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yes, this headline is a riff from the 
famous phrase from The Wizard 
of Oz: "Lions, Tigers and Bears! 

Oh My!" Well, in today’s world, it is 
more: "Laptops, Tablets and Phones! 
Oh My!" The only difference is that 
while Dorothy and her friends are 
scared of lions, tigers and bears, our 
guests are very enamored with their 
laptops, tablets and phones.

Information in the hotel industry 
has changed. In one of the articles 
featured in Hotel Yearbook 2014, 
Berkus (2013) sums it best when he 
shares that information computing in 
the hotel industry all started with main 
frames, which gives way to mini com-
puters, to personal computers and then 
to the Internet. He further states that 
there were only 720 million mobile 
subscribers in 2000; but by 2013, with 
a world population of 7 billion, there 
were 6 billion mobile subscribers and 
mobile commerce was up over 500 
percent! Berkus (2013) also notes that 
69 percent of today’s consumer will 
research and review products and ser-
vices online before making a purchase 
decision. Indeed, in today’s world, the 
real word-of-mouth is not the literal 
form, but through Twitter, Facebook, 
Pinterest, Instagram and the many 
other social media platforms.

laPToPs, TableTs and Phones! 
oh my!

All this points to the fact that mobile technology and m-commerce have 
become an integral part of the hospitality industry. One great example reported 
recently was Starwood’s mobile booking, which grew five times faster than 
Web bookings did 10 years ago. In addition, mobile accounts for 42 percent of 
Starwood’s site visit, up from 16 percent just two years ago (Borison, 2014). 
Starwood communicates with its guests via SMS and offers keyless check-in 
via smartphone at most Aloft®, W® and Element® hotels. Marriott International, 
Hilton Worldwide Holdings, InterContinental Hotels Group, Hyatt Hotels and 
other hotel companies have also launched or will be launching mobile check-ins 
(Karmin, 2014). Just recently, Marriott International increased its reliance on 
location-based marketing with a novel initiative called LocalPerks (Trejos, 2014). 

By Agnes DeFranco CHAE, Ed.D. and Cristian Morosan, Ph.D.

Agnes DeFranco, Ed.D., CHAE (ALDeFranco@Central.UH.EDU) is a distinguished chair and professor at the Conrad N. Hilton College of Hotel & Restau-
rant Management, University of Houston. She is also an HFTP Global Past President, chair of the HFTP Global Hospitality Accounting Common Practices 
Advisory Council and a recipient of the HFTP Paragon Award. Cristian Morosan, Ph.D. (cmorosan@uh.edu) is an assistant professor at the Conrad N. Hilton 
College of Hotel & Restaurant Management, University of Houston and vice chair of the CHTP Advisory Council. This article is partially supported by HFTP.

No question, mobile devices are popular; these survey results 
illustrate how hotel guests use mobile media while traveling
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Specifically, using iBeacon location 
technology, Marriott can locate con-
sumers via their mobile devices and al-
low consumers to engage dynamically 
with the service environment based on 
location (Trejos, 2014). Hilton Hotels 
Worldwide has also developed initia-
tives to allow consumers to customize 
their entire stay experience using their 
mobile devices for room selection, 
room access and purchasing of ancil-
lary services (Hilton Hotels Worldwide, 
2014). TripAdvisor also has half of its 
traffic coming through mobile devices 
(“David vs two Goliaths,” 2014).

Besides, bookings and check-ins, 
mobile technology can deliver a lot 
more, both for the hotels and the 
guests. Hotels can link mobile usage 
patterns to loyalty program integra-
tion. Access to other on-premise 
departments, from concierge to guest 
services can also be added. From digi-
tal property maps and room service, 
mobile is not what some may think 
as the next phase of business — it is 
“the” phase. 

We know guests bring their mobile 
devices to our hotels. But, what mo-
bile devices do they use? What func-
tions are the devices used for? What 
attitudes towards mobile devices do 
our guests have? How do our guests 
perceived mobile related services 
of our hotels in terms of security, 
personalization, and value? And, more 
importantly, how can we make sure we 
are serving their mobile needs?

Our Guests
In April 2014, an online survey was 
conducted with hotel guests who had 
stayed in a hotel during the past 12 
months prior; and a total of 317 ques-
tionnaires were collected. The sample 
consisted of approximately 59 percent 
males, relatively mature, with age cat-
egories relatively evenly split through-
out the sample (see Respondent Profile 
at right). Most respondents had annual 
household incomes between $50,000 
and $100,000 (45.4 percent). 

With regard to their stay (Stay 
Characteristics, pg 47), most respon-
dents traveled exclusively for leisure 

(42.4 percent), stayed in midscale 
hotels (40.1 percent) for approximate-
ly two to three nights per stay (59.7 
percent), in most cases having three to 
six hotel stays per year (44.3 percent). 

It is no wonder that hotels have 
lamp bases that doubled up as charg-
ing stations with plugs, while some 
guests are ingenious and use the open 
ports on TVs to charge their devices 
because 67 percent of the respondents 
bring with them at least two devices, 
mostly a smart phone and a laptop 
(15 percent). But 23 percent or almost 
one-fourth of our guests bring with 
them three devices during their stay at 
our properties (Hotel Guests: Device 
Details, page 47).

In terms of smartphones, Apple and 
Samsung dominate the smartphone 
market with Apple taking 46 percent 
and Samsung at 31 percent of the 
share. However, there are many other 
brands reported including HTC, LG, 
Motorola and Nokia. When it comes 
to laptops, HP, at 22 percent, tops the 
list, followed by Apple and Dell, both 
reported in at 16 percent. With Toshiba 
and Lenovo also garnering 9 percent 
and 7 percent respectively and other 
brands such as Acer, Asus, Compaq, 
Gateway, LG, Sony, Samsung making 
up the remaining 30 percent, the lap-
top market is more evenly distributed 
than that of the smartphone market. 

Finally, in the tablet race, Apple 
once again is on top with all the vari-
ous version of its iPads, mini iPads, 
and the iPad Air at 47 percent. Ama-
zon’s Kindle (25 percent) and Sam-
sung (11 percent) make up another 
third, leaving about 17 percent for all 
other tablet brands such as Nexus, 
Toshiba, Microsoft, LG and Vizio.

Uses: From Browsing to Buying 
Now that we know our guests have 
all these wonderful tools and gad-
gets, what do they use them for in the 
rooms? If they are simply working 
offline or use their cell phone provid-
er’s service to make phone call, fine. 
However, if they need the Internet, are 
we equipped to offer what our guests 
preferred? Can our broadband handle 

Respondent  Profile

Male, 59%

Female, 41%

71 or older, 
9%

25 or 
younger, 4%

26–30, 9%

31–40, 20%

41–50, 
15%

51–70, 21%

61–70, 
22%

income

$200,001 or 
more, 3%

$50,000 or 
less, 23%

$50,001–
$100,000, 

45%  $100,001–
$150,000, 

20%

$150,001–$200,000 
9%

gender

age
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Stay Characteristics

Purpose of stay

Exclusively business 4%

Mostly business 10%

Combined business and 
leisure 21%

Mostly leisure 23%

Exclusively leisure 42%

hotel Types

Luxury 3%

Upscale 12%

Upper midscale 36%

Midscale 40%

Economy 8%

Other 1%

length of stay

1 night 13%

2–3 nights 60%

4–7 nights 24%

8–14 nights 1%

More than 14 nights 2%

frequency of stay

Less than once a year 6%

1–2 times a year 33%

3–6 times a year 44%

7–12 times a year 11%

More than 12 times a year 6%

Hotel Guests: Device Details

number of mobile devices hotel guests bring with Their stay

One  
Mobile Device

Two  
Mobile Devices

Three  
Mobile Devices

Smart Phone 17%

Laptop 13%

Tablet 5%

One Mobile Device: 35%

Smart Phone + Laptop 15%

Smart Phone + Tablet 13%

Laptop + Tablet 4%

Two Mobile Devices: 32%

 All Three Devices: 23%

Popular smartphone brands 

Apple, 46%

Samsung, 
31%

HTC, 5%

LG, 5%

Motorola, 3%
Nokia, 2%

Other, 8%

Apple, 
16%

Dell, 
16%

Other, 
30%

HP, 22%Toshiba, 9%

Lenovo, 7%

Popular laptop brands 

Apple, 47%

Kindle, 
25%

Samsung, 
11%

Other, 
17%

Popular Tablet brands 
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the load? Could there be areas we can 
improve upon in order to serve our 
guests better and maximize our yield? 

The "Top Uses for Mobile Devices" 
table (at right) summarizes the top 15 
uses by our guests using their mobile 
devices in rank order. Four items 
can be grouped into the top tier with 
two of them receiving a score over 
4.0: browsing the Internet and com-
municating, and two others at 3.98: 
connecting to the Internet and search 
for destination information. This has 
great implications for hotels. Not 
only would connecting to the hotel’s 
Internet mean revenues for the hotel, 
but when searching for destination 
information, this is a perfect venue for 
the hotel to put advertising for all its 
services, be it transportation to attrac-
tions and destinations or tours. 

The second group contains six items 
clustered around the 2.96 to 3.21 scores 
and they include providing updates on 
trips on their social network, making an 
online review of the “current” hotel ser-
vices, watch videos, actual purchases 
(both to be consumed during the cur-
rent trip or directly from the hotel) and 
work. The last two in particular speak 
to increasing potential revenue for the 
hotel. More importantly, when guests 
are having a great experience, they may 
take pictures of the view from their 
room or the room décor and post them 
online and then go to a site to brag 
about their wonderful trip. All these 
generate positive “word-of-cyberspace” 
advertising for your hotel!

The third group consists of five 
items with scores ranging from 2.64 
to 2.84. These all have to do with ser-
vices within the room, from connect-
ing to other in-room technologies such 
as playing a video game or watching 
a movie by plugging in the mobile 
device to the television to using the 
mobile device as a key to access the 
room or other restricted areas such as 
the exercise room or pool. 

So, the Report Card: The Rating
We know what mobile devices our 
guests bring to our properties. We 

rank Task mean score

1 Browse the Internet 4.07

2 Communicate with my family or business 4.06

3 Connect to the Internet using hotel connection 3.98

3 Search for destination information 3.98

4 Provide updates about my current trip 3.21

5 Make an online review of current hotel services 3.19

6 Watch videos online (e.g. Netflix, YouTube, Amazon) 3.18

7 Buy services/products to be consumed during the 
current trip 3.15

8 Work 3.10

9 Buy services/products directly from the hotel 2.96

10 Connect to other in-room technologies (e.g. TV) 2.84

11 Order in-room TV content or entertainment 2.82

11 Control room atmospherics (e.g. temperature, lighting) 2.82

11 Access room or other restricted area as a key 2.82

12 Create own computer network within the hotel 2.64

Top Uses for Mobile Devices

know what they use the devices for. 
So, how do our guests rate us? With 
a scale from "1 to 5" with "1" being 
strongly disagree to "5" being strongly 
agree, all items received an above 
average score of over 3.0 with the 
highest at 3.86 and the lowest at 3.10. 
Before we look at how our guests rate 
our hotels and services, let’s see how 
they rate themselves. 

First, it is very good that guests 
gave themselves a 3.69 average score 
on their knowledge in using their mo-
bile devices. More importantly, they 
are very interested in what our hotel 
can offer them in terms of services and 
information (3.62). They also use their 
devices to the extent that it has become 
a habit (3.51) and are actively involved 
in using their devices to access infor-
mation and perform tasks (3.30).

In the area of trust and security, 
our guests also gave us good scores 
for keeping our promises and commit-

ment (3.68), being trustworthy (3.65), 
and having their best interest in mind 
(3.63). However, they are still skepti-
cal about how information that they 
provide over their mobile devices is 
used by others (3.10). This item, inci-
dentally, has the lowest score. It does 
not help the cause when news is spread 
about hacks into databases of hotels or 
major companies.

Nonetheless, our guests do see the 
value of using their mobile devices. 
They do believe that it is worthwhile 
(3.53) and is a good value (3.38). 
They also feel that by using their 
mobile devices to access hotel-related 
information or doing tasks, hotels will 
in turn be able to provide them with 
relevant promotional information or 
personalized offers tailored to their 
travel needs or personal interests.

Last, but definitely not least, guests 
also perceive that a hotel stay in which 
they can use their mobile devices is 
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a good idea (3.86 — highest overall 
score), is enjoyable (3.69 — second 
highest overall score, and has value 
(3.68 — third highest overall score). 

The Top Takeaways
In today’s world, there is an app for 
everything, from hailing a cab with 
Uber or Lyft to sharing favorite dishes. 
Analyzing the results above, there 
are opportunities for hotels to not 
only jump on the bandwagon, but to 
lead the race! Just as the lions, tigers 
and bears are on Dorothy’s and her 
friends’ minds, so are laptops, tablets 
and smartphones on our guests’ minds. 
They are part of our guests’ identity, 
and we need to make sure we take 
very good care of them, providing se-
cured and efficient access, and partner-
ing with our guests to personalize our 
products and services to them.

First and foremost, it is obvious 
that while guests trust us, they are still 
skeptical about how the information 
they supply will be used or accessed. 
Thus, the opportunity for hotels to 
further drill into the security protocols 
exists. So long as there is the Inter-
net, there will be hackers. So, we all 
need to revisit our security protocols 
periodically to make sure it is well 
maintained. 

Second, let’s get to the basics. As 
more and more devices are used, the 
broadband width needs to be able to 
support the usage. Oftentimes, guests 
complain about a slow connection, 
especially for rooms that are at the end 
of a hallway. Some hotels are offering 
different levels of Internet packages, 
depending on the use of the Internet. 
Some hotels are including the Internet 
charges in the room price. Depend-
ing on your clientele, you may want 
to revisit the Internet offering at your 
property. At the minimum level, make 
sure the connection works. Guests 
gave their highest rating to the state-
ment “hotel stays where I can use my 
mobile devices to access hotel-related 
information or to do a task is a good 
idea.” It will be a bad idea if the con-
nection does not work. 

items mean score

About The Guests…

I have much knowledge of using my mobile devices(s) to 
access services/information or do tasks 3.69

I am very interested in hotel-related services/information or 
tasks that I can access using my mobile device(s) 3.62

Generally, the use of mobile devices for accessing services/
information or to do tasks has become a habit for me 3.51

I am actively involved in using my mobile device(s) to access 
hotel-related services/information or perform tasks 3.30

Trust and Security… Hotels that let me use my mobile device(s) for 
accessing services/information or to do tasks:

Keep their promises and commitments 3.68

Are generally trustworthy 3.65

Have my best interest in mind 3.64

Make me feel secure when providing personal information 
via my mobile device(s) 3.14

Make me feel that information I provide over mobile (devices) 
could not be used by other people 3.10

Value of Mobile Device and Personalization… Using mobile device(s) to 
access hotel-related information or doing tasks:

Is worthwhile 3.53

Provides me with more relevant promotional information 
tailored to my travel needs or personal interests 3.48

Is a good value 3.35

Provides me with personalized offers tailored to my travel 
needs or personal interests 3.38

Value of Stay… A hotel stay in which I can use my mobile device(s) to 
access hotel-related information or to do task:

Is a good idea 3.86

Is enjoyable 3.69

Has value 3.68

Is a satisfying hotel experience 3.55

Is one I would enjoy talking about 3.35

Note: Scale is from “1 to 5” with “1” being strongly disagree to “5” being strongly agree.

Guest POV: Mobile Use During Stay
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Third, the important point in this 
entire analysis is the real opportunity 
for hotels to partner with their guests 
to create an excellent stay, using a 
tool that our guests prefer to use: their 
mobile devices. Some hotels will have 
their agents call the room a few min-
utes after the guests have checked in to 
ensure that all amenities are function-
ing in the room and that the guests are 
all set. This is great service. But how 
about having a similar message sent 
via text message to a smartphone? 
Many hotels now would e-mail their 
guests a week or so before their stay to 
remind them of hotel shuttle service or 
other amenities. But how about texting 
them a day before the stay to offer a 
complimentary glass of wine when 
they dine with you at your restaurant? 
This is selling your food and beverage 

facilities. Airlines are really good in 
upselling their seats for more legroom 
and other amenities. Does your hotel 
offer guests special packages on dining, 
amenities or spa treatment during their 
stay that would pop up on their mobile 
devices? Comparing traditional market-
ing methods to mobile marketing, the 
latter is more economical (Gramigna, 
2014) and is also highly personalized. 

Fourth, investigate new technolo-
gies. Smartphones are now keys to 
rooms and restricted guest use areas. 
If your hotel is in the category where 
your clientele is more tech savvy, 
having technologies related to mobile 
devices is a must, not something that 
you can wait until later. As hotels try 
to differentiate their products, you 
need to also be able to differentiate 
yourself. 

Finally, one task guests often par-
ticipate in is posting reviews of your 
property during their stay. Whether 
the review is good or bad, immedi-
ate attention and engagement is the 
key (Maycock, 2014). If the review 
is good, thank the guest, helping you 
develop a partnership and building 
the guest's loyalty to your brand. 
This will also help you monitor the 
services your staff is providing and 
alerts you to any issues, giving you 
an opportunity to take corrective 
action when needed. If the review is 
negative, make amends immediately. 
Many times, an issue corrected to the 
satisfaction of your guests means a lot 
more to them. It shows that you care. 

At the end, we are hospitality. We 
are here to take care of our guests. ■
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WHAT'S NEXT?
Mobile Payments in the 
Hospitality Industry

Authors DeFranco and Moroson 
will continue to cover their mobile 
device usage research with a se-
ries discussing mobile payments.  

Summer 2015
Part I. Consumer Engagement 
With Mobile Devices in Hotels

Fall 2015
Part II. Privacy in Mobile Com-
merce in Hotels

Winter 2016
Part III. Survey Report: Mobile 
Payment in the Hotel Industry

Look for these articles in the up-
coming issues of The Bottomline.

Technology study: mobile devices


