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Abstract
Due to the decrease of Business Transportation as a result of the COVID-19 pandemic, consumers' patterns of demand for the hotel and hospitality industry have changed significantly. The model of generating revenue through Corporate Travel for hoteliers has seen a decrease as a direct outcome of the increased use of Remote/Hybrid Work Models and an increase in Digital Communication Technologies. This study examines how the hotel industry has adapted to changes in Hotel Business Practices due to a major drop-in Business Commuting activity since COVID-19. In order to identify significant changes in Corporate Travel strategy, the study evaluated information from Business Reports, Industry Data, and Academic Literature, through a Qualitative Secondary Research approach. The findings of the study show that traditional Corporate-Centric Models are being replaced by the Leisure and Extended Stay Segments, and that many hoteliers are converting Underutilized Meeting Space into Flexible Pricing and Service Models. While these approaches have improved the short-term resiliency of the hotel and hospitality industry, they will ultimately create significant challenges regarding Profitability, Brand Identity, and Level of Competition within the industry. The study concludes that the significant decline of business travel is a Structural Shift that requires the entire hotel industry to reposition itself strategically going forward.



[bookmark: _m5ebbbrm7q0e]Introduction
Business travel and community were the critical foundations for the global hotel and hospitality industry before the COVID-19 pandemic (Ntounis et al., 2022). It includes corporate travels such as consultants, sales professionals and conference delegates who generate the stable demand, premium rates of the room and revenue through the meetings and food. In the next few years (2024), the Hotel and Hospitality Industry will have a projected value of £1.258 trillion ($1.7 Trillion) and account for a major portion of the Global Economy and Employment (IBS World, 2025). As Business Travel has historically been more than 50% of Travel Expenditures, and as Businesses continue to reduce their reliance on Business Travel as a result of the Transition to Remote Work Models, the decreasing demand for Business Travel will have major implications for the Hotel and Hospitality Industry's demand and strategic priorities. Hotels were also designed for their comfort and a segment that has a dedicated floor for the business, facilities of the conference and a service model to short-stay corporate guests.
However, after covid-19 pandemic, corporate travel is facing a decline due to short-term disruption. It is mainly because of the adoption of the hybrid and remote working culture, which increased the dependency on digital communication platforms such as Zoom and Microsoft Teams (Goldthorpe, 2025). The volume of business travel is not supposed to return to the pre-pandemic levels, which highlights a permanent shift in the demand pattern.
It was a major concern for the revenue model of the hotels because they are dependent on the predictable corporate occupancy rate and high-margin business guests (Tran, 2024). The challenge was also related to the utilisation of the space, specifically the underused meeting rooms and business-oriented facilities. This research focuses on the reduced community of the business which received the strategies of the hotel and evaluates the effectiveness of the post-COVID strategic adaptations adopted by hotels in response to this structural transformation.
[bookmark: _jk6p8kumvn9u]Literature Review
[bookmark: _s2qy3ca6ue3i]Business Travel Before and After COVID
Travel made by the corporate guest was the foundation for the profit of the hotels, specifically for the mid-scale and upscale urban hotels (Safonova, 2024). It is identified that the business travellers are responsible for generating the high average daily rates, consistent occupancy even during the mid-week, engineering the revenue from the meetings, conference and beverages. The weekday corporate demands provided the revenue stability, which also allowed the hotel to offset the volatility of the leisure travels that was more seasonal. 
The recent COVID-19 pandemic was the unprecedented collapse of global business travel as international corporate mobility was restricted (Mello et al., 2025). The corporate travel volumes are unlikely to recover due to the long term change in the behaviour of the organisation, which also includes rationalisations of the cost and digital substitutions. On the other hand, the high value and relationship driven travel will have the chances to Rebound in place of complete recovery. It is demonstrated that the aggregate volume of the hotels may decline from the corporate travel as the business travel is becoming more complex and uneven across the regions.
[bookmark: _zvxa3hsitsr]Changing Work Patterns and Travel Demand
The rise in the hybrid and remote working culture after the COVID-19 pandemic is another dominant theme (Korkmaz et al., 2024). The hospitality and management disciplines faced the flexible working arrangements made by the corporates which reduced the need for the routine business commuting. Significantly, a rise in the use of the digital communication technology including video conference and collaborative platform also effective substitutes for the many internal meetings.
The digital substitution reshaped the demand of travel specifically for short durations and high frequency corporate trips (Eliasson, 2022). It is identified that the organisations are looking for the stricter return on investment criteria for their diver decisions as they are oriented towards essential face to face interactions.  it directly results in the corporate Hotel contracts which have been renegotiated or eliminators that reduce the guaranteed room lights and weakness in the bargaining power of the hotel.
The routine travel has significantly declined but certain forms of the business-related travel such as conference and project-based are showing signs of recovery (Abualqumboz, 2022). The demand has not completely disappeared but is becoming more selective due to the high cost of travel.  There is the limited approach for the hotels to respond to the change in the demand by the corporate travels which highlights the need for more industry-oriented analysis.
[bookmark: _yy7ltcrbu4xl]Strategic Shifts in Hotel Positioning
Hotels are continuously repositioning themselves towards the domestic and alternative travel demand segments in response to the declining corporate travels (Dixit, 2025). Strategic approach from the business centric models towards the diversified offering can be the more effective approach for the hotels. One of the most significant trends is the “bleisure” as the business and leisure activities are combined (Çulfacı et al., 2024). It also means that the hotels accommodating this segment through the flexible booking policies and experimental offering is more resilient in the recovery phase.
Extended-stay accommodation has become increasingly prominent, driven by remote workers and project-based employees seeking long-term lodging solutions (Correia et al., 2025). The extended stage provides the more stable occupancies and low operation cost, but it can often reduce the night rates. The emergence of the digital model has influenced the design of the hotels and delivery of the service as the increased focus on the co-working space and communal areas.
It is identified that the pricing strategy, layout of the rooms and amenities are also trying to evolve to meet the demand. Shifting the hotels from the premium corporate price towards the dynamic and demand-driven models is another strategic approach (Bale and Emmanuel, 2024). The designs of the rooms are focusing towards the multicultural use which can support both work and leisure. Reposition of the hotel can dilute The Identity of the brand but can be considerable for the long-term profit is specifically for the hotels who have positioned themselves as Apparent of the business market. 
[bookmark: _n4mbpruuj1mn]Theoretical Frameworks
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Figure 01: Ansoff’s Growth Matrix
Source: (Dutta and Tamal, 2020)
Ansoff's Growth Matrix is typically used to assess hotel market development strategies and plans for diversifying into new markets, and recruitment of remote workers/digital nomads represents an example of diversification. On the other hand, hotels expanding full-service offerings into leisure and extended-stay market segments is clearly market development activity for them. Critics have argued Ansoff's model does not account for external shocks such as pandemics and ignores the complexity of factors impacting businesses.
Additionally, Service-Dominant Logic (SDL) is a contrasting way of looking at hotel operations by focusing on the co-creation of value between hotels and their guests (Gallarza et al., 2023). This perspective suggests that activities undertaken by hotels following the COVID-19 crisis will tend to focus more on creating customised and flexible experiences for visitors that reflect their changing personal lifestyles. While SDL provides much insight into how value can be created collaboratively, it offers little in terms of how hotels might navigate the trade-offs between financial success and operational effectiveness as they engage in new service concept creation.
Two additional perspectives that define hotel organisations as systems that adapt based upon changing environmental conditions are resilience (literature) and strategic adaptation (theory). Both emphasise the importance of adaptability, creativity, and education as critical elements for thriving after a crisis or shock. Resilience theory demonstrates how hotels absorb shocks and react to them (Mousa and Abdelgaffar, 2023). However, resilience theory does not provide a clear pathway for determining whether the changes made will lead to sustainable competitive advantage.
[bookmark: _92s3qhpqrfu]Methodology
This study is prepared with the use of the qualitative, secondary research methodology that allows for the identification of the reduced business community and their influence on the hotel strategies after the pandemic. Data were collected from the academic channels, industry and consultancy reports along with the publicly available corporate disclosures of the hotel groups. This study uses the thematic analysis approach that was applied for the identification of the recurring patterns in the shift in the demand, strategic reposition and operation adoption (Aithal et al., 2023). This approach is a loss for the systematic interpretations along with technology and the limitations associated with the dependency on secondary data.
[bookmark: _u2oacg5yfc13]Theme Impact Analysis
[bookmark: _9a9ld1dg605r]Industry-Level Impact of Reduced Business Commuting
The business travellers are a high-value customer segment which provides stable occupancy in the weekday, a premium price and a predictable stream of revenue. That decline in the corporate community has significantly disturbed the model of the hotel speciality for the urban and conference-oriented hotels. 
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Figure 02: COVID-19 impact on footfall of hospitality businesses in the UK 2020
(Source: Statista, 2025)
Due to the ongoing coronavirus epidemic, as of August 2020, over 65% of firms in the UK's lodging and food service industry have seen a drop in foot traffic in the previous two weeks. Foot traffic had increased for about 10.6% of the industry's firms (Statista, 2025). It is also highlighted that the hotels are facing a sharp decline in the average daily rate of corporate travellers and get exposure for the price competition specification in the oversupply of the market.
On the other hand, meetings, incentives, and conferences are also significantly affected due to the COVID-19 pandemic (Hussain et al., 2023). It is identified that the large-scale events are returning in the hotels, but several organisations have permanently reduced to in-person meetings. The primary impact of this step was the underutilization of the conference facilities, and questions about the economic viability of maintaining large meeting spaces.
[bookmark: _ck44qzrhfar6]Strategic Responses by Hotels
Hotels have adopted several strategic initiatives for the diversification of demand and stabilising revenue sources. It is identified that after the pandemic the hotels had faced several challenges and declined in the source of the revenue.
Hotels are also increasing the targeted guests who are looking for the long-term accommodation which includes remote workers, consultants and project base employees (Bardukova, 2023). The extended stay model is also offering several advantages including the stability in the higher occupancy and low housekeeping cost. It can generate a lower night rate than traditional travel, which also raises concerns about long term profit.
The rise of “bleisure” travel is representing a hybrid response which is the blend of the element of the business and leisure demand. Hotels are looking to adopt the segment which introduced the flexible check in policies, redesigning the rooms for supporting the work and relaxation and improving the amenities (Kalgi and Hire, 2024). The growing visibility of digital technology also encouraged the hotel to invest in the high-speed connectivity and communal workplace. 
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Figure 04: Key reasons for hoteliers to use technology worldwide 2021
(Source: Statista, 2025)
Improving the visitor experience was cited by 24% of respondents as the primary motivation for utilising technology (Statista, 2025). However, just 5% of respondents said that their primary motivation for utilising technology was to save time (Statista, 2025). These initiatives demonstrate the adaptability but the success is still uneven and often demanded at the location and local infrastructure. 
[bookmark: _ju8i8onueuwv]Evaluation using SWOT Analysis
	Strength
	Weakness

	· Diversification by demand is away from the heavy dependency on corporate travels
· High flexibility in the operation as well as organisation.
· Improving the resilience through leisure and an extended apportioning in the stay.
· Ability to respond quickly to the changing market conditions 
	· Loss of margin due to corporate and contracted business travels.
· Reduced the average daily rates as the shift towards the  leisure and extended-stay segments
· Several hotels lack appropriate physical layouts for the long term stay conversion.
· Dilution in the brand identity for the traditional business focus hotels.

	Opportunity
	Threats

	· Growth of the remote workers and extended stay guests.
· Increasing the domestic and short-haul leisure travel.
· Re-purposing of the underutilised meeting rooms and business facilities.
· Development of the hybrid leisure offering.
	· The significant global economic uncertainty is affecting travel demand.
· Intensified competition in the Lifestyle Hotel segments and leisure travel
· Price sensitivity and download pressure in the room rates


Table 01: SWOT
[bookmark: _amdtcu14bqkz]Conclusion
This study is prepared to demonstrate the reduction in the business community after the COVID-19 pandemic, which also reshaped the strategy of the hotels and operating models. The findings of the study indicate that the decline in corporate travel also highlights the structural shift in place of the temporary disruption. Hotels are responding to the diversification in the leisure, extension in the stay and hybrid segment, along with rethinking the utilisation of the space and delivery of the service. The adaptations improve short-term resilience but introduce new challenges related to the profit, identity of the brand and competitive intensity. The reduction in business commuting is a defining contemporary issue which requires the strategic and long term reposition across the hotel sector. 
[bookmark: _2u2hf0z5c48l]Recommendations
Hybrid business leisure models: Hotels need to adjust their approach to accommodate both corporate and leisure guests by developing a combined business or leisure strategy. Many businesses will continue to use hotels for occasional meetings and for high-value, relationship-based travel (Alatsas, 2022). While business travel during the week has declined for the foreseeable future, hotels must continue to have flexible meeting space options and business services available in order to be prepared for the selective recovery of corporate travel.
Extended-stay and remote-working segments: The areas of extended-stay and remote working should be gaining more attention within the hotel industry. In addition to providing weekly or monthly rate options and enhanced in-room workspace amenities, hotels should also be prepared to accommodate consultants, project workers, and digital nomads by providing high-quality, reliable high-speed internet connectivity (Abdalla, 2024). A holistic approach to this portion of the market should not be considered a primary source of business for hotels due to typically lower margins associated with this segment of the market, which requires careful segmentation, distinct pricing, and long-term profitability strategies.
Reimagine underutilised physical spaces: Many hotels have excess space that is no longer effectively used and can be converted into wellness centres, co-working facilities, or local or community-based event venues. Maximising the efficiency of the hotel's space creates new revenue streams and strengthens hotel relationships with regional or local communities.
Data-driven market segmentation and pricing strategies: As corporate contracts that were fixed continue to decline, Hotel companies are increasingly relying on complex revenue management systems such as dynamic pricing, demand forecasting algorithms, and customer segmentation analysis to address the volatile and unpredictable demand conditions in the aftermath of the COVID-19 pandemic (Vinod, 2022). These types of solutions help hotels optimise their price points across leisure, extended-stay and bleisure segments, which helps them maintain higher occupancy rates than they would be able to achieve with lower daily room rates. Staff knowledge of pricing and demand systems and their ability to use these tools properly, as well as the quality of the data that they are using in their decision-making process, will all impact the effectiveness of these systems (Hosen et al., 2025). Independent or smaller hotels have limited competitive advantage over other hotel brands due to their inability to invest in and implement complex pricing systems because of their limited access to financial and analytical resources. Additionally, companies that rely on algorithm-driven pricing are jeopardising their long-term customer trust and brand perception for short-term revenue optimisation. Therefore, while data-based pricing tactics allow hotel companies to be more agile in their revenue management process, the strategic impact of these tactics is inconsistent throughout the hotel sector.
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