.

The renovation of
the Hotel Terminus
begins, officially
reopening in 1994.

Bianca, Antonello’s sister
and expert in marketing and
communication, takes up
the challenge of launching
the Posta Design Hotel, a
completely new concept
of hospitality LarioHotels
and for Como as well, a
boutique hotel with threestar charm and lots of great
design. During the same
year, the fourth generation
of management joins the
business: Luigi, young
entrepreneur with a Master’s
degree in Economics and
international experience,
accepts the challenge and
takes his place alongside
Bianca.

BUT THE STORY DOESN’T END HERE. INDEED, THE ‘BI-GENERATIONAL MANAGEMENT’ APPROACH
IS POISED TO LEAD LARIOHOTELS BEYOND THE BOUNDARIES OF OUR BELOVED LAKE COMO.
8
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NUMBERS: GOALS ACHIEVED AND
STEADY GROWTH.

LH achieved the economic targets set out in the 2019 business plan, thanks to the strong positioning
of the Vista brand at the top of the luxury market and to our improvement of the customer experience
for all the hotels in the group. Other contributing factors were the fine-tuning of the commercial
strategy which has made the sales channel more effective, as well as the policy of affiliation. Finally,
the optimization of operations in general has made the structures more efficient.

SEASONALITY
Another factor - although not yet fully implemented as it is only the second consecutive year - is the
extension of the opening of Villa Flori (which now closes only two months of the year), and the yearround opening of the other hotels (Vista, Terminus, Posta Design) which have traditionally closed for
at least a month during the Christmas holidays.
O U R R E S TA U R A N T S
Catering is an important part of LarioHotels’ business. All of the hotels in the group have a restaurant,
each with its own distinctive cuisine and style. Thanks to the renowned quality of food and wine
and to the charm of the locations (lakeside gardens or terraces, or our outdoors overlooking one
of Como’s most beautiful squares), they are frequented not only by hotel guests but by discerning
locals. Sottovoce, the gourmet restaurant of the Vista, has earned this year’s Michelin Guide 2020-21
recommendation and is included in the guides of Espresso, Identità Golose and Gambero Rosso. No
less important - especially for Villa Flori and the Terminus – are the catering options for events, both
private and business.
F O C U S V I S TA
During 2019, LH focused on the development of the Vista brand, giving greater value to the guest
experience both in terms of management and business. The refinement of the service, the care given
to the spaces, and the efficiency of the staff allowed Vista to enter the prestigious American Express
Hotel and Resort program. In 2020, the Vista confirmed its affiliation with Small Luxury Hotels of the
World, which has produced excellent results.
The numerous road shows in which LarioHotels has participated in the USA, Russia, China and the
Middle East have revealed a strong interest on the part of agencies and tour operators for Vista,
which is positioned at the high end of the luxury market, thus confirming the Group’s strategic
decision to open a 5-star luxury hotel in Como, the only one in the city with such refined architectural,
decorative and aesthetic features.

1 0

THE CODE OF ETHICS
The excellent results achieved are due not only to more efficient organization and more precise
commercial policies, but also to an ongoing commitment to make the work environment itself more
pleasant for our employees. This has created greater job satisfaction among the staff, who have
consequently performed better, offering guests a more thorough and attentive service. An equally
important topic for understanding the heart of the company is the internal Code of Ethics that has
always been in force at LH.
It is an unwritten code that brings together rules of behavior, manners and style to which everyone
who works for LH must adhere. Optimizing the value of people through work is a deeply rooted
principle within the company and is one of the reasons that has allowed LH to thrive for more than
100 years, passing on our ethical values such that they become an integral part of everyone’s way
of thinking and being.
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LH’S SUCCESS IN NUMBERS.

BUSINESS KEY LARIOHOTELS

2014

2017

EMPLOYEES

2019

48

52

68

93

3

3

4

4

24.478

27.683

28.843

35.558

71%

77%%

69%

74%

NO. OF HOTELS
ROOMS SOLD

2018

OCCUPANCY

78%

22%

ROOM
DIVISION

FOOD
& BEVERAGE

SEASONALITY

2019 | 72%
2012 | 77%
9%
19%
IQ
32%
39%

IIQ
IIIQ
IVQ

I dati si riferiscono ad anni chiave per l’azienda: il 2014 è l’anno di apertura del Posta Design, il 2017 è stato l’anno dei grandi
cambiamenti, il 2018 è l’anno dell’apertura del Vista

1 2
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SHAREHOLDERS:
50%

50%

Bianca
Passera

Corrado
Passera

GOVERNANCE:
E X E CUTIVE CHAIR M AN
Bianca Passera

CEO
Luig i Passera

Pr i va cy

PR & M e di a

Head of Quality

COO - Chief Operating Officer

Revenue
Management

Health & Safety

CFO – Chief Financial Officer

Reservation
Management

Web
Marketing

Accounting

ICT
Fron t O f f i ce M an ag e r
Purchasing
Dept
F ron t O f f i ce M an ag e r

F ron t O f f i ce M an ag e r

LAGO DI COMO

F ron t O f f i ce M an ag e r

VERONA

F ron t O f f i ce M an ag e r

1 4
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OUR VALUES
START FROM HERE:
RESPECT.
RESPECT FOR HUMAN CAPITAL, the people who work within the Company, through policies
of equality and fairness and continual training to ensure their professional excellence.

RESPECT FOR THE TERRITORY IN WHICH WE WORK, through a rigorous coherency with
the natural and artistic beauty that reconciles tradition and innovation.

RESPECT FOR THE ENVIRONMENT, by ensuring that the materials used for construction
and furnishings are as natural and locally sourced as possible, and that the products used
for maintenance, service and hygiene are eco-friendly. Not to mention sustainable energy
parameters.
RESPECT FOR WORK, understood as the creation of value and the achievement of objectives
through consistency and uncompromising honesty.

1 6
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OUR MISSION.

TO CONTINUALLY EVOLVE
THE CONCEPT OF HOSPITALITY,
INCREASING ITS VALUE.

1 8

To grow our company by creating value not only for LH but for the whole context in which we work;
to make our brand a positive force for the community.
To develop LarioHotels as a brand known around the world for the excellence of our service, for our
ability to innovate and create a new model of hospitality, and for our steadfast pursuit of sustainability.
To open a Vista in Italy’s most beautiful cities, such that “the Vista” becomes the first hotel you think
of when visiting. As always, Villa Flori, Terminus and Posta Design will remain the foremost hotels for
appreciating the charm of Lake Como.
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A VISION
THAT STARTS
FROM “VISTA”.
Develop the “Vista model” as a luxury brand in Italian cities where the historical beauty of the
city is contiguous with the beauty that the hotels themselves can offer (service, design, unique
local experience).

Open new Vista hotels in places that are still to be discovered, yet highly evocative and rich in
history and tradition.

Offer a standard of quality service at the highest international standards, with the distinctive
flavor of Italian hospitality, in environments characterized by sophisticated contemporary
design yet still consummately comfortable.

To be recognized by travelers around the world as a company capable of offering an
unforgettable experience.

20
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OUR STAKEHOLDERS
ARE OUR
FOUNDATION.
The business model that LH intends to implement is one that respects the social fabric and the
environment in which it operates.
It is clear that this cannot be done without the involvement of stakeholders in LH’s corporate policy.
At this stage they have been chosen on the basis of their ability to exercise actions that are decisive
for the company’s policy.

Here are the most important ones:

GUESTS
S TA F F
A F F I L I AT E S A N D PA R T N E R S
SHAREHOLDERS
LOCAL COMMUNITY
MEDIA
SUPPLIERS

22

2 3

CO MPA N Y

VA LU E

R EP ORT

2 019

GUESTS
LH devotes maximum attention to its guests in the form of gracious and discreet care for their
well-being and privacy. LH invests in the quality of the service offered, together with attention to
our guests’ every need, so that their experience while staying in our hotels is unforgettable. To feel
completely taken care of, but also supported if they wish to explore the territory, to get an insider’s
glimpse into a culture, to experience the local traditions. Not to mention satisfying the expectation
of finding that uniquely Italian elegance and refinement, and of course, our incomparable cuisine.
Successfully satisfying even a part of these expectations means that LH must be an effective
ambassador of itself, of the territory in which it operates, and of Italy in general. This is also a way
to create value.
It is clear that the continuous search for offers by customers is very important, while customer
satisfaction is measured through the analysis of comments and reviews on the main portals such as
Tripadvisor and Booking.com, which also report the letters and emails from particularly enthusiastic
customers.
Such evaluations usually refer to the clarity, care, and timeliness with which LH responds to the
guests’ needs, from booking to check-out, and throughout their stay at our hotels. Indeed, the
judicious selection and training of staff allows LH to maintain an exceptionally high and consistent
quality of service, in full compliance with privacy, health and safety regulations.
Our own standards are already impeccable, but our affiliations with Small Luxury Hotels of the World
and Fine Hotels & Resorts provide a further guarantee that the highest international standards are
met.

24
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S TA F F

WORKING HOURS: the company organizes work schedules in such a way that they are equitable for
all departments, that they are sustainable, and above all in compliance with legal norms. In addition,

Job satisfaction and the resulting creation of value among employees depends on a constant

for the dining room and kitchen departments, the company has established a policy together with

dialogue between departments and management, as well as on constant growth through training

the staff to avoid wherever possible the need for ‘broken’ work shifts.

and incentives, while at the same time seeking a balance between autonomy and participation, and
encouraging the sharing of ideas and suggestions to improve company performance.

MENU FOR THE STAFF: LH provides a special weekly menu, designed by a nutritionist, which ensures

Health and safety in the workplace and respect for the environment are additional cornerstones of

a balanced diet in terms of calories, proteins and fats, with a regular rotation of food categories that

our company policy.

also respects individual habits. LH also uses this initiative as an opportunity to raise awareness of the
importance of a healthy diet, which is good not only for our staff but for those of them who cook
for their families.

OUR MOST IMPORTANT CAPITAL IN NUMBERS

INDIVIDUAL GROWTH: Before selecting and hiring external staff, LH checks whether there are
current employees capable of filling the position in question through internal promotion. Depending
on the position, a training course is offered whereby the objectives, responsibilities and tasks are

IN 2019
MORE THAN

identified and taught.

100 PEOPLE
WORKED
WITH US

INTERNAL COMMUNICATION: LH communicates with all its employees on an ongoing basis. In
addition, everyone is invited to share in every company success, such as awards, press feedback,
60% MEN

40% WOMEN

> UNDER 35

< OVER 35

and achieved goals.

The success of LH is due in great measure to the people who work there. A happy professional will
always offer exceptional service, otherwise it will be standard at best.
Thanks to our staff, LH can guarantee the satisfaction of our guests’ expectations. This is why, for us,
training, professional growth, fairness in work relationships, compliance with regulations, and clarity
in their exchanges with guests are fundamental for our management of human resources.
The sense of belonging and the satisfaction of the staff plays an important part in LH’s strategies:
training for personal and professional growth, engagement to generate team spirit, incentives to put
oneself to the test, internal communication so that everyone is on the same page, and collaboration
between departments to ensure coherency across the board: these are the pillars of our HR approach.
Weekly staff meetings bring the department heads of each hotel together to highlight potential
problems and find solutions. Frequent meetings are also organized with the heads of staff functions.
In order to make the group ever more cohesive and to facilitate knowledge sharing among the
staff members of all the hotels, and also to keep the traditional LH values alive, every year we host
LH TEAM DAYS, to which everyone is invited. Two days of technical training divided into groups, and
“lateral” training to deepen the general understanding of each staff member of what their colleagues
in different departments do. To wrap up the event, we celebrate the past year’s accomplishments
with a big party that features an awards ceremony for the best performances of both individual
employees and our hotel teams. In 2019, LH TEAM DAYS was held in Venice.
WHY LH DEDICATES THE SAME ATTENTION TO OUR STAFF AS TO OUR GUESTS.

26
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A F F I L I AT I O N S A N D PA R T N E R S

SHAREHOLDERS

LH has been working for years with tour operators and travel agencies, with whom it develops

Shareholders support and guide the company in its most important and strategic decisions for always

incoming business from many parts of the world. The most significant market is the United States,

achieving better performance in all areas in which it operates. A strong propensity for investment

followed by the UK, Canada, Europe, the Middle East and Asia. Web-based search engines like

has always been part of the family mentality. And it has predominantly taken the form of investing

Booking.com and Expedia are the primary vehicle for these collaborations.

in properties of the highest quality, in unique locations of historical and artistic significance. The
acquisition of the hotel in Verona exemplifies this attitude.
Another constant in the family business is the pursuit of expansion and a steady increase in profit,
always with respect for the territory and without compromising the possibility of future generations
to achieve their goals. Lastly, the family exercises a policy of clear and transparent reporting and
accounting, which is made available to all family members involved from the age of 21.

VISTA Palazzo Lago di Como is affiliated with the prestigious “Small Luxury Hotels of the World”
and with the American Express “Fine Hotels and Resorts” program. The hotel restaurant, Sottovoce,
is mentioned in the 2020 Michelin Guide, as well as the guidebooks of Gambero Rosso, Espresso
and Identità Golose.

Such affiliations are very important because they measure the quality of the service and the facilities
- indeed, if the quality standards are not respected, the affiliation is withdrawn. The same applies to
tour operators: if their customers are not satisfied, the collaboration is terminated.

28
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LOCAL COMMUNITY
NETWORK
LH has always participated in social responsibility initiatives in various areas, because social
responsibility is part of the values of the Passera family, and has therefore always been part of the

LH was among the founders in 2013 of the Lake Como Business Network,

LH DNA.

headquartered at the Villa Erba Exhibition Center, which brings together
operators in the tourism sector of Como and the whole province. Today it has
become the Lake Como Convention Bureau, an excellent interlocutor for the

E D U C AT I O N

local MICE market.
LH is one of the founders of the IATH Academy of Hotellerie, a prestigious
specialized trade school. We helped to create the Mini-Master’s course for
dining room and kitchen staff and we continue to support Cometa Formazione,
an organization that deals with reception, support, education and work training
for children and youngsters in difficult situations, based in Como. We are also

DISCOVERING THE TERRITORY

among the employers in the Como area through which the technical schools

The discovery of the territory is an integral part of any stay at an LH hotel.

can offer internships to young people, without which they would not get any

Towards that end, guests are offered a range of excursions to get to know the

hands-on experience. In addition to Cometa Formazione, we also support public technical schools

unique charms of the surrounding area.

and other training organizations. For LH, it is a responsibility to help give concrete form to the

This is done through the organization of guided tours to the most important

hopes of disadvantaged young people by creating a virtuous circle of study-training-qualification-

sites of interest, whether historical and cultural (the Silk Museum, Villa Carlotta,

employment-integration into the social fabric.

etc.) or naturalistic (mountain biking, trekking, boating).

C U LT U R E

All this creates value for the community in which we operate, supporting the cultural life of the
We support the main cultural events in the city by offering free hospitality to
speakers, actors, directors, and organizers. We have been sponsoring fundraising
events for years for several non-profits from our area. Our fundraising cocktail
party is now a fixed appointment for the people of Como. We also host web
concerts of classical music with the Teatro Sociale di Como and the Dimore del

territory.
LH is affiliated with FAI as a ‘Golden Donor’, because the mission of LH is
consonant with that of FAI, i.e. protecting the environment and Italy’s priceless
artistic and architectural heritage.

Quartetto di Milano.

ART
With the aim involving guests and promoting local artistic expression, LH
commissions local artists to create unique works of art that enhance the
wonderful places where the hotels are located. Inside the Vista Palazzo, for
example, guests can get to know the innovative works of mixed-media artist
Fabrizio Musa.

3 0
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M E D I A / P R E S S A N D P U B L I C R E L AT I O N S
Thanks to our contacts and network of relations with Italian and international stakeholders, LH
contributes actively to the development and promotion of the territory, both at home and abroad,
through the constant efforts of a communication team, which includes a press and public relations
office in the US, a sales and media relations office in China – an emerging tourism channel of great
interest for LH and the entire Como area - as well as our own direct management of social media
channels.

WEBSITES
LH has also built a new corporate website and one for each hotel. The new site for the Vista is
currently in progress and will be ready in 2021.

PROMOTION OF THE TERRITORY
LH is constantly working to promote the image of Como and the lake abroad.
During 2019 numerous press visits were organized for national and international journalists, invited
by LH to attend theatre productions and concerts and to get to know Como, its lake, and its
surroundings. Many articles have been published about the hotels and the Sottovoce restaurant,
always in relation to the territory, with a consequent promotion of tourism in all its aspects: nature,
sport, culture, and local products. This, for LH, is what networking is all about.

3 2
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SUPPLIERS
LH cares a great deal about its suppliers, in the belief that only a relationship of mutual trust and
exchange can guarantee the quality of the products they provide to the company and its guests. For
this reason we select our suppliers according to very strict criteria, which include quality, cost, and
compliance with sustainability requirements, with the aim of building lasting and stable relationships
with them.
In addition, in keeping with our commitment to reducing CO2 emissions, we give priority to those
operating in the surrounding areas, to give impetus to the territory in which we operate while limiting
our long-range movements.

3 4
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OUR BUSINESS
MODEL:

TOTAL INVOLVEMENT IN EVERY
DETAIL.

P R O M OT I N G T H E B R A N D T H R O U G H T H E E XC E L L E N C E O F T H E
TERRITORY
LH commissions and markets lines of high-quality, traditional local products which include a
merchandising line of pure Como silk, a line of linen and cotton bedsheets, which is the same as that
used in the hotels, and a line of fine jewelry produced on request by an artisan from Como, which
guests can buy directly in the hotels as a souvenir of their experience.

Our business model is currently based on real estate ownership and direct management hotels. But,
in anticipation of future expansion, LH is also considering pure hotel management.
In addition to the operations, ownership and management are actively involved in the planning,

AWA R D S

renovation, and maintenance of the hotels with the aim of streamlining decision-making and

LH was recently given the Industria Felix Award for its rapid growth, economic

operations and establishing from the outset the guidelines and core values of the brand: attention

solidity, and EBITDA margin over 30 percent.

to quality, respect for the internal and surrounding environment, economic sustainability, and an
economic return for all stakeholders.

AT T I V I TÀ P R O M O Z I O N A L I
LH sviluppa una serie di commercializzazioni che sono essenzialmente legate alla promozione di
prodotti di alta qualità, tradizionali del territorio (una linea di merchandising legata alla seta pura di
Como, una linea di lenzuola di biancheria per la casa di puro lino e cotone, che è la stessa usata in
hotel, una linea di alta gioielleria fatta on demand da un brand artigianale della città)

L E N O ST R E M E DAG L I E
LH è stata recentemente insignita da Confindustria Lombardia del Premio Industria
Felix - fastest growing companies per la solidità patrimoniale e l’EBITDA Margin
superiore al 30%.

3 6
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OUR HOTELS.
LH currently has 135 rooms that will become 151 with the opening of Vista Verona in 2021, including
the suites and lakeside villa in the park of Villa Flori.
Our hotels are all located in Italy, in places renowned for their natural beauty and elevated cultural,
artistic and historical value. They are all period buildings with their own unique style and allure,
and are located in areas of the host city prized for their historical and aesthetic significance, each

A C C O M O D AT I O N – S A L E S C H A N N E L S
2018

2019

OTA – 52.7%

OTA – 52.8%

WEBSITE – 7,6%

WEBSITE – 9.4%

WHOLESALER – 4,7%

WHOLESALER – 5.6%

T.A/OTHERS – 35%

T.A/OTHERS – 27.2%

offering beautiful views of the lake and/or the city that are as unexpected as they are unforgettable.

REPEAT GROUP BOOKINGS – 5%

LH currently operates in Como and Verona (opening soon), among the most beautiful and wellknown cities in Italy and perhaps the world, where culture, beauty and history merge in unique and
suggestive combinations.
All of the hotels are positioned at the highest end of the market, thanks to the care given to design,
style and service. The result is that each has its own unique and very personal charm.

A 4-star superior hotel with the charm of an ancient villa in a unique position at the water’s edge,

Inaugurated in 1920, the Terminus is located in an Art Nouveau building facing the lake, just a stone’s

surrounded by greenery. A stone’s throw from the center of Como, it is the ideal place to discover

throw from Como Cathedral. Inside, it preserves much of the original furnishings and with it the

the wonders of its lake, known the world over its gardens and villas and currently a candidate for

charm of the residences of the ancient Lombard aristocracy, striking a perfect balance between the

recognition as a UNESCO World Heritage Site, a title that at the moment belongs to the Sacro Monte

beauty of the lake and the cultural life of the city.

di Ossuccio and its Madonna del Soccorso.

3 8
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Located in one of the most beautiful buildings in the city center, close to the lake with a rooftop that

This hotel, still undergoing renovation, will have a very “Vista” style, although with a uniquely Venetian

offers spectacular views, the Vista Palazzo is a unique hotel. The name itself reflects the experience it

elegance. Boasting a rooftop from which to admire breathtaking views, a spa with swimming pool,

provides its guests: Vista (‘view’) and Palazzo (‘palace’) evoke the pleasure of beautiful surroundings that

private suites, and a beauty center, it is located in the historic heart of Verona, a city rich in art and

is the true luxury of the new millennium. The most refined avant-garde Italian design is combined with

important monuments, such as the iconic Roman Arena and the famous balcony of Romeo and

a welcoming atmosphere, the assurance of total privacy, service that meets the highest international

Juliet. The city’s surrounding territory is famous for great food and wine, which is why the region

standards, and a range of custom optionals. Taken together, all of this becomes the “Vista experience”.

hosts one of the most important wine fairs in the world, Vinitaly.

The ‘smartest’ hotel in the city, in a building by Giuseppe Terragni, one of the founders of Italian
Rationalism. Located right in the historic center, its minimalist elegance and design d’auteur offers
guests an informal experience in the vibrant heart of Como.
4 0
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OUR
RESTAURANTS:

RISTORANTE RAIMONDI is known for its
classic menu of the finest Italian tradition,
prepared with care and attention and served at
the water’s edge in the unique setting of Lake
Como.

WHERE LOCAL TRADITION
MEETS CONTEMPORARY
CREATIVITY.
What LH restaurants have in common is the freshness and seasonality of the ingredients, whose
selection prioritizes local suppliers whenever possible, preferably organically produced and in
any case of controlled origin. Our cuisine avoids excessive fat and seasonings, and our menus are
adaptable to particular dietary regimes and restrictions, whether for reasons of health, religion or
ethics. Finally, the chefs of each restaurant are responsible for a scrupulous control of waste, because
minimizing waste means optimizing purchases, and this is an important aspect of the LH philosophy.

BAR DELLE TERME offers a small menu of
typical, indeed iconic Italian dishes that are
appreciated for their authenticity by guests
from all over the world, but also beloved by
Como locals, in particular the famous lasagne.

RISTORANTE SOTTOVOCE offers gourmet
fare of the highest caliber, crafted by the skilled
hands and talent of chef Stefano Mattara. It is
a sophisticated cuisine that privileges Italian
ingredients, particularly those of local origin.
Chef Mattara proposes variations on classic

4 2

recipes as well as innovative dishes featuring

POSTA BISTROT has an informal menu of quick,

experimental and daring combinations.

simple dishes, designed to be prepared and

The adjacent INFINITY BAR offers an amazing

enjoyed with minimal fuss, and to leave diners

range of creative drinks and avant-garde

feeling nourished yet light as they go about their

signature cocktails.

activities in the city
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THE GUESTS OF LH
FROM AROUND
THE WORLD

In general, foreign guests account for
93% of LH’s revenues.
The USA is the top market and continues
to grow: from 23% in 2018 to 31% in 2019.
The UK is the second largest, falling from
12% in 2018 to 8% in 2019.
RUSSIA is third, reaching almost 5% in
2019.
The top 10 countries account for 70% of
LH sales, a stable figure over the last 24
months.
2019

%

1.71%

241.7%

UK

8.50%

- 29.4%

- 17.0%

FRA/GER/SPA

9.93%

- 20.7%

3.93%

- 18.0%

RUSSIA

4.78%

60.7%

CHINA

1.27%

- 6.9%

ITALY

7.02%

-1 0.9%

INDIA

1.11%

58.9%

2019

%

USA

31.01%

31.0%

SAUDI ARABIA

CANADA

2.42%

- 9.3%

ARG / BRA

1.69%

AUSTRALIA

The ADR of the individual countries is
given below: USA 344, UK 313, RUSSIA

In 2019 LH hosted guests of 107 different
nationalities.
In 2019 CHINA accounted for around
1.5% of revenues.

373, ITALY 234
4 4
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ENVIRONMENT
COMPREHENSIVE
COME IL NOSTRO
SUSTAINABILITY.
PIANETA
SOSTENIBILITÀ
A TUTTO TONDO.

Sustainability
La sostenibilitàis permea
an integral
LH come
partuna
of parte
LarioHotels’
fondanteidentity.
del suo
Environmental
DNA. Che sia sostenibilità
sustainability,
ambientale,
to be -sure,
risparmio
but energetico
also sociale
sustainability
idrico, o raccolta
in the
consapevole
form of reducing
dei rifiuti,
waste
o che
are sia
deeply
sostenibilità
rooted
values
sociale,
innoi
thelaPassera
pratichiamo
family,da
which
quando
are non
thensipassed
chiamava
on to
ancora
the
staff
così.and through the brand.
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M AT E R I A L S

PURCHASING POLICY

Respect for the beauty of the places in which LH operates can also be found in the hotels themselves

The practice of social and environmental sustainability carries over into the purchasing policies of LH

- in the interior design and furnishings, all of which use natural and sustainable materials, privileging

hotels. In selecting suppliers, we privilege companies that operate in compliance with environmental

those that are locally sourced. For example, our rooms feature red Verona marble for the bathroom

certification bodies at the national and international level. Selection considers the following requisites,

countertop and tub, and red Travertine for the entrance and bathroom floors.

in order of priority:

The fabrics are made of natural cotton fiber with no chemical treatment. The bedsheets are GOTS
certified (Global Organic Textile Standard), which attests to its composition of organic fibers and
its manufacture in compliance with stringent environmental criteria. Even the paint has always been

• possession of necessary authorizations, permits, and/or qualifications if required;

water-based and free of harmful chemicals.
• possession of specific references from the field, i.e. experience in the hospitality tourism sector
and/or eco-compatibility initiatives;
• possession of certifications for the quality and environmental sustainability of products and services
(requiring copies of said certifications as objective proof);
• base of operations within local range in order to reduce transportation emissions and to foster the
development of the territory;
• a good price-quality ratio;
Moreover, in keeping with the commitment to reduce CO2 emissions, 54.2% of the food products
purchased by LH come from suppliers headquartered in the province of Como, 3% from bordering
provinces, 39% from Northern Italy, and 3.8% from Central and Southern Italy and abroad.

4 8
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S AV I N G S

WA S T E

With regard to the energy saving and environmental impact policies of LH, it should be said that

Waste management is another fundamental aspect of a hotel’s environmental impact, as hotels

LarioHotels has always been very careful to avoid electrical energy waste. During the multiple

produce, by the very nature of their activity, elevated quantities of organic and inorganic waste. LH

renovation and maintenance projects over the years, constant improvements have been made in all

reduces the impact of this waste in the following ways:

the hotels to increase the standards of consumption containment. Specifically, for the latest addition,
the Vista Palazzo, the use of the of cutting-edge technologies that reduce energy consumption

• WASTE SORTING

has made it possible to combine the luxury of full amenities with respect for the environment, A

Waste sorting calls for the separation of waste materials by category, in compliance with the

significant reduction in energy requirements of the hotel has been achieved through the insulation

directives of the Municipality of Como. This is effectuated by collaborators of the hotels in every

of the building’s exterior.

department, except in the rooms, where the sorting is done by the housekeeping staff.

The commitment to environmental protection is not only limited to energy savings but includes

• USE AND RE-USE OF MATERIALS

water consumption and waste management.

LH has made a significant effort to use, wherever possible, recyclable and/or eco-compatible

Water waste is one of the most critical areas of sustainability. The main interventions enacted by LH

materials such as:

in an effort to optimize water consumption involve laundry management and indoor use. Towards
that end, LH works with certified laundries who share the same vision, and guests are provided with

PAPER CERTIFIED BY FSC, an international certification system that ensures the raw materials

a water awareness memo posted in their room, informing them that sheets and towels will only be

used to manufacture wood and paper products come from forests where rigorous environmental,

changed on request. Moreover, common toilets and sinks are equipped with an automatic device

social and economic standards are upheld;

that limits the use of running water.
GLASS BOTTLES to replace plastic bottles, along with the stipulation of agreements with
suppliers for returnable empties; total elimination of aluminum cans from all departments, with
the sole exception of the summer pool bar (for safety reasons);
BIODEGRADABLE STRAWS to limit the use of plastic.
Finally, we have tried to optimize and digitize all office practices in order to limit the use of
paper as much as possible. We have succeeded in minimizing the use of paper archives, of
paper correspondence between departments, and paper correspondence with the guest (all
offers and/or confirmations are made directly by telephone or e-mail).

S P E C I A L WA S T E
As for the management of waste materials classified as ‘special’, LH uses the services of companies
specialized in its transport and disposal, verifying that they are properly registered with the National
Register of Environmental Management. The main types of special waste are ashes, toner, flourescent
lighting fixtures, and spent oil.
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E L E C T R I C A N D LOW I M PAC T T R A N S P O R T
In 2018 the collaboration with Grandi Giardini Italiani continued with the aim of promoting green
mobility. In the car parks of Villa Flori and Terminus, guests can avail themselves of two charging
stations, one specifically for Tesla vehicles and one universal connector, which provide quick charging
at no cost.
An agreement has also been put in place to ensure that guests can rent electric cars and bicycles.
LH has invested heavily in promoting low-impact tourism and has made available to cycling lovers a
fully equipped and secured bike room for their own bikes. It also provides a range of customizable
cycling tours for every level, from visiting the city to exploring the countryside to training for expert
cyclists.
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THE FUTURE MEANS
ALWAYS HAVING
NEW PROJECTS.

growth in tourism in the coming years will require quality facilities. In other words, an Italy still to
be discovered, destinations not yet frequented by mainstream tourists but with great potential.
It is our mission to valorize these beautiful destinations, rich in art and charm, addressing a
target group of sophisticated travelers who do not currently find a structure there suited to
their needs.
The opening of a second Vista Palazzo in Verona is scheduled for September 2021.
LH is considering other opportunities in Trieste, Siena, and Palermo. In addition, it is following
two expansion and redevelopment projects in Como: the first Vista Palazzo, given its success,
and Villa Flori, through a more rational configuration of certain areas such as the Gran Lago

The goal is to grow, to become bigger and better in order to offer more to our guests.

Suite, the construction of a spa with swimming pool for our guests, and the refurbishment of

LarioHotels is investing mainly in the development of the VISTA chain in Italy, targeting historic and

the lakeside restaurant. LH is also planning a redesign of the grounds, to continue the tradition

evocative cities and towns where the high-end market is not yet fully evolved but where expected

of the famous gardens of Lake Como’s historic villas.

5 4
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LH AND VISTA:
OUR BRAND IS
OUR GUARANTEE

5 6

For LH, it is very important that every hotel bears the signature of our brand. Because it is a guarantee
that a group with a long family history behind it can offer in terms of economic performance to
stakeholders, shareholders, customers, and employees. But it also means capitalizing on every single
success not just in terms of economic return, but also in terms of the brand image. The brand
embodies LH’s identity and Italian-ness, which is why communicating it effectively is crucial.
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L A R I O H O T E L S S . P. A .
Lungo Lario Trieste 14
22100, Como (CO) - ITALY
P.IVA 00787190131
T: +39 031 329 111
info@lariohotels.com
CORPORATE WEBSITE
www.lariohotels.com
LH ON SOCIAL MEDIA
https://www.facebook.com/LarioHotels.Unexpected.Italy
https://www.instagram.com/lariohotels/
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