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Streamlining Hospitality For The Mobile Generation

The Evolution of Hospitality

In the hospitality industry, superior guest service has traditionally meant providing a high degree 
of personal interaction, with an attentive staff poised to address guests’ every need. In today’s 
increasingly mobile culture, however, guests are demanding change, and traditional notions of 
hospitality no longer apply. Self-service options are expanding to meet changing guest needs and 
expectations through mobile and online technologies, and hoteliers and travelers alike are 
reaping the benefits. For this mobile generation, hospitality is about connection, convenience and 
comfort, so it is often faster and easier to engage in automated self-service than to wait in a 
queue to interact with hotel staff.

Meeting the Needs of the Mobile “Millennial Generation”

Without question, the vast majority of today's travelers are both comfortable with and desirous of 
self-service options. For the Millennial Generation in particular, self-service has become not only 
routine, but in many ways second nature. The current generation is one of “digital natives” as 
opposed to “digital immigrants,” and these tech-savvy multi-taskers prefer to do things 
independently, with no need for assistance or instruction. They expect self-service and online 
options to be available to them, and there is clear evidence to back that up. For example, an 
obvious generational gap emerged in a recent survey by the Self-Service & Kiosk Association, 
with respondents under age 35 far more likely than those older than 50 to value hassle-free 
service and transactions that are fast and convenient. Moreover, younger survey respondents 
place a higher value on not being bothered than do older travelers.
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Self-Service as Superior Service

Forward-thinking hoteliers have recognized this trend and have recently begun leading the 
charge to introduce self-service options that are streamlining the travel experience for the new 
mobile generation of guests. Whether online, via mobile devices or through kiosks, self-service 
technology has begun to impact all phases of the hotel experience—from pre-arrival to check-
out, and every stage in between.

The most obvious implementation of self-service for hotels is in the check-in and checkout 
processes. There is no better way to meet travelers’ demand for self-service than to enable them 
to check into a hotel on their terms—at home from a personal computer, via mobile device en 
route to the hotel, or on property at a kiosk. Some cutting-edge hotels are even letting guests opt 
to use their mobile phones as guestroom keys, employing new technologies such as Near Field 
Communication or crypto-acoustic credentials, making it possible to proceed straight to the 
guestroom upon arrival. 

Technology can continue to facilitate self-service through the duration of a guest’s hotel stay. 
Various hotel companies have developed in-house mobile applications to automate and simplify 
requests for on-property services. For the same reasons that so many consumers have taken to 
booking rooms online rather than over the phone—no worries about being placed on hold, less 
chance of miscommunication and the ability to multitask while executing the transaction—guests 
of the mobile generation desire similar automated options for service while at the hotel.

Increasing Profitability Through Self-Service Technology

Although meeting guest demand should be reason enough for hoteliers to implement self-service 
options, there are also significant economic reasons, as well. Self-service technologies offer a 
way to reverse the ever-expanding reach of online travel agencies (OTAs) and help reduce the 
billions of dollars that hotels lose every year in merchant fees and commissions. Self-service can 
be used as a perk that convinces consumers to leave the OTAs behind and return to the hotel’s 
direct booking channel. For example, a hotel property or brand can make self-service check-in 
and related offerings exclusive to guests who book directly or to loyalty program members. 
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In addition, self-service technology and direct booking provides the opportunity for hoteliers to 
receive payment up front, a model that the OTAs have used successfully to drive profitability and 
increase operational cash flow. 

Push vs. Pull Increases Marketing Power and Profits

With the most advanced online and mobile solutions, “push” notifications are being used to 
provide guests with more detailed information about their stays and to gently guide them to ways 
of enhancing their hotel experience. Push notifications, which can be sent via email or text 
message, encourage guests to consider, for example, a pre-arrival check-in, or to opt for a room 
upgrade. Push notifications can also be used to send dining promotions and other offers.

Such enhanced upsell opportunities are indeed a significant layer of revenue potential to the hotel 
self-service model. An upsell module built into Ariane Systems' Allegro platform even acts as an 
integrated customer relationship management system, providing hoteliers with a welcome, 
nonintrusive way to introduce relevant upsell opportunities to guests. After checking in on a 
mobile device, for instance, the guest might be sent a message suggesting to add spa reservations 
or golf tee times. 

Check-in is the optimum time to offer a guestroom upgrade—consumers are more receptive to 
the upgrade pitch during check-in than during the pre-booking process, when they are still in the 
mindset of searching for the best bargain. While front desk agents can be instructed to similarly 
make upsell pitches, their solicitations will inevitably be less effective than those coming from 
self-service modules, which have the advantage of accompanying upsell offers with rich imagery 
and video, while allowing the consumers to consider the offer at their own pace. And unlike front 
desk agents, self-service modules never forget to make the offer.

Self-service = Smart Branding 

In addition to enhancing guest satisfaction and profitability, framing self-service as an amenity in 
its own right is a smart branding play for hotels and could drive gains in market share. The 
Comfort Xpress brand from Nordic Choice Hotels is among those touting self-service check-in 
as a market differentiator, with its recently opened Comfort Xpress Oslo using the online/mobile/
kiosk Allegro solution from Ariane Systems and integrated mobile key system to position it as a 
tech-forward contemporary hotel. Here, guests can check-in prior to arrival and go straight to 
their room by using their mobile phone as a room key, or alternatively, they may go to a self-
service kiosk to dispense a keycard. 
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A well-designed, personalized guest experience that offers lasting brand differentiation is 
difficult to replicate and is ultimately a critical component of customer loyalty. Implementation 
of self-service technology is an economical way to quickly and simply increase a hotel’s revenue 
while also establishing a marketable differentiator in an ever more crowded marketplace. And 
unlike most revenue-generating efforts, this one actually enhances guest service and satisfaction, 
particularly for the young mobile generation that will soon make up the bulk of the traveling 
public.

The self-service revolution is coming to the hotel industry. Will your property be a leader or a 
follower?

Laurent Cardot, CEO, Ariane Systems, is a member of GlobalHotelNetwork.com’s Technology 
Committee. 
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