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and implementation resources
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BUILDING A CONTACTLESS 
GUEST JOURNEY

The COVID-19 pandemic has drastically affected 
the hospitality industry, but will a post-pandemic 
recovery require radical changes? Let’s reimagine 
the guest journey to create a more personalized, 
less sterile approach.

By implementing contactless technologies, hoteliers 
can offer a personalized touch that goes one step 
beyond impressive cleaning efforts and safety 
protocols. From pre-arrival to checkout, there are 
opportunities to serve guests at critical touch points 
using methods that enhance both efficiency and 
comfort, while also limiting face-to-face interactions. 

“Contactless” can be achieved through technology, 
common communication changes and through 
physical distancing, depending on guest 
preferences, all while maintaining a personal 
connection.
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THE TRANSITION TO DIGITAL CHAPTER 1

700 mil l ion people wil l  book their hotel rooms onl ine by 2023. 
Considering that 82% of al l  travel bookings in 2018 were 
made onl ine and because the pandemic has accelerated 
everything digital,  hotel iers shouldn’t assume guests wil l 
prefer off l ine engagement when they arr ive.  

With the backdrop of the majori ty of travelers booking rooms 
onl ine (and most l ikely air l ine t ickets, upgrades, etc.),  i t 
makes sense that guests feel comfortable extending that 
digital journey throughout their hotel stay: choosing when and 
how they interact with their surroundings. 

Similar to mobile check-ins and self-serve baggage drops at 
airports, contactless tech streamlines operations that save 
on staff expense and increase guest satisfact ion. Using 
voice-activated, contactless technology to replace face-to-
face touchpoints l ike check-in and ordering room service is 
convenient and puts the guests in control.  Because using 
mobile phones is famil iar technology, i t ’s no wonder that 
a recent Metova survey found that 90% of guests prefer a 
mobile app to in-person interactions. 

A return to travel brings new and different expectat ions, and 
this shif t  to a mobile-f irst,  digital approach is what guests 
expect. 

https://www.condorferries.co.uk/online-travel-booking-statistics#:~:text=700%20million%20people%20will%20be,to%20book%20their%20travel%20online
https://metova.com/recent-posts/page/4/
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PRE-ARRIVAL & CHECK- IN CHAPTER 2

Let guests know ahead of t ime what interactions to 
expect on hotel websites and in confirmation emails. 
Transparency at each touch point is key: 67% of guests 
want to hear from their hotel about measures they are 
taking to ensure guest safety according to a recent study 
by AHLA. This continuous engagement and information 
sharing wil l  reduce visi tors’ anxiety over their hotel stay.
 
Guests want and expect to have mobile options for 
check-in and room keys, without going to the front desk. 
According to a guest engagement survey, two-thirds of 
guests want to use their mobile phones as their digital 
room key, and 41% consider i t  an important feature for 
hotels to offer. The contactless, digital journey they started 
when booking their travel now appears seamless and 
natural,  empowering the guest to decide when, and i f ,  to 
engage with the hotel staff . 

https://www.ahla.com/soti2021
https://www.ahla.com/soti2021
https://cdn2.hubspot.net/hubfs/455144/content%20offers/Hotel%20Tech%20Trends%202018%20-%20Mobile%20Key.pdf
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IN-ROOM & AMENITIES CHAPTER 3

Hotel iers can enable guests to 
control their in-room environment and 
surrounding amenit ies, just l ike they do 
at home. In the consumer world, i t  has 
become second nature to give voice 
commands to a smart speaker to turn 
equipment on, off ,  up or down.

AI and voice technology via virtual 
assistants can give voice capabil i t ies 
to many in-room features l ike l ighting, 
thermostats and entertainment. By 
making requests and adjusting room 
preferences, guests can avoid touching 
remotes and thermostats. This tech can 
also work 24/7 to process requests and 
track fulf i l lment, al lowing busy staff 
to keep their focus where i t ’s needed 
most.

Known for i ts fr iendly staff,  special attention to furry 
family members (dogs) and extra clean and plush 
l inens, Staypineapple quickly shif ted to address 
guests’ pandemic concerns by implementing new 
safety protocols without disrupting i ts personalized, 
fr iendly service. I ts Stayclean init iat ive creates a 
physical ly distanced, contactless experience with 
the help of technology including in-room voice 
assistants. Guests can request toi letr ies, order room 
service, book amenit ies and virtual ly check out - al l 
without contact.

“Hey, Angie. 
My human wants more towels.”

https://hospitalitytech.com/staypineapple-and-angie-hospitality-offer-comfortable-contactless-experience-guests-and-their-pets
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IN-ROOM & AMENITIES CHAPTER 3

The good news for hotels is that this “contactless” 
engagement drives guest satisfact ion and operational 
eff iciencies. And now, one step further, contactless 
technologies provide an extra layer of safety. Offering 
this alongside a personal touch that uses data and a 
mobile-f irst phi losophy caters to guests how, when, 
where and with the information they want. 

Guests are individuals with unique profi les, and hotels 
are in a unique posit ion to get to know them on a 
digital ly personal level.  Providing a tai lored mobile 
experience, for example, where users can access 
digital menus, spa reservations or amenity bookings, 
al l  help guests be in charge of their own stay and 
preferences. 80% of consumers are more l ikely to 
purchase when brands offer experiences personalized 
to them, so why not offer the personalization they 
are looking for? Al lowing them to be in charge of how 
they access amenit ies provides the real-t ime, eff icient 
experience that guests actual ly want.

https://astutesolutions.com/blog/articles/customer-experience-statistics
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H IGH TOUCH WITHOUT THE “TOUCH” CHAPTER 4

“Contactless” does not need to be robotic or steri le. I t 
can mean personalized and ful l  of meaningful contact, 
but through the eyes of the guests, not through the 
tradit ional hospital i ty point of view. 

For hotel iers looking for a new way to add a human 
connection, look to digital assets that already exist. 
Marriott  Hotels & Resorts, for example, uses a social 
media “command center” to monitor and engage as 
updates related to their guests happen and then 
respond accordingly. When a newly-engaged couple 
arr ives at the hotel and checks in on social media, the 
team sends a bott le of champagne to their door. Even 
a personalized welcome or thank you note dropped off 
at the guest’s door creates a connection and adds that 
human touch. 

Think about loyalty members or other data col lected in 
the PMS system. A Forbes art icle shared that only 22% 
of loyalty program members say they are very satisf ied 
with the level of personalization they receive in the

programs, but 87% of consumers are open to brands 
monitoring detai ls of their act ivi ty i f  i t  leads to more 
customized rewards. 

Send a “welcome back” text or email  that says i t ’s great 
to have them stay again since their tr ip. Beyond water 
or pi l low preferences for loyalty members, technology 
can take i t  even further. Set the room to their preferred 
68 degrees with curtains wide open for their view on the 
8th f loor. Addit ional ly, set music to play their favori te 
jazz stat ion. Technology brings extra comforts through 
data already given to hotels through mobile prof i les and 
other touch points.

Contactless technologies add eff iciencies, t ime-savings 
and convenience, al l  result ing in higher satisfact ion. 
Guests know that the hotel has put a lot of thought 
into how to l imit wait t imes to get what they need. 
I t ’s not a loss of human connection. I t ’s just shif t ing 
responsibi l i t ies and rethinking roles for hotel staff .87% of consumers are open to brands 

monitoring detai ls of their act ivi ty i f
i t  leads to more customized rewards

https://www.forbes.com/sites/blakemorgan/2020/05/07/50-stats-that-show-the-importance-of-good-loyalty-programs-even-during-a-crisis/?sh=4059bbed2410
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WHAT’S NEXT? CHAPTER 5

Hotel iers around the world can embrace contactless to 
drive better and more meaningful engagement without 
diminishing the art of hospital i ty. But, the reimagined 
guest journey can be taken to the next level when a 
mobile-f irst,  personalized and guest-driven approach 
is paired with sol id safety programs. Rethinking how 
guests interact at various touch points throughout their 
journeys al lows them to ful ly enjoy their digital red-
carpet experience and feel comfortable in their return to 
travel.

I t ’s t ime to move forward so tapping into technologies 
now wil l  bui ld confidence for guests to return and 
prepare for the new expectat ions and requirements from 
guests moving into the future. I f  some of these seem 
out of reach, look for subscript ion-based pricing options 
instead of the up-front, per-room charges typical ly 
offered by technology providers. 

Ready to get started or looking for new ways to boost 
safety and eff iciency? Check out the fol lowing best 
practices checkl ist and industry resources. 
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SAFETY PROGRAM EDUCATION CHECKLIST

As hotels rethink the guest journey and the safety 

requirements at each touch point, i t ’s important to 

communicate new cleaning procedures and technology 

enhancements through the different avenues in which 

they prefer to connect. Below is a checkl ist that 

highl ights best practices for creating a clean, social-

distanced experience while keeping the high touch 

service without the physical touch.

        PRE-ARRIVAL:

Create a COVID/pandemic response plan, including 
any contactless technologies avai lable  

Update website with this plan and key features

Update booking engine to highl ight safety standards

Add the safety program to your guest booking 
confirmation, welcome or reminder emails

Train staff taking cal ls or booking team members to 

point guests to information about contactless updates

        CHECK-IN AND LOBBY:

Train staff to point out contactless technology for 
each guest when they check in

Include safety technology on the key card, holder or 
in an insert with the keys

Feature new safety protocols and featured tech on 
front desk/lobby digital signage

Print a welcome packet that highl ights changes to 
standard hotel offerings and how to book amenit ies 
due to COVID processes

If your hotel offers mobile check-in or digital key 
cards, add a reminder about contactless amenit ies 
on the check-in platform  

Add a cal lout screen to any digital advert ising signs 
that may be in shared spaces throughout the hotel 
( i .e.,  elevators, lobby)

PRINT (2  Pages)
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SAFETY PROGRAM EDUCATION CHECKLIST

        IN THE ROOM:

Update marketing materials that 
highl ight safety standards by 
including a mention of touchless 
technologies

Include QR codes on any col lateral 
or signage to l ink to amenity books, 
hotel menus, or safety guidel ine 
pages

If your hotel features events or other 
marketing assets on the TV welcome 
screen, feature safety programs

Include visual cleaning clues (e.g., 
seal over door, sign in restroom, 
plast ic cover over remote)

For ordering more towels, 
humidif iers, razors or room service, 
drop off i tems at the door for 
contactless del ivery

Offer digital checkout options via 
technology or phone to remove an 
addit ional touch point

        AROUND THE HOTEL:

Offer clearly marked distancing guidel ines and easy-to-digest visual cues for 
cleaning protocols and COVID prevention plans

Add discrete clear barr iers at the front desk and concierge to protect both 
guests and staff

Repurpose shared spaces to enable booking an hour at the pool or gym with 
cleanings in between each use and add visual cues on process and distancing

Rearrange outside seating and use plants or screens to encourage social 
distancing and create a more private experience

        PERSONAL TOUCH:

Leave guests a personalized welcome note upon arr iving to their room

Offer COVID “safety kits” with masks, hand sanit izer and water bott les

Display a photo of who is working the front desk or have staff wear badges with 
their picture attached so guests can st i l l  see their smil ing faces

Pay extra attention to loyalty members and give personalized greetings and 
offers when possible

Manage social channels and look for guests who have checked 
in onl ine or tagged the hotel that may be celebrating a milestone or event



ADDITIONAL INDUSTRY 
RESOURCES 

The AH&LA Safe Stay Initiative offers training, 
resources, checklists and guidelines for enhanced 
hotel cleaning practices in response to COVID-19. 
Guidelines are developed and approved in line with 
the Centers for Disease Control and Prevention’s 
best practices and cover protocols surrounding 
guest and employee health, employee training 
and responsibilities, cleaning and sanitation, and 
physical distancing. 

AH&LA regularly updates guidelines based on the 
latest research and requirements. Download 
them here.
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https://www.ahla.com/sites/default/files/safestayguidelinesv4_102820_1.pdf


ABOUT NOMADIX

With more than 20 years of experience, Nomadix enables over 5 
mil l ion dai ly internet connections in over 150 countr ies. With a global 
reputation for unparal leled rel iabi l i ty and ease of management, i ts 
patented gateways are the industry standard in hospital i ty, used by 
tens of thousands of propert ies and support ing mil l ions of rooms 
worldwide. The company provides hotel and property owners, 
brands, property management groups and managed service 
providers (MSPs) with a suite of solut ions that wi l l  enhance 
the guest and tenant experience, today and into the future. 
From in-room entertainment with TV casting, to secure 
Wi-Fi,  to a PBX phone service – travelers can 
feel at home wherever they go. For more 
information, visi t  nomadix.com.

LEARN HOW NOMADIX POWERS 
TOADY’S CONNECTED EXPERIENCES

info@nomadix .com

http://nomadix.com.

