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                              Ethical data communication in smart hotels 

 

The hospitality and tourism industries are revolutionized by AI-powered personalization, 

enhancing guest experiences and boosting revenue. However, this advancement raises ethical 

concerns, notably around data privacy, transparency, guest consent, and potential algorithmic 

discrimination. it purpose is to mitigate strategies such as ethical frameworks, robust data 

security, and user control over personal information. The future of AI in hospitality requires 

balancing personalization is emphasized. The future of AI in hospitality requires balancing 

personalization with ethical considerations. Recommendations for stakeholders aim to 

improve transparency through the customer package, email, and poster strategies. 

 

Introduction  

The hospitality and tourism industries are using Artificial Intelligence (AI) technologies and 

tools more and more, as they are transforming every part of the travel experience, and with a 

focus on customer acceptance. AI is reshaping these industries with diverse guest satisfaction 

options, recommendations, support virtual assistants, and 24/7 interactions. Operationally, AI 

is setting new industry standards with dynamic pricing, predictive maintenance, and overall 

automation. Sustainability practices are also being enhanced through energy consumption 

management and the operation of eco-friendly tourism. However, the need for human touch 

will always remain, especially when it comes to exceptional service. There are ethical 

consequences as well, especially in data privacy, algorithmic bias, tourism, and hospitality 

personalization (Panai, 2021). Zhu (2023) notes the need for roboethics in AI, highlighting 

the increasing concern of customer acceptance. Doborjeh (2021) analyzes the methods and 

applications of AI in hospitality, including data modeling and customer service, and 
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emphasizes the role AI can play in supporting and improving decision-making in the 

industry. My draft is focused on data ethics communication on AI for the Green Tree Inn 

Chain. 

 

1. Guest communication package 

 

2. Multilingual communication templates 

 

3. Discussion of  ethical dilemmas and mitigation strategies 

 

 

Guest communication package  

To upgrade the level of interaction with guests and increase transparency, hotel chains can 

adopt an AI system that manages guest communication through email. The system can send 

real-time updates to guests with booking confirmations, stays, and provide personalized 

interfaces along with clearly stated pricing, policies, and amenities. Moreover, AI can 

monitor guest feedback and address concerns promptly, which would create an experience 

that is transparent, consistent, informative, and that guests can depend upon. Such services 

strengthen trust and enhance guest satisfaction. 

 

  Subject: Welcome to Green Tree Inn- Your privacy, Our priority 

 

   

  Dear Dixit Arora 

 

   

We are thrilled to be receiving you at Green Tree Inn, you will be welcomed by an array of 

features that have been customized through AI, from voice recognition to allowing our 

system to suggest room temperatures, breakfast preferences, changing interfaces, among a lot 

more. Transparency is central to our purpose as much as trust remains. this is how we will 

protect and use your data:  What are we collecting? your booking history, language, and 

preferences, such as gender, nationality, and city. We aim to only collect what’s necessary.   

Why we collect it: Each piece of data enables us to personalize the experience and enhance 

service provisions.   

 

 Your control: it is within your power at any single point of time to access, update, or 

delete the data provided to us.   

 

 Full details are available in our privacy policy here: https://greentreeinn.com/privacy-

policy-2/   

 

           We will never sell your data.   

 

           Want to adjust your data preferences now? https://greentreeinn.com/privacy-policy-2/   

 

Visit Green Tree Inn, Data Privacy Team 

Warm Regards 

Mohan Jaatli 

https://greentreeinn.com/privacy-policy-2/
https://greentreeinn.com/privacy-policy-2/
https://greentreeinn.com/privacy-policy-2/
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B Hotel Room Display Poster- Data Usage Notice 

Welcome to Green Tree Inn 

We use smart technology to enhance your comfort: 

 Voice-Activated Room Controls 

 AI-driven Service Recommendations 

 Automatic check-in/check-out assistance 

We protect your privacy 

 Only necessary data is used (preferences, requests, booking info) 

 You can opt in/out anytime 

 No data sold to third parties. 

Scan the QR code below to customize your data settings -https://greentreeinn.com/ 

 

For help, say “privacy help” to your voice assistant or visit the front desk. 

Green Tree Inn https://greentreeinn.com/privacy-policy-2/ 

 

C. Multilingual Voice Assistant scripts 

AI-powered, multilingual AI travel voice assistants improve two-way communications in 

tourism with language translation and real-time assistance from a converter and aids. Not 

only speech recognition, these AI systems will analyze pre-recorded speech for a given 

context, enabling effective communication between tourists and local service providers such 

as hotels, tour guides, transport providers, and even emergency services. Voice assistants 

powered by neural networks can accept requests in any language or dialect to give directions, 

recommend attractions, explain norms, and even make reservations directly in the preferred 

language. These advancements decrease the chances of the traveler feeling confused and 

stressed. Thus, improves the CORS index, customer satisfaction, and can particularly 

improve accessibility in regions of high tourist volume where personnel proficient in other 

languages are scarce. Furthermore, the business will see improvements in productivity owing 

to the enhanced operational efficiency, increased number of business clients, and improved 

economic value, hence proving that AI-powered, multi-lingual systems can be revolutionary 

in the travel sector. All scripts start with “This device uses AI to improve your stay. You’re in 

control of your data." 

 

US English 

“Would you like to review or change your privacy settings?  Just say ‘yes’ or ‘no’.” 

 

Es Spanish  

https://greentreeinn.com/
https://greentreeinn.com/privacy-policy-2/
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¿Quieres revisar o cambiar tu configuración de privacidad? Solo tienes que decir "sí" 

o "no". 

 

FR French 

“Souhaitez-vous consulter ou modifier vos paramètres de confidentialité ? Répondez 

simplement « oui » ou « non ».” 

 

Cn Chiens 

您想查看或更改您的隱私設定嗎？  只需說“是”或“否” 

 

De German 

“Möchten Sie Ihre Datenschutzeinstellungen überprüfen oder ändern? Sagen Sie 

einfach „Ja“ oder „Nein“. 

 

 

Ethical Dilemmas & Mitigation Strategies 

Ethical dilemmas arise when individuals or organizations face conflicting principles, such as 

balancing privacy with data access or profit with social responsibility. These dilemmas can 

undermine trust, reputation, and legal compliance if not handled carefully. To mitigate such 

challenges, organizations should implement clear ethical guidelines, promote transparent 

decision making, and establish oversight mechanisms like ethics committees or 

whistleblower protections. Continuous ethics training and stakeholder engagement also help 

foster a culture of accountability and moral awareness. 

 

 

Ethical dilemmas in smart hotel usage 

Smart hotels use data from customers to enhance convenience and provide personalized 

services, but this creates ethical problems. Such issues include privacy concerns, as guests 

might not fully discern the magnitude and purpose behind the data collection. There’s also 

the danger of surveillance overreach – the risk of data being misused, particularly when 

sensitive data is shared without consent and stored insecurely. Protecting and balancing 
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management innovation alongside transparency, consent, and protection measures is critical 

loss of trust in technology-enabled hospitality service.  

The integration of smart technology in hotels brings convenience and efficiency, but it also 

raises significant ethical dilemmas. Key concerns include data privacy, as these systems often 

collect personal information such as preferences, behaviors, and even biometric data without 

clear user consent. There's also the risk of surveillance, where guests may feel their privacy is 

compromised by always-on devices and cameras. Moreover, reliance on AI-driven services 

can lead to reduced human interaction, potentially impacting job opportunities and service 

personalization. Addressing these dilemmas requires transparency, robust cybersecurity 

measures, and ethical guidelines to balance innovation with guests' rights. 

 

1. Informed consent versus implicit consent  

 
The discussion when debating guests’ rights, so to say, revolves around the issue of being 

informed if data is collected or to what extent. Over fifty percent of the population who read 

and agree blindly to contracts are termed ‘manual’ readers. This brings up the problem of 

whether this contrived informed consent can still be termed “informed”. Smart environments 

have most of the data collection processes done automatically, like waiting for voice cues. 

This makes it impossible for users to mentally decide whether they would accept or deny 

these proposals. The assumption of such tacit agreement means that participants in any 

activity or newly exposed place may be deemed to agree significantly to certain realities or 

rules that are neither spelled out nor pronounced. While tacit agreement may exist in informal 

encounters or even on the streets, ethical tourism practices are increasingly shifting toward 

informed consent. 

 

2. Data Minimization vs. Personalization 

 

Accommodation establishments face the challenge of offering and receiving hyper-

personalization while adhering to the ethical requirements of data minimization. Today’s 

consumers equate social interactions with personalized services; however, modern hoteliers 

still risk collecting data that may enable diverse services that guests might not care about or 

may dislike. 

 

 Data collection must be strictly limited to a publicly stated and predefined intent, such 

as fraud prevention services. 

 

 Use pseudonyms and mask everything possible 

 

 Delete information that holds little or no value or has been retained for extended 

periods. 

 

3. Surveillance concerns and ambient data collection 

 

Hotels strive to meet customer demands for personal attention and automated services for 

efficiency while upholding the ethical standard of data minimization. Gathering too much 
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information poses privacy dangers, but collecting too little can result in services that lack a 

personalized touch.   

 

Limitations of Collection 

 

 Collect information that is needed and has been announced.   

 

 Use anonymous identifiers wherever feasible.   

 

 Delete all information that is no longer relevant periodically.  

 

4. AI Bias and Discrimination 

 

Machine learning systems trained on biased datasets may inadvertently discriminate 

based on language, accent, gender, or nationality. This is especially concerning in guest 

recognition or service prioritization systems. 

 

Mitigation 

 Audit datasets and algorithms for bias regularly. 

 Include diverse training data that reflects global guest demographics. 

 Offer human override options and multilingual support. 

 

 

 

 

5. Data sharing with third parties 

 

Many hotel chains partner with external vendors for analytics, digital concierge services, 

or loyalty programs. Sharing data with third parties introduces risks around data misuse, 

re-identification, or security breaches. 

Mitigation 

 Establish strict data sharing contracts with third-party vendors. 

 Disclose data sharing practices transparently in user-facing materials 

 Limit third-party access to anonymized or pseudonymized data only. 

 

6. Data retention and deletion rights 

Hotels often retain guest data for future marketing service optimization. However, guest 

may not know how long their data is stored or how to request its deletion. 

Mitigation 

 Display data retention timelines clearly 

 Implement self-privacy dashboards 

 Comply with global data protection laws 
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Framework for ethical data communication 

In the context of smart hotels, ethical data communication involves the responsible and 

transparent collection, transmission, and use of guest data to enhance personalized 

experiences while safeguarding privacy and building trust. A robust framework for ethical 

data communication in smart hotels should encompass several core pillars. First, data 

transparency must be prioritized; guests should be informed about what data is collected, how 

it is used, and who has access to it, through intuitive privacy notices and opt-in mechanisms. 

Second, consent and control are critical- guests must be given granular choices over the types 

of data they share, including options to withdraw consent at any time without affecting basic 

service levels. Third, data minimization should be practiced by only collecting information 

that is directly relevant to improving service quality or operational efficiency. Fourth, strong 

data security measures must be enforced, including encryption, access controls , and real time 

monitoring to prevent unauthorized access or breaches. Fifth,, accountability structures must 

be in place, such as data protection officers, regular audits, and compliance with regulations 

like the GDPR or CCPA Finally, ethical AI and automation should be embedded into hotel 

operations, ensuring algorithms used for room cutsomization, service recommedations, or 

behavior predictions are fair unbaised, and explainable, by integrating these elements, smart 

hotels can foster a digital environment that enhances guest satisfaction while respecting 

ethical boundaries and legal obligations. 

 

Conclusion 

As AI reshapes hospitality, ethical data communication is no longer optional is a strategic 

imperative. Transparency, control, and respect for individual privacy must be embedded into 

every touchpoint between guests and the hotel system. By proactively addressing ethical 

dilemmas, hotels cannot only avoid regulatory pitfalls but also build deeper trust with their 

guests. The future of hospitality lies in intelligent service design that respects human dignity 

and autonomy. Hotels that lead in this arena will set the benchmark for digital hospitality and 

brand loyalty. 
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