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Abstract: These days mobile applications are used in almost every industry, whether it be business or leisure, to
optimize activities, increase productivity, and digitize procedures. Massive innovations have also been made in the
hotel sector, which plays an essential role in connecting people. Mobile guest applications for hotels are among the
ground-breaking developments made possible by the hotel sector's digital evolution. These readily available
software are drastically changing the hotel sector's guest experience. In addition to enhancing the guest's experience,
applications are revolutionizing the operation and offer of hotel services. A mobile guest application is a digital
application designed specifically to improve and personalize the guest experience in hotels. Additionally, hotels and
chains of any size can use the mobile application to significantly increase hotel service revenues, brand reputation,
and guest satisfaction. In addition to providing guests with a more comprehensive and personalized experience,
mobile applications enable hotels to increase operational effectiveness and profitability. Hotels may satisfy the
expectations of contemporary guests and get an advantage in a market that is becoming more and more competitive
by incorporating this mobile technology. Among other things, they give guests access to services like hotel details
and real-time employee-guest communication. Among other features, they provide mobile room keys and digitize
their menu to improve upselling and room service requests via smartphones. Hotels may provide guests with the
most personalized promotions, suggestions, and services that best suit their needs and make them feel valued by
using a mobile application. Moreover, hotels can increase the possibility of positive ratings and return business by
offering an enjoyable and convenient experience. However, in recent times, the market of mobile applications has
seen changes regarding the introduction of artificial intelligence in the application experience. Al has taken over the
tech industry, and mobile guest applications are no exception. It is anticipated that this expansion and innovation in
intelligence technology will contribute to the creation of hyper-customized guest service and the discovery of hidden
sources of revenue, which will enhance the guest experience. Looking ahead, the future of Al in personalization
holds exciting possibilities, with opportunities to dissect and analyze guest interactions, behaviors, context and
language to intelligently respond and provide a more personalized method of communication. As technology
advances, the journey of Al in transforming mobile applications can be seen as ongoing, however will mobile
applications remain essential in 20257?; is a question addressed in this paper.
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1. INTRODUCTION

Like all other industries, the hotel sector has experienced a radical transformation in recent years due to the
development of mobile technology (Jung et al., 2015). After all, hotels have always been centered around giving
guests an unforgettable experience at the end of the day. And since guests depend on a wide variety of applications
available on the market for a variety of functions, such as navigating new places for accommodation and looking for
the greatest discounts, it is unthinkable to envision their lives without them. The way we schedule, plan, and even
enjoy our stay at the hotel has been completely transformed by mobile applications (Adukaite et al., 2013).
Additionally, during the past several years, there has been a significant change in the functions offered by mobile
applications. Through strategic upselling, effective management, and personalized services, they improve the guest
experience, streamline operations, and boost income (Ramgade & Divakaran, 2020). Mobile application integration
in the hotel sector continues to grow in popularity as technology advances, establishing new benchmarks for
operational excellence and guest satisfaction (Ghose & Han, 2014). Therefore, this paper will examine the evolution
and usage of mobile applications in hotel management, significant advancements, and their impact on hotel guest
experiences.

2. EVOLUTION OF HOTEL MOBILE APPLICATIONS

As technology evolves, guests look for more convenient, personalized, and seamless experiences. With an extensive
range of features that improve each aspect of a guest’s stay, mobile applications meet these expectations. According
to that, mobile guest applications are often designed to complement and enhance the way hotels attract, serve, and
gain value from their guests. But back when these mobile applications first appeared in general in the travel
industry, they only offered very basic features like the ability to book flights, hotels, and rental cars. Their main goal
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was to make bookings simple while on the go and from any location (Azdel et al., 2023). The limited search
functionalities also came along with a desktop-only experience (Yin et al., 2022). The rise of smartphones, however,
a few years later ushered in a mobile revolution (Confente & Vigolo, 2018).
Still, in the beginning, around the early 2010s very few hotels let guests use their smartphones to browse and book
different types of accommodations (Nichetech, 2024). Guests could browse hotels by location, price, and amenities.
However, the landscape rapidly evolved, as mobile technology progressed (Sun et al., 2024). With that, hoteliers
realized that they could interact directly with guests (Kim et al., 2021). The ability to integrate multiple features into
a single application was the next major development in this direction. With the help of mobile applications, guests
can manage their whole vacation itinerary from a single interface. As a result, brand-specific applications developed,
offering guests loyalty programs, special offers, and personalized experiences (Rosy & Ponnusamy, 2017).
Furthermore, mobile applications have advanced by data analytics and machine learning, beginning with an
emphasis on personalization (Thirumagal et al., 2024; Abuhamdeh et al., 2023). This enabled the introduction of
user-specific recommendations that matched guest preferences and previous choices. The expansion of mobile guest
applications saw ever bigger advancement by the development of mobile payments. The booking procedure was
streamlined by the elimination of the requirement for physical transactions due to secure and convenient in-app
payment choices (Gani & Maung, 2019).
One of the critical innovations with the mobile guest application happened when competition intensified, so they had
to focus more on user experience and personalization. Here, we witnessed the rise of:

e  Options for advanced filtering: Sort searches according to preferences, location, amenities, and cost.

o Loyalty programs: With regular use, guests can unlock exclusive benefits and earn rewards.

¢ Digital check-in and keyless entry: Guests can get to their room without having to deal with the front desk.

e In-app communication: Guests can ask questions or make suggestions by chatting with employees directly.
Mobile guest applications have even more served as convenient tools when they adopt real-time information
(Larsen, 2021). Navigation apps like Google Maps update real-time traffic on the road so that a guest can find the
best route to reach his hotel in time, as well as in most respading the real-time status of flights that may make a guest
alert hotel that he or she will be late with check-in (Yoon et al., 2017; Mak et al., 2015).
Next, mobile guest applications were affected during the COVID-19 pandemic, which accelerated the must-creation
of features that reduce physical contact and, consequently, enhance safety for their guests (Tiwari & Mishra 2023;
Bonfanti et al., 2021). Which meant, if hotels previously didn't feel the need to develop multiply features to answer
competition and offer personalization, now they were pressured to developed contactless technology to guarantee
the safety and convenience of its guests. Hotels that did not, for instance, have begun to provide digital room keys
and mobile check-ins, which allow guests to avoid the reception desks.
The journey of the mobile guest application is a significant innovation in the digitally-driven accommodation sector.
These interactive, personalized software represents a cornerstone of guest experience solutions and convenience,
consolidating various hotel services and operations, accessible right from a guest’s smartphone. However these
evolving mobile applications necessitate a closer examination of the features and benefits that defines them as a
testament to the industry's commitment to providing seamless and innovative guest experiences, which will be the
next focus of this paper.

3. CURRENT KEY FEATURES AND BENEFITS FROM A HOTEL MOBILE APPLICATION

Mobile application development needs to focus on incorporating essential features that address both operational
efficiency and guest convenience to guarantee a seamless guest experience. Easy navigation, quick access to
important details, and communication between hotel employees and guests are all features of a well-designed
application. However, what are the features of a good mobile application? The most effective application is
ultimately the one that is specifically created with each hotel's needs and identity in mind, thus it always depends on
the situation at hand. However, if hotels want to create a mobile application for their guests, they should consider the
following key features:

- In-app search and booking option: (Fong et al., 2017; Ozturk et al., 2016) The search feature enhances the
user experience and saves time for guests seeking services, accommodation availability, or neighboring
attractions. Consequently, the ability to make reservations directly through the mobile application should
also be included. Loyal guests who are familiar with and value hotel mobile applications would prefer to
book directly through them, even if new guests utilize more generic services like Booking.com to discover
and book hotels.

- Express check-out: (Confente & Vigolo, 2018) Most guests prefer to have the option for express checkout.
Hotels can add this feature separately for which guests can pay.
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- Cancellation policy: (Confente & Vigolo, 2018) Any mobile guest application needs to include an easy-to-
understand cancelation policy. Guests value understanding the terms ahead of time, so making the
cancellation policy clear and easy to find builds confidence.

- Analytics: (Fong et al., 2017; Ozturk et al., 2016) Hotels will be able to gather, arrange, and evaluate data
on how the mobile application is being used thanks to its analytics. This implies that in addition to
determining which features enhance the guest experience the most, hotels can also determine which
services are most important, how many reservations and profits the application is generating, and how best
to improve it even more.

- Hotel contact information: (No & Kim, 2014) Most guests are now more conscious of their stay.
Information about hotel rooms, amenities, cleanliness, and other details is what they would rather see.
Since guests require instant access to the hotel's main contact information, such as phone numbers and
email addresses, it is imperative that these be included in the mobile application.

- Room layout and control: (Elsayed & Abed, 2018) Potential guests place a great deal of importance on
room information; thus, the mobile application should provide layouts and high-quality content to highlight
the quality of the rooms. Additionally, the mobile application can have a hotel room control function that
enables guests to operate all smart devices in the room, including the TV and air conditioner, using their
smartphone. This feature is more complicated and expensive, but it is the difference between an acceptable
hotel and one that is digitally driven and modern hotel.

- In-hotel activities: (Okumus & Bilgihan, 2014) If the hotel offers its guests yoga, massages, workshops,
wine tastings, and other activities, the easiest method to advertise them is through a mobile application. The
mobile application allows guests to locate these activities and receive direct notifications depending on
their interests, even though many may not even be aware that they exist.

- Loyalty program: (Rivera et al., 2016) Hotels should think about implementing a loyalty program if they
don't already have one, as it's a great way to keep guests coming back. The mobile application should
enable guests to earn points in an easy-to-use approach, making the entire process much more user-friendly
and, consequently, more rewarding.

- Review and feedback form: (Wang et al., 2016b) Since a potential customer's decision-making process
heavily relies on the opinions of other guests, the mobile application should have a section dedicated to this
purpose and ask guests to submit reviews either during or after their stay. It is impossible to please every
guest, no matter what the quality of the hotel services is. Consequently, hotels might encourage guests to
provide feedback by including a short feedback form in their mobile application. It will enable them to
further develop their range of services.

- Information related to city and nearby attractions: (Wang et al., 2016a; Lu et al., 2015) Regardless of
whether guests are on a business trip or an individual tour, they always prefer to learn about nearby points
of interest and the route to get there, before making their reservation. In addition to spending more time on
the mobile application, guests will be pleased and appreciative of the additional features that the hotel
provided for them.

Seeing how mobile guest applications have become a mandatory aspect for hotels with some of the above-
mentioned essential features, its efficiency, and flexibility truly enables guests to experience the hotel’s services to
the fullest, therefore proving a variety of benefits for the hotels. One of the first is surely the booking experience
itself. Hotel booking can be a complex process, so efforts should be made to make it simpler (Morosan & DeFranco,
2016). In the case of web or phone reservations, this activity can take a while, whereas from an application, it’s a
few simple clicks. In a competitive market where hotels must focus on holding onto guests, the mobile application
helps track more specific data, allowing for the collection of information about guest preferences, frequency of stay,
and most-used amenities. Hotels can provide extra services and improve the guest experience with the use of this
data from the mobile application. Here, in this context the mobile application can benefit the hotel with a
competitive advantage even by supporting various languages because it is common for hotels to receive guests from
all around the globe, and with it, reducing the language barrier. Even body language or dialect can occasionally lead
to miscommunications (Elsayed & Abed, 2018). But when guests manage everything on their smartphones,
miscommunication can be easily avoided.

Hotels may even reach a wider audience and increase their return on investment by using mobile applications.
Reservations for rooms are not the only source of revenue for a hotel. The additional services are what bring in
income (Okumus & Bilgihan, 2014). It's likely that guests staying at the hotel for their vacation will also visit the
restaurant or spa. Booking a spa treatment can occasionally be a lengthy process, however, when guests are only a
few clicks away from relaxing, using a mobile application makes things much easier. Additionally, providing a
personal hotel mobile application can improve brand and consumer loyalty (Rivera et al., 2016). A mobile
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application can include a guest loyalty program where guests can receive points and benefits for their bookings and
hotel stays. When guests download the application, they can improve their experience and get immediate
notifications about promotions and discounts. Today, a mobile guest application serves multiple purposes, which can
be attributed to the increasing reliance on mobile technology and its integration into hotel operations, presenting
plenty of benefits for guests and hotels. However, as technology advances, this increasing reliance poses an
intriguing dilemma for the not-too-distant future: will hotels still require these mobile applications in 2025 and
beyond?

4. CHALLENGES FACING HOTEL MOBILE APPILICATIONS IN 2025

Although there are plenty of advantages to gain from mobile guest applications, there are challenges as well.
Application fatigue among guests is one of the main concerns (Czajka, 2024). Guests may become saturated with the
abundance of mobile applications available for different services, which would lower their level of engagement.
Even more, guests and hotel staff may find the disarray of applications across many services to be overwhelming.
Additionally, data privacy is still an ongoing concern (Fong et al., 2017; Ozturk et al., 2016). To encourage
confidence and guarantee upholding regulations regarding privacy, hotels must place a high priority on protecting
the data of guests. So nowadays, it is no wonder that the sector is seeing a shift toward Al-based solutions and
integrated communication platforms, which provide reliable and secure interactions, in response to these issues
(Limma, 2022). However, just like any other customer benefit, hotels that have been forthcoming and truthful about
their data collection practices and their intended use may convey the opportunities and, of course, demonstrate the
value to their guests. When people know how something works, they become less nervous. Practically speaking,
data privacy issues are a process in education (Skift + Oracle hospitality, n.d.). Guests generally don't find Al to be
all that frightening, especially if it promises an experience that is more personal.

Some other interesting prospects for the development of mobile guest applications are presented by the emergence
of Al in the hotel sector. Al-powered communication tools and virtual concierges are changing how guests engage
with hotels. “Alexa, book my room!” Advances in voice-controlled applications and services will soon allow guests
to plan every aspect of their trip without touching a button. These technologies improve the guest's experience by
providing effective answers and personalized recommendations (Mnyakin, 2023; Kacar, 2023; Tong-On et al.,
2021) argued. Even though, until now when we spoke of personalization by mobile guest applications,
personalization has been relatively superficial, limited to recognizing by name, making generic offers, and perhaps
capturing a few basic preferences. The next frontier powered by Al will be deeper understanding of guest
preferences, and then operationalizing those preferences with bespoke offers and tailored experiences (Wang, 2022).
It's still unclear if Al will totally replace mobile applications, but the gift of ever-improving technology to the hotel
sector is in artificial intelligence-based solutions. Al can enhance current applications by offering real-time replies
and increasing operational efficiency because of system integrations. The integration with mobile guest applications
will enhance both guest experiences and operational processes, making hotels more productive, sustainable, and
guest-focused.

5. CONCLUSION

Mobile guest applications have come a long way, and the future promises even more innovation. With a focus on
user experience, personalization, and cutting-edge tech, these applications have become an indispensable
companion, ensuring unforgettable experiences in every accommodation establishment. According to the paper's
evolution, key features, and benefits of mobile applications, they offer hotels a chance to expand their guest base by
making accommodation easier for guests worldwide. Their ability to create a trust-based relation with guests helps
hotels to meet guests’ requirements. Guests can let the hotel know if they are interested in their services by
downloading the mobile application. Furthermore, applications can be seen as an additional resource to generate
income and raise brand awareness allowing potential guests to place the icon with the hotel brand on their mobile
screen. Using a mobile application can improve customer service and establish a competitive advantage giving the
hotel a marketplace differentiation of a progressive travel supplier. The mobile application, which is software, is a
vital source of information that gives guests the most recent travel news and relevant information. Hotels can now
effectively interact with their target audience before, during, and after their stay thanks to mobile technology.
Overall, all the features listed above highlight how the landscape of mobile guest applications is developing due to
both shifting guest preferences and technology breakthroughs. Nevertheless, as new technologies emerge, they
present intriguing alternatives that are more important for mobile applications development.

Hotels will need to combine innovation with tradition to remain relevant. The guest experience can be improved by
combining existing apps with well-known communication platforms and updating them to include Al-powered
capabilities. One of the biggest benefits for the hotel sector is that artificial intelligence technologies may help hotel

1008


https://www.hijiffy.com/author-maciej-czajka

KNOWLEDGE - International Journal
\Vol.67.6

management provide tailored amenities by learning which services guests prefer. This feature will increase hotel
revenue by improving guest satisfaction. Still, a strong technological foundation and large financial investments are
required to introduce Al in the hotel sector. To enable Al applications, hotels need a robust IT infrastructure that
includes expensive server and data storage systems, ongoing software updates, and technical support. Hoteliers
will also need to keep investing in new technologies to be competitive as Al technology develops quickly. In
conclusion, the central dilemma of whether hotels will still need mobile applications in 2025 is complex.
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