


Portfolio:
Environmental Sustainability 



Programme: Master of Business Administration (International Hotel Management)
Module: Environmental Sustainability in the Hospitality Industry
Module code: BMMB7004
Lecturer: Dr Jayne Griffith-Parry
Student name: Lola Villard
Student ID: 2114927










Table of Contents

Part 1 - Environmental experience - Essay	3
Can luxury experiences be sustainable?	4
References	7
Part 2 – Fiscal, economic incentives and regulatory affairs - Essay	8
The effect of the war on economical sustainability	9
References	12
Part 3 - Guest experience – Reflective Essay	14
Mass tourism affects the guest experience in Bali	15
References	18
Part 4 - Brand image - Essay	19
Mc Donald’s European “Green” change	20
References	23
Part 5 - Staff awareness - Report 	24
Table of contents	25
Executive Summary	26
Introduction	27
Main Body	28
1 - Critical analysis of current policies 	28
2 - Management implication 	30
3 - Consideration of culture 	31
4 - Communication and training 	32
Recommendations	33
Conclusion	33
References	34

2





Part 1

Topic – Environmental experience

Style - Essay

Title – Can luxury experiences be sustainable?











Historically the hotel industry has been maligned in regards to sustainability. They were seen as water, electricity, amenities, and food wasters. Particularly in the luxury market where the hotel’s main goal is to exceed expectations by doing whatever it takes to gain loyalty. However, sustainability being one of the main subject of concerns worldwide, hotels had to adapt and play their part in saving the planet. In this essay, an understanding of what can be considered luxury in the hospitality industry will be provided and using an example the following question will be answered: Can luxury experiences be sustainable?
The words sustainable and luxury, at first could be seen as a total contradiction. Vivian Corporation (2017) explains that luxury can often be correlated with excess and waste, it is associated with expense, pleasure, fashion, and individualism. On the other hand, in a report of the World Commission Environment and Development, sustainability is defined as “the development that meets the needs of the present without compromising the ability of future generations to meet their own needs” (Brundtland, 1987). How can pleasure and individualism be aligned with strict essentials and caring for future generations? The answer lies in the customers behaviour towards not only the product offered but the overall experience of how it is going to make them feel. The customer needs to be able to indulge themselves with the sensation of helping someone else, preserving the environment or at least not impacting it negatively. For example, Green House Hotel (2021) in Bournemouth adopts this vision ‘to spoil the guests without spoiling anything else’.
Sumas (2021) explains that most if not all luxury brands integrated sustainability at the core of the way they operate, however it has increased the use of greenwashing. Greenwashing is used to describe a business that lays claims to environmental practises or responsible business programmes that either do not materially address its impact or that it cannot substantiate in fact (Edwards, 2022). Hawkins and Bohdanowicz (2011, p24) used survey data to show that consumers are keen to buy products and services that do good without trying to understand the claims. Although 84% of consumers surveyed said to be buying products claiming to be sustainable or green, 34% were unaware of what the claim meant.
Hotels use sustainability credentials to create value for their brand and products as part of their strategic vision. Sustainability has become a great tool to remain competitive on the luxury market. According to JCDecaux (2017), the word luxury is taking on a new definition, it is more unique, exclusive, authentic, and ethical to reflect the values of changing customer behaviours. Luxury has become a way of offering unique experiences which can be done by outperforming competitors on the same segment market or finding a niche market that nobody else explored yet.
The Icehotel in an example of a sustainable luxury hotel, located in Jukkasjarvi, 200km above the Arctic Circle in Sweden. It is a temporary hotel that opens five months a year and is completely redesigned by 40 sculptors each year using ice blocks. Icehotel (2022) explains that its relation to water is central, in fact they “borrow ice from the river” to make a different hotel every year that eventually melts away in spring going back to the river in its water form. 
Icehotel is a certified Sustainable Arctic Destination which is a relatively new certification developed for the Kiruna region in Swedish Lapland.  Since 2018 this certification has aimed to promote sustainable tourism development in the region and inspire other regions in the world (Kirona Lapland, 2022). In Icehotel the unique experience of sleeping in a hand-carved bedroom with an ambient temperature of -15C costs on average £600 per night. The hotel is often fully booked a year in advance, although it isn’t even built yet. Travellers are ready to pay high prices for a unique, luxury, sustainable experience.
So, can luxury experiences be sustainable? In fact, Sustainable Luxury is one of the biggest current market trends in the hospitality industry and the fashion industry (Sender, 2021). With the rise of demand towards a more sustainable way to travel, hotels and holiday destinations soon realised that luxury no longer meant having leather furnishing or extra amenities in the bedroom and a hotel employee available within 30 seconds for any requests. Luxury has shifted towards unique and memorable experiences where the environment plays a big role in peoples decision-making when selecting a holiday destination.
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Part 2

Topic – Fiscal, economic incentives and regulatory affairs.

Style - Essay

Title –The impact of the war on sustainability












To understand the impact of the war on sustainability, the unfortunate event making the news since the 23rd of February 2022 will be used. The war between Russia and Ukraine started in February 2014 following the Ukrainian revolution and their demand to join the North Atlantic Treaty Organization (NATO). Vladimir Putin, the Russian President, already occupying two regions of Ukraine has launched a devastating attack towards Ukraine and it’s capital Kiev since the end of February 2022 (Kirby, 2022). Although it isn’t what first comes to mind on the topic of the war, its impact on sustainability is immense. To demonstrate it, sustainability will be broken down into its three categories: Environmental, Economical and Social. “They are intertwined among one another and together they make up the three pillars of sustainability” (Climadex ,2021)
Environmental sustainability focal points are the wellbeing of the planet’s ecosystems and the protection of natural resources. Kirby (2022) says that it can be improved by individuals and corporations. Ironically it can also be destroyed by the same. Leaning (2000) explains the best way to understand the environmental impacts of war is to investigate these four elements: 
· Production and testing of nuclear weapons
· Dispersal and persistence of land mines and buried ordnance 
· Aerial and naval bombardment of terrain
· Use or storage of military despoliants, toxins and waste
These four elements produce pollution whether it is in the form of radioactivity in the phases of production and testing of nuclear weapons or the air pollution caused by aerial presence of other planes and helicopters. Water pollution is also to be considered with the rejection of chemicals and toxins coming from nuclear testing. Destruction by using bombs that raze not only cities, but also tear apart families, devastate forests, farms and irrigation networks.  All these constituents contribute to the wellbeing of our planet’s ecosystem.
Economic sustainability relates to actions that help economic growth but without compromising the environmental or social sustainability of a community, it includes profitability and employment opportunities (Allen, 2021). Economically Ukraine will be greatly affected and probably for many years to come.  The rest of the world has also been impacted as far as Europe and America. The pandemic has already left the global economy with weaknesses such as tense financial markets and high inflation. Europe is dependent on Russia for over a third of its gas supplies, therefore the war will affect fuel supply in Europe greatly. Low availability of petrol due to curbed volumes of supply from Russia will push the prices to record levels (Clifford, 2022). 
Cumulated Ukraine and Russia export a quarter of the world’s wheat supply, they are also big exporters of barley, corn and other grains (Ubilava, 2022). This means the price of bread, one of the most common foods in the world is about to rise and it will greatly impact the purchasing power of most families. Restaurant and food outlets will also feel this inflation in the cost of food raw materials, this will impact customers in one of the following ways. Restaurants could increase their prices reflecting the inflation of their costs or they could reduce the portion sizes in order to retain the same profit margin, either way the customer always loses (Lutario, 2017).
Concerning the rise of energy costs, hotels in Europe are very likely follow this pattern and increase their costs significantly over a short period of time.

Social sustainability can be described as a process that promotes diversity, equality and well-being. Kandachar (2014) explains that it should always beneficiate people and has been a neglected component as governments focussed on economic sustainability. Murphy and Lakshminarayana (2006) explained that wars, historically played an important part in psychiatric disorders of populations. The stress caused to populations and soldiers from either side will result in catastrophic effect on the health and wellbeing of the nations. 
In Ukraine, it is a social disaster, the bombing affects the population by destroying habitations and killing people. Every man over the age of 18 has been asked to defend their country and most woman children and elderlies are finding ways to flee the country. They hope to find welcoming nations across Europe to help them survive in these terrifying times. Most countries have put in place programmes and temporary solutions to welcome a certain number of this war refugees. For example, in the UK, British families can show their interest on the government website through the ‘Home for Ukraine’ scheme to help and support by sponsoring a family. To encourage this, the government is offering an incentive of £350 per month to cover the refugee’s living costs (Smith, 2022). Members of the population are being urged to show their solidarity by donating essential goods to the Ukrainian nation through different global associations such as the Red Cross or Unicef (Gallagher, 2022). Hospitality businesses such as Arche Hotels. a Polish hotel chain providing over their 16 locations, free temporary housing to refugees from Ukraine. True hospitality in this essence of its term is being demonstrated, Anna Kurkowska (2022), a waitress at Archer hotels said “I don’t think about tourism, you just have to open the door and help people”. 
Although this conflict directly concerns two distinct countries, Russia and Ukraine, the rest of the world is also impacted environmentally, socially and economically in many ways. I can be concluded that war has a dramatic effect on the wellbeing and health of nations, it destroys families and causes disruptions of the economic and social developments. Murphy and Lakshminarayana (2006) explained that death as a result of wars is only the "tip of the iceberg", there are other major consequences that include disability, malnutrition, poverty and psychological illnesses.
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Part 3

Topic – Guest experience

Style – Student journal

Title – Mass tourism affects guests experiences in Bali



This student journal entry will develop on the effect of mass tourism on guest experiences. Although a lot of posts appeared on social media in the past years showing the state of the ocean surrounding the coast of Bali, I didn't quite understand the extent of the damage caused by the intensive tourism.  The concept resonated with me on the 2nd of February 2022 during the lecture entitled “Sustainable Management Practises”.  We discussed the difficulty of the island of Bali and its ability to handle mass tourism and its derivatives. During the lecture, we watched two different videos. 
The first video entitled ‘How to travel Bali - 14 days in paradise’ from the vlogger Christian (Aka Lost Leblanc on digital platforms) showcasing the best secret spots for tourists to discover when visiting Bali. A couple of thoughts came to mind whilst watching this video, the first one being that Bali has a lot to offer and surely looks exactly like what we see in magazines. My second thought came after Lost Leblanc (2020) kept repeating and insisting on visiting this place very early in the morning to avoid the crowds. The underlying message sent to any future visitors watching this video was clear, “you will not get the same experience if you do not make the effort to visit these places at the crack of dawn”. 
The second video entitled ‘The Year Bali Tourism Stopped’ reported and filmed by Matt Davis for ABC News (Australian TV channel) interviewing the local population of Bali to understand the impact the loss of tourism due to the pandemic had on their life. In this video, it is said that “The island of God had become the island of trash” (Matt Davis, 2021) due to intensive tourism over the last few decades. The Balinese population tend to admit that they lost some control of the respect to nature which is one of the main pillars of their Hindu religious culture. In the Balinese culture there is a God called Bhoma the King of Balinese jungle, he is the representation of nature (Bali Culture Information, 2016).  
Tourism had many positive impacts on the population of the island of Bali such as the increase of people’s wealth, employment of locals or openness to the world with local populations able to learn to speak English (Claire, 2022). However, tourism also had some negative impacts such as rise in prostitution, animal trafficking and plastic pollution. It is no secret to anyone Bali’s coast is very polluted, Graham Readfearn (2021) explains that during the monsoon season the tourist beaches of Kuta and Legian can accumulate up to 60 tons of plastic rejected from the ocean per day. Although not all this pollution comes from the island of Bali itself, it is a regional concern in the Pacific Ocean and one of the negative effects of globalisation.
Here is the feedback from a traveller who experienced Bali, this echoes the sentiments of the majority of tourists according to what I have been able to read online:
“I went to Bali in 2019 with friends, we enjoyed many things except one major issue... the island was full of litter, easily spotted on the beaches. The amount of rubbish left by tourists and even locals on the beaches was shocking” (Ros, 2021) 
Bagi (2019) explains that the tourism industry is one of the main motors of the Balinese economy, it is difficult for the government to take radical decisions, however a lot of actions are already taking place such as regular beach cleans or the ban of plastic bags and straws. The tourism research consortium is a research institution at Udayana University in Bali which has the specific task to undertake research in the field of tourism. Wiranatha (2019), one of the researchers, explains that a lot of the solution lies in the awareness and education of the tourists and local populations. The long-term solution is for the Balinese population, with the help of their government, grab hold of their destiny by going back to the essence of their culture and not let the European, American or Chinese culture take over their most precious asset, their landscape. American Research Institute (2017) explained that 70% of businesses in Bali are not operated by Balinese people, it therefore could be concluded that a proportion of the economic resources gained through tourism are not returned to the local economy, and hence are not profitable to the island. The Balinese government is developing the education and support of young generations to become the main economic actors of Bali with the help of different associations, focussing on school education (EOLSS, 2012).
Some organisations such as Sungai Watch that defines itself to be “an environmental organization on a mission to clean rivers” (Make A Change World, 2022) are involving the local population in taking actions to clean up the island. They are claiming that more than 80% of the plastic pollution in the ocean comes from rivers. Their action consists of tackling the problem from its source by creating barriers in rivers that will collect plastic and other debris. Since the start of the action in August 2020 they claim to have collected 350 tonnes of plastic already.
Bali has been a tourist destination for over a century and the dramatic increase of plastic pollution for the last few decades can be apportioned to globalisation and mass tourism. This pollution started to affect guest experiences and has been largely exposed through social media. Although the pandemic outbreak has been dramatic for the population of Bali who mainly rely on tourism to survive economically, locals have been able to start pushing the reset button with the help of different organisations to clean the island and are hopeful for a more sustainable future.
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Part 4

Topic - Brand Image

Style - Reflective essay

Title – McDonald’s European “Green” change.



A few years back whilst queuing at the drive-through of the worldwide giant fast food restaurant McDonald’s in the south of France, I noticed that the McDonald’s famous double yellow arch brand was sitting in a green coloured background. I didn’t think much of this observation at the time except that they must have decided to change from red to green for marketing reasons. A couple of month later, I visited the same food outlet in the UK and saw the two golden arches sitting on the original red background. I concluded that there must be different branding colour choices in different countries to adapt to the culture and/or legislations of each country. However, a few months later, McDonald’s restaurants in the UK also started to turn green. I got intrigued by this sudden rebranding and even more intrigued by the non-communication about that change.
This reflective essay will highlight the use of a green marketing strategy by McDonald’s using colour psychology as part of their branding strategy. According to Bashin (2019) the term ‘Green Marketing’ was first introduced in the early 1990s when industries started showing concern towards the environment in order to attract customers. Nowadays, green marketing has been adopted by most companies, whether it is with the use of Eco-friendly products, the implementation of a sustainable supply chain or the promotion of an Eco-friendly image. The term “Green Marketing” according to Sulkovski (2020) is the art of credibly marketing a company’s own products as truly sustainable to target the younger generation, where a profound change in values has been observed in recent years.
McDonald's Strategic plan is called ‘Accelerating Arches’, this includes the following Goal, Mission and Values.
· Goal - Feed and foster communities. 
· Mission - Making delicious feel-good moments easy for everyone.
· Values – Serve, Inclusion, Integrity, Community, Family. 
Through these values, McDonald's advertises its aim to feed and foster communities, open its doors to everyone while doing the right things. They aim to be a good neighbour and to be better together as a family (McDonald's, 2020).
Back in the 2000’s the American giant McDonald’s was being vilified and under immense pressure from European’s governments to make changes. Barriaux (2007) explained that they decided to take steps towards environmentally friendly practices such as turning their spent cooking oil into biodiesel fuel to power its lorries in the UK, the introduction of organic milk and sustainable grown coffee and opening green restaurants that have windmills, solar panels and water conservation systems.
In 2007 they also decided to change their colour coding within their restaurants and start turning the bright red coloured facades to black, dark brown and green colours. McDonald’s started to implement their current yellow and green logo as per the image below. Shown below are the logo changes chronologically since 1940 to today.
Source : SeekingAlpha[image: See the source image], 2017
Kirner (2012) explained that the change of colour and overall design was progressive. It started with 100 restaurants in Germany and is still being implemented in Europe including in the UK, turning every McDonald’s restaurant green. We are now observing in the UK and in the whole of Europe more green signboards than reds. However, people’s reaction to this information can be quite amusing. I remember mentioning this fact to some friends and family members and they all said, “No you must be joking, they are definitely red”. I asked them to have a look carefully next time they queued for a ‘cheeky BigMac’. The result was that every single one of my friends and family members came back with the same conclusion “You were right, they are definitely green” followed by “how did I not notice before?”
The answer to this question is simple, McDonald’s didn’t want you to focus on this information, instead they communicated on all the other sustainable efforts they made. On their historical newsroom timeline, McDonald’s (2022) advertises the fact that in 2007 they became a founding member of Keep Britain Tidy's 'Love Where You Live Campaign'. In 2012 they launched a programme called Farm Forward to support British and Irish farmers.  In 2015 they announced the use of 100% British potatoes for its fries and even invited YouTubers interested behind the scenes of the supply chain to bust myths about the quality of their food. In 2020 McDonald’s opened its first net-zero designed restaurant at Walt Disney World Resort, which creates enough renewable energy on-site to cover 100% of its energy needs on a net annual basis.
In marketing and branding, colour is often used to persuade or influence, this is called colour psychology (Burst, 2014). Colour psychology is the study of how colours can influence human behaviours. In the case of McDonald’s, the message sent out with a bright red was: high energy, excitement, passion. The colour red is also known for stimulating the appetite as explained by Slansky (2012) in the article titled ’Colours and appetite’. By selecting the colour green McDonald’s sends the messages of nature, health, relaxation and sustainability.
McDonald’s rebranding in Europe towards a more sustainable image is a large project and will certainly be ongoing for a few more years. Concerning the rebranding of McDonald’s in America and other parts of the world, although sustainable efforts are made at every world location, the difference of cultures isn’t pushing McDonald’s to change their background logo colour to dark green anywhere else in the world at present.
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Executive summary
In this report the challenge of the successful implementation of sustainable practises in the hotel industry has been highlighted. A critical analysis using the Kipling method has been conducted and it is explained that the results of this analysis will vary for different businesses. The following elements including management implication, consideration of culture and communication and training have been discussed. The findings of this process led to the following recommendations.
1. Select motivated managers and enthusiastic employees
2. Create a green team
3. Review the induction and training programme
4. Consider an incentive or reward programme
If implemented accurately, these recommendations will help hotels to implement sustainable practices efficiently and gain in staff loyalty.


Introduction
This report is written in relation to the hospitality industry and specifically hotels, it will highlight the different approaches a management team can utilise to implement sustainable practices. Hawkins and Bohdanowicz (2011, p182) explained that when hospitality businesses get accused of failing to meet their responsible business commitments the root cause is most commonly a lack of staff engagement. Detailed analysis of the different approaches to increase staff awareness and engagement in sustainability practises will be provided. The main discussion will be organised as follows:
· Critical analysis of current policies
· Management implication
· Consideration of culture
· Communication and training
Staff awareness will be at the forefront of the analysis provided. The Kipling method and ‘nudging’ technique will be used in this report to provide the best recommended approach for hotel businesses to successfully implement sustainable practises.



Main body
1 - Critical analysis of current policies
In order to make informed and accurate decisions an understanding of the current situation is essential to a business.  For this report, a simple but efficient method will be used.
The Kipling method was named after the English poet Rudyard Kipling (1865-1936) it consists of the six universal questions: What? Why? Who? Where? When? and How? Detailed and specific answers to the questions will help in providing an analysis to any problems, open ideas for new opportunities and allow to formulate better decision-making (Markov, 2019). The Kipling Method, also known as the theory of the Five W’s and One H (5W1H), when applied to the hotel industry will translate in the following questions:
	5W1H
	Question
	Possible answers


	What? 

	What are the current sustainable practices in the hotel?
	Food management
Water management 
Waste management
Energy management 

	Why? 

	Why were they implemented?
Why does it need changing?
	For environmental reasons and marketing purposes
To follow the current market trends / to answer to new regulations

	Who? 

	Who decided on those practices?
	Previous or current management
A team or a person

	Where? 

	Where have they been implemented? In which departments?
	Front office, restaurant, kitchen, housekeeping, maintenance, facilities, grounds.

	When?

	When were they implemented? 
When where they reviewed for the last time?
	Over 10 years ago
5 to 10 years ago
In the last 5 years

	How?

	How have they been implemented?
	Explained in induction, using training matrices, through staff meetings, day to day implementation…



Possible answers were provided as examples to illustrate the methodology, however every hotel using this method will find different answers pushing them to go further in the questioning to complete the analysis of their current policies.

2 – Management implication
When it comes to new policies, procedures and responsible business priorities, the management team will be making final decisions. However, businesses are starting to realise that staff accountability and engagement will need to be considered when applying responsible business strategies to enhance long term economic value. It becomes crucial for hotels to provide a structure to let employees engage with responsible business priorities (Hawkins & Bohdanowicz 2011, p180). Hotels can create a ‘green team’ amongst their employees that will be part of the decision-making process, the implementation as well as the regulation of sustainable policies and procedures. 
“A green team increases employee engagement and focuses more minds on tackling tough problems and coming up with creative solutions, thereby gaining more buy-in from employees and creating a stronger culture of sustainability” (Cultivating Capital, 2022).
A winning ‘green team’ will need to involve every department, sustainability cannot be run by only one person or one department. It’s about having as many individuals as possible to buy into it and therefore each department needs to be well represented. McManus (2022) explains that it can be started with individuals in the hotel organisation who have some passion about the topic of sustainability. Pennypacker and Ritchie (2005) says that this proceeding could help reduce the distance between the management formulating policies and the employees that will have to carry them forward. In many hotels, employees are used to improvising, doing things the way they feel works better for them rather than looking at the bigger picture (Olvera, 2021). Getting them to change the way they behave will start with the understanding of the new procedure and often this lies within the culture of the company.


3- Consideration of culture
Doyle (2020) defines company culture being the shared values, attributes, and characteristics of an organisation. According to Bateman (2019) company culture is not determined strictly by what management says it is, but by what the employees perceive. Culture is the variety of important presumption that employees share about the company’s goals, values, and beliefs, which in time influences their behaviour. He explains that for a strong sustainability culture to exists in any company, it needs employees to share a viewpoint in the importance of sustainability and behave in ways that support it.
Embedding behaviour change can be a challenge for most companies. A way to look at it is to go further in the thinking and offer the employee a perspective that will not only suit the business needs but may as well help them and impact their life positively (Bateman, 2019). For example, if an employee in the hospitality industry is being taught how to make savings using sustainable practices it will be easy for them to apply it not only at work but also at home. This is a win-win situation where the employer and employee both can make savings by sharing values.



4 – Communication and training
In the service sector including hospitality, training employees to the highest standard is key to exceed customer’s expectations. Training employees on how to achieve a task following a specific order and in a given time is easily achievable by following specific methods such as manager coaching, shadowing or the use of standard operation procedures. However, to achieve consistency and for the standard to persist in time, communication with the employees that will be performing the task becomes key (Bashin, 2020). It all starts from the employment, Cvetkovic (2020) explains that a good first orientation is crucial, and this should include the hotels brand story, its mission and vision statements that will include environmental values. It could involve having Human Resources taking the time to go over employee benefits and to set expectations by reviewing staff guidelines such as dress code, grooming standards, behaviour, language, etc.
There are a few induction training initiatives in the hospitality sector that are being used by hotel groups. For example, Scandic uses an e-learning programme at the induction stage and supplements it with a range of other programmes to help employees throughout their career at the Scandic hotel group to understand and apply the company’s philosophy. 
Another technique well used in the hotel industry is ‘nudging’, Thaler and Sunstein (2009) explain that this is a powerful technique to embed new positive behaviour change.  It consists of very simple reminders called nudges that are in fact reminders of the organisations value, processes, expectations, etc. For example, hotel managers can nudge their employees to respect social distancing guidelines by placing markers on the floor in communal areas. Scandic nudges their employees by displaying the environmental programme in an area accessible by team members only, the programme clearly states the achieved, ongoing, short term and long-term goals associated with a deadline and the person or team responsible (Bohdanowicz and Simanic, 2004).
Recommendations
It is recommended for hotels to take the time to carefully analyse their environmental statements and policies by using a questioning method such as the Kipling method. The main actors will need to be selected to include motivated managers and enthusiastic employees to successfully implement new sustainable practices. The creation of a green team can be beneficial to drive change and involve employees at every level. It is important for employees to buy into the responsible business initiatives, to do so a training programme including a comprehensive orientation for new employees and the implementation of refreshing training programmes will be the key factor for their engagement in these initiatives. Businesses should consider what are the benefits for the employee, the provision of incentives and rewards could be beneficial.

Conclusion
It is factual to say that one individual or an organisation cannot stop global warming, but each could have a role to play in making a significant impact. Hospitality businesses have realised the benefits of getting employees to engage with sustainable business practices. Employees can only be driven by what they truly believe, it is up to businesses to make the effort in addressing local issues and matching employee values. Employees should be convinced that there are also personal profits in making the proposed changes.
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