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How Mobile Technology 
Will Generate More 
Revenue for Your Hotel



push notifications about relevant deals and coupons while shopping 

at that store. And those businesses that do provide a relevant 

mobile service can realize a number of benefits, including improved 

customer engagement, sales and loyalty.

So where does the hotel industry fit in with all of this?

In the book Marketing Metrics, research shows the probability of 

selling to a new prospect is 5-20%. The probability of selling to an 

existing customer is 60-70% - Quite a considerable gap. Couple this 

with the fact that we already know that consumers have a huge 

appetite to shop online via their mobile and the that customers are 

willing to spend a few extra dollars to receive offers or experiences 

that are of value to them means, hoteliers have a prime opportunity 

to leverage mobile to up-sell hotel stays via room upgrades and 

packages, by offering late check in or late check out options, to 

promoting in-house amenities, dining, latest offers etc. to new and 

existing customers. And in this report we’re going to tell you just how.

®

Introduction

Mobile shopping is huge. 

Mobile has changed our consumer spending habits. According 

to Comscore data, online shopping is officially more of a mobile 

activity than it is a desktop one with 55% of all retail Internet minutes 

spent on mobile devices (smartphone + tablet.) With the successes 

of sites such as Amazon, Ebay, Etsy… people are more and more 

comfortable with spending money via their mobile devices. Mobile 

provides increasing convenience for consumers (as well as potential 

opportunities for marketers!) as you can shop wherever and 

whenever you want all at the touch of your fingertips.

With the increasing use of data to personalize the shopping 

experience, mobile users become and constitute the most valuable 

customer segment; because of a their customized experience they 

are more likely to convert. In a study fielded by SessionM, entitled 

‘Connecting The Multichannel Shopper’, 57% of consumers said 

they would be likely to shop at a store if they received messages or 
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By tradition (and business model) the average hotel 

requires guests to check-in and out by a certain time 

and every hotel has its own guidelines relating to early 

check-in and late checkout requests – which at the end 

of the day makes sense, as how else could you make 

sure turnover runs smoothly for incoming guests?

But, it’s happened to the best of us, at one time or 

another; either the only flight you could get was in at 

early bird o’ clock, your arrival from your destination 

is ahead of schedule or you’re attending an event or a 

wedding early in they day, but alas, hotel check-in isn’t 

until 2 or 3 p.m. And on the other end of the spectrum, 

when it’s due to check-out, sometimes a lie-in is just 

plain necessary and/or you just really want to spend 

a little longer enjoying your stay before getting back 

on the road to reality. What everyone wants in these 

situations is a little bit of flexibility i.e. the option of 

early check-in and out to their room. It’s nice to be able 

to drop off stuff, freshen up and just relax a bit.

#1
Monetize 
Late Check-in and     
Late Check-out



And of course, we’ve become accustomed to getting our way in other 

areas of our travel journey and want the same rules applied across 

the board. What are we talking about? Airlines, of course. Early online 

check-in is offered by just about every major airline, allowing you to 

check in for your flight in advance from the comfort of your home, 

office, even hotel room! The efficiency of self-service check-in has 

eclipsed staff-assisted check-in, which is now painfully slow to many 

of today’s travelers. Now, hoteliers are most certainly shouting at this 

point saying that this is not a like for like comparison here – but as 

consumers we’re fickle and what we see is airlines offering flexibility 

and allowing busy and weary travelers the option of bypassing lines 

and hassle at the airport. The very same benefits can be offered to 

hotel guests; which would not only make for happier guests but can 

also increase your bottom line. 

But how? 

Offering early check-in and late checkout, yes, might seem like 
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“On average, Aria sees 1,250 arrivals a 
day. We’ve been able to capture a 35-
40% capture of those guests checking in 
through mobile,” says Shannon MacCallum, 
Executive Director of Hotel Operations. “We 
are also able to collect, address, phone and 
e-mail adat if not already on file.”



asking the impossible - between synchronizing housekeeping 

schedules, controlling room allocation, and managing guests as 

they arrive and depart. But, with the help of a cloud PMS solution 

any and all perceived complications are removed. Hotels can 

engage with guests prior to their stay regarding expected time of 

arrival while simultaneously housekeeping can have remote and 

real time interactions with front office staff regarding room status. 

Responsibilities can be assigned for a particular room automatically 

after a guest checks-out while managers can quickly scan for tasks 

that need to be fulfilled prior to a guest’s stated arrival - balancing 

early check-ins against actual arrival times helps hotels better 

manage room availability. All in all such a solution results in more 

satisfied customers, streamlined check-in / check-out at reception, 

increased room attendant productivity by 20% and a elimination 

of 80% of calls made to the front office – along with those revenue 

benefits we mentioned. 
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Key Takeaway 

Guests want to be and 
expect to be serviced 
differently in all aspects 
of their travel journey; 
they want greater 
customization and convenience. Mobile 
allows for flexible check-in and checkout 
times; it allows hoteliers to anticipate guest 
needs, synchronize housekeeping while also 
allowing you to gain financially during the 
process.



We are all more than aware that up-sells have the potential to 

generate more incremental revenue with each reservation; it’s a very 

successful marketing technique as you already have the potential 

customer’s interest. A well-managed up-selling program can benefit 

all parties involved if done correctly, allowing a property to maximize 

revenue from its occupancy, increase the average daily rate (ADR) 

while also increasing guest satisfaction.

But with the increasingly dominant role of technology, methods for 

making travel plans have changed dramatically over the past decade, 

meaning that the first “human” interaction guests may experience 

with a hotel, is probably with the front desk agent. Now, depending 
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#2
Room Upgrades



on your hotel’s inventory of accommodation types and the potential 

impact of a well-rounded, focused up-selling program, this key sales 

opportunity can vary greatly from person to person.

Frequent travelers have reported that front desk agents rarely make 

an effort to convey the value of the upgraded options, or worse yet, 

failed to mention them at all. On the rare occasion that they do make 

a recommendation, there is no connection between the offer and the 

guest’s needs and quite often comes across as a feeble sales attempt 

to “get more money” from the guest – which of course can be very off 

putting.

On the flip side of the coin, a lot of people, in general, are 

uncomfortable with haggling. A consumer report revealed that only 

28% of respondents reported asking for upgrades or for a lower rate 

when they checked in. To coincide, many guests are not even aware 

of upgraded options, especially when a reservation is made through 

or by a third party. All in all it makes for a sad up-selling story.
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Key Takeaway 

Up-sells are an easy win for 

growing your bottom line 

and mobile can help your 

property quickly turn-on the 

faucet to this extra revenue 

stream. Mobile facilitates easier and more effective 

up-selling by gently persuade your hotel guests to 

spend a little more, maximize conversions resulting 

in higher guest satisfaction and revenue/ADR. 



However, by putting technology into the equation, up-selling 

doesn’t have to all that difficult. As the majority of guests have, and 

use smartphones while traveling, hoteliers can leverage mobile as 

another channel to engage with guests to up-sell hotel stays. With 

a cloud PMS solution, hotels can offer automated room upgrade 

promotions that are available with pictures of the upgrades to 

increase conversion – after all a picture is worth a thousand words 

and are one of the most powerful selling tools. With seamless 

integration, guests are never overwhelmed with choices in the 

decision making process; it’s a simple but effective way of letting 

your guests know what options are available to them. 
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And the stats are there to prove it; highly targeted and relevant 

up sell ad’s can provide for a 15% to 20% conversion rate from 

those presented with the ad (upgrade). For hotels with an average 

of 150 rooms, 60% occupancy, that can ad very easily another 

$65,000 revenue annually. For those who choose to upgrade, 

the information is updated in the PMS and the fee automatically 

applied to the guest’s folio. It couldn’t be easier! Adding this extra 

value to guests not only brings in revenue but also provides a 

better traveler experience.

 

According the mashable.com, targeted up-sell ads can provide for a 15% to 20% 
conversion rate. For hotels with an average of 150 rooms, 60% occupancy, that 
conversion can ad very easily another $65,000 revenue annually.
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Room revenue was and still is in many cases the sole focal point of 

many hotels bottom lines – after all that’s what their business is all 

about, getting heads on pillows. The selling of ancillary services has 

always come second in line, if not closer to the bottom of the pile 

when it comes to a hotel’s focus and attention. Let’s face it; the selling 

of them has always been a bit of a chore anyway. And the stats are 

there to back it up! According to PhoCusWright, in 2011 U.S. hotels 

sold approximately US$1.85 billion in ancillary products and services 

(1.7% of the country’s total hotel revenues) – which sounds like a lot, 

right? Well, when compared to the airline industry’s total of $12.5 

billion (12%) in ancillary revenues in the same year, it highlighted that 

#3
Ancillary Services
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hotels are substantially underselling their add-ons; a 

wasted revenue opportunity. 

However while it has not always been easy to make 

ancillary sales, with the introduction of mobile 

technology, the possibilities of promoting and selling 

ancillary services have been enhanced exponentially. 

As PhoCusWright put it, with the advancements in 

cloud, data and mobile technology, together can 

accomplish an increase in the visibility of ancillary 

products and services at each point of contact with 

guests. 

One very attractive feature of cloud technology is its 

ability to consolidate pertinent guest stay information 

and preference data (from multiple sources) all in one 

place. This collated data provides a real insight into 

guests’ stay and spending habits thereby enabling 

hoteliers to create loyalty-generating offers and 
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increase guest wallet share. Such rich guest data enables hotels with 

their own app or mobile website to promote real time offers and sell 

customized relevant ancillary products or services to their guests, at 

the right time in their journey and at their moment of decision (and all 

based on the availability of those additional streams on a hotel-by-hotel 

basis!) – Now, that’s kind of impressive. Not only can mobile technology 

and cloud make life a lot easier for hoteliers in terms of promoting and 

selling ancillary products and services but it also enhances the overall 

guest experience and increases revenues along the way. A win-win all 

round!

Key Takeaway 

Mobile provides an ideal 

channel to capitalize on 

guests’ specific desires by 

promoting customized 

added amenities that in turn 

help augment the guest’s experience, provide 

greater personalized service, ensure loyalty for 

future vacations and contribute to your overall 

bottom line.
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While guest facing mobile technology is a key channel to 

generate more revenue for hotels, mobile devices are also 

critical tools on the other side of the front desk.

Bad, old, restrictive, whatever you want to call it, 

technology can cause inefficiencies, which decrease 

productivity and affect job satisfaction. “Whether it’s 

the PMS, POS, CRM or revenue management software, 

employees are using complex systems that, due to 

Bonus!
Mobile’s impact 
on housekeeping 
efficiency
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cumbersome design, can end up hampering productivity and even 

diminishing job satisfaction,” says Stefan Tweraser, Snapshot. And at 

the end of the day, the lifeblood of every business is its’ employees 

and employee happiness directly influences guest experience and 

happiness. So if employees don’t feel valued, your guests won’t either.

A major benefit of mobile cloud PMS solution is that it enables 

people to work better and smarter. “The discovery and deployment 

of digital technology often overshadows the human dimension of 

how people collaborate to share knowledge and insight, manage 

and use information, and effectively use digital tools to impact their 

performance and the company’s”, Donald A. March & Joe Peppard, 

Harvard Business Review.

Staff equipped with mobile devices as opposed to retro two way 

radios, can respond more quickly to requests, track and close work 

orders electronically, in real time. Staff can process orders, bookings 

and payments directly from a tablet or mobile device. Service requests 

get immediate execution from wherever the guest is located in the 

Key Takeaway 

With mobile, hoteliers 

have the opportunity to 

streamline operations, 

increase staff productivity 

allowing for increased 

engagement with guests in real time, providing a 

personalized experience - all resulting in increase 

customer satisfaction and higher profitability.
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hotel. Housekeeping can have remote and real time 

interactions with front office staff regarding room status 

which can increase room attendant productivity by 20%, 

and eliminating 80% of calls made to the front office – 

not to mention that Cloud computing has the potential to 

cut 50% of operational costs.

Mobilizing employees creates better accountability and 

faster problem resolution, allowing them to perform 

duties from anywhere on the property. This on-demand 

capability immediately elevates a hotel’s perceived 

service level.



Conclusion

Mobile has become the digital assistant of our era. We’ve become dependent on our 

smartphones as tools to accomplish most tasks throughout our daily lives, especially 

during travel where research, consumption, booking and management are increasingly 

done through mobile. 

Mobile solutions have the potential to a lot to add to your hotel. By utilizing mobile to offer 

flexible check-in and out options and promote upgrade and relevant ancillary services 

allows you to provide a highly personalized experience, improve guest engagement, 

elevate service levels and a boost satisfaction ratings.

There’s no doubt that mobile can add to your guests’ on-property guest experience – 

but more importantly it can significantly add to your hotel’s bottom line. As a Cornell 

Hospitality report put it, brands that provide a consistently exceptional hotel stay via 

technology “are not only able to remain relevant, they can also strengthen guest loyalty, 

motivate return visits, increase average daily rate, and drive incremental hotel revenue.”
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