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Abstract
The UK has experienced a significant drop in commuting for business due to the pandemic, and this has led to a big change in the hotel industry's operational model and market positioning. The current research in this paper looks at how the British hotels are changing their strategies to facilitate, with curiosity, the leisure travel, the workforce that works remotely, and those who plan to stay for a long time. To analyse the situation, four different analytical frameworks were used (PESTLE, SWOT, 5 Whys, and DPSIR) to draw on the UK industry reports, government statistics, and academic literature. The research then maps out the key pressures, internal dynamics, and response strategies. Among other things, it is found that successful adaptation depends on the internal assets, the digital and wellness amenities, and the partnerships with the local communities and the digital nomad networks. The study concludes by making some targeted recommendations for the UK hotel operators and policymakers so that they can make sure that the tourism sector remains uninterrupted even after business travel has been reduced.










1. Introduction
The COVID-19 pandemic caused a sudden and significant drop in business travel which became a problem for hotels that counted on this type of client's payment. In the UK, hotels have had to shift to their target market and from corporate business travelers and commuters go to leisure tourists, long-stay accommodation, and people working from home. This change in demand is not a passing phenomenon: hybrid and remote working seem to be gaining permanent ground in the UK economy, and business travel budgets will not be completely back to pre-pandemic levels. A recent analysis by GBTA indicates that UK business travel spending is still £1.2 billion less than its 2019 peak (GBTA, 2025).
The UK hospitality industry, which is already faced with the issues of labour shortages, high energy costs, and the regulatory issues that arose after Brexit immigration policies, has to implement a drastic change in the guests' profiles that come in (Hone, 2024). It is going to be a very difficult time and think through everything strategically. Hotels will have to rethink their value propositions, change the use of their spaces, and apply flexible service models if they want to bring in the new segments of customers. The topic of “Shift in Hotel Strategies Post-COVID with Reduced Business Commuting” becomes a very important one: it addresses how hotels can maintain their viability and competitive advantage when guests’ numbers are low. 
The purpose of this paper is to show how the use of strategic frameworks can help in the decision-making process when faced with the situation of lasting market disruptions. This paper takes advantage of the PESTLE, SWOT, 5 Whys, and DPSIR frameworks to go through the analysis of the external pressures, internal capabilities, root causes, and adaptive responses to come up with the ways UK hotels are changing because of the reduced business commuting, assess the achievements and the constraints, and suggest the actionable steps for the future.
2. Literature Review
Prior to the pandemic, business trips were regarded as a reliable source of revenue and occupancy for the hotels mainly during weekdays and in the cities. The COVID-19 pandemic along with the travel restrictions and complete acceptance of virtual meetings led to a change in this trend. According to Hutton and Foley (2022), in the UK Hospitality sector output was more than 40% lower in 2020 compared to 2019 and the accommodation sub-segments were among the worst affected. Hoteliers were left with no option but to shut down, lay off employees, or change their operations entirely.
Although the demand for leisure travel has returned to pre-pandemic levels, corporate travel is still recovering. According to the GBTA, UK business travel spending in 2024 was still behind 2019 levels by £1.2 billion (GBTA, 2025). The depth of this gap calls for the hotels to urgently look into other markets.
There are a number of studies that highlight the change in travel attitudes brought about by remote work. Caros et al. (2023) reports that remote workers frequently venture out for leisure during off-peak periods, travel less often for shorter “third-place” trips, and create a demand for non-work-related travel. Digital nomadism and “workations” are among the contemporary concepts narrated by Wilkesmann (2025) where hotel owners are advised to come up with packages that allow customers to enjoy both the leisure and remote working aspects.
Accommodation providers are looking to reposition themselves more towards welcoming guests for longer periods and providing wellness and remote work–friendly amenities. According to Garrido-Moreno et al. (2021) recovery strategies may consist of targeting a wider range of customers, improving one’s online presence, and redesigning premises. Jiang et al. (2020) say that automated service will become the norm along with mobile engagement and contactless check-in.
It has been found from the reviews of the post-COVID-19 trends that technology, sustainability, and flexible experiences are going to be the main differentiators (Chissom (2024).
3. Method
This study utilises a qualitative, desktop-oriented method which involves the synthesis of secondary data from industry reports, government statistics, and peer-reviewed articles that are concerned with the UK hospitality industry. The data sources are the publications of UKHospitality, BDO, VisitBritain, and the Office for National Statistics, as well as academic journals that deal with the post-pandemic hotel strategy and consumer behavior. The aim was to capture both macro-level trends and micro-level operational responses to the decline in business commuting.
The selection of analytical frameworks was made in such a way as to provide a multi-dimensional perspective. The PESTLE framework was used for this purpose to evaluate the macro-environmental pressures that are impacting UK hotels, which include political, economic, social, technological, legal, and environmental factors (Asmoro, 2021). SWOT analysis purpose is to evaluate through the post-COVID environment the internal strengths, weaknesses, opportunities, and threats of hospitality industry. It will help hospitality industry to make its internal strategic plans to fulfill external requirements of the market. (Evans, 2020). The 5 Whys methodology was used to find the root causes of the steady declines in business travel and the related operational problems (Barsalou and Starzyńska, 2023). DPSIR framework uses in sustainable and environmental perspectives. It was used to map the drivers, pressures, states, impacts, and responses in the hotel sector, thus providing a systemic understanding of adaptation strategies (Carr, 2007).
Data synthesis was performed through the integration of insights obtained through these frameworks, which also involved drawing connections between the external pressures and internal responses. The analysis thus obtained was made use of in both the impact assessment and the recommendations, thereby guaranteeing that the findings will depict realistic, context-specific strategies for UK hotel operators who have to deal with reduced business commuting.
4. Theme Impact Analysis
4.1 Macro Environment: PESTLE & DPSIR in the UK
Political & Legal
Disrupted by Brexit policies, visa policies, and government regulations, leisure and business travel were strongly affected. For instance, if the visa system remains so complicated, foreign remote workers may not be willing to live in the UK for long. Simultaneously, the hospitality industry is burdened by costs due to regulation, taxing, and licensing. The UK government’s Hospitality Strategy: Reopening, Recovery, Resilience tries to support the sector by providing multi-departmental assistance, thus strengthening the resilience of the industry (GOV.UK, 2021).
Economic
UK hotels are under pressure from inflation, high energy and wages, and changes in the economy. Business travel budgets are still tight. The GBTA data indicating a £1.2 billion deficit in business travel reveal the gap in revenue. Energy prices, a lack of workers, and cutting down on business trips are all factors that impact both revenue and profit negatively (GBTA, 2025).
Social
Consumer trends have turned towards flexible and experience-based travel. The remote working culture is fostering the combination of leisure with productivity. YouGov and travel surveys imply an increase in demand for the "work-from-anywhere" packages. The preferences of the guests have moved towards those who travel flexibly and with a focus on nature. Those who work remotely during their trip prefer hotels that cater to both their work and their relaxation. Meanwhile, domestic tourism attracts more visitors to rural and coastal areas (YouGov, 2023).
Technological
The use of digital booking platforms, remote work connectivity, contactless services, IoT rooms, and smart systems has now become essential. The hotels focusing on hybrid guests have to make available the surrounding digital guest journeys. Internet of high speed, controls for smart rooms, and digital services without interruption are the guests' expectations (Anwar, Deliana and Suyamto, 2024). 
Environmental
Sustainability has become mandatory; energy efficiency, carbon footprint reduction and local sourcing make hotels attractive to the environmentally conscious travelers (PWC, 2024; British Business Bank, 2024).
4.2 Application of DPSIR
DPSIR analysis provides context for these changes. Reduced business commuting (the main driver) puts pressure on hotel occupancy and revenue during weekdays. The hotels are replying to this change by repurposing the spaces, improving the digital presence, and shifting their focus to different market segments (current state). This transformation causes impacts on the areas of operations, human resources, and promotional activities, while the industry responds with long-stay offers, work-at-home room conceptions, spa treatments, and local experiences. Although these practices show flexibility, they first require a financial outlay and still have a risk tied to demand uncertainty in the long term.
· Driver: the drop in the number of business travelers because of the implementation of remote/hybrid work
· Pressure: midweek reservation rates fall, meeting rooms are not fully booked, and the hotel faces fluctuating incomes
· State: change towards leisure and longer-stay positioning from business
· Impact: leads to the need for alterations in operations, marketing, amenities
· Response: hotels' tactics like long-stay products, workspace amenities, local experience integration
4.3 Internal Dynamics: SWOT
Strengths
· Established UK brands with loyalty, reputation, and regional footprint
· Existing infrastructure (e.g. meeting rooms, kitchens) that can be repurposed
· Strong location brands (city centre, tourism nodes)
Weaknesses
· High fixed costs and debt burdens
· Legacy room designs not optimised for remote work
· Dependence on corporate clientele and weekday occupancy
Opportunities
· Growth in remote work, digital nomadism, and “bleisure” travellers
· Extended-stay offerings and staycation markets
· Co-working, day-use offerings, partnerships with local businesses
Threats
· The threat posed by Airbnb and other lodging options 
· Increasing expenses (energy, workforce, compliance) 
· Unstable macroeconomics, consumer trust (BDO, 2024; Colliers, 2024). 
A case in point: Whitbread (Premier Inn owner) goes on with its expansion plan but, at the same time, warns of visibility problems since UK domestic demand is softening (Kollewe, 2024). This reveals a dilemma: there is power (size) but there is also an encroaching weakness from outside.
4.4 Root Cause Exploration: 5 Whys
The 5 Whys technique brings to light the underlying factors that led to the decrease in business travel. One of the reasons for the sharp decline in corporate travel is the widespread use of hybrid working which in turn was made possible by the rapid adoption of digital communication tools during the pandemic. The use of these tools was a strategy to keep the business running while also accommodating health safety measures and this, in turn, has changed the long-term perception of the necessity of meeting face-to-face. In the same vein, hotels may take quite some time before they can attract the remote-working guests as the traditional room layouts, amenities, and services were specifically designed for short-stay corporate clients instead of those focused on productivity during the extended stay.
Challenge: 
1. Why hasn’t UK business travel rebounded fully?
2. Why? Several entities have embraced the hybrid and remote work model?
3. Why? Because digital meeting tools became accepted and cost-efficient during COVID.
4. Why? Because investment in these tools accelerated and normalised remote protocols.
5. Why? Because cost pressure and travel risk made firms reluctant to revert.
Challenge: Why are hotels slow to attract remote-work travellers?
Due to their physical arrangement and features, which do not always encourage productivity (e.g. desk, light, connectivity).
· Why? Because the initial concept put sleeping comfort and business meetings ahead, not prolonged working.
· Why? Because the hotel industry was mainly targeting corporate volume and not extended stays.
· Why? Because profit modeling was primarily based on occupancy and daily turnover rather than stay length.
· Why? Because strategic planning hardly ever considered a decline in the business travel demand.
This core cause insight sheds light on the internal inertia and misalignment of priorities. These strategies have potential but also come with their disadvantages. Retooling rooms is a costly project. Concentrating on remote workers might result in lower nightly charges. Certain hotel locations, for instance, commuter belts lose their benefit as guests remain local. Additionally, in destinations where there is a surplus of leisure supply, it is more difficult to differentiate oneself.
Some operators' strengths are the scale and loyalty of the brand; their weaknesses are the inflexible cost structures. The pros of remote market segments are countered with the cons of oversupply and alternative lodging. Marketing, operations, and partnerships have to be very agile for the success of the responses to depend on them.
4.5 Summary of key findings
The use of PESTLE, SWOT, and DPSIR frameworks identifies that consumer behaviour changes in the UK hospitality industry after the COVID-19 pandemic include the shift in consumer behaviours, technological acceleration, and macroeconomic instability. The external forces facing hotels include inflation, labour shortage, and sustainability, but the opportunities exist in the digital transformation and hybrid leisure-work markets. The advantages of the sector are its flexibility and innovation, whereas its weaknesses are the price fluctuations and the shortage of labor force. The analysis demonstrates that guest-centric innovation and sustainable business models are very important in long-term competitiveness.
5. Conclusion
The transition of business travel from a dependable hotel segment to the recreational one antagonistically prompts hotels in the UK to reintroduce their concepts in accordance with the new normal. Macro pressures, internal dynamics, and root causes have been interconnected in the research using PESTLE, SWOT, 5 Whys, and DPSIR frameworks. Those hotels that are able to change the course of their business towards hybrid work and leisure by means of digital services, shifting their spaces, and extending their personalised services will have a higher possibility of attaining occupancy and profitability. The survival of the whole hotel industry is going to be dependent on the ability to proactively adapt, continuously monitor, and align with the changing guest expectations.
6. Recommendations
The hotel industry ought to provide independently an example for others by incorporating ergonomic furniture into the rooms, offering strong and good internet connection, and giving the guest a chance to control the environment with lights and sound together with privacy. The room for corporate meetings and conferences should be turned into multipurpose and event areas. Promotion of day-use packages for proper market and upmarket branding is the only way to capture remote workers and local professionals (Pavia, Floričić and Mrnjavac, 2023).
Secondly, hotels should invest in and be the first ones to adapt marketing and branding strategies which would not only show but also position hotels as good if not the best choice for work and leisure. To increase value, collaborations with local attractions, wellness providers and co-working networks can be an option while digital platforms can be the means for easy booking and guest engagement. Pricing can start at one level but be changed according to demand on account of the dynamic nature of remote work and leading customers to stay longer through bundled offers (Crudu, 2025).
A third point is that operators should make it a habit to integrate continuous monitoring and evaluation in their strategies. The feedback channels should comprise of guest surveys and data analysis as well as the flow of information from those sources to operators and their practices.
In addition, partnership and dealings with the authorities and the like (UKHospitality, VisitBritain) to look for incentives along the lines of technology upgrades, tax breaks for refurbishments, and support for rural hotel improvements (GOV. UK, 2021).  Make a case for easier visa processing and more remote work-friendly policies to entice international telecommuting professionals (GOV.UK, 2021). By uniting operational innovation, strategic foresight, and collaborative engagement, the UK hotels are going to face successfully the difficulties of less business commuting and at the same time take advantage of new market opportunities.
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