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Introduction
Tourism must achieve a harmonious equilibrium among these three dimensions to ensure genuine long-term sustainability. This report seeks to analyse Marriott Hotel's sustainability efforts, addressing concerns of greenwashing accusations, areas where greenwashing allegations arise, the company's self-evaluation practices, and the impact of its "green" technology implementation on sustainability.
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Discussing whether Marriott Hotel has been accused of greenwashing
In recent years, Marriott Hotel has made notable progress in its efforts to incorporate circular economy and sustainability principles into its branding and business operations (Marriott, 2022). However, some contend that Marriott engaged in "greenwashing" by exaggerating the positive environmental impacts of its operations (Moret, 2020).
Some believe that Marriott is not making sufficient efforts to reduce its environmental impact, despite the company's stated intentions to do so (Koseoglu et al., 2021). An illustration of Marriott's ambitious goals for 2025 is the reduction of waste to landfills by 45% and water usage per occupied room by 15% (Landau, 2020). However, due to the tens of thousands of hotel properties, more ambitious goals are required to significantly reduce its environmental impact, according to critics.  Additionally, concerns have been raised regarding the accuracy with which Marriott discloses its sustainability metrics and advancements.
To mitigate plastic pollution, Marriott has additionally supported sustainability endeavours, including the substitution of compact hygiene bottles with sizable dispensers (Inkson and Minnaert, 2018). Notwithstanding this, a significant proportion of its residents persist in the use of single-use plastics. Marriott faces criticism from environmental activists for potentially exaggerating the importance and extent of its initiatives, which they attribute to the lack of enterprise-wide regulations requiring the removal of devices like plastic implements (Ljubica and Cvelbar, 2014).
In brief, according (Cooper, 2021) Marriott has acknowledged the importance of sustainability, but the company will probably continue to be accused of greenwashing until it adopts more stringent environmental policies (accompanied by unambiguous consequences and specifics), eliminates single-use plastics, and furnishes dependable progress reports across its hotel brands. Enhanced accountability via comprehensive reporting and autonomous investigations may prove more effective in establishing Marriott as a genuine frontrunner in sustainability within the hospitality industry, as opposed to relying solely on promotional discourse. Critics must witness additional transformative change before they will accept that Marriott has embraced the genuine essence and consequences of a circular economy.
[bookmark: _Toc157902657]Discussing specific areas where Marriott could be perceived as greenwashing
Marriott has been accused by critics of greenwashing in several areas, including its initiatives to reuse towels and linens. Marriott urges its customers to save water and energy by not washing their sheets and towels every day. Nevertheless, critics contend that rather than having a significant influence on sustainability, this mainly enables Marriott to reduce expenses (McKenzie-Mohr, 2013).
The main point of contention is whether hanging towels to be reused rather than washing them every day truly saves a significant number of resources. Some claim Marriott overstates the environmental benefits, especially considering the volume of commercial laundry done in hotels (Haski-Leventhal, 2018). This is especially true given that towels may be laundered whether or not guests use them again. Critics argue that promises of water savings are misleading in the absence of accurate assessments of activities such as rates of towel usage in rooms (McKenzie-Mohr, 2013).
Additionally, Marriott informs visitors that, upon request, forgoing regular room cleaning benefits the environment. However, there is doubt as to whether this lessens the environmental impact in comparison to routine operations. Researchers think Marriott would overstate the net benefits of on-demand cleaning if systematic operational adjustments aren't made because rooms still need to be cleaned between guests (Nikotina, 2019). Less expensive labour appears to be the primary benefit rather than sustainability.
In essence, the points of disagreement are more about Marriott's pitching strategy than the programmes themselves. While that may not always be the case, in reality, vague advertising gives the impression that every towel that is reused or cleaning service that is avoided significantly reduces resource consumption. Marriott might be able to escape accusations that it uses sustainability primarily for cost-cutting and marketing purposes rather than implementing radical changes if it were to be more open about consumption data, specific reductions, and adoption across brands and locations.
[bookmark: _Toc157902658]Discussing whether Marriott self-evaluates its sustainability efforts
The integration of sustainable development and marketing has become an essential component of the tourism industry. To align with customer values and expectations, the hospitality and tourism sector has been compelled to modify its marketing strategies to emphasise sustainable practices, as an increasing number of travellers seek out such alternatives (Font and McCabe, 2017).
Sustainability messaging has become a crucial instrument for connecting with segments of tourists who are environmentally and socially conscious. Commitments to carbon neutrality, community partnerships, patronage of local businesses, and preservation of ecological or cultural sites are prominently featured in branding and advertising (Font and McCabe, 2017). Marketers effectively communicate how sustainability improves the overall visitor experience without necessitating sacrifice.
A comprehensive evaluation of the environmental, social, and governance (ESG) performance of its brands is undertaken by Marriott for its annual sustainability and social impact report. Significant accomplishments are highlighted in the report for 2022, including an almost 17% decline in water usage per occupied room relative to a reference point established in 2016 (Sachs et al., 2022). Furthermore, sustainability information is divulged, including figures on carbon intensity and refuse diversion rates.
Nevertheless, certain critics have pointed out that a considerable proportion of this self-reported data is devoid of independent verification or transparency concerning the calculations (Brown, Kaiser and Allison, 2018). Moreover, a propensity exists to give precedence to positive metrics at the expense of shortcomings. The reports fail to provide an analysis of the incidence of unmet objectives or the need for modifications to the approach. This supports assertions that Marriott's financial reporting offers an inadequate or partial depiction of the actual efficacy of its sustainability initiatives, in contrast to a comprehensive perspective that has been assessed by a third party (Sloan, Legrand and Chen, 2017).
[bookmark: _Toc157902659]Why do companies self-evaluate?
Self-evaluation enables Marriott to retain authority over how it presents sustainability data and frames significant accomplishments. Instead of running the risk of an unbiased auditor highlighting deficiencies or shortcomings, internal assessment tends to prioritise achievements and progress, even if they are marginal (Management Association, Information Resources, 2018). By emphasising the favourable aspects, Marriott can enhance its standing among stakeholders such as investors, consumers, and local governments, who are progressively demanding dedication in domains such as decarbonisation.
In addition, critical demand and supply considerations must be made concerning sustainability. Extremely seasonal fluctuations in tourism demand burden local supply chains and infrastructure. In addition, carrying capacities for natural and cultural sites are finite; if visitor numbers exceed these capacities, the resources that attract tourism are harmed or lost. To attain sustainability, it is imperative to synchronise and regulate the demand for tourism with the supply of local resources to prevent their depletion.
Significant effects, both positive and negative, can result from tourism. The causes encompass the substantial influx of visitors, infrastructure development, and the natural fluctuations in demand that occur during different seasons (Wickham, Donnelly and French, 2021). Environmental degradation, increased prices for products and services that negatively impact residents, overcrowding of public spaces, and the commodification or loss of cultural heritage are some of the consequences that result. Consistent oversight with an emphasis on sustainability is necessary to gradually alleviate the long-term effects of tourism.
Allowing corporate sustainability teams to evaluate their work may have the opposite effect of boosting employee morale and organisational culture as opposed to a third-party assessment of target progress, which may be less laudatory. Internal reports maintain brand-wide motivation regarding corporate initiatives by praising incremental progress (Hultman, 2019).
Self-evaluation allows Marriott to effectively construct the most favourable public perception of its sustainability initiatives (Jauhari, 2021). However, in the absence of autonomous verification of its assertions regarding reductions in waste, water, carbon, and energy at different sites, allegations of greenwashing may endure unless more unbiased methods of assessment reveal genuine, persuasive advancements that align with the proclaimed vision of Marriott across its entire portfolio of brands.
[bookmark: _Toc157902660]The use of 'green' technology by Marriott and its sustainability impact
The concept of sustainability entails fulfilling the requirements of the current generation while safeguarding the capacity of future generations to do the same (Holden, Linnerud and Banister, 2014). Environmental sustainability, economic sustainability, and socio-cultural sustainability are its three primary pillars. 
Marriott asserts that the incorporation of an expanding array of "green" technologies into its hotels provides economic and environmental benefits (Marriott, 2022). These include charging stations for electric vehicles, intelligent water management systems, energy-efficient lighting and appliances, and renewable energy infrastructure such as wind turbines and solar panels. These technologies are regarded by Marriott as fundamental elements of its sustainability strategy.
In particular, by the end of 2021, Marriott properties have utilised more than 18 MWh of renewable electricity, which is sufficient to power more than 1,500 hotels for an entire year (HOTELSMag.com, 2021). These endeavours assist Marriott in achieving its long-term objectives of reducing expenses and emissions as technologies advance.
Moreover, according to (Vânia Gonçalves Costa and Costa, 2022) "Internet of Things" devices regulate the energy efficiency of a room through the automated adjustment of heating and cooling systems in response to occupancy patterns. Intelligent sensors alert personnel when the illumination in public areas needs to be replaced, thereby enabling preventive maintenance. Additionally, technologies detect pipeline breaches and initiate automated, immediate shutdowns to conserve water.
An urgent matter that necessitates a resolution is whether the extensive implementation of performance-based technologies and renewable energy sources results in the anticipated sustainability benefits when compared to conventional hospitality operations, or if these instruments are merely employed for promotional intentions. Lifespan and return on investment metrics differ between wind and solar energy (Emanuel, Babu and Alexandru-Mircea, 2020). 
To achieve true sustainability, Marriott must strive for a balanced approach that considers all three pillars of sustainability: environmental, economic, and socio-cultural. While the implementation of "green" technologies is a positive step, it should be accompanied by a comprehensive strategy that addresses the broader aspects of sustainability, such as community engagement, responsible resource management, and employee welfare.
Ultimately, Marriott's sustainability efforts should be evaluated based on their tangible impact on reducing emissions, conserving resources, and promoting a sustainable future for the hospitality industry and the communities it serves.
[bookmark: _Toc157902661]What could they do instead of self-evaluating?
Tourism and hospitality have experienced substantial expansion and development over the last century. As tourism has emerged as one of the most rapidly expanding sectors worldwide, current growth rates continue to accelerate. Mass tourism to emergent global destinations has been facilitated by rising disposable incomes and leisure time, which have been stimulated by patterns of economic development. Additionally, changes in consumer expectations and behaviours have had a significant impact on tourism development and demand.
When evaluating the effects of its sustainability tasks, Marriott has several options besides its biassed and opaque interior self-evaluations:
Marriott should consider hiring professionals or auditors with expertise in the hospitality industry to conduct thorough reviews of its environmental records, reporting procedures, and analysis techniques (Batabyal, 2018). This independent lens would objectively assess progress and credibility across locations, as opposed to self-grading. Annual spot inspections, even on a sporadic basis, would enhance validity.
Standards of Certification The utilisation of accredited third-party organisations to obtain recognised sustainability certifications would enable standardised benchmarking for policy and efficiency enhancements. These may pertain to particular branches, trademarks, or the organisation as a whole (Green Globe, 2023). LEED certification, for instance, is concerned with ecological buildings, whereas alternative standards scrutinise more extensive business operations (Amiri, Ottelin and Sorvari, 2019). Compliance provides measurable evidence of milestones attained.
Marriott could practically compile and publish exhaustive, granular performance data online to increase public transparency (UNWTO, 2023). This discloses significant information regarding carbon accounting, the percentage of renewable energy per property, water consumption reduction figures, and more. Data that is accessible to all promotes unbiased analysis and ensures responsibility.
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Conclusion
[bookmark: _Toc157902663]In conclusion, while Marriott has made efforts toward sustainability, concerns about greenwashing and the effectiveness of its initiatives persist. Comprehensive third-party evaluations, transparency in data reporting, and a balanced approach considering environmental, economic, and socio-cultural pillars are crucial for achieving genuine sustainability within the hospitality industry.
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