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Introduction 
Lately, digital changes have helped the hospitality industry and smart hotels now highlight 

how technology is improving guest services. They count on AI, IoT devices and data 

analysis to give their guests a better experience. While these tools provide people with 

personalized experiences at greater ease, they collect a huge amount of personal 

information which raises big issues concerning privacy and how data is used. 

This report focuses on the challenge of making use of guest information more clear when 

AI is involved at a global hotel chain. Our goal is to build a detailed guest communication 

package that outlines data use, privacy rules and consent easily and in good ethical terms. 

The focus of this report covers the following: 

1. A careful look at the newest findings and recommended strategies in hospitality 

data communication and privacy. 

2. Production of communication materials that describe data usage to all people 

visiting the hotel, using a variety of platforms. 

3. Studying the ethical problems that arise from collecting and managing smart hotel 

data. 

4. Designing approaches that help address ethical matters without losing incentives 

from technology. 

5. Ways to set up, keep an eye on and better data communication practices. 

Background Research 
Useful, Connected Technology for Hotels 

Smart hotels rely on different technology systems to gather guest data that helps them improve 

how they serve their guests. To communicate openly about using data, one must understand these 

technologies properly. 
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Important technologies found in today’s smart hotels are: 

Smart thermostats, connected lighting and managed entertainment that follow how rooms are 

utilized and what people enjoy are part of IoT-enabled rooms (Buhalis & Leung, 2018). 

• AI concierge services: Online helpers that handle voice instructions and save the record of 

your talks to enhance their responses as time goes on. 

• Face recognition entry systems: The use of biometric technology to read an individual’s 

face for entry. 

Apps designed for each hotel keep track of where the guest goes, what they like and their choices 

at all times. 

• Occupancy sensors are part of smart energy management systems, as they track usage in 

every room. 

• These systems look at what guests have done in the past to help plan and improve current 

operations. 

Regulatory Framework 

Smart hotels now operate under a growing range of data protection and privacy laws worldwide. 

Important rules that impact hospitality data practices are: 

The General Data Protection Regulation (GDPR) set by the European Union includes strict criteria 

for requesting permission, specific rules on storing information and the option for people to have 

their personal data erased. All hotels serving European guests, no matter their location, are subject 

to the rules (European Union, 2016). 

• CCPA is the California law that gives its residents the right to find out about the collection 

of their data and to adjust their preferences accordingly (California does, 2018). 

• Biometric Information Privacy Acts cover the issue of obtaining consent from people 

before using their biometric information, precisely as the Illinois BIPA standard does (Tene 

& Polonetsky, 2019). 
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• Payment Card Industry Data Security Standard (PCI DSS): This sets out certain security 

steps that all organizations who use credit card processing must follow and hence affects 

hotels directly (PCI Security Standards Council, 2018). 

• Laws for hospitality sectors: Each country’s guidelines on keeping and sharing information 

about guests received from booking platforms. 

Optimal Methods for Hospitality Data Communication 

Studies on data communication methods in hospitality and similar areas have found several newly 

developed best practices. 

• Details on request: According to Cranor (2019), making privacy information available in 

layers, where users can ask for extra information, greatly improves how well people 

understand the details. As a result, short explanations with images are paired with extra 

information for guests curious about all the details. 

• Giving notices in the moment of collecting data ensures increased transparency perception, 

according to Terpstra et al. (2019). 

Using visuals to present data helps all students, regardless of education level, grasp complicated 

data management processes (as found by Rossi & Palmirani in 2020). International hotel brands 

use this technique to get around language issues. 

The way privacy options appear to guests often affects their decisions. It was demonstrated in the 

Johnson et al. (2021) research that people develop more trust in a brand if real options are offered 

with a fair message, but dark patterns can ruin the brand image, even if they do secure immediate 

approval. 

• Different cultures view privacy and sharing information in various ways, so 

communication must be tailored not only in language but also in culture, according to Li 

et al. (2022) 

Those leading the industry are currently using the findings. Marriott International explains its data 

handling in user-friendly language and groups their privacy information by services. Niezgoda 

(2022) states that Hilton’s "Connected Room" works much the same way, with just-in-time 

messages and data flow charts to show off the smart room options. 
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Guest Communication Package 
The research presented in this section is used to offer a complete communication package for 

informing guests about data in smart hotels. Included are multiple aspects to guarantee clear 

communication at each point during the guest’s experience. 

Example Il Dictame pour Anticipation d’Arrivée 

Important Information Regarding Your Visit to Our Hotel: Learn How Technology Makes Your 

Visit Better 

________________________________________ 

Dear Sir or Madam, 

We can’t wait to see you arrive at [Hotel Name] on [arrival date]. Since we strive for transparency, 

we want to give you important details on the smart hotel technology and how your privacy is 

protected. 

The Welcome Platform Has What You Need 

A number of features in your room are meant to improve your comfort. 

• A system that memorizes the temperature you like best 

• You can control your room using your voice and virtual assistant 

• A personalized way to discover and watch entertainment 

• Requesting services becomes simple with our mobile app 

It’s Your Data, You Decide 

They use data to improve how your experience is customized. Let’s look at the key details. 

• What we gather: your preferences for app settings, your direct orders spoken into the device 

and your requests for different types of services 

How we use your data: To make all your stays better and more personal 

• You decide which tools to use and have the ability to remove your data as you wish 
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Things to Know Before You Arrive 

You should read our Privacy Policy and Data Collection Guide before you travel. When you arrive, 

you’ll be able to set your privacy settings. 

Questions? 

If you have any questions or concerns, you can respond to this email or write to our Privacy 

Concierge at privacy@hotelname.com. 

We want you to know how your data improves our services for you. 

Warm regards, 

[Hotel Manager Name] is the General Manager of [Hotel Name] 

________________________________________ 

[Links to other language options can be accessed at the bottom of the page] 

 

If you want more information, please visit the Lobby Privacy Information Center. 

YOUR PRIVACY IS VERY IMPORTANT 

You’re at a smart hotel that makes your stay easier and protects your privacy. 

In our hotel, certain areas are designated as Data Collection Points, highlighted on this simple map 

with icons. 

How Your Data Allows Us to Give You a Better Experience: 

• Room Preferences: Your settings for temperature and lighting are always ready to go 

• Voice Assistant: Answers your requests and knows your routine. 

• Mobile App: Means you may order and enjoy different services comfortably and receive 

personalized advice 

• Managing energy makes the building comfortable for people and better for the planet. 

How You Control Your Information: 
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Make sure your privacy settings are set in the room tablet. 

• Shut off any smart features you don’t need at any time 

• You can delete your data personally or through the app 

You can view your collected data through a guest portal. 

If you would like to review our whole privacy policy, you can scan the QR code or see our Privacy 

Concierge at the desk. 

The second poster is an elevator-themed infographic. 

Our smart hotel follows a data journey. 

A flowchart that demonstrates the user journey is below. 

1. Sensors, voice-powered aides, an app and remote door unlocking are all part of the smart 

home collection. 

2. Encrypt and anonymize your servers that work locally. 

3. The Key Idea is used when personalizing, making processes more efficient and improving 

service. 

4. 24 hours: Securely save data in the cloud so it is storable for [x] days 

5. Option to remove information from the databases by clicking a link or button 

All of your data is held in our system only with your agreement. Questions? See what’s available 

by asking at the desk or scanning the QR code. 

Guide to In-Room Privacy 

SMART ROOM PRIVACY GUIDE Control who comes in and who stays out 

Welcome to the smart room we have built for you. You will find out about the new technologies 

and also learn how to set your own privacy in this guide. 
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The Smart Upgrades in Your Room: 

 

Responding to Data Request Requests: 

You can get your data from the current stay in your room tablet privacy dashboard or by saying 

'Show my data.' If you want your data removed, say 'Delete my data' or speak to the front desk. 

Languages are supported by the privacy feature. 

If a user needs privacy information in French, they should say, 'privacy in French' 

 Ethical Dilemmas and Mitigation Strategies 
Smarter hotel technologies raise new ethical issues that go beyond ensuring the 

establishment follows rules and regulations. Different ethical problems related to 

construction and sustainable development are examined in this section, with suggestions 

on how to deal with them. 

Obtaining Informed Consent 

The dilemma is that traditional informed consent models count on users understanding 

every information point given to them. According to Susser’s findings (2019), guests 

usually feel tired at check-in, may not notice what they are consenting to and often agree 

because they wish to get to their room. 

Mitigation Strategies: 

Feature What It Does Data Collected Your Controls 

Voice Assistant 
Responds to requests & 
controls room features 

Voice commands, 
preferences 

Activation phrase: "Hello Hotel" 
Mute 
button: Red light indicates muted 

Smart 
Thermostat 

Learns & maintains your 
ideal temperature 

Temperature preferences, 
room occupancy patterns 

Adjust on wall panel or use manual 
mode 

Motion 
Sensors 

Optimize lighting & 
energy 
use 

Occupancy patterns (no 
images) 

Toggle "Privacy Mode" on room 
tablet 

Smart TV 
Offers personalized 
content Viewing preferences 

"Incognito Mode" available in 
settings 

Mobile Key Enables keyless entry Access timestamps Can switch to traditional key card 
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1. Disperse privacy consent decisions at relevant moments along a guest’s stay, 

instead of requiring agreement when they first arrive. Following this approach, as shown 

by Boden et al. (2020), reduces the think required from users and provides more useful 

choices. 

2. During check-in or from the tablet in the room, you can offer 2-3-minute video clips 

that give a real-life review of how and why guest information is collected. Jones and 

Melicher discovered that providing video explanations helped people understand privacy 

issues much better than simply providing text alone. 

3. No penalty or lower quality: All guest privacy preferences must be adjustable at 

any time, without affecting their stay. This resolves the problem recognized by Acquisti et 

al. (2019) that people’s privacy preferences might not stay the same during their entire stay 

in a hotel. 

4. Set apart and prepare certain employees to guide others in your company about data 

confidentiality. People in the industry have played a major role in ensuring guests feel more 

comfortable with technology. 

Data Retention and Right to be Forgotten 

While smart hotels rely on a guest’s full record to offer better visits later, this goes against the rules 

of reducing required data and storing it for only a necessary amount of time. Even though some 

guests may want all their data removed, it can be hard to do this in techno-social networks (Jones 

& Wilkinson, 2022). 

Mitigation Strategies: 

1. Automatically turn personal information into a form without names after a certain amount 

of time so as to keep helpful pattern data. 

2. Create confirmation for users that their data removal request was followed and demonstrate 

via audit traces which systems have removed it to improve their trust, as advocated by 

McCarthy (2021). 

3. Outline all the information that you are legally must keep and then spell out how that 

information remains safe. 
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4. Policies at sunset: Choose and declare the maximum storage time for each kind of data and 

develop procedures that automatically delete old data without guest involvement. 

Enabling Staff with Knowledge and Responsibility 

The study from Peterson (2022) explains that excellent privacy systems aren’t always effective, as 

frontline team members may not be held to rules or guidance. At times, employees may 

accidentally ignore privacy to make their jobs easier or fail to answer guest privacy questions 

correctly. 

Mitigation Strategies: 

1. Supporting an environment where privacy is regarded as valuable to services, rather than 

just a requirement people have to follow. Kim and Lee (2021) show that this change in 

culture plays a big role in policy compliance. 

2. Not everyone at a hotel has the same privacy tasks, so provide specific modules related to 

the tasks employees in different roles perform. 

3. Using decision trees for privacy: Help staff follow a clear route when dealing with strange 

or unusual privacy problems, without making up their own methods on the spot. 

Conclusion 
How hotels handle the sharing of personal information follows rules and also helps them gain a 

competitive advantage. Here, we discuss a method for transparent communication that values the 

rights of guests to autonomous choices and still makes the best use of hospitality technology. 

Important findings from the analysis are: 

1. Different communication is important: What one guest needs to know depends on the stage 

of their journey. One way of explaining privacy to everyone usually isn’t enough for all 

guests. 

2. Adapting messages about privacy is important: major hotel brands need to consider 

additional factors when communicating about privacy for each region. 
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3. Technology cannot replace the need for staff members to reassure others about how data is 

used. Teaching and supporting staff is just as necessary as developing the communication 

materials for interaction. 

4. Designing privacy into hospitality doesn’t make guests feel trapped: Integrating protections 

into guest service leads to better protection and greater guest enjoyment. 

5. We must keep working on improving: Privacy communication is always moving forward. 

As new regulations, technologies and guest demands appear, companies must update and 

perfect their various communication plans. 

This report introduces the recommended communication strategy as a beginning point, not as the 

final plan. To be effective, organizations should plan well, routinely check the program’s status 

and treat privacy as a major priority instead of a paperwork requirement. 

Using clear data as a tool for competing, hotels can earn their guests’ trust while reaping the full 

benefits from smart technology. Because people value their privacy more, hotels that use this 

strategy can still succeed and still protect their guests’ right to privacy. 
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