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Abstract
The pandemic of COVID-19 essentially changed the nature of hospitality provisions globally, especially due to the sharp reduction in business trips and corporate travel. The paper examines the reaction of the hotels to re-strategise their strategic priorities into leisure, hybrid, and longer stays markets. The research examines post-pandemic changes such as digitalisation, flexible booking, wellness-centred services, and increased popularity of the so-called bleisure tourism using secondary research based on the contemporary literature and industry reports. The framework of analysis is based on the Service-Dominant Logic and Market Adaptation, which reveals the importance of customer-based innovation and flexibility as the focus of recovery. The results indicate that in the hotel sector, technology has been incorporated alongside personalised experiences to ensure sustainability, well-being and remote work facilities are provided to appeal to new customer groups. Even though this diversification has resulted in short-term resiliency, strategic agility, human resource transformation, and decision-making based on data will be essential to ensure long-term competitiveness. At the end of the paper, recommendations on how to continue to be profitable and relevant in a post-business-travel environment are provided.
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The COVID-19 pandemic has altered the hospitality sector in the whole world, creating one of the biggest disruptive changes in the history of the industry (Cooper and Hall, 2019). The loss of business travel due to travel restrictions, the shift to remote working, and digital meeting technologies have permanently changed the structure of the hotel demand (Costa and Costa, 2022). The World Travel and Tourism Council stated that the amount spent on business travel around the world in 2020 was reduced by more than 60%, and recovery would take a long time before it equalised with the leisure sectors (Sharma, Singh, and Tyagi, 2024). Therefore, flexible stays, remote work opportunities, and increased health and safety protocols have seen hotels shift their corporate customer base and concentrate on recreational and hybrid travellers (Batabyal and Das, 2019).
Increased bleisure (business and leisure) travel has motivated the development of service delivery and the marketing process (Ford and Sturman, 2020). Large hotel corporations have embraced adaptable reservation strategies, greener business programs, and technologically enhanced visitor experiences to stay competitive (Santos and Silva, 2019). These changes are important to understand by hospitality leaders to understand to cope with the changing consumer expectations and industry uncertainties. The present paper researches post-pandemic strategic change in the hotel industry, relying on theoretical and empirical insights to examine how the change will impact business sustainability in the future.

[bookmark: _Toc212316625]2. Literature Review
[bookmark: _Toc212316626]2.1 The decline of business travel and changing demand structures
The effect of the pandemic on international mobility caused a significant reduction in business travel, which transformed the hotel demand pattern at the global level. According to laws, Prideaux and Chon (2007), crises are the drivers of structural changes, which force industries to embrace adaptive models. Since 2020, most of the corporate meetings have been substituted by virtual conferencing tools like Zoom and Microsoft Teams, which led to an irreversible drop in the occupancy rates of the urban business districts during the middle of the week (Costa and Costa, 2022). According to Ford and Sturman (2020), hotels that continued to rely on convention and corporate contracts, like the ones in the city centres and airport hotels, continued to lose revenue over time, in contrast with the leisure hotels that were based in resorts.
According to Sharma, Singh and Tyagi (2024), the recovery of leisure travelling has been more gradual than business travelling and thus has led to a strategic realignment to domestic and experiential tourism. Remote work trends have further enhanced this change as guests can now work in any location, spend longer periods at the destination, and combine work and leisure experiences (Brotherton, 2015).
[bookmark: _Toc212316627]2.2 Rise of hybrid and leisure travel patterns
Bleisure tourism has become a significant concept as a new type of hybrid tourism that attracts new consumer motives (Krippendorf, 2011). As Mill (2012) notes, travellers are getting increasingly interested in the experiences that can combine work with wellness and recreation. Hotels, including Marriott and Hilton, answered it by introducing Work from Hotel and WorkSpace by Hilton packages, including high-speed internet, work-friendly areas, and leisure activities (Costa and Costa, 2022).
The paradigm has taken centre stage in the process of adapting hospitality to the changing consumer expectations. Tribe (2009) further states that the notion of travel philosophies focuses more on the interaction of wellbeing, authenticity, and purpose-driven travelling in accordance with the holistic needs of the modern traveller. Moreover, the post-pandemic leisure demand has been predetermined by the increased environmental awareness and sustainability (Costa and Costa, 2022). Hotels, which integrate local culture, eco-friendly behaviour and involvement of communities, have shown a high rate of recovery, which indicates that ethical and experience variables have taken over as a source of market positioning.
[bookmark: _Toc212316628]2.3 Operational strategy shifts and digital transformation
The pandemic increased the rate of digital transformation in the hospitality business. The authors Santos and Silva (2019) stress that digital marketing and the integration of technology have become crucial to regaining consumer confidence and involvement. The check-ins and mobile keys have become contactless, and customer service systems operated by AI have become the norm, and they have become more efficient and safer (Ivanov and Webster, 2019).
Regarding the managerial aspect, agility and flexible decision-making based on projects are now becoming the necessary survival skills of a hotel. Likewise, Ford and Sturman (2020) state that it is important to redefine the organisational culture to manage hybrid operations, which involves human service quality and technological consistency. Costa and Costa (2022) emphasise that the key to successful digital transformation is the leadership that promotes innovation without losing emotional closeness with guests.
Incorporation of the concept of wellness and sustainability into hotel strategy has also enhanced the positioning of the brands. According to Sharma, Singh and Tyagi (2024), the post-pandemic recovery competitive factors include regenerative tourism and sustainable facility management. Accor and other hotels have introduced wellness-based initiatives and remote working meeting platforms, such as ALL Connect, to appeal to remote workers and environmentally conscious travellers.
[bookmark: _Toc212316629]2.4 Theoretical perspectives: Adaptation and strategic flexibility
Several theories give insight into the way the hotels cope with the post-pandemic changes. According to the Market Adaptation Theory, companies must rearrange resources and capabilities to deal with the uncertainty in the environment. This is evidenced by the volatility of the pandemic, as hotels redefined the business to suit changing target groups and health measures.
Strategic Flexibility Theory is the complementary theory, which claims that organisations that are characterised by dynamic capabilities (innovation, making decisions quickly, etc.) have better resilience (Clegg et al., 2021). According to Costa and Costa (2022), flexible pricing models, dynamic distribution channels, and diversified streams of revenue proved essential to address the post-crisis risk.
Furthermore, the Service-Dominant Logic (Vargo and Lusch, cited in Ford and Sturman, 2020) reevaluates hospitality as a service ecosystem, in which customer experience and relationship generate a mutual value. This approach is represented in post-COVID strategies, which focus on emotional engagement, safety and personalisation.
[bookmark: _Toc212316630]2.5 Industry examples of strategic adaptation
This has been empirically shown to have been a result of diversification by hotels all over the world to attract new market segments. Marriott International had to diversify its long-stay brands, including Residence Inn and Element, to appeal to long-term travellers (Costa and Costa, 2022). The Lifestyle division of Accor, such as localised leisure experiences in the form of JO&JOE and Mama Shelter, aims at flexible work-social characteristics (Sharma et al., 2024). Local partnerships and digital direct-reservation systems have supported the resilience of independent boutique hotels to fight the global distribution expense (Santos and Silva, 2019).
Adaptations have not been as successful, however. Ford and Sturman (2020) warn that too much reliance on leisure markets may subject hotels to seasonality risks and yield on a guest. Moreover, small operators who have less capital are usually unable to implement new sophisticated technologies or redesign plants. Therefore, the recovery process is supported by the innovation, although there are still inequalities between chain and standalone restaurants (Brotherton, 2015).
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The body of literature suggests in unison that the strategic environment in the hospitality industry has been transformed by the decline in business commuting. The combination of technological innovation, sustainability and human connection has resulted in digitalisation, hybrid offerings and experiential branding as a survival imperative. The post-COVID period increased the pace of the growth of hospitality into a flexible and experience-focused model, as Cooper and Hall (2019) claim. How to sustain this flexibility in the light of the current economic and environmental uncertainties is now the challenge.

[bookmark: _Toc212316632]4. Theme Impact Analysis
To assess the extent to which the hotel industry has strategically managed to respond to the deterioration of business commuting, the SWOT analysis framework is utilised. The analysis is based on the synthesis of academic literature and industry data to indicate the post-pandemic strengths, weaknesses, opportunities, and threats of the sector.
[bookmark: _Toc212316633]4.1 Strengths
One of the strengths of the post-COVID hotel strategies is the aspect of diversification. The pandemic hastened the hotel shift towards no longer relying on business travel and multi-segmentation, with leisure, extended-stay, and hybrid work sectors all coming into play (Gössling and Hall, 2021). Likewise, the All Connect provided by Accor is a hybrid meeting platform, which integrates digital conference facilities with access to a physical meeting space, offering corporate convenience with leisure services (Accor, 2023). These are illustrations of the role played by service innovation in brand adaptability.
The other significant strength is digital transformation, which has enhanced the efficiency of operations and customer interaction. Systems on properties have gone cloud-based, chatbots are AI-based, and mobile check-ins have minimised contact surfaces, which is in line with increased health-consciousness (Sigala, 2020). As Gretzel et al. (2021) note, by integrating digital ecosystems, hotels were not only more resilient during lockdown periods but also more likely to retain customers through real-time personalisation and using data analytics. These inventions are in line with the Service-Dominant Logic, which focuses on value co-creation based on technology-enhanced guest experience (Ford and Sturman, 2020).
[bookmark: _Toc212316634]4.2 Weaknesses
Despite innovation, there are several weaknesses that still exist. First is excessive dependence on leisure travel. As business travel remains on its way to recovery point, with an estimated 30% lower than in 2019 (WTTC, 2024), most hotels are experiencing occupancy volatility due to seasonality and discretionary expenditure (Sharma, Singh, and Tyagi, 2024). The leisure-based demand is more price-sensitive as well, which lowers yield per available room compared to the pre-pandemic corporate bookings (Cooper and Hall, 2019).
Another problem is operational fragmentation. Independent hotels are smaller and tend to have no funds to invest in the digital infrastructure or upgrading of the facilities (Brotherton, 2015). Furthermore, the lack of staff due to the layoffs during the pandemic has burdened the service delivery, making the service experience less predictable to the guests (Baum et al., 2020). Employee burnout and turnover, especially in housekeeping and F&B departments, remain an obstacle to recovery (Kumar and Shekhar, 2023).
Also, there is brand dilution risk, caused due to diversification. The aim of using several segments at the same time might contribute to brand blur as hotels will be unable to position themselves in marketing (Dolnicar and Ring, 2022). 
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The key opportunities are the wellness and regenerative tourism that have gained the centre of the post-COVID consumer preferences (Smith and Puczkó, 2022). A significant number of hotels are reimagining their design to incorporate meditation zones, environmentally friendly spas and outdoor gyms. Wellness-oriented tourism, according to Sharma, Singh and Tyagi (2024), has become more than 18 per cent of the world's hospitality revenue growth. To outline, the collaboration of Accor with Wellbeing at Accor and the concept of Five Feet to Fitness of Hilton can be viewed as examples of health-related facilities as a differentiation strategy.
Co-working integration is another opportunity to grow. The emergence of remote work and digital nomadism has increased the market size of long-stay travellers who want to get a work-life balance (Richards, 2022). The project Live Anywhere of Airbnb and the apartments programme of Marriott Bonvoy is just an examples of how accommodation can be transformed into a mixture of live and work spaces (Marriott, 2023). Hotels can use underutilised meeting rooms and lobbies as alternative co-working spaces by creating other revenue streams.
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Economic uncertainty and inflationary pressures are threats to profitability. The cost of operations in the European markets has increased by almost 20% due to the rise in utility costs, labour costs, and supply chain disruptions (OECD, 2023). This limits investment in renewal in technology and sustainability.
The other significant risk is the slow recovery of business travel. With virtual communication becoming part of the organisational culture, business travel might never be back to the pre-pandemic levels (UNWTO, 2023). This paradigm change requires hotels to make a long-term change in their revenue model.
Saturation of the market is increased by the competition between other accommodations, in particular, Airbnb and co-living startups (Guttentag, 2019). The flexibility of pricing, the homelike atmosphere and the long stay discounts of these platforms still appeal to the ex-corporate travellers. In the absence of differentiation, the traditional hotels will become irrelevant in the eyes of the younger generation.
[bookmark: _Toc212316637]4.5 Critical Reflection
Overall, the recovery plans of the hotel industry post-pandemic are resilient in nature yet fragile in structure. The leisure and hybrid segments have stabilised short-term occupancy, but the tendency to over-reliance on these segments has exposed the firm to economic volatility. The rising operational resilience through digital innovation has not eliminated inequality because of diverse adoption between large and small hotels. The adaptive excellence of industry leaders (Hilton, Accor, and Marriott) is the integration of hybrid work models, sustainability, and flexible customer policies, but they may fail to adopt this because of limited resources (Baum et al., 2020).
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This business commuting decreases the business hospitality strategic landscape. Leisure, hybrid, and wellness-based markets have been shifted in the direction of digital innovation and flexible service models, with the support of hotels. This shift highlights the role of strategic agility, customer co-creation, and sustainability as long-term success behaviours. Nonetheless, excessive dependence on leisure and the adoption of technologies imbalancedly are still important weak points. To survive in the post-pandemic hospitality industry, its future relies on the ability to remain flexible, be data-driven and self-conscious with a fresh look at the guest experience.

[bookmark: _Toc212316639]6. Recommendations
The hospitality industry needs to formalise adaptive strategies that incorporate technology, human experience and sustainability to survive in a post-business commuting era and ensure profitability and competitiveness. Future strategic progress can be suggested by the following recommendations:
1. Data-Driven Personalisation
Advanced CRM and AI analytics are recommended to help hotels create even more insights about the preferences and booking trends of their customer (Buhalis and Sinarta, 2019). Predictive personalisation will enable the satisfaction of the guests, pricing optimisation, and brand loyalty. Omnichannel experiences will be developed by integrating the customer information in the booking, F&B, and loyalty system (Santos and Silva, 2019).
2. Cooperation with Technology and Wellness Brands
Cooperation with fitness, nutrition, and mindfulness brands will help hotels stand out with experiences in wellness (Smith and Puczkó, 2022). Also, collaboration with remote-working services and technology companies can enhance the infrastructure of hybrid meetings and digital productivity services (Gretzel et al., 2021). This type of alliance helps to create value co-creation and is consistent with consumer preferences due to an experience-based, holistic lifestyle.


3. Workforce and Skill Development
Human capital will continue to be at the centre of ensuring grandiose guest experiences. Employees can be empowered to work in the hybrid models by investing in digital literacy, training in wellness services, and any cultural intelligence (Baum et al., 2020). An encouraging organisational culture that values mental health and flexibility will lower the turnover, and quality will be maintained.
Together, these strategies create a robust, creative and customer-focused hospitality ecosystem. Technology, empathy, and sustainability Hotel will stand out as leaders in the new, reshaped travel environment in the post-pandemic world.
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