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In today's environmentally conscious landscape, the hotel industry faces a challenge known as "greenwashing." Greenwashing happens when hotels falsely present themselves as eco-friendly, often by manipulating information or using misleading marketing tactics (Ginsberg & Bloom, 2004; Greenpeace, n.d.). Some hotels, especially in Sweden, proudly showcase green certifications that, upon closer examination, may rely more on self-reported data than rigorous standards (Ahmadi et al., 2015; Calisto et al., 2021). This situation leads to hotels appearing environmentally friendly on paper but falling short in actual sustainable practices.

This report focuses on uncovering instances of greenwashing in the Swedish hotel industry, using Jakovele's (2023) research and other scholarly perspectives. We will particularly scrutinize one hotel to explore accusations of greenwashing, identify potential areas of concern (like the practice of not washing towels daily), examine self-evaluation practices, assess the use of 'Green' technology, and propose alternative strategies for genuine environmental commitment. The analysis emphasizes the importance of transparent sustainability practices to build and maintain trust with environmentally conscious consumers.

[bookmark: _Toc160229876]Greenwashing: Unveiling Environmental Claims in the Hotel Industry

Greenwashing in the hotel industry refers to the deceptive practice of portraying a hotel as environmentally friendly, sustainable, or "green" when, in reality, its practices may not align with such claims. This misleading tactic often involves hotels exaggerating their commitment to eco-friendly practices, using ambiguous language, or as highlighted in the provided statement, obtaining green certifications that lack stringent standards (Ginsberg & Bloom, 2004; Greenpeace, n.d.).

The statement underscores a critical issue within the industry – some hotels proudly showcase green certifications that, upon closer scrutiny, reveal reliance on self-reported data or inadequate standards. This discrepancy poses a significant challenge, potentially leading to a situation where a hotel appears more environmentally responsible on paper than its actual practices reflect.

[bookmark: _Toc160229877]Examining Greenwashing in the Hotel Industry:
[bookmark: _Toc160229878]Decoding Greenwashing Practices in the Hospitality Industry

The hospitality industry has become a hub for sustainability buzzwords, with terms like "sustainable," "eco-friendly," and "green" permeating marketing campaigns. However, the line between genuine eco-conscious efforts and greenwashing is often blurry. This report aims to unravel the complexities of greenwashing in the industry, urging consumers to approach eco-friendly claims with a discerning eye.

Certifications: More Than Meets the Eye

Certifications serve as a prominent tool for hotels to showcase their environmental commitment. Yet, as Jakovele (2023) points out, not all certifications are created equal. Some hotels proudly display green certifications that, upon closer examination, reveal reliance on self-reported data or lack stringent standards. This section underscores the risks associated with placing undue trust in certifications without a comprehensive understanding of the evaluation processes.

For instance, the Green Key certification, while widely recognized, can be susceptible to greenwashing practices. Hotels may boast this certification based on self-reported environmental practices, creating a façade of sustainability without robust validation (Jakovele, 2023).

Tiny Toiletry Bottles: An Environmental Paradox

Change Plastic for Good draws attention to the paradox of tiny toiletry bottles. Despite claims of organic content, the production and recycling processes linked to these bottles often contribute significantly to plastic waste. An alternative approach, replacing single-use bottles with refillable dispensers, emerges as a more sustainable option, aligning with genuine eco-friendly practices.

The Marriott International chain, known for its commitment to sustainability, provides a case in point. While the company has pledged to eliminate tiny toiletry bottles from its properties, the efficacy of this measure is contingent on comprehensive efforts to reduce plastic waste throughout its operations (Change Plastic for Good).

Towel and Linen Reuse Programs: A Green Mirage?

While towel and linen reuse programs are touted as environmentally friendly initiatives, Change Plastic for Good suggests a critical examination. Encouraging guests to reuse towels becomes questionable when hotels neglect investments in energy-efficient appliances or renewable energy sources. This section explores the dichotomy between surface-level sustainability initiatives and more substantial, meaningful practices.

For instance, a study by Hammarberg et al. (2016) underscores the importance of a holistic approach. Simply urging guests to reuse towels may create a green illusion if the hotel fails to implement broader sustainability measures in its daily operations.

Local Food Sourcing: Unveiling Greenwashing Strategies

This section illuminates the practice of sourcing local food as a potential greenwashing strategy. While hotels emphasize the reduction of carbon emissions through shorter food transportation distances, the report questions the authenticity of such claims when accompanied by environmentally harmful practices, such as excessive food waste or inefficient kitchen operations.

A case in point is the "farm-to-table" trend adopted by many hotels. While sourcing local produce, these establishments may still engage in practices that compromise overall sustainability, such as excessive packaging or non-renewable energy use (Greenpeace).

Case Study: Swedish Hotels

Turning attention to the Swedish hotel industry, this section utilizes references from Greenpeace and Jakovele (2023) to scrutinize specific cases of greenwashing. By examining accusations and industry studies, the report aims to illustrate real-world instances, providing a practical understanding of greenwashing challenges faced by hotels in the region.

For example, Jakovele's (2023) examination of Swedish hotels reveals instances where purported eco-friendly practices may be more performative than substantive, emphasizing the need for consumers to remain vigilant.
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Self-Evaluation in the Hospitality Sector

Green marketing often involves hotels engaging in self-evaluation to assess and showcase their environmentally friendly practices. Notably, hotels may conduct internal assessments to measure their adherence to green standards and certifications. The importance of such self-evaluation is evident in the case of the Green Key certification, where hotels self-report their eco-friendly initiatives (Jakovele, 2023).

Motivations for Self-Evaluation

Companies, including hotels, engage in self-evaluation for various reasons, and this holds true in the context of green marketing. According to a study by Amstel et al. (2008), the motivations for self-evaluation can be attributed to the desire for eco-labelling and the potential benefits associated with portraying a green image. 

Analysis with Industry Examples

In the hotel industry, self-evaluation is not merely an internal process but often a strategic move to differentiate the brand in a crowded market. For instance, Marriott International's commitment to sustainability includes self-assessment practices. The company's emphasis on eliminating tiny toiletry bottles aligns with a broader self-evaluation of its environmental impact, acknowledging the need for change in specific operational aspects (Change Plastic for Good).

Challenges and Risks

While self-evaluation can be a powerful tool, it is not without challenges. The interviewee in the provided text highlights the delicate balance required to avoid greenwashing. This resonates with real-world examples, such as the risk associated with hotels obtaining green certifications based on self-reported data, as revealed by Jakovele (2023). The potential discrepancy between being "certifiably green" on paper and the actual environmental impact poses a significant risk to the industry's credibility.

[bookmark: _Toc160229880]Integration of Green Technology in Hospitality: A Discourse Analysis

This section scrutinizes the use of 'Green' technology in the hospitality sector, focusing on the Sustainability/CSR web pages of prominent hotels—Nordic Hotel Group, Scandic Hotels Group, Ligula Hospitality Group, and Nordic Choice Hotels. The analysis aims to unveil the depth of commitment, communication strategies, and the role of eco-certifications in shaping the narrative of sustainability within the hotel industry.

Green Technology Discourse on Sustainability/CSR Web Pages

The Sustainability/CSR web pages of these hotels emerge as platforms not only for marketing community involvement but also for advocating and showcasing their commitment to environmental responsibility. May and Cheney's conceptualization of corporate advertising helps frame these web pages as promotional discourse, where hotels communicate their green initiatives and environmental consciousness (May & Cheney, 2007).

Positive Language and Active Voice

The language employed on these web pages is marked by positivity and an active voice, reflecting a high level of commitment to sustainability. For instance, Scandic Hotels proudly declares, "We have a long legacy of driving sustainability action in the hospitality industry" (Scandic Hotels Group). Radisson Hotel Group similarly emphasizes its extensive history of responsible business practices (Radisson Hotel Group). Such linguistic strategies aim to position these hotels as leaders in sustainability, contributing to a positive image.

Role of Eco-Certifications

Eco-certifications, such as the Nordic Swan Ecolabel, play a pivotal role in establishing the green credentials of these hotels (OECD, 2019). The text underscores the significance of these certifications in positioning hotels as leaders in sustainability. However, it's noteworthy that not all hotels with Sustainability web pages prominently display their eco-certifications, emphasizing a dual focus on environmental credentials and social responsibility.

Differentiation among Hotel Chains

The analysis discerns a distinction in the sustainability approach between larger hotel chains and smaller local businesses. Nordic Choice Hotels and Radisson Hotel Group adopt a comprehensive sustainability approach, addressing economic, cultural, and sociocultural aspects (Nordic Choice Hotels; Radisson Hotel Group). In contrast, smaller businesses may concentrate solely on environmental and sociocultural concerns. The mention of charity work by hotels without eco-labelling implies a commitment to social sustainability even in the absence of formal eco-certifications (OECD, 2019). 
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The concept of "green hotels" has spurred discussion and scrutiny within the hospitality industry, with scholars such as Pizam (2009) and Millar and Mayer (cited in Pizam, 2009) highlighting the gap between the adoption of environmentally friendly practices and their consistent implementation. This gap is often attributed to the prevalence of "greenwashing," where hotels use environmentally friendly terms as a marketing image without substantial policies or strategies (Pizam, 2009).

Greenwashing and its Ramifications

Greenwashing, a term coined by Pizam (2009), refers to the inappropriate use of environmental claims without corresponding environmental practices, leading to scepticism among consumers and influencing their behavior towards the business. Certifications, particularly green certifications, have been proposed as a potential solution to combat greenwashing and enhance the credibility of hotels (Pizam, 2009). However, divergent opinions exist, with some experts viewing certifications as essential for preventing greenwashing and others perceiving them merely as marketing tools lacking genuine environmental intentions (Pizam, 2009).

Global Concerns and Industry-wide Impact

The concerns related to greenwashing extend beyond hotels to encompass restaurants (Rahman et al., 2015). Restaurant managers are advised to exercise caution in their green claims to prevent misleading consumers and engaging in greenwashing (DiPietro et al., 2013). This issue persists across various countries, including the UK (Nimri et al., 2021), China (Chan et al., 2019), and the Czech Republic (Scholz, 2021), emphasizing its global relevance.

Consumer Skepticism and the Role of Certification

Consumer awareness of green practices in hotels is crucial, as evidenced by existing scepticism towards environmental claims in the hospitality sector (Baker et al., 2014; Pizam, 2009). Certifications that highlight specific standards are posited as a means to confirm a restaurant's environmental credibility (Namkung & Jang, 2013), underlining the significance of genuine green initiatives and the avoidance of greenwashing (DiPietro et al., 2013; Pizam, 2009).
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In conclusion, this report has investigated into the intricacies of greenwashing, shedding light on its prevalence in the hospitality sector. The examination of various practices, from the use of eco-certifications to specific examples within the hotel industry, underscores the complexity of the issue. The identified areas of concern, such as the inappropriate utilization of green labels or the strategic emphasis on certain sustainability aspects while neglecting others, highlight the nuanced nature of greenwashing practices.

The analysis extends beyond a mere identification of problems, offering potential solutions. In conclusion, the path towards genuine sustainability in the hospitality industry requires a collaborative effort from businesses, consumers, and regulatory bodies. The report encourages ongoing research, awareness campaigns, and policy developments to foster a more transparent and accountable approach to green practices in hospitality. By doing so, the industry can move beyond the shadows of greenwashing and towards a future where sustainability is not just a marketing buzzword but an integral part of operational realities.
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1. Enhanced Certification Standards:
   To strengthen the credibility of green certifications, industry stakeholders, environmental experts, and governmental bodies should collaborate to establish more robust and standardized criteria. This involves developing comprehensive evaluation frameworks that go beyond self-reporting, ensuring that certifications are awarded based on measurable and verifiable environmental practices. Stricter adherence to these standards will help build trust among consumers, offering a clearer distinction between genuinely eco-conscious establishments and those engaging in greenwashing.

2. Consumer Education Initiatives:
   Empowering consumers with knowledge about greenwashing tactics and how to discern genuine sustainability efforts is crucial. Hospitality businesses, industry associations, and regulatory bodies should invest in educational campaigns to raise awareness among travelers. By providing consumers with information on common greenwashing practices, the environmental impact of various initiatives, and how to interpret eco-certifications, individuals can make more informed choices. This awareness can act as a powerful deterrent to greenwashing, encouraging businesses to align their practices authentically with sustainability goals.
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