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Abstract 
The COVID-19 pandemic brought significant havoc to the world hospitality industry. Business travel fell drastically with remote working and virtual meetings becoming a norm. Hilton Hotels and Resorts has adapted to this by offering flexible work space, contactless technology and more emphasis on leisure travellers. These were new strategies that assisted in recovering the revenue and confidence by the guests. The fact that the company has been able to adjust its innovative and digitalisation and redesign of services demonstrates how worldwide hotel brands can manage to propagate in a transformed travelling landscape. In the current paper, the evolution of the business model of Hilton after the pandemic and the efficiency of its transformation to the model of hybrid and leisure hotel will be analysed.
Introduction 
The world had a hard time after the COVID-19 pandemic, and the hotel industry was not an exception. The international and corporate travel experienced a collapse due to travel restrictions and safety concerns (Wahab 2021). The once-important source of revenue, business commuting, plummeted downwards when organisations implemented remote working and use of online meetings. This transformation compelled the hotels to redefine their old models in order to stay competitive and stay afloat.
Hilton Hotels and Resorts being among the largest international hotel chains very much relied on business travellers prior to the pandemic (Ford & Sturman 2024). Its operations were heavily significantly connected with conferences, corporate events and weekday booking. The sudden drop in this segment diminished the level of occupancy and new strategic approaches were involved towards other market opportunities.
To this, Hilton started concentrating on leisure travellers, long stay guests and hybrid workers who mixed business and leisure. The company has also launched flexible products including: WorkSpaces by Hilton, which targeted guests who required safe and comfortable remote work conditions (Hudson & Hudson 2023). Contactless service, health-conscious facilities, and digital innovation became the elements of recovery strategy adopted by Hilton.
This theme is important as it is one of the most critical developments in the contemporary hospitality. The shift towards business commuting has brought in the new trends of travel behaviour, generation of revenues, and service delivery (Batabyal & Das 2019). The sections below discuss how Hilton managed to adapt its operations and marketing to the post-pandemic period, including the most important strategies, trends in the industry, and the future challenges in this shifting environment (Vânia Gonçalves Costa & Costa 2022).

Literature Review 
The former business travel has been a crucial success factor of international hotel chains before the pandemic. Corporate travellers would reserve high end rooms, organize events and meeting rooms, and this guaranteed business occupancy on a regular basis (weekdays). The brand strength of Hilton was founded on the reliable service provided to business customers and the opportunity to stay in partnership with big organisations (Cooper & Hall 2022). Loyalty programs and event-driven revenue streams were supported by the business segment, and this makes it a source of financial stability in Hilton.
This balance was broken by the pandemic. International travel and lockdowns halted business travels in a matter of hours. Meetings, conferences, and company meetings were postponed or transferred to the Internet. Business-reliant hotels were experiencing significant loss of revenue and insecurities (Nandkishore Bafna 2025). Hilton, as most competitors, was forced to make immediate changes to survive the abrupt decrease in the demand.
The new standard of many companies became remote working. They substituted face-to-face interactions with virtual ones. This led to budgets being cut on corporate travels, and the nature of long term business relationships was altered. The conventional purposes of visiting the hotel were substituted with the online ones (S Medlik & Lockwood 2021). Such transformation made Hilton reconsider what they were offering to find new guest segments.
Leisure travel started to recover quicker than business travel. Travellers wanted to relax and enjoy the outdoors, after years of loneliness, family trips. Hilton realized this trend and began focusing on leisure destinations and long stays (Varma 2025). Real estates in the resorts and the domestic traveling markets were more valuable. Health and wellness, relaxation, and flexible booking were some of the packages that brought new customers. The company also launched the campaigns that promoted staycations, where the local visitors could use the services of the hotel without necessarily traveling abroad (Sharma 2022).
One of the most important trends that emerged in the industry was the emergence of the so-called leisure concept of business and leisure travel. Remote professionals started spending more time on the road combining work and leisure. Hilton countered it and gave new room designs with spacious workspace, high-speed internet, and peaceful surroundings that were conducive to remote work (Stein 2022). The workspaces by Hilton program was designed to enable customers to book daytime hotel rooms as their own offices to enjoy comfort and flexibility when working at home and at work. This plan enabled Hilton to win the market of an increasing number of remote workers (Nadda et al. 2025).
Hilton came to rely on digital transformation as a significant recovery factor. Contactless check-in, online keys, and mobile applications enhanced the safety and comfort of guests. These innovations minimised physical interaction and instilled confidence of customers in tough times. Automation also made it more efficient as pressure on the staff at the hotel was minimised (Ivanov & Webster 2019). The technological orientation of Hilton was a response to the overall trend in the industry to turn to digital solutions as the most critical instruments of resilience and competitiveness.
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Figure 1: Technology in Hotels
Source: (Nyheim 2019)
Safety and health turned out to be the most important to both travellers and hotels. Hilton also introduced its CleanStay program that unveiled stringent cleaning policies in collaboration with health professionals. This initiative gained the confidence of the guests and set a standard of hygiene in the industry (Singh 2021). Safety assurance contributed to the restoration of the occupancy levels that Hilton had and its image of good service.
Although adaptation was positive, there were still problems. There was a decline in corporate travel which led to unstable revenues in the long run. The demand in leisure was less predictable and more seasonal. The business hotels in the cities particularly airports and city centres had a low rate of recovery as compared to the resort properties (María Santana-Gallego & Li 2020). There was also the issue of workforce. The industry has lost many employees in the pandemic, which has resulted in shortages and training challenges as hotels have begun to reopen. Staff development was something that Hilton had to invest in so that the quality and consistency of service would remain.
There was also the development of consumer expectations. Visitors started to demand experience-oriented and personalised accommodation instead of the standardised services (Albrecht 2021). Sustainability, authenticity and wellness were factored in decision making. Hilton reacted by including sustainable operation, working with the local community, and creating wellness experiences. Such initiatives assisted in mapping the brand towards the post-pandemic traveller values (Saloomeh Tabari, Chen & Nazan Colmekcioglu 2024).
Strategically, the reaction of Hilton was based on the concepts of competitive advantage. The company also employed differentiation by providing flexible, technology enhanced and health conscious services. It used its brand familiarity and customer loyalty schemes to hold on to confidence in bad times. Meanwhile, Hilton was concentrating on the efficiency of its operations and the ability to control costs so that the company could be financially viable and innovative with its services (Mhlanga & Mufaro Dzingirai 2024).
The business travel segment transformation offered the chances of the long-term evolution. Hilton collaborated with the co-working providers and online platforms to enhance its hybrid hospitality model (Gillingham 2025). The diversified customer base was a result of the investment made by the company in the flexibility of design, digital interaction, and wellness. Nevertheless, the issue of leisure demand and business demand will be a long-term challenge to strike equilibrium and maintain consistent occupancy and prepare against future disruptions.
Figure: Hybrid Model of Hospitality[image: ]
Source: (Pearce & Oktadiana 2020)
Overall, the post-pandemic strategy of Hilton is one of the significant changes of corporate dependence to flexibility and innovation. According to the literature, hotels that have adopted technology, health and guest-centred experiences have better changed with reduced business commuting (Jauhari 2021). The case of Hilton demonstrates that big hotel chains can also rely on their creativity and resilience to come out of the global crises and set new standards on the future of hospitality (Edson Habineza et al. 2024).
Methodology
	Aspect
	Description

	Research Approach
	Qualitative research based on secondary data analysis.

	Purpose
	To examine how Hilton Hotels & Resorts adapted its strategies following the decline in business commuting after the COVID-19 pandemic.

	Data Sources
	Industry reports, academic publications, market analyses, company updates, and news articles related to hospitality and post-pandemic recovery (Katsoni 2024).

	Analytical Tools
	PESTLE Analysis – to identify external factors such as political, economic, social, technological, legal, and environmental influences.SWOT Analysis – to assess internal strengths, weaknesses, opportunities, and threats related to Hilton’s transformation (Sharma 2025).

	Focus Areas
	Strategic changes, digital transformation, new service models (e.g., “WorkSpaces by Hilton”), and post-COVID operational adjustments.

	Data Type
	Qualitative data focusing on interpretation and understanding rather than numerical measurement.

	Method of Analysis
	Thematic evaluation of literature and industry insights, structured using PESTLE and SWOT frameworks.

	Limitations
	Reliance on secondary data may limit depth and accuracy.Some industry reports may vary in reliability due to rapidly changing post-pandemic conditions.

	Expected Outcome
	To provide a comprehensive understanding of Hilton’s strategic evolution and its alignment with emerging hospitality trends (Eskelinen 2023).



Theme Impact Analysis 
The COVID-19 pandemic redefined the industry of the global hotels and their arrangement. When it comes to Hilton Hotels and Resorts, the situation is by no means different, with significant challenges and opportunities emerging due to the decrease in business commuting (Umendra Narayan Shukla & Sharad Kumar Kulshreshtha 2024). The company had to re-optimize its operation, marketing and service design to attract other kinds of customers (Szende, Dalton and Yoo 2021). A combined PESTLE and SWOT analysis could be beneficial to establish the way Hilton responded to such changes and how the external and internal forces influenced its strategic change.
PESTLE Analysis

	Factor
	Influence in Hilton Hotels and Resorts

	Political
	Travel bans and safety measures that were introduced by governments due to COVID-19 limited business travel. Hilton was consistent with the national health standards and presented its own program called CleanStay, which not only guarantees adherence, but also preserves customer trust. The KSA was later supported by the presence of stable political conditions in major markets which aided in ensuring the recovery of domestic tourism (Robert Ebo Hinson et al. 2024).

	Economic
	The decrease in corporate booking resulted in the steep income losses. There was inflation and economic uncertainty that influenced spending by guests. Hilton countered this by introducing price elasticity, long-term stays and the Hilton WorkSpace program to target remote workers and stabilise revenues.

	Social
	Remote work culture altered the travel behaviour. Visitors appreciated health, security and accommodation. Hilton re-packaged the services and services to accommodate new expectations by providing wellness centres, family package as well as improved leisure experiences. The emergence of the new customer segments was predetermined by the development of leisure travel (Sharma et al. 2024).

	Technological
	Contactless check-in, mobile keys, and digital concierge systems helped to increase safety and convenience. Investment in mobile applications, automation, and hybrid meeting technology enhanced efficiency in Hiltons operations and customer satisfaction.

	Legal
	New health and safety laws had to be complied with. Hilton also introduced strict cleaning procedures and staff security policies to ensure that it complies with the law and is consistent across its locations (Perois 2019).

	Environmental
	The sustainability of the environment became a priority after the pandemic. Hilton has developed its Travel with Purpose program, which aims at cutting carbon emissions, minimising waste, and benefitting the local communities (Margaret Ann Maclean 2019).


SWOT Analysis
	Factor
	Key Points for Hilton Hotels & Resorts

	Strengths
	Strong global brand reputation and loyalty programs. Advanced digital systems enabling contactless services. Broad hotel network allowing market flexibility. Established trust through “CleanStay” safety program.

	Weaknesses
	Heavy reliance on corporate travel before COVID-19. High operational and staffing costs. Limited profitability in urban business hotels post-pandemic (Kartik Nehru 2024). Need for retraining and digital skill development.

	Opportunities
	Growth of hybrid work and “leisure” travel. Expansion of “WorkSpaces by Hilton.” Increased demand for long-stay, wellness, and sustainable travel experiences. Partnerships with tech and co-working brands.

	Threats
	Slow recovery of international business travel. Rising competition from Airbnb and serviced apartments. Economic uncertainty and inflation pressures. Labour shortages affecting service delivery (OECD 2024).



Critical Evaluation
Resilience and strategic flexibility came in the way Hilton responded to the reduced business commuting. The concept of WorkSpaces by Hilton was effective to meet the demands of professionals who want to have peaceful and comfortable space without leaving their homes. The contactless digital services that were introduced enhanced the confidence of the guests and efficiency of the operations (Marques & Marques 2023). These innovations were a good match between the internal competencies of Hilton and the market environment.
But the transition brought about some challenges as well. Leisure travel was not sufficient to cover lost corporate earnings. Pricing and seasonality were very important to the profitability of the long-stay and leisure segments. In large cities, the hotels in the cities were still faced with the challenge of low occupancy (Koven & Koven 2018). The technology/personal service ratio also turned out to be a determining factor; too much automation was a threat towards the loss of the emotional element that is important to guests.
On the whole, the post-COVID environment response helped Hilton to become a more modern, adaptable, and innovative brand. The connectivity of the digital technology, the principles of wellness, and the versatility of guest services developed a platform of future resilience (Bagdan 2019). Although the decreased amount of business commuting has transformed the demand trend, Hilton innovation and diversification have placed it in the competitive environment of the changing global hospitality environment.
Conclusion 
The dynamics of global travelling have been change forever due to the post-COVID hospitality environment. Through innovation, flexibility and digital transformation, Hilton Hotels and Resorts was able to react to the sudden reduction in business commuting. The firm was flexible to the extent of appealing to new customer groups, encouraging long-haul and vacation travel, and embracing technology to improve convenience and safety (Ramos et al. 2025). Such programs like WorkSpaces by Hilton proved to be agile and focused on new work and lifestyle trends. Even though the complete substitution of the corporate revenues and control of the operational costs are still difficult, the proactive approaches used by Hilton have made it more resilient in the market. The personalised service, sustainability and hybrid travel emphasis make the brand be poised to achieve more in the future in the changing global hospitality landscape (Bergsma 2023).
Recommendations 
Hilton needs to keep launching hybrid work programs like the WorkSpaces by Hilton to appeal to remote workers and digital nomads. Increasing investment on wellness and sustainability initiatives will enhance brand beauty in health and environmentally conscious travelers (Brandão et al. 2021). The loss of corporate demand can be compensated by improving the loyalty schemes to incorporate the leisure and long-stay customers. Guest experiences can be developed through teamwork with technology companies and co-working solutions. Digital and personalised service delivery should also be a major consideration of Hilton in training its staff (Park Thaichon et al. 2025). This will be assisted by constant observation of the market trends and the flexible pricing strategies to ensure competitiveness and long term growth in the dynamic hospitality environment.
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