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Abstract
The Covid-19 Pandemic influenced many transformations in the business environment around the world and the hospitality industry is one of them. This particular sector was largely dependent on business travellers and after t he pandemic the number of business commuting reduced, and this research explores how hotels developed new innovative ideas and strategies to embrace the situation. The research is based on secondary qualitative data and used PESTEL framework to describe the external factors affected the reshaping strategies of the hospitality industry. Based on the findings, recommendations are developed that can provide initial guidelines for the hotels that are willing to be proactive and increase their operational flexibility. 
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[bookmark: _z11md8f3ixl3]Introduction 
The Covid-19 pandemic is one of the most terrible events in recent history that not only disrupted human lives and their living conditions but also disordered business functions (Brammer et al., 2020). Especially in the landscape for the hospitality and tourism industry, there was a significant impact regarding the decline of corporate commute, and it reshaped the expectations of the international and national guests or travellers (Yepez and Leimgruber, 2024). The rise of remote work and virtual meetings have also plummeted regular business travel. As a result, businesses in this sector started to reshape their core strategies to match the evolving expectations of the target customers. In the research of Park (2024) it was found that businesses in the hospitality sector shifted their focus to the leisure travellers instead of the business travellers as the number of business travellers reduced significantly. These hotels not only redefined their service offerings but also utilized their space for redesigning the guest experience. 
This research focuses on the methods used by different hotels to adjust to reduced business commuting by implementing innovative strategies and critically evaluates the impact of these strategies on branding and competitiveness based on secondary data. 

[bookmark: _olthnbqgye3j]Literature Review
The Reduced Business Travel Rate and Change in Customer Expectations
According to the research of Surya et al. (2022) there is a significant decline in the travel industry, especially the global business travel expenditure, which reduced 50% from 2020 to 2021. Even though the industry started to grow from 2023, the number of business travelers did not exponentially grow, as there were many businesses who mostly focused on remote work or online meetings. From the analysis of Gössling and Schweiggart (2022), it can be said that this particular transition is not temporary; instead, it is going to be a static factor and establish itself as a remote first business operation. 
Expectations of the guests in the hospitality industry have also changed. Naumov et al. (2021) identified that travellers today are now more concerned about their health issues, hygiene factors, and food safety. In another research Mercan and Sandıkcı (2024) mentioned that corporate travelers become leisure travellers where they not only want to spend their time for business meetings but to refresh their minds, and that is why it is now being called as bleisure. Before the pandemic, business travelers used to stay for less time compared to the long stay leisure guests, and this trend is still continuing, and this is one of the main reasons why around 70% of the hotels in the hospitality sector are now redesigning their service offerings for the long stay leisure guests (Chakraborty et al., 2025). Hotels are now developing their curated local experience zones, Wi-Fi infrastructure, localized support, etc. 
Bharwani and Mathews (2021) identified there are now new guest profiles for the hospitality industry in the UK who are more tech savvy, young, and like to stay flexible. these new segments of travelers give priority to experience instead of brand loyalty. In this regard, Bhatt et al. (2025) said that today, the traditional loyalty programs are not effective for the young travelers as they look for a balanced environment where they will be able to blend work and leisure. 
Operational and Technological Innovation
Because of the declining occupancy rate, businesses in the hospitality sector suffered from revenue loss. As a result, businesses adopted linear operational models to keep their business running. Chu (2024) said, one of the most effective strategies adopted by businesses in the hospitality sector during and after the pandemic was the integration of digital technologies like contactless check-in or check-out, innovative room keys, AI-driven room customization, etc. This integration of advanced technology, also become a factor for competitiveness and differentiation.  However, Shashwat and Rani (2023) said, integration of digital technology was not only because of cost-cutting but also for meeting the evolving guest expectations for their hygiene and health issues. Due to these changes, hybrid spaces are increasing in hotels, allowing the travelers to work and relax. 
In addition, hotels are now changing their revenue management system as they realized the importance of responsiveness and dynamic nature to deal with changing market trend and demand. In this regard, Kiky (2024) stated that today hotels in the UK not only changed their pricing strategies but also cancellation policies while some of the hotels are offering subscription-based services to make it more convenient for the travellers. 
Strategy and Brand Evolution
From a strategic point, due to the Covid-19 pandemic, international and national hotel brands changed their value propositions to adapt with the situation. Khan (2023) found that, during and after the pandemic, it was very difficult to understand the market trend and to differentiate themselves from the competitors, hotel brands started to work on brand storytelling, national and international cultural integration, develop the health and hygiene factors to make it more appealing to the leisure and business travellers. One of the major concern for businesses was sustainability and they started to align it with their value proposition. Air travel in recent years is one of the major issue for environmental concerns and to be more sustainable, hotels started to be more efficient in energy, water consumption, giving support to the local suppliers and reduce food waste, etc. (Orhan, 2021). These strategies helped businesses to align with the redeveloped customer values and represent themselves more ethically. 
Besides that, Shi et al. (2021) found interesting factors about the urban hotel brands that were mostly dependent on the regular business guests as they suffered from reduced guests numbers and aggressively tried to reposition by focusing on the leisure travellers.  
Long-Term Implications
As businesses in the hospitality sector developed new strategies to deal with the changing scenario, Dutta (2024) said that some of these strategies are reactive but there are also permanent redevelopments that will be setting new trends in this industry. It was identified in the report of Bondarenko et al. (2025) that business travel rate will not be at the position it was in 2019 until 2026 and that is why hotels are now making conscious decisions about developing balanced and mixed service portfolio for different types of guests and for different seasons. Chanyasak et al. (2022) also mentioned about the necessity of such mixed services as they think that such resilient business models will help businesses to be more robust, adaptive, and flexible for future crisis. 


[bookmark: _wkd3bk9tr9eu]Methodology
The research is based on secondary qualitative data to analyse the shift in hotel strategies post-covid with reduced business commuting. The research focuses on analysing existing literature, reports, articles, market data, and case studies to develop understandings about different approaches or strategies used by businesses that suffered from reduced business commuting. Data collected for analysis to from the period of 2020 to 2025. 
The research used PESTEL framework as the primary analytical method to explain how hotels from political, economic, social, technological, environmental, and legal point of views tried to make relevant strategic decisions. The PESTEL framework is often used to analyse the external factors that affect business dynamics and shape strategic decision-making process (Kar et al., 2025). In this study, this framework is particularly appropriate as Covid-19 was an external factor and it not only created internal disruptions but also external ones like travel limitations and wellness concerns. 

[bookmark: _r6eg4ycg3obl]Theme Impact Analysis 
Political Factors: Almost all the countries-imposed travel restrictions and it was also not possible for the people to go outside like before. As a result, national and international travelling also disrupted and it reduced the number of total travellers. After the pandemic when the travel restrictions were over, business commuting was not growing as expected. Due to the lack of travellers in hospitality industry, there are many governments in countries like the UK, USA, Germany, Australia provided financial grants to the hotels and allow them to redevelop their operational and technological strategies to adapt with the changing market trends and focus more on national culture and tourism (Allaberganov et al., 2021). 
However, there was also political or governmental pressure about ensuring public health safety not only for the guests but also for the employees (Hu et al., 2021). As a result, demand for contactless services increased, new hygiene protocols were introduced, and operational standards were increased. 
Economic Factors: after the pandemic there was a global recession that hit almost all the business sectors and affected every level of people. Corporate budget was reduced in the hospitality sector. Besides that, 65% businesses around the reduced their travel budget that worsen the situation for the hospitality industry (Aharon et al., 2021).  
[bookmark: _gqnrvjxkanwq]It was found by Bharwani and Mathews (2021) that, many smart hotel brands immediately started to reposition themselves with different revenue models while targeting new segments like the leisure travellers or young travellers. They not only introduced dynamic pricing for these new target customers but also added new value-added services like wellness packages. The growth of hybrid services after the pandemic helped business to regain their market share and maintain competitiveness while encouraging people to travel like pre-pandemic time. 
Social Factors: Social factors were the most intense external factors the changed customer behaviour as well as the business dynamics. Based on the findings of Karl et al. (2022), it can be said that the remote work and online meeting concepts started due to pandemic is still are effective ideas for many businesses that used to do physical meetings. Chakraborty et al. (2025) said that work-from anywhere culture has introduced hospitality sector with the ideas like the bleisure where leisure is blended with work.
Customers on the other hand now want more value from hotels in terms services and pricing options. People are no longer happy with traditional hotel services; instead, they want flexible options where wellbeing is included, and they can get more diversified experience (Kim and Han, 2022). As the number of corporate customers fell and leisure guests increased, hotels are now focusing on giving personalized services. Hotels are also offering mental health and well-being services to fulfil the evolving expectations of the guests. 
Technological Factors: After social factors, technological factors were the second most influential factors for the hospitality industry as businesses regardless of their size and financial condition were required to adopt or accelerate their technological integration. Whether it is reducing human interaction during check-in/out or facial recognition, self-service kiosks, everything required significant financial backing and infrastructure support that many hotels at the time of pandemic were not able to manage (Cain et al., 2024). 
Larger hotels adopted cloud-based PMS (property management system), AI-driven marketing and decision making that were not possible for the small and medium-sized hotels (Thaichon et al., 2025). It not only created a huge gap between the service quality of the large and small/medium-sized hotels, but also made the larger hotels to remain agile for uncertain situations. 
Besides that, as meeting rooms were not need anymore due to the rise of online meetings, hotels used these spaces for developing relaxation or well-being zones where they started to offer value added services to the leisure travellers. 
Environmental Factors: The rise of circular economy was seen after the pandemic as the pause of business commuting increased the focus on environmental issues caused by the hospitality sector. Existing and potential guests become more concern about environmental sustainability and increased their demand for food waste and safety, increase usage of renewable energy, and minimize carbon footprint (Obersteiner et al., 2021). As a result, sustainability become the differentiating factor for hotels, and they started to use it in their marketing and branding to attract the conscious travelers. taking green certifications or implementing energy efficient solutions are some of the major steps taken by hotels after the pandemic. Hotel brands started to align their strategic decisions with a focus on environmental concerns to try to reposition themselves as and ethical and sustainability partner. 
Legal Factors: At the time of the COVID-19 pandemic governments from different countries introduced new policies, guidelines and regulations to safeguard the health of the people. The hospitality sector also faced health and safety legislations, sanitation protocols, employees safety, etc. It was mandatory for the hotels to comply with these new regulations and policies and in many countries violating these regulations not only caused reputational damage but also increased financial losses in the name of fines. For business commuting, hotels were mostly dependent on international customers and cross-border legal inconsistencies further decreased the number of business travelers. 
Overall, the PESTEL analysis in this study shows that reduced business commuting was one of the most influential factor for hotels to engage in multidimensional strategies and focus on different customer segments. 

[bookmark: _jjlboyh8ud9c]Conclusion
Shift in hotel strategies post-covid with reduced business commuting caused permanent transformation in the hospitality industry. Through PESTEL analysis, it is identified that external factors like - traveling restrictions to evolved customer expectations, redefined the focus point for businesses in the hospitality industry. Businesses are no longer extensively focusing on business commuting instead they shifted towards making strategies for leisure guests. Through technological innovation, dynamic decisions and targeting new customer segments, hotels are now trying to reposition themselves and become more proactive. 

[bookmark: _d1h1uvl0lbkt]Recommendations
Reuse Spaces for Hybrid Purposes: Due to reduced business commuting, hotels can use their meeting rooms for hybrid-purposes. These spaces can be used for different purposes like work and leisure, well-being center, workout activities, mental peace programs, etc. Using ergonomic furniture and giving hi-speed internet can add value to guest experience. Besides that, these spaces can be also converted into relaxation zones for the leisure travellers who will use this space as a seamless work zone during their travel. 
Target Different Customer Segments and Use Different Marketing Channels: As the business commuting decreased, it is now necessary for the hotels to target new and different segments of the market. Whether it is leisure travellers who are looking for experience based-accommodation in hotels or young guests looking for flexibility or eco-tourists or hygiene-focused guests, hotels should try to reshape and redevelop their service offerings so that different customer segments can enjoy their time. Personalization features for the guests can not only help hotels to improve their guest experience but also increase brand loyalty. 
Businesses in the hospitality sector can also get benefit by engaging in different marketing channels. Today social media marketing is not the only option as hotels can collaborate with different travel groups or accommodation partners to target different demographic customers.  
Flexible Business Model: During the pandemic, hotels witnessed the importance of flexibility. It should be also introduced to services as people today want rescheduling services, non-penalty cancelation, automated check-in/out etc. To make the young and frequent travellers into loyal customers, hotels can also introduce subscription-based business model and encourage to revisit. Giving guests long-stay discounts can be an effective option to improve guest experience. Developing a flexible business model can help hotel to remain adaptive and make better decisions in uncertain situations and diversify the revenue streams. 
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