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The sudden outbreak of covid-19 affected the Chinese Industry and added another strain to the already strained hotel industry in China. Hotel industry observers show that the average occupancy has fallen from 70% during its peak to a mere 5% during its off-peak. The average occupancy has also declined to less than 6% during the pandemic compared to 55% during the peak occupancy. When these factors are combined with the call to reduce tourists' unnecessary travel to China, the total number of tourists added up to 283 million. This reflected an annual decrease of 55% for two years consecutively. In addition to the travel warnings, the Chinese government ensured there were refund policies due to the possible changes in customer booking. Since the pandemic outbreak, China's civil aviation has experienced over 13 million airline ticket cancellations and extensions (Smart, Ma, Qu, and Ding, 2021). These facts mean that the pandemic would cast a severe and long-lasting impact on the pandemic. The country is, however, expected to recover in six months.
To curb the effects of the pandemic, the company is focusing on three areas; emergency assistance, preserving business, and tax relief to ease the near-term cash-flows; the management and the board assumed many cost-saving measures at the same time maintaining flexibility with guest cancellations and bookings (Duclos and Palmer, 2020). The Marriot CEO acknowledged that the revenue per room in all its branches is worse than post 9/11. The hotel’s occupation in Europe and America was under 25%, and the trend is still negative in 2021. The hotel, therefore, has to increase its revenue through government subsidies. The company has consequently adopted many internal cost-saving measures that have been discussed in the following sections.
The industry is, therefore, faced with different changes that impact the customer experience, such as having measures that would help avoid the cross-contamination of food, there is also a suspended culture of sharing, and there will be high demand for tourism after the pandemic (Lu, Wu, Peng and Lu, 2020). The new hotels will have to coordinate their resources and adapt to the sudden increase in tourism demand. The pandemic also means that the customer needs and experience will have to be redefined. There will also be a need for coping with the surge in demand without sacrificing quality while cutting costs as the industry takes time to normalcy. The cost-cutting measures include planning for human resources scheduling, assessing bottlenecks and allocating resources, and ensuring cash flow through hotel presales. Most costs will also go towards changing the customer perceptions and reduction of recurring expenses such as wages. This is because the customer will pay more attention to food safety choices and also mind the sources of the food choices. To ensure the success of creating positive customer perception, the hotel industry will promote the importance of hygiene.
As the travel industry suffers from pandemic-related lockdowns, the use of cost tradeoffs such as contactless check-ins is one way the high costs such as cleaning costs could be reduced. Despite the virtual check-in available, customers still find their way onto the front desk. With the current data, there are signs that the cleaning costs also impact the operations, and there are ways in which these costs could be reduced. The use of other materials such as PPE like gloves and masks increased the operation costs. 
  A year after the pandemic, the Chinese occupancy rates have plummeted sharply and have forced many hotels into cost-cutting measures or cease the operations entirely. The hotels that would recover are the ones that would benefit from resuming their contactless services and heightened hygienic standards. One way to reduce the costs is lowering the staff headcount hence impacting the wages and salaries. According to Zhang, Geng, Huang, and Ren (2021). The adoption of technology in booking and also adopting low energy costs. Hotels will need to improve energy efficiency and remote room management.  For example, when TensorFlow is used in monitoring the hotel room temperatures. On top of the above measures, the hotels can boost productivity through the use of data-driven solutions. Many hotels have maintained the few crew on-site, and the few remaining staff have to perform new and multiple tasks. There is a possibility of a drop in quality that will negatively affect customer confidence.
Labor forms the highest cost from the data given, forming up the top 25% of the revenue. This is more than half of the operating expenses. To offset the sharp decline in revenue during and post-pandemic, many companies have to find ways of reducing the costs associated with wages. Technology has to shoulder many more responsibilities than before. Therefore, the hotels can have smaller housekeeping teams that can use smaller occupancy to plan the cleaning routines and avoid guest contact (Andrews, Ayers, Brown, Dunn, and Pilarski, 2020).
Company overheads such as energy use should be reduced, such as having smart light rooms, ensuring that only rooms occupied by the visitors are lighted.  The hotels also need to use high-efficiency bulbs and smart-room energy-saving automation.  The timers on the lighting and occupancy sensors can reduce utility-related costs (Riom and Valero, 2020). The customer discounts and cancellation costs should also be reviewed by the hotels and shift away from the hefty fees that come with cancellations and embrace more inviting structures that invite future booking without any fear of cancellations.  This should allow booking of hotels while offering compelling rates, and this will help boost sales, hence increasing revenues.
Cost-cutting measures
Cutting on Salaries and wages
Salaries and wages form the highest costs, up to 25% of all the costs. The hotels will therefore need unconventional ways to avoid massive costs on wages during the pandemic. The common approach of cutting costs is reducing the human resources and making changes to the senior executive salaries to reflect the difficulties during the pandemic (Nicola et al.,  2020). The other cost-cutting measures are reducing the work-hours and reducing staff traveling.  Reducing the hourly wages can subsidize the reduction in weekly working hours. Simultaneously, the hotel industry will have a rough time maintaining high morale at work, and there is a need to look at the business interest. First, the reduction of work-hours can reduce labor by 20%, and some employees would be forced to par-time working hours if it can save their jobs (Jiang and Wen, 2020). This is also the right time for companies to train their staff to take part in many departments. However, this approach is effective when it is affected from the top-officers downward (Andrews, Ayers, Brown, Dunn, and Pilarski, C.R., 2020). 
To ensure the executive have their pay-cut, The Harriet hotels in the UK proposed pay cuts for their leadership, and its cooperate staff had to take a 20% pay cut while there is an expected 50% pay cut for general managers. Harriot Hotels also encourages leave without pay for the corporate associates and offices and other management teams (Gössling, Scott, and Hall, 2020). This will result in a salary pay cut of between 50 and 20% based on the company's roles. The Marriot hotels have undertaken 10% salary cuts for employees with monthly salaries between $40,000 and $50,000 and 20% for employees earning between $1 million and $2 million. The hotels argue that even the UK prime minister and parliament members are taking pay cuts; there is nothing stopping employees from making the same pay cuts. The decisions, however, were carried out in consultation with the employees.
Hotels like Lemon Tee Hotels under Marriot also expressed optimism in reaching a 50-60% pay cut across the leadership; at the same time, the hotel chairman took a 100% pay cut. Many employees, however, have argued that they need to move to other sectors should the problem persist (Abubakar, 2020). The company has also decided only to hire essential employees to supplement the massive leaves in the UK and North Americas. Additionally, the company will reduce general spending, especially on overheads such as advertisement costs. Salaries and wages are variable costs.
Advertisement costs
Harriet UK has taken many cost measures to contain the advertisement expenditure; the costs include reducing the online travel agencies costs, which are appreciated to be taking over 25% of the hotel revenue.  Cutting back these costs will result in taking tens and thousands back to the hotel budget. The company has also scrutinized the contributions of the business listings. Since the hotels are no longer getting the required occupancy levels, there is a need to cut these advertisement listings and use more direct advertisements to reach their target market (Tu, Li, and Wang, 2021). The company reduced the resources to TripAdvisor since it is no longer among the revenue-generating stream. The marketing team is instead using their means such as using direct advertisement channels such as Television commercials or use other channels like Expedia. The hotels, therefore, have to use high tolerance for low revenue returns. The hotels could also reduce sales and marketing commissions to help further cut costs for business. The prices have been reduced and classified as follows;
	Kern (Lm)
	Value
	As a percentage of revenue
	

	Advertising cost
	7,000
	12%
	Variable costs

	Interest on loans
	10,000
	14%
	Variable costs

	Housekeeping and cleaning supplies
	5,000
	9.3%
	Variable costs

	Customer discounts
	8,000
	1.3%
	Variable costs

	Stationeries used in front desk and restaurants
	3,000
	2%
	Fixed Cost
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