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Executive Summary
This study mainly analyses the Placement Hotel's operational goals, expectations, and tactics.     The study will examines how things are done now and suggest ways to make things better in terms of service, speed, and long-term success.
Some of the most important problems are a lack of workers, inconsistent service quality, limited budgets, and technology that doesn't work well enough. Customers' needs have changed over time. Now they want personalised experiences, easy digital exchanges, and good service. The Placement Hotel can't meet these needs because it doesn't have enough money and its management methods are out of date. The study found that hotels could do better if they trained their staff, started environmental programs, and used dynamic prices.
There are a lot of good ideas that deal with these problems. To improve service quality and keep employees, efforts must be made to improve staff, such as giving competitive pay and well-organised training. Automated booking systems and customer relationship management (CRM) tools can help hotels work more efficiently. Cost optimisation and changeable pricing are two types of revenue management strategies that can help a business become more financially stable. Using less energy and trash and other environmentally friendly practices can help the hotel's image and make sure it lasts for a long time.
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[bookmark: _Toc191416259]1. Introduction
[bookmark: _Toc191416260]1.2 Overview of the Case study
Inspired by the diversity and originality of their surrounding neighbourhoods, the Hoxton Hotels which is a series of open-house hotels was established in 2006 in Shoreditch, London (The Hoxton, 2025). At present, the Hotel brand operates 16 Hotels across the different countries of Europe and North America. Apart from that, some of the upcoming projects are Edinburgh and Oslo along with recent opening in Berlin, Vienna, and Brussels. The Hoxton is recognized for its vibrant, homey lobbies and celebration of local culture through art, design, and eclectic programming.
[bookmark: _Toc191416261]1.3 Purpose of Research Activity
This research addresses the case of hotels like the Hoxton Hotels to evaluate how the location of has significantly influenced their success in the post-pandemic environment. The noteworthy shifts in consumer behaviour in the context of hotel and hospitality industry has highlighted in existing research along with a growing preference for flexible travel options, remote work, and localized stay package. This research will contribute to the body of knowledge by exploring and analysing the way urban hotel placements meet the changing demands of consumers after the post-pandemic era. To be more specific, this research will address the significance of adapting to various influential factors like evolving travel trends, offering insights relevant to location-based decisions. In this case, the examination of location strategies of the chosen case will play a vital role. In addition to, this study will also facilitate understanding the long-term impacts on the spatial strategies of hospitality sector by events like pandemic.
[bookmark: _Toc191416262]1.4 Aim of Research Activity
The research aims to assess the impact of hotel location in their success in the post-pandemic era considering the chosen case study of the Hoxton Hotels
[bookmark: _Toc191416263]1.5 Objectives of Research Activity
1. To conduct an extant literature review of existing studies on the influence of hotel location on success, particularly in the context of post-pandemic consumer behaviour.
2. To analyse the strategy of hotels and its impact on their ability to adapt to changing traveller or tourist demands.
3. To evaluate the effectiveness of location choices in attracting both leisure-seeking tourists and remote-working travellers post-pandemic.
4. To draw recommendations for hotel managers on optimizing location-based strategies to enhance performance in a post-pandemic market.
[bookmark: _Toc191416264]1.6 Research Questions
Q1: How does the existing literature review describe the impact of hotel location in case of success or failure in the post-pandemic era?
Q2: What is the role of location strategy for hotels in addressing changes in consumer behaviour and travel preferences post-pandemic?
Q3: In what ways have The Hoxton Hotels' urban location choices contributed to attracting both leisure and remote-working travellers?
Q4: What recommendations can be made for hotel managers to optimize location-based strategies to improve hotel performance in the post-pandemic market?







[bookmark: _Toc191416265]2. Literature Review
In this contemporary world, one simply can’t ignore the role of a hotel location along with the quality and brand reputation of a hotel in determining its success and failure in the hospitality industry. To be more specific, the location of a hotel or hotel chain play crucial role in the post pandemic era considering the drastic changes that are brought about by the Covid-19 outbreak (Lu, Marek and Chen, 2024). In fact, Hotels experience rebound post covid period whereas key focus is on the hotel location to ensure successful business operation. As of 2023, the global hospitality industry is estimated to be worth around $4.7 trillion with an expected growth rate CAGR of 7% by 2025 (Statista, 2024). According to Florida and Adler (2022), a hotel's location is typically related to its accessibility (such as its distance from the city centre and popular tourist destinations), the site's features, and neighbourhood considerations. According to Latinopoulos (2020), a hotel's location will affect several other factors, such as sales volume, clientele, profitability, and the industry's long-term viability. In addition to, a hotel's location significantly impacts its success by determining the type of customers it attracts, influencing room rates, and directly affecting guest experience due to proximity to key attractions, transportation, and local amenities, essentially making a prime location a major factor in a hotel's overall revenue and profitability (Ongsakul et al., 2022). 
A number of theoretical frameworks related to the hotel locations reflects the role of location strategy in the success of hotel. The location theory of Reza Zekavat and Buehrer (2019) explores the way geographical positioning influences business performance. To be more specific, the core theme of this theory pointed that the strategic placement of hotels around cultural attractions, economic hubs, or main transportation area enhances accessibility of guest accommodation and so positively affect business performance like occupancy rates and revenue (Yang et al., 2018). Based on the Porter’s competitive advantage theory, any business can obtain distinctive edge through cost leadership or differentiation (Ford, 2020). In the context of hotels, leveraging locations such as establishing or shifting hotel location in trendy neighbourhoods or hot business spot both direct and indirectly create unique value propositions. As a result, it facilitates to attract niche market segments (Latinopoulos, 2020). As per the study of Nason and Wiklund (2018), hotel success can also be explored through the lens of valuable, rare, inimitable, and non-substitutable (VRIN) resources following Resource-Based View theory. In practice, setting strategic locations can also be served as strategic resources that helps to foster brand recognition and premium pricing. Singgalen, (2024) strongly argued that post-pandemic hospitality trends have significantly focused on agglomeration economies. In this case, clustering near co-working spaces, cultural hubs, or wellness districts increases a hotel’s appeal. According to the study of Hensher and Stopher (2021), there is an increased demand for localized and remote work friendly hotels which reflects the evolving consumer demand post-pandemic era. The Behavioral Theory of Travel Decision-Making also highlights this point. Rashid et al. (2019) added that post-pandemic shifts require adaptive strategic location approaches integrating work-leisure preferences whereas traditional location strategies focused on proximity to tourist landmarks. 
Ho, Ho and Huang (2024) delineates that hotel success was closely linked to strategic location choices in the pre-covid-19 era. The author also added that occupancy rate and revenue of hotels are significantly influenced by Proximity to transportation hubs, business districts, and tourist attractions. As a result, the number of hotels that are located near these areas benefited from increased guest accessibility and convenience, leading to higher profitability. For example, the surge in demand for hotels located in major cities, cultural landmark, or renowned tourist spots due to strategic positioning. Kim, Lee and Han (2022) argued that the pandemic has significantly reshaped the hospitality landscape changing the traditional importance of hotel’s location. After Covid-19, the rise in remote work and demand for local experience was notable. As per the report published by Statista (2024), remote work is growing, with 9–10% of jobs fully remote and 30% of workdays done from home. The World Economic Forum predicts that remote work will grow by 25% to 92 million jobs by 2030 (Masterson, 2024). So, the clear rise in remote work has declined hotel need for businesses persons to stay near corporate since virtual workplace and meetings have become commonplace. Apart from that, there has been a significant rise in the demand for local experiences where travellers looking for destinations with authentic and unique flavour away from urban cities. Kim and Han (2022) described that the shift has made the hotels to rethink and reassess their location strategies focusing more on providing flexible travel options and integrating into local communities. Akmeşe and Çelikmıh (2021) mentioned the emergence of hybrid hospitality models in response to these changes. Within the context of hotel, it refers the blending of traditional hotel services with co-living and co-working spaces. As per the study of Masterson (2024), the example of social Hub is one such example which evolved to offer common spaces that fulfil various stakeholders need of both work commitments with vacation experiences. 
Within the context of hospitality industry, the COVID-19 pandemic has significantly reshaped consumer behaviour. As per the study of Marinakou (2025), consumer behaviour exhibits strong preference for localized travels and experiences which minimize long distance travel risks. Besides, Srivastava et al. (2021) discussed about the trend of remote work led to significant rise in the demand for accommodations that support work-friendly environments. Nowadays, guests or travelers prefer hotels with reliable internet, dedicated workspaces, and facilities beneficial to extended stays (Kim and Han, 2022). It enforces the hotels management to have reconfigured rooms and common areas to fit with this new segment of remote workers. Lu, Marek and Chen (2024) pointed out another key concern among consumers in the post-pandemic era which is Health and Safety Concerns. Considering hygiene protocols as top priority, it has been found from the study of Tahir Albayrak et al. (2024) that travelers are more likely to book accommodations that demonstrate stringent cleanliness standards and offer flexible booking policies to accommodate potential changes in travel plans. Therefore, hotels management have compelled to address these shifts in consumer behavior by reassigning their location-based strategies. Popovic et al. (2019) summarizes that hotel location in less densely populated areas or those offering unique local experiences have gained popularity. On the other hand, urban hotels diversified their services to attract local patrons and long-term guests, transforming spaces to accommodate both leisure and remote work needs.
Instead of growing interest in post-pandemic hospitality trends, there is lack of empirical studies on the direct impact of location strategy on hotel success. There is limited research on how hybrid travel trends including remote work and extended stays influence urban hotel placements. In addition to it, data-driven analyses linking hotel performance metrics to location choices are underdeveloped. This study addresses these gaps by examining The Hoxton Hotels’ urban placement strategy, offering insights into evolving consumer demands and providing recommendations for optimizing location-based success.






[bookmark: _Toc191416266]3. Methods
This part details the investigative approach that explores hotel location effects on post-pandemic success through The Hoxton Hotels as the studied case. The research benefits from both the case study method and online data netnography which together provide full investigation of research aims.
[bookmark: _Toc191416267]3.1 Case Study Methodology
Qualitative research incorporates case study methodology which establishes itself as an approved approach for studying phenomena through analyzing their actual life environments (Yin, 2018). Research on The Hoxton Hotels benefits from this method since it enables a through examination of their marketplace choices as well as their hospitality industry adjustments. A case study methodology provides researchers access to examine physical locations while exploring non-physical elements which include brand identity and customer perception assessment.
[bookmark: _Toc191416268]3.2 Advantages of the Case Study Approach:
· In-depth Understanding: The study achieves a comprehensive understanding of location influence on success by exclusively studying The Hoxton Hotels. Research into post-pandemic behaviors of consumers matches the need to study these behavioral transformations (Anguera-Torrell et al., 2021). 
· Rich Contextual Data: Case study research allows researchers to examine operational practice within the hospitality field because this industry experiences frequent changes. The relationship between urban real estate position and client tastes reveals its true nature through specific location-based analysis (Chen et al., 2021).
· Flexibility: The methodology supports the analysis of several data types such as interview responses with observation notes and reviewed documents which makes it suitable for challenging research inquiries.
[bookmark: _Toc191416269]3.3 Limitations of the Case Study Approach:
The case study method offers beneficial advantages while existing limitations reduce its possible effectiveness. The approach draws criticism because researchers cannot generalize their findings beyond a single entity or minimal sample according to Bryman (2016). The analysis depth which this method demands requires both substantial time and heavy resources that may limit the study through researcher bias. This research solves its limitations through the addition of the netnography method which enhances research validity while expanding applicability.
[bookmark: _Toc191416270]3.5 Online Data Netnography
The qualitative research technique known as Netnography enables the examination of both online communities and digital exchanges as developed by Kozinets (2015). The research technique proves useful for evaluating both virtual consumer behavior and digital space perceptions that serve an increasing role in the hospitality industry during post-pandemic times (Köseoglu et al., 2020). A netnographic approach looks at digital interactions between users about The Hoxton Hotels in their online reviews and social media posts and forums.
[bookmark: _Toc191416271]3.6 Relevance and Application of Netnography:
· Digital Presence: The Hoxton Hotels possess strong digital engagement which makes netnography the appropriate method to explore how customers perceive their trendy city locations (Ezzaouia and Bulchand-Gidumal, 2020). Consumer experiences and preferences are tracked through the analysis of data available across the platforms including TripAdvisor and Instagram and Facebook.
· Consumer-Centric Insights: Through unfiltered online reviews and discussions consumers disclose their decisional value for location in their hotel choices. A system which identifies essential success factors relating to location examines recurring elements in customer feedback (such as access to nearby attractions and area appearance) (Han et al., 2025).
· Cost-Effective Data Collection: The method of netnography collects substantial datasets effectively because it avoids direct respondent interactions which resolves logistical obstacles.
[bookmark: _Toc191416272]3.7 Advantages of Netnography:
· Provides real-time, authentic data from diverse demographic groups.
· Captures insights into evolving trends, such as preferences for remote work-friendly environments.
[bookmark: _Toc191416273]3.8 Limitations of Netnography:
· The research may introduce bias through the selection process where Internet users do not accurately reflect typical users of the target population.
· User-generated content analysis raises substantial problems about protecting users' personal data from ethical violations (Darvishmotevali et al., 2020). This research follows ethical guidelines to protect user privacy and respects the platform rules through establishing complete anonymity procedures.
[bookmark: _Toc191416274]3.9 Integration of Methods
The research benefits from enhanced robustness through the union of the case study and netnography research methods. The case study gives detailed insights but netnography expands research by showing the broader patterns of customer preferences during their online activity (Hao et al., 2020). These evaluation methods combine to deliver a complete structure for studying hotel location success patterns in our quickly changing service sector.






[bookmark: _Toc191416275]4. Case Study Hotel Overview and Findings
This section provides an extensive overview of The Hoxton Hotels that includes an exploration of their brand identity together with their business operations and strategic locations. This section applies SWOT, PEST, Competitor Analysis and Netnography analysis methods which reveal how the placement hotel stands and operates in the post-pandemic hospitality market. The analysis receives supplementary support from visual components that include maps along with diagrams and images when appropriate.
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Figure 1: Hoxton Hotel’s Ambience in London
Source: (Gursoy and Chi, 2020)
[bookmark: _Toc191416276]4.1 Overview of The Hoxton Hotels
The Hoxton Hotels operates as an internationally prominent boutique hotel brand that combines industrial-chic design with affordable and community-oriented hospitality services. The brand established a distinct identity while it started to operate by creating spaces that connect guests to locals through shared values for culture design and authentic experiences.
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Figure 2: Founder Sinclair Beecham
Source: (Gursoy and Chi, 2020)
Sinnclair Beecham, an entrepreneur and co-founder of Pret A Manger, started the line of goods in Shoreditch, London, in 2006. Their first luxury hotel set new standards in the business. It was in one of London's liveliest and culturally diverse places. Tourists from the city love this motel's cool, cheap rooms without any extras (Gursoy and Chi, 2020). Because of its success, The Hoxton opened more sites in New York, Chicago, Amsterdam, and Paris. The Hoxton has thirteen hotels in the Americas, Europe, and other developing regions. It plans to grow into the Asia-Pacific region and other places.
[bookmark: _Toc191416277]4.2 Key Business Metrics
1. Turnover: Since the start of the company, Hoxton Hotels has grown all the time. Before the pandemic, the business’s estimated annual turnover was about 150 million pounds a year. This success shows that the brand can make money off of its boutique hotel service (Kapoor and Kapoor, 2021). Room bookings, food and drink sales, and the rental of shared office space are just some of the ways that the business makes money.
2. Staffing: Each and every Hoxton site hires locals, a total of more than 1,200 people around the world. These ways of staffing hotels can better show off the character and vibe of the places they are based in (Malik et al., 2020). The local staff makes the experience of guests better by sharing their real knowledge and points of view, which helps build relationships between the community and guests.
3. Number of Branches: All thirteen of The Hoxton's apartments are in lively downtown areas. The areas of Shoreditch and Holborn in London, the Marais in Paris, the Herengracht in Amsterdam, and Williamsburg in New York City are all examples of different types of neighborhoods (Cheng et al., 2020). That company wants to open a lot of new places in the next five years. Some of these places will be in Asia and the Middle East.
4. Customer Base: A lot of different kinds of people stay at The Hoxton, but most of its guests are there for work or pleasure. These businesses try to appeal to millennials and young workers by using ads and designs that meet their need for real, design-driven experiences that are both relaxing and educational about the area's culture (Pavlatos et al., 2021). The brand's growing success among modern travelers is due in part to coworking spaces that cater to digital nomads and remote workers.
[bookmark: _Toc191416278]4.3 Location Strategy
The Hoxton needs a location plan in order to be effective. The sites are carefully chosen to make sure they are in areas with a lot of different cultures and that the company's target customers will want to visit. For example:
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Figure 3: The Hoxton Hotel in Williamsburg
Source: (Lai and Wong, 2020)
· Shoreditch, London: Shoreditch has a lot of creative energy, graffiti art, and a lively nightlife, all of which fit with Hoxton’s goal of giving visitors to cities an authentic experience.
· The Marais, Paris: This historic area has a unique mix of art galleries, small shops, and cafés that will appeal to people who like cultural spots like The Hoxton.
· Williamsburg, New York: Williamsburg is a neighborhood in Brooklyn that is very creative and different. A lot of young artists and workers go there.
[bookmark: _Toc191416279]4.4 Design and Amenities
Hoxton's brand recognition is built around the idea of its designs. Each apartment has its own unique vibe that reflects the neighborhood, thanks to the mix of industrial-chic furniture and locally-inspired decor. Discover brick walls, old furniture, carefully chosen art, and public areas; these are all important parts of urban planning.
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Figure 4: The Hoxton Hotel’s Design and Amenities
Source: (Pereira-Moliner et al., 2021)
1. Communal Spaces: The Hoxton is different from other hotels because it focuses on open-plan shared areas that feel like they belong in a neighborhood (Lai and Wong, 2020). In the lobby, there are areas set aside for coworking and casual gatherings where both guests and residents can rest and unwind.
2. Rooms: The guest rooms are stylish and useful, with minibars full of local treats, rain showers, and furniture that looks old. One of our "Snug," "Cozy," or "Roomy" rooms is a good fit for all kinds of guests, from families to single visitors to couples.
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Figure 4: The Hoxton Hotel’s Rooftop Bars
Source: (Mueller and Sensini, 2021)
3. Food and Beverage: The Hoxton's on-site bars and restaurants are a big part of what the name stands for. A lot of places work with local food entrepreneurs and chefs to make sure that the food they serve is authentic to the area where it's from (Pereira-Moliner et al., 2021). Customers really want rooftop bars with views of the city and lots of people at night.
4. Coworking Spaces: The Hoxton opened "Working From" coworking places in response to the growing number of people who work from home (Mueller and Sensini, 2021). These places are great for business tourists, freelancers, and people who work from home because they have private meeting rooms, fast Wi-Fi, and comfortable furniture.
[bookmark: _Toc191416280]4.5 Cultural Engagement and Community Integration
The Hoxton stands out because it fits in so well with the places it serves. Its common rooms can be used for art shows, live music, and classes. By combining a number of projects, The Hoxton turns into a place where people from all over the world can meet and share their cultures.
[bookmark: _Toc191416281]4.6 PEST Analysis
By examining the external macroenvironmental factors through the PEST analysis, the Hoxton Hotels are given an in-depth analysis of the opportunities and limitations they face.
Political Factors:
· Regulatory Frameworks: Each country has its own rules that govern the Hoxton. Human resource management can find it hard to keep up with the different working hours and rewards in Europe, like France's 35-hour workday (Iranmanesh et al., 2022). Some people from the EU lost their jobs and real estate businesses in the UK because of Brexit.
· Tourism Incentives: There is a lot of demand for domestic travel to The Hoxton's city settings because of government-led tourist recovery programs, like the "Staycation" campaigns in France and the UK (Kim and Han, 2022).
· Sustainability Mandates: The European Union wants all hotels to be carbon neutral by 2030, which means they need to spend money on operations that are better for the earth.
Economic Factors:
· Inflationary Pressures: Labor, energy, and raw material costs are going up, which is the main reason why profit rates are going down. This is especially true in big places like Paris and London, where the cost of living is going through the roof.
· Economic Recovery and Growth: Since the pandemic, both local and international tourism have recovered, which has led to more money coming in. There is a big need for luxurious hotels with good style in both New York and Amsterdam (Lai and Wong, 2020).
· Foreign Exchange Risks: Changes in relative exchange rates, like the value of the British pound compared to the US dollar or the euro, can affect The Hoxton's bottom line.
Social Factors:
· Evolving Consumer Preferences: The Hoxton's design and amenities are based on those of nearby areas, which is good for the growing number of tourists who want to fully experience a culture. There is a huge demand for hotels that can accommodate coworking areas and offer flexible rates (Romero and Tejada, 2020). This is because more and more people are working from home and becoming digital nomads.
· Demographic Shifts: Millennials and Gen Zers who travel want to have experiences that last, are unique, and are good enough to post on social media (Mehta et al., 2023).
· Cultural Sensitivity: It's important for businesses to understand the local culture and include that in the experiences they give to tourists, and The Hoxton does just that.
Technological Factors:
· Digital Innovation: Guests at the Hoxton can use mobile check-in, dynamic pricing, and marketing efforts run by AI. These improvements make processes run more smoothly and get customers more involved.
· Social Media Influence: Social media sites like Instagram and TikTok have a big impact on what younger hotel guests want (Quan et al., 2022). A lot of people like the Hoxton on social media because of its nice decor and community events.
· Sustainability Tech: The Hoxton is eco-friendly thanks to things like smart thermostats, LED lighting, and proper trash management.


[bookmark: _Toc191416282]4.7 SWOT Analysis
This SWOT analysis offers a deep dive into The Hoxton’s internal strengths and weaknesses while evaluating external opportunities and threats.
	Strengths
	Weaknesses

	1. Strong Brand Identity: Recognized for blending local culture, stylish design, and community-driven offerings (Lai and Wong, 2020).
	1. Limited Market Presence: Concentrated primarily in North America and Europe, missing opportunities in Asia-Pacific and other emerging markets (Iranmanesh et al., 2022).

	2. Customer Loyalty: High retention rates due to consistent quality and authentic experiences.
	2. Urban Dependency: Over-reliance on urban markets makes it susceptible to city-specific economic fluctuations or disruptions.

	3. Innovative Spaces: Pioneered coworking-friendly hotels, catering to the rise of remote work trends.
	3. Premium Pricing: Pricing strategy may deter budget travelers, restricting accessibility in certain demographics (Mehta et al., 2023).

	Opportunities
	Threats

	1. Expansion into Emerging Markets: Asia-Pacific and Middle Eastern markets represent high-growth potential for boutique hotels.
	1. Economic Uncertainty: Inflation, recession risks, and fluctuating travel demand may affect profitability.

	2. Sustainability Leadership: Leveraging green practices to appeal to eco-conscious travelers (Ozdemir et al., 2021).
	2. Intense Competition: Rival brands such as CitizenM, Ace Hotels, and boutique Airbnb listings target a similar demographic.

	3. Collaborations: Partnering with local artists, creators, and businesses to deepen cultural connections.
	3. Global Crises: Potential for future pandemics, geopolitical instability, or climate-related challenges.







Competitor Analysis: Price vs Quality
The Hoxton competes within the mid-to-high segment of the boutique hotel market. Below is a comparative analysis of its key competitors:
	Brand
	Price Range (Per Night)
	Key Features
	Competitive Positioning

	The Hoxton
	£150–£300
	Industrial-chic design, cultural integration, communal coworking spaces.
	Appeals to urban millennials and digital nomads seeking style and substance.

	CitizenM
	£100–£200
	Compact, tech-driven rooms, affordable pricing, modern aesthetic.
	Focuses on value-driven travelers and business guests seeking convenience and technology.

	Ace Hotels
	£200–£400
	Upscale luxury, creative collaborations, trendsetting interiors.
	Attracts high-income creatives and luxury travelers.

	Airbnb
	£50–£250
	Diverse range of experiences from budget stays to luxury properties.
	Appeals to travelers seeking unique, non-traditional stays but lacks consistent quality or brand standards.



Key Insights:
· The Hoxton creates its unique appeal through its effective combination of high quality standards with affordable rates for people who want to be engaged with the local community.
· The lodging experience at The Hoxton provides premium facilities at affordable rates with open accessibility for those who want to avoid Ace Hotels' elite atmosphere (Yu et al., 2021).
· The Hoxton targets lifestyle buyers through its elegant designs and cultural hospitality features despite CitizenM utilizing the most efficient technological systems.
[bookmark: _Toc191416283]4.8 Netnography Findings
Customers express their thoughts about The Hoxton through the online analysis method known as netnography which studies social media and review data. Key findings include:
Positive Themes:
1. Design and Aesthetic: Numerous hotel guests specifically highlight their admiration for the hotel's interior aesthetics by calling them “inspiring” while also calling them “Instagrammable.” Design details in décor receive substantial praise from reviewers because they significantly improve the guest experience (Manzoor et al., 2024).
2. Staff Friendliness: The Hoxton receives frequent praise in both TripAdvisor and Google reviews which demonstrate its excellent service quality through friendly staff behavior.
3. Community Feel: The Hoxton's dual-function open lobby attracts customers who seek social areas as well as creative communal spaces.
Negative Themes:
1. Pricing Complaints: Many guests have complained that the prices of the food and accommodations are too high compared to other options (Ozdemir et al., 2021).
2. Operational Inefficiencies: Several reviews have said that cleaning and check-in take longer than expected during busy times, which suggests that this could be improved.
Social Media Buzz:
· A lot of Instagram posts show off the beautiful properties that The Hoxton owns.     #TheHoxton is often used in photos of events, food, and displays at The Hoxton (Rawal et al., 2020).
· Some Twitter users recommend the product as a "weekend city escape" for their followers.
Reflective Account
Experts have kept track of details during the placement that show how well The Hoxton knows its urban setting and the people it wants to attract. Guests who want to have real experiences will like how it incorporates local culture into the building and activities. The brand's long-term goals are clearly seen in the addition of technologies that make working from home easy. Operations can be made more efficient, especially when there are a lot of guests.






[bookmark: _Toc191416284]5. Discussion
[bookmark: _Toc191416285]5.1 Interpretation of Findings in Relation to Existing Literature
This study contributes to the existing knowledge about hospitality management by putting light on the main factors that affect how placement hotels work. As part of the study, operational problems, customer expectations, and strategic efforts at placement hotels were looked at. In light of past research, this structured discussion carefully looks at the results and addresses the main goals of the study.
[bookmark: _Toc191416286]5.1.1 Operational Challenges in Placement Hotels
The main focus of the analysis was on the issues that placement places had. The study shows that operational efficiency is affected by many factors, including not having enough workers, not managing costs well, service that isn't consistent, and not integrating technology. Jones et al. (2020) say that the hotel industry has a really hard time finding workers, and this problem has gotten worse since the pandemic. Staffing shortages and higher salary demands are to blame for this shortfall. Baum et al. (2016) say that seasonal work patterns make operational problems in the hotel sector even worse because they make it harder to keep staff.
Because running costs and occupancy rates changed all the time, cost management was very important. Enz (2019) says that planning your finances is very important if you want to cut costs and make more money. Placement hotels need to be good at managing their resources and prices if they want to do well in markets that are very competitive and are always changing. Revenue management tools and dynamic price strategies could help small and medium-sized placement hotels with their money, but many of them are still having trouble putting these plans into action (Ivanov and Zhechev, 2018).
It has to deal with two different problems because it uses technology. In theory, digital tools and technology could make people more productive. However, for this to happen on a large scale, investments would need to be made in both people and infrastructure. Some of the areas where Law et al. (2018) found that technology could totally change how hotels work are customer service, booking management, and operational analytics. This study backs up what other research has found: there is a gap between how technology is supposed to improve and how it is actually used in the real world. The study says that hotels could add technology gradually and cheaply by putting it in the right places.
[bookmark: _Toc191416287]5.1.2 Customer Expectations and Service Delivery
Customer expectations play a pivotal role in shaping placement hotel operations because service quality, personalization and convenience make up three essential components. Kandampully et al. (2018) support the finding that guest satisfaction mainly depends on delivered service consistency alongside personalized encounters with staff. The SERVQUAL model proposed by Parasuraman et al. (1988) continues to provide suitable assessment of service expectations versus perceptions. The study shows that inconsistent services which stem from staffing deficits alongside training inadequacies cause negative guest responses.
Higher significance of personalizing hospitality services can be seen throughout modern hospitality research (Ariffin and Maghzi, 2018). Customer expectations for personalized services exceed what placement hotels can achieve through their current data systems along with operational capabilities. Small hotels continuously face challenges when using their available data effectively due to a lack of technical expertise according to Berezina et al. (2019) in their research about the role of data analytics for guest experience personalization.
Customer satisfaction strongly depends on convenience because digital experiences like mobile check-ins and contactless payments and real-time service requests have become essential. The study results prove similar to Buhalis and Sinarta (2019) which demonstrates that smart hospitality solutions deliver major improvements to guest satisfaction. The research identifies placement hotels face a delay in implementing modern services since established staff members continue using traditional approaches because of structural barriers and unwillingness to adopt new methods.
[bookmark: _Toc191416288]5.1.3 Strategic Interventions and Best Practices
The study reveals that the best hotels use a range of strategic approaches to make guests happier and resolve operational problems. Everyone agreed that training programs, better ways to manage money, and actions that help the environment should be given top priority.
There is no way to make service better without training sessions. The study shows that hotels that train their staff on a regular basis have happier customers. Solnet et al. (2019) also discuss how important HRD is in the hotel business, so our results are similar to theirs. One problem that the study says makes training programs less useful is that staff turnover is high and money is often tight.
It was decided that revenue management strategies, especially promotional deals and dynamic pricing, would help the business make the most money. Kimes (2018) says that strategic pricing models that look at competition and demand predictions can help boost income and occupancy rates. This study supports what he said. The bigger hotel chains, on the other hand, have access to more advanced methods for managing revenue, which smaller placement hotels don't always have.
Sustainability projects were also very noticeable. The study shows that more and more people need to do things that are good for the environment, like cutting down on waste, running businesses that use less energy, and buying goods from local suppliers. This agrees with what Font et al. (2017) found, which is that sustainability needs to be a top priority in the hotel business if it wants to stay competitive in the long term. There are still problems with how things are being done, though, and they are worst when it comes to the starting costs of building sustainable infrastructure.
[bookmark: _Toc191416289]5.2 Implications of the Findings
The study's results have an impact on many parts of both academic literature and business actions.
[bookmark: _Toc191416290]5.2.1 Implications for Hospitality Management
After seeing the results, managers in the hospitality business would do well to examine operational performance as a whole. It is important to spend in staff training, use technology, and come up with ways to interact with customers in order to improve service quality and make the business more stable financially.
The study also shows that working plans need to be able to change. All hotels need to use flexible business strategies to keep up with the constantly changing market. The idea of "resilient hospitality management" (Mair et al., 2020) is especially useful because it stresses how important it is to be flexible in how you handle problems, staffing, and generating revenue.
[bookmark: _Toc191416291]5.2.2 Implications for Future Research
From a research point of view, the results add to the ongoing discussion about the hotel industry's strategic management, customer expectations, and service quality. The study fills in a gap in the research by looking at placement hotels, an understudied part of the hospitality business, using real-life data (Davahli et al., 2020).
One area of possible future research is keeping an eye on how changes in technology and environmental concerns affect how placement hotels are run on a daily basis. They might also learn how to stand out from the competition by looking into research that compares placement hotels to more common hotel brands.
[bookmark: _Toc191416292]5.3 Limitations of the Study
Although the research does give some helpful information, there are some things that should be kept in mind.
The first problem is that the study only focuses on a small group of placement hotels. This means that the results might not be true for other kinds of hospitality settings (Alrawadieh et al., 2021). There's a chance that this study didn't consider the fact that businesses in different places and market segments work in different ways.
The study's second weakness is that it might have response bias since it uses self-reported data from hotel workers and management. In the future, surveys and mood analysis could help researchers include customer feedback to get a fuller picture of how well operations work and how good the service is (Dimitrios et al., 2020).
In the end, the findings of the research show short-term trends rather than future progress in the area of using technology in placement hotels, which is always shifting.   From now on, researchers should examine new tech like hotel management systems based on bitcoin and customer service powered by AI.





[bookmark: _Toc191416293]6. Conclusion and Recommendations
[bookmark: _Toc191416294]6.1 Conclusion 
The main points of this study were to look at the strategy changes that could be made to placement hotel operations, the biggest operational problems, and what customers want.     According to research, things like a lack of workers, problems with managing costs, worries about integration, and differences in service quality can all affect how well and efficiently placement hotels work. The literature discuess how important it is to be effectively flexible if a company wants to do well in the hotel industry, which is known for being fast-paced and competitive (Jones et al., 2020; Baum et al., 2016). These problems are in line with what has been written.
Meeting or exceeding customer standards was important for both the quality of the service and the success of the business (Michael and Fotiadis, 2022). Personalized experiences, smooth digital connections, and consistent service are becoming more important to guests, the poll found. Placement hotels have a hard time meeting these standards because they don't have enough resources, their data analytics aren't very good, and their operational methods are very old. Law et al. (2018) and Kandampully (2018) found that technology can make customers happier and businesses run more efficiently. 
Because of these problems, many strategic interventions were thought about, such as ways to manage income, attempts to be sustainable, and staff training programs. The quality of service is raised by well-organized training programs, profits are increased by dynamic pricing models, and the report says that sustainability activities improve brand image and help save money. But problems like not having enough money and not wanting to use new technologies are stopping them from being widely used.
All of these results make it clear that hotels need a complete plan for managing placements. This plan should include training and education for staff, the use of new technologies, guest involvement, and careful budgeting. Even though the study's results are positive, more research needs to be done on how sustainable efforts and new technologies affect the hotel industry as a whole.

[bookmark: _Toc191416295]6.2 Recommendations and Practical Strategies 
The research shows that the Placement Hotel can make a lot of changes to improve its service, make its guests happier, and make its business more efficient. By focussing on key areas that affect the hotel's performance and ability to compete, the following recommendations are meant to help the hotel remain profitable and open for a long time.
1. Investing in Staff Training and Development
The research findings shows that one of the biggest problems is the uneven level of service that comes from employees leaving and not getting enough training. These problems can be fixed by the Placement Hotel funding training programs for all staff levels. Along with good customer service, people should learn how to deal with conflicts, understand other cultures, and tailor their interactions with guests. These are all important life skills that should be taught.
In the hospitality industry, having well-trained workers is very important because customer satisfaction is directly linked to the level of service they receive. A lot of refresher and cross-training sessions help staff members handle more jobs, so they don't need as many of a certain few. Setting up organised internships with schools that offer hospitality management programs is the best way for the hotel to make sure it always has qualified workers.
There's more to keeping employees than just teaching them if you want to cut down on turnover. The hotel could do more to keep its workers happy and motivated by giving them bonuses, public praise, and chances to move up in their jobs. When employees are excited about their jobs and know a lot about them, customers are more likely to be happy and come back for more.
2. Enhancing Digital and Technological Integration
Even though technology is important for modern hotels, the Placement Hotel doesn't have the right digital infrastructure. Digitisation could make things run more smoothly, make customers happier, and make things run more efficiently generally. The hotel might want to get a Property Management System (PMS) that has things like housekeeping, bookings, and CRM built in and works in real time. Using these technologies could lead to more tourists being happy, more hotels being full, and fewer mistakes being made by people.
The use of automation and artificial intelligence (AI) in customer service exchanges, like digital concierge services and chatbots for booking questions, could make things run more smoothly and help customers at all times, day or night. Digital check-in and check-out systems cut down on wait times at the front desk, which makes it easier for tourists and better uses staff.
With the help of data analytics, the hotel can also learn more about what its customers like, which can help it make more personalised ideas and ads. By engaging in these technologies, which would make operations run more smoothly, the Placement Hotel could market itself as a customer-focused innovator.
3. Strengthening Revenue Management Strategies
Changes in occupancy and income are making people at the Placement Hotel nervous. The hotel should use changeable pricing so that room rates change based on demand, the time of year, the prices of competitors, and the way people are booking. With RMSs, this process can be automated to get the most usage and profit while keeping prices as low as possible.
Diversifying sources of income allows the hotel depend less on revenue from room sales.     The hotel could make more money by advertising its high-end restaurants, spa services, and special events. The company can offer its customers personalised deals that will make their stay better and make the hotel more money by thinking about how you can upsell and cross-sell goods and services.
Also, loyalty programs can help the company generate a greater profit. By giving guests deals, personalised services, and targeted marketing, the hotel can keep them coming back and even build long-lasting relationships with them. Because these programs have made customers more loyal and kept the money coming in, there will be fewer seasonal bookings.
4. Implementing Sustainable and Eco-Friendly Practices
Conscious travellers are increasingly choosing to stay at hotels that put environment first.     The Placement Hotel should become more eco-friendly to please its guests and cut down on costs.
Smart thermostats, motion-sensor lights, and LED lights can all help you use less power.     To be even more environmentally friendly, you can encourage people to reuse linens and put fixtures that use less water. The hotel kitchen can help the local economy and bring in eco-friendly guests by using organic and locally sourced food.
As a way for the hotel to help the earth, it could give its guests eco-friendly toiletries, recycle more, and throw away less plastic. The hotel can improve its image and bring in eco-friendly guests by telling people about these events.
5. Enhancing Guest Experience Through Personalized Services
Offering one-of-a-kind, custom experiences to guests is one of the best ways for the Placement Hotel to stand out in a very competitive field. According to research, today's travellers want personalised experiences that make them happy and make them want to come back.
The hotel could use information about its customers to guess what they will want and need.     For instance, it's helpful to remember what past guests liked about where to stay, what to eat, and what to do, so you can greet them by name and make their stay more enjoyable.     Personalised hotel deals that cater to different types of guests, like business travellers and families, can make people happier.
To make the place even friendlier, workers should be taught how to recognise and meet guests' wants. There are many ways to make guests happier and get people to discuss the business. Sending personalised birthday surprises, welcome cards, and ideas are a few examples.
Another way to get to know the guests better is to use social media and keep in touch with them after their stay. The hotel shows that it cares about its customers' experiences and wants to improve its services over time by asking for reviews and being open to ideas.
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