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The information provided by the management about the progress of Harriot Hotel indicate that the company has been steadily growing in the period before the Covid-19 pandemic broke out. The company had been on a positive trajectory that allowed the management to adopt and stick to a long-term expansionist strategy for the organization. Such a strategy is meant to cement the brand’s presence in the market and make it more competitive against other superior brands (Wang et al., 2020). One of the ways the management adopted as a strategy to build the company’s portfolio in the market has been growing the number of branches that the company has in all parts of the world. In essence, this is what any business would do when it comes into a positive patch of growth and development since being a profit-making business, the primary goal would always to seek ways to increase revenue and, in return, the profits that the company makes (Awan, Shamim and Ahn, 2020).
However, Harriot Hotel has not been immune to the impacts of Covid-19 on the hotel industry and indeed on global commerce as a whole. The company is indeed one of the very few that have been able to navigate the difficult waters of the global market which has been devastated by the pandemic. The hotel industry has endured more harm from the pandemic than most other industries, and the American Hotel and Lodging Association (AHLA)’s (2021) insight into the future of this industry indicates that despite the progress that has been made in the fight against Covid-19, many hotels remain highly endangered by the pandemic. According to AHLA (2021), about 71% of hotels may not make it another 6 months in the absence of further assistance from governments basing on the current and projected state of global travel demand. The insight notes that 77% of the currently operational hotels will have to lay off more employees to be able to survive. 
In a market where more than 30% of the businesses are in danger of running bankrupt, Harriot Hotel has made a great case of itself in the market for having bounced back that fast. AHLA (2021) notes that part of the reason why hotels have been unable to survive the treacherous times has been the inability of these companies to access additional debt relief. With hotels being unable to run on normal capacity, rehiring their employees and making mortgage payments have become significant problems whose solutions they cannot find. The bottom line of the situation in the market is that many of them will close down if the situation, as it is projected to do, will continue for another lengthy period (AHLA, 2021). The problem is that just as the situation with Covid-19 was unprecedented, it remains unknown where the market heads in the short- and middle-terms. Planning in such conditions is difficult and it is for this reason that the management of Harriot Hotel can be said to have worked excellently to help their brand remain afloat and even continue with its original expansionist plan (AHLA, 2021).
The management of the Harriot Hotel requires financial flexibility and being alert, most especially with regards to how the company goes about the management of future revenues and costs. The costs are even more sensitive since the company’s strategy depends largely on external sources of income from lenders, and success depends on proficiency in executing all their strategies. The primary goal should be to get the most value out of every dollar the company receives from lenders (Wang et al., 2020). Under the current circumstances, predicting the future of the market is not an easy task for the management since the market can shut down or open further at any moment depending on increased decreased health concerns by local authorities. Therefore, the managers have to adjust their operating costs to the uncertainties presented by the market and the changing trends in demand (Guridno and Guridno, 2020). 
One of the major operational costs that the company cannot change, despite the need to have a lean budget, is the portion of its revenue that it uses on interest on loans. Significantly, Harriot Hotel’s primary strategy of recovery from the difficulties caused by Covid-19 throughout most of the year 2020 as well as the early parts of 2021 hinges on financial injection from lenders (Kaushal and Srivastava, 2021). For this reason, it would be unconceivable that the managers will decide to reduce the amount of financial support they ask for from their lenders. In essence, if the company does not reduce the amount of money it receives in terms of loans from external financiers, the amount of money that it cuts from its revenue to use as costs for the loans will remain the same (Assaf and Scuderi, 2020). Therefore, the company’s 17% portion of its projected costs would therefore remain unchanged for the time being, and should only shift upwards or downwards depending on the amount of money the company has as loans. 
The company should also retain the same share of its revenue that it uses on employees’ wages. While the company is taking on the expansion program throughout the Chinese market, the conditions that led to this expansion strategy being possible in the Chinese market are not available in the United Kingdom. Currently, the United Kingdom is still experiencing tighter travel restrictions and the health situation in the country does not warrant a fully open economy (Huang et al., 2020). Therefore, expansion is not an option that the company can apply in the UK market yet. This means that the company cannot serve the same number of clients as it would have done on normal occasions when the coronavirus disease was ye to emerge and devastate the global commerce as it has done over the last one hour (Serrano and Kazda, 2020). 
Various factors determine the company’s chances of succeeding with its expansionist program. Among these factors is market demand, which in the hotel industry is centrally tied to the travel and conferencing industries. Both of these markets are almost decimated in the United Kingdom, given that the health situation does not allow for extensive association between people (Caligiuri et al., 2020). This is despite the efforts that have been put in place by health and administrative bodies to help accelerate the reduction of Covid-19 infections. The company serving less customers will require fewer employees, which means that workers would be laid off instead of more being employed (Baum and Hai, 2020). Indeed, the company may be termed as being one of the few that are faring much better than the rest in the market, and as such, it would be more likely that the company would be more likely to retain its employees as a way of communicating its support for the local communities in the areas where its premises are located, as communities require such support for them to cope with the economic difficulties being felt by everyone (Caligiuri et al., 2020).
The company should significantly reduce the amount of money it uses on front desk and restaurant stationeries. While the importance of these stationeries in the company’s daily operations is an obvious thing, there are two major factors that may deem them less important at the current times than before. First of all, these stationeries necessitate people coming close together for service at the front desk, and they also they involve cases of people sharing the same materials passing on from one person to the other (World Health Organization, 2020). According to health care guidelines, people require to minimize such sharing of materials, and also reduce human contact as much as possible. Front desks and stationeries used in restaurants, therefore, pose a health problem to the company’ staff and customers since human contact and such shared physical items like pens and stationeries can play a significant role in propagating the virus from infected persons to uninfected ones (World Health Organization, 2020). 
Secondly, the stationeries are things that the company can easily replace with materials readily available in the market. Instead of filling forms physically and having staff physically meeting customers at all times, the company can acquire technology such as point of sale software, among others to help the clients into their rooms and get all the services while limiting the contact they have with the staff (World Health Organization, 2020). Initial costs for such technology could be a concern, but it is the way to go for the organization given that such an investment would only require to be acquired for the entire franchise without additional costs for each member branch. Also, such technology would be a long-term investment that would make the company more competitive in the future (World Health Organization, 2020).
In a time when housekeeping and cleaning supplies are of utmost importance, the company should increase the portion of its income set aside for these supplies. In addition, the company should increase the amount allocated for customer discounts since the current economic hardships would mean that the customers are likely to be more sensitive to costs than before (Bilsland, Nagy and Smith, 2020). Such discounts would increase customer traffic in the restaurants, which would help increase the company’s revenues and keep the restaurants operations on a recovery path. With such traffic, the company can be able to serve some of its loans and the UK division would be a major contributor to the company’s overall recovery on a global scale.
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