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[bookmark: _Toc221130113]Abstract
This paper considers how the strategies of hotels have changed after the COVID-19 pandemic, especially due to the decline in business commuting and corporate travel. The study examines how the UK hotels have responded to the evolving travel trends by diversifying their income, changing their prices, innovating their services, and using technology. The study employs a mixed method strategy that integrates qualitative literature and quantitative data on secondary data about the industry analysis of its performance measure and strategic resultant measures. The results show that despite the business recovering, mostly, the hotel occupancy, the composition of demand has moved to Leisure travel. It has identified the significance of agility, innovation, and strategic planning of long-term potential to keep hospitals sustainable and competitive in the changing hospitality environment.
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[bookmark: _Toc221130114]1. Introduction
The idea of the modern theme of changes in hotel strategies after COVID-19 during a diminished business travel features the development of how the hotels worldwide, particularly in the UK, are adapting to the significant shifts in the travel demand and guest behavior after the pandemic (Dixit, 2020). The COVID-19 pandemic transformed the world travel trends into a disadvantageous situation with the numerous lockdowns, the bans of traveling globally, and the mass losses of leisure and business tourism. Among such changes, one is a drastic decrease in business commuting and corporate travel since remote and hybrid employment has become the reality of most sectors. Due to organizations adopting virtual meetings and remote working technologies during the pandemic, business travel in person- one of the primary revenue managers within hotels has not completely bounced back yet (Batabyal and Das, 2019). This has caused hotels to re-invent and re-design their conventional approaches in pricing their rooms, event space, services, marketing, and revenue management. The hospitality and hotel sector in the UK means a considerable economic input with a high proportion of the GDP and number of people employed and hotel firms being an inseparable component of both city and regional economies. This theme therefore can be of great significance to industry practitioners and scholars who are interested in knowing how hotels are restructuring operations to current on resilient and competitive in a post COVID environment.
[bookmark: _Toc221130115]2. Literature Review
The beginning of COVID-19 in early 2020 shook the whole world travel behaviour, as business travelling was reduced significantly as companies adopted remote working technologies and videoconferencing. Cooper and Hall (2023) have stated that despite the lifting of restrictions, several companies kept minimising corporate travel, which resulted in long-term decreases in business-related hotel accommodation relative to the situation before the pandemic. Report of Costa and Costa (2022) observes that virtual meetings are now the norm and the business mentions it as an alternative to traveling in person although it does not entirely do away with it. Since the business travellers have traditionally paid greater revenue per available room (RevPAR) and greater occupancy rate on weekdays, the occurrence of this structural change has had more far-reaching consequences on hotel operations and profitability. 
Hotels have countered the decline in business travel by coming up with strategic innovations with a view of diversifying sources of revenue and reducing reliance on corporate travel. The literature of Sharma et al. (2024) on the strategies of hotels in post-pandemic focuses on the importance of innovation and agility in strengthening the resilience. To illustrate, as an example, Wavei et al. (2025) show how hotels are capitalising on the digital platform, contactless services, and adaptable methods of revenue management in order to bring a diversity of customers, including leisure travellers and long-stay guests. These inventions are used to offset the reduced mid-week corporate booking by improving the overall experiences of guests and efficiency. According to Ivanov and Webster (2019), there is a strategic value of product diversification and extended-stay products. Fewer business travellers are making week-long and week-end bookings, so hotels now focus on the long stay multi-purpose (leisure-business) segment. Guchait et al. (2023) have observed that longer stay products or even marketed as work-from-hotel style or hybrid travel offers are targeted at professionals who need to change the view of their home office, but can still work remotely. Also, the use of big data analytics and organisational agility has become one of the main distinctions in the post-COVID period.
Giousmpasoglou et al. (2021) also highlights the operational changes in the form of cost containment, workforce management and flexible operations within the core aspect of strategic adjustment. The pandemic revealed the weaknesses in the conventional cost platforms since low activity and diminished demand caused a tense cash flow in the hotel industry. Hotels in their turn responded by multi-skilling the staff, renegotiating with their suppliers and even resorting to part time labour or flexible labour to enhance operational resilience. Study of Kalra et al. (2020) in the industry report on how hotels have reorganized internal operations in order to minimize the fixed costs and to become agile. As an example, the change to automation and contactless solutions allowed enhancing the guest safety and decreasing the labour input on the frontline, but it also allowed managing the scale during the periods of uncertainty more effectively. Some of these operational measures have, though not initiated with health safety in mind (mainly, in the state of the pandemic), remained as the cost-efficient drivers in a post-COVID environment.
Hotel studies are also becoming a key influence towards changes in the preferences of travellers as a strategic change force. Not being the dominant segment as before, business travel has given way to leisure travellers, staycationers, event attendees, and domestic tourism markets as the target audience of hotels (Lee et al., 2025). Accommodation statistics in the UK have also shown that with its overall occupancy returning to more normalised levels, demand trends have become seasonal and fragmented with leisure travel of weekends and holidays offering additional business to most of the accommodations. By breaking down the market and developing products that cater to various categories of travellers, the hotels can stay competitive even with their business to the middle of the week faltering (Busulwa et al., 2022). Hotels located in urban centres that previously depended so much on business commuting are more and more programming specific package deals and experience-based stays with a focus on young travellers, families, and domestic tourists. In comparison, hotels in locations with high leisure attraction have also taken advantage of the trends of staycations that were happening when people had restrictions on traveling (Reynolds et al., 2021).
With the development of the literature on the strategies that the hotel industry is supposed to adopt in the aftermath of COVID, one of such significant directions is the new normal of the business travelers expectations. Although some of corporate travel is likely to be recouping, companies and workers are not expected to go back to the situation before the pandemic where commuting to meetings and events was the norm (Gelbman, 2021). Such change in structure connotes that hotels have to use long term strategic templates that indicate the variability of demand and change in behaviour of travellers. As an illustration, joint initiatives such as working with local tourist authorities or event planners would aid in increasing the number of guests to the hotel not necessarily through direct advertising channels. 
[bookmark: _Toc221130116]3. Method
The research method of this paper is a mixed-method including secondary data (quantitative) and qualitative thematic-source analysis. To collect secondary data, first, the current statistics of the industry in terms of performance and use of credible sources including UK hotel forecasts, industry analytics, and business travel recovery reports were collected (Kumar et al., 2025). Hotel occupancy rates, Average Daily Rate (ADR), Revenue per Available Room (RevPAR) and segment performance, business vs. leisure traveler are some of key quantitative variables that the hotel has been collecting. Industry report secondary sources from 2023 to 2026 were given priority because current relevance is important. Second, the current academic journal articles, trade ideas, and industry commentaries that discussed the post-COVID strategy adjustments in hotels were used as qualitative data (Gupta and Gupta, 2022). These were used to give a quantitative trend a context and informed narrative interpretation of the responses by the managers. To analyze the macro external forces, the PESTEL model was used to make inferences on the basis of the hospitality performance. In this paper, some strategy were also given to analyze strengths and limitations to decrease business commuting of hotel industry. 
[bookmark: _Toc221130117]4. Theme Impact Analysis
[bookmark: _Toc221130118]Quantitative Overview of Post-COVID Hotel Performance
To comprehend the ways in which business commuting has fallen as a result of decreasing business travelling, it is initially recapitulated recent performance indicators with regard to the UK hotel industry (Alvarez-Risco et al., 2020). Based on 2025 market analysis of UK:
	Metric
	Value (2025)
	Pre-COVID Baseline
	Comment

	Occupancy (%)
	77.4%
	~77.3% (2019)
	Overall occupancy has recovered to pre-COVID levels. 

	ADR (£)
	£123
	–
	Small growth, indicating stabilized pricing. 

	RevPAR (£)
	£95
	–
	Modest growth as demand normalises. 

	Mid-week Business Demand
	↓ (soft spot)
	Baseline strong
	Business segment still lagging leisure (Loan Analytics, 2025). 



This table brings out the fact that even though the general occupancy has been restored to the historical levels, the demand make up has changed. Travel to business- this is replaced by mid-week hotel accommodation as this is still weaker than leisure demand which is more at weekends and holidays.
[bookmark: _Toc221130119]External Analysis Using PESTEL
The use of PESTEL framework assists in disaggregating larger forces of hotel performance after COVID:
Political: Continuous high regulatory expenses like increasing business charges in UK has placed financial strain on hotel management limiting profit margins and strategic options (Shabong and Thankam Job (2025).
Economic: Corporate travel budgets are lower and there is inflationary pressure which has dampened mid-week bookings. Business travellers, according to the industry know-how, are price-sensitive and smart and will negotiate longer RFP (request for proposal) and cheaper rates (Bald Consulting, 2025).
Social: The emergence of remote/hybrid work has led to a deficiency in conventional corporate travel with decreased demand made due to less frequent business commutes. In-person meetings have been resumed (although certain ones are done based on when they are scheduled), but they frequently include leisure (bleisure) aspects which is diluting the pure need of corporate travel (Haynes, 2024).
Technological: Governed by the competitive environment, hotels have been quick in changing digitally (e.g., contactless check-in, dynamic pricing systems) to improve efficiency and the experience they provide to the guests.
Environmental: The issue of sustainability is also becoming a part of the corporate travel policy and hotel selection based on eco-friendly options (Hospitality Net, 2024).
Legal: Health/safety regulations have increased the cost of operations, although most of the technologies implemented during the pandemic have enhanced resilience to operations.
[bookmark: _Toc221130120]Impact on Strategic Responses
1. Revenue Diversification and Demand Segmentation: Hotels have aggressively moved to leisure and domestic travel market segments. This change can make demand variability smoother by focusing on the weekend and holiday sale to balance the gap in business stays during the weekdays. An example; the performance metrics of properties that have been on popular destinations of leisure travellers (resorts, coastal towns) have improved better than the urban centres which were traditionally dependent on business areas. Hotels in cities have also come up with local experiences and event packages as a way of targeting domestic tourists (Loan Analytics, 2025). The advantage of the strategy is that diversification will help the companies become less dependent on a particular segment, as well as enhance revenue stability. The inherent nature of the leisure demand can be very seasonal and price sensitive reducing profitability.
2. Pricing Strategy Adjustments: The soft mid-week business segment has seen pricing strategies change with weekend and leisure-demand frequently getting stable ADRs whilst mid-week periods have been subjected to discounts aimed at stimulating occupancy and dynamic pricing models are commonplace now and the hotel industry responds much more readily to changes in demand (Bhattacharya, 2025). The advantage of this strategy is that rice flexibility will optimise revenue gains within segments. Threat to this strategy is once discounted heavily, brand positioning and long-term profitability can be the end effect.
3. Product and Service Innovation: Product offerings at hotels have also been extended as a response to new travel trends like the Bleisure packages combining business incentives with leisure incentives to target new work-from-hotel deals (rooms with office facilities) and remote workers who need third place environments (Shabong and Thankman Job, 2025). The advantage of this strategy is that since offerings are aligned with changing traveller preferences, innovation becomes a strength. Constriction of this plan is that incremental demand gains could not entirely counterbalance the structural business travel reduction.
4. Technology and Operational Efficiency: Digital tools have been adopted in all aspects of operation to include contactless check-in, mobile apps integration, automated marketing, and AI-based analytics support optimisation of revenue (Haynes, 2024). Advantage of this strategy is that technology will make the work environment more efficient, less labour and more contentedness of guests. Restriction of this strategy includes initial expenditure and differences in technological adaptation between the hotel classes may increase the differences in competition.
[bookmark: _Toc221130121]Interpretation of the Insights
The UK hotel industry has been shaken to the core by the change in the strategies of hotels in the wake of COVID, where there is less business commuting. There is quantitative data that the hotels have already recovered but with a shifted demand mix with business travel being a poor performer. Diversification, innovation in pricing and adoption of technology have been used as strategic changes to cope with the volatility, whereas in the long-term, structural uncertainty has been presented by the reliance of leisure and hybrid travel trends (Bald Consulting, 2025). Going forward, the future of hotels will favour those who are able to maintain various sources of revenue, dynamic and responsive pricing and products. Due to the challenges mentioned, however, unanswered issues such as unfinished business travel recovery and increasing cost pressure make the maintenance of an adaptive strategy a constant process in a changing global travel environment.
[bookmark: _Toc221130122]5. Conclusion
In conclusion, the reduced business commuting has greatly transformed the hotel strategy within the UK hospitality industry. The recovery in occupancy rates was achieved, but the decline in demand because of the shift towards leisure demand has made hotels to focus on the diversified revenue generation, flexible pricing, innovative services, and technologies. Such changes have enhanced the ability of operations to be resilient, but have also presented other challenges like seasonal demand and cost pressures. Moving on, strategic flexibility and continuous innovation should be of high priority to the hotels in order to be competitive. 
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After analyzing the changes in the hotel strategies after the COVID in regard to reduced business commuting, it can be suggested that some recommendations can be offered to help the hotel and hospitality industry to remain stable and grow in the future.
To begin with, hotels need to keep enhancing revenue diversification approaches by creating a balance between leisure, domestic and emerging hybrid travel segments as opposed to over-dependence on corporate bookings (Kabangire and Korir, 2023). The creation of year-round demand and managing risk stems due to seasonal changes can be achieved by expanding business with the local tourism boards, event organisers, and travel agencies.
Second, the operators of the hotel businesses must invest in modern revenue management systems that would facilitate the dynamic price formation and demand forecasting. Decision making based on data will also assist the hotels to react promptly to the changes in the market, maximise the occupancy rate and secure good profit margins without overextending discounting that may undermine the brand value (Dev, 2020).
Third, the industry would be recommended to focus on product and service innovation as part of fulfiling the changing expectations of the traveller. Offering bleisure, extended stay services and working friendly are some of the ways to appeal to the working professionals who can meet work and leisure needs. Such offerings should however be well thought out to produce some long term value instead of occupancy returns in the short run.
Moreover, it is essential to speed up the process of digital transformation. Contactless technologies, AI-powered analytics, and mobile platforms can promote operational efficiency and improve customer satisfaction and low labour reliance (Wavei et al., 2025). In particular, small hotels will have to consider scalable and economical technology to stay in the game.
Lastly, long-term strategic thinking, which is focused on agility and resilience, should be embraced in hotels. The approach of scenario planning, flexibility of the workforce structure, and sustainability will equip organisations with disruptions in the future. With business travel recuperation still unpredictable, those hotels that can act proactively in response to changing consumer behaviour and continue to be diversified in their sources of revenue will be in a better place to realise the ability to attain sustainable growth in an ever-compelling hotel industry.
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