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Abstract
This research project examines methods to increase guest engagement through energy-saving measures in hotel rooms. These include key-card power switches and prompts. The study was guided by a pressing need to align guests’ behaviours to its parent company's sustainability goals, Accor. The goal was to integrate existing academic and industry learning into practical recommendations for the hotel. This will be done to accomplish this through three key objectives: understand the main inspirations for driving guest engagement, understand Novotel Birmingham’s current processes for guest engagement, and finally, provide recommendations based on evidence of best practice.

The research used a qualitative, secondary-data approach, focused on Novotel Birmingham. A systematic review of academic literature, corporate sustainability reports and industry publications was conducted. The data was analysed thematically. The critical outcomes of the research revealed a large gap between having energy-saving technology and engaging guests in its use. While Novotel Birmingham is fully equipped with the technology as mandated by Accor, the guests’ communication strategy was ineffective. The main barriers to guest engagement were a lack of salient awareness, perceived inconvenience associated with using the systems, and not using powerful motivational drivers such as norms or tangible feedback.

The project raises a series of actionable recommendations for Novotel Birmingham guided by this analysis. The recommendations aim to close the gap, implementing principles of behavioural science, and include two salient changes: immediate updates to all in-room prompts to be engaging and using both normative messaging and tangible benefits both in-room communications and at various points of engagement in the clients’ journey. Finally, the hotel will need to ensure data-driven practices are established and foster a culture of continued improvement via engagement with staff. These recommendations will allow Novotel Birmingham to move from a policy of using the technology to engaging the guests leading to improved environmental outcomes, savings to cost, and enhanced corporate social responsibility outcome.
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[bookmark: _Toc213196331]Chapter 1: Introduction
Workplaces in the global hospitality sector are under increasing pressures to adopt sustainable behaviours due in part to regulatory requirements, pressure from CSR's objectives, and the growing environmental consciousness of consumers (Jones et al., 2016). The energy usage in guest rooms influences a large portion of a hotel's environmental impact. Therefore, many hotel organisations, including international brands such as Novotel, have begun implementing energy related actions in guest rooms (Arenhart and Souza, 2025). These actions include power turned on/off using guest room key cards and prompts within the room to inform the guest of energy use and conservation recommendations (Wang et al., 2023). However, these actions may not be influential to a guest and will require their awareness and behaviour around energy consumption.

The study will emphasise Novotel Birmingham, a prominent hotel within Birmingham's hospitality market. The brand is part of the larger hotel group, Accor. The research will focus on a key component of the sustainability strategy implemented by the hotel, which is engaged interaction with the existing in-room energy use technologies that Novotel uses for guests. While Novotel Birmingham presently utilises existing systems, their effectiveness is presently unknown. Achieving sustainable actions relies upon voluntary acts of guests. Thus, guest engagement and involvement are another key areas of focus (Rahman et al., 2022). 

The aim of the research is to explore action for the engagement of hotel guests with existing in-room energy technologies existing at Novotel Birmingham. This will be achieved using a synthesis of literature in the hospitality sector, alongside academic literature, and industry evidence-based case studies. 

The research will have three key objectives: 
1. To identify factors influencing hotel guests' engagement or involvement with existing in-room energy technologies or disclosures pertaining to energy practices.
2. To identify existing practices related to significant energy use prompts and disclosure used by Novotel Birmingham to save energy in guest rooms.
3. To make recommendations based on the research synthesis as to data driven actions to optimise or improve Novotel's energy agenda.

To achieve the objectives of the study a qualitative secondary-research methodology will be identified and described subsequently. This includes a systematic review of the academic literature related to sustainability behavioural studies in hospitality and Accor’s corporate sustainability report. Ultimately, the research hopes to reduce the knowledge gap for the case study hotel. The recommendations made aim to increase the environmental sustainability of Novotel Birmingham, as well as support its CSR alignment.
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[bookmark: _Toc213196368]Figure 1. Novotel Birmingham
(Source: Accor, 2025)

[bookmark: _Toc213196332]Chapter 2: Literature Review
[bookmark: _Toc213196333]2.1 Introduction 
This chapter offers a rigorous and systematic review of the academic literature on guest engagement with sustainability initiatives within the hospitality domain. The review focuses specifically on in-room energy-saving initiatives, an essential component of hotel environmental management. In the following, the review is organised as an interpretation of the study's objectives, beginning with the identification of the range of multi-layered guest behaviours, exploring guest engagement from the perspective of hoteliers, especially focusing on large chain hotels in the case of Accor (the parent company of Novotel), and the synthesis of the review allows the research to identify theoretical and practical framing for the current study and elucidate the knowledge deficit the research seeks to investigate.

[bookmark: _Toc213196334]2.2 Theoretical Framework
Modern sustainability literature highlights the salient topic of environmental sustainability as an essential in hospitality as opposed to a marginalised service value. The academic literature highlights the topic of sustainability as an element of a strategic business process and stakeholder legitimacy, connecting ecological responsibility to longevity in competitiveness and brand resilience (Bansal and Hoffman, 2023; Tarnovskaya, 2023). The larger picture is that of the tri-sector model of the pillars of the environmental, social, and economic. However, contemporary scholarship tends toward an attempt to move the discussion away from static definitions of sustainability to a dynamic, strategic managerial approach in which sustainability performance is integrated throughout the value chain (Doppelt, 2017; Willard, 2020). In terms of operations in hotel management, these sustainability pillars can be seen to be embraced not only in resource usage and carbon accounting and monitoring, but also in terms of the guest exercise interface where the requisite environmental activities must take place on behalf of the guest on site (Makoondlall-Chadee and Bokhoree, 2024; Menegaki et al., 2024). This is significant due to the evidence of a much more overall enhancement in important levels of positivity seen in both corporate operators and also that consumers are much more likely now to feel that sustainability is seen almost as a given baseline standard for professional service delivery (Jones and Comfort, 2020).

In hospitality processes, it can be seen that sustainability has gone from a stage of corporate social responsibility to be seen as an influence on the various processes of procurement, operational KPIs, and reporting (Font and Lynes, 2018). Chain hotels are formulating an increasing process of their own institutionalisation of sustainability as applied to their operational aspects as applied to corporate policy, environmental management systems, and brand-level corporate campaigns (Almeida et al., 2025). These processes are extensively seen to be recorded under strategic ESG headings under their respective reports, hence indicating a dynamic alignment with both the expectations of the shareholders and the discourse of global normative policy culture seen in reports (Glover et al., 2014). In the case of Accor, the work of strategic architecture can also be seen in auto-manufacture of Planet 21 and Planet 25 where the sustainability performance is expressed in terms of constituent content of creation of commercial value, yet it has been noted within the review of the scholarly community that there is a gap between the substantive high-level strategic sustainability and the micro-behavioural considerations in the room sub-procedures (Jones et al., 2016). This is an important theoretical consideration since the sustainability pillars constitute such a shared normative expectation, but it is the behavioural science which tells us whether the desirable environmental outcome actually takes place at the level of the operational room usage (Ketprapakorn and Kantabutra, 2022).

Current research shows that consumers of hotels are increasingly expecting not only to have sustainable credibility of system provided, but there is also increasingly in the consumer mind visible prompting in terms of suggested behaviour (Han et al., 2018; Maduku, 2024). This new orthodoxy of thought gives a new frame in which possible energy saving elements are not seen as opt-outs but necessarily a part and parcel of the service environment (Dedat and Rodrigues, 2025). The theoretical contributory frame therefore not only embraces the sustainability elements by which the definitions of this new corporate strategy are determined, but also what their operational behavioural ecosystem is (Costa et al., 2022). Hence, in this exploration, it is whether Novotel Birmingham as an operation and in its practices might show a reflection of them in any meaningful way.
[image: A diagram of a structure

Description automatically generated]
[bookmark: _Toc213196369]Figure 2. Theoretical Framework of Sustainability Integration in Novotel Birmingham
(Source: created by author)
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[bookmark: _Toc213196370]Figure 3. The Three Pillars of Sustainability (Environmental, Social, Economic)
(Source: TQP, 2025)
[bookmark: _Toc213196335]2.3 Factors That Influence Guest Engagement 
Understanding the motivation for engagement in energy conservation is complicated and multi-levelled. The literature often categorises these influences as either internal psychological factors or external situational factors. 

Significant area of research identifies engagement as linked to the guest's internal value system (Chathoth et al., 2020). Environmental concern and personal norms have predominately been attained as principles of engagement (Čapienė, Rūtelionė and Tvaronavičienė, 2021). The literature reveals guests who indicated they hold stronger ecological values, increased likelihood of reporting positive behavioural intentions to select green hotel options and engage with conservation programs (Kim & Han, 2010; Rahman et al., 2022).This behaviour is often described by Value-Belief-Norm theory, where the propelling force for pro-environmental action is personal norms that are triggered by awareness of consequences (Wang et al., 2021). This aware-behavioural process of adopting sustainable actions has a critical caveat often referred to as the "value-action gap" (Essiz et al., 2022). This means that ethical use or intention does not always correlate with behavioural action in the case of actions such as key-card systems (Juvan and Dolnicar, 2014).

Demographic variables seem to indicate inconsistent findings, while some research indicates that sustainability conscious traveller groups are younger, better educated, and higher income groups (Jones et al., 2016). Other research finds that demographics are a weak predictor of specific behaviours in room (Dolnicar, 2020; Zhu, Greene and Dolnicar, 2024). Thus, the behaviour of interest is not strictly due to demographics, which has shifted scholarly research to situational, more malleable. 

The design in terms of both physical and communicative elements of the energy saving initiative is likely just as important as the guest's predispositions. Convenience is one key factor. Miao and Wei's (2016) research indicates that even environmentally concerned guests are less likely to engage in measures that are deemed inconvenient or require effort. Key-card systems are designed to centralise power use and minimise efforts in conclusion but may fail by poor design or not presenting an easy understanding to engage (von Grafenstein, Jakobi and Stevens, 2022).

Awareness and communication are equally important. If a guest does not register or understand an initiative, they cannot engage in it. Studies indicate that prompts and informative signage is more effective when clear, concise, and in a direct, visible relation to that action (i.e. beside light switch, or beside key-card slot) (Goldstein et al., 2008). In addition, how the message is framed is important. Appeals to social norms (e.g., "Join the majority of our guests who help save energy") have been shown to be more effective than simple statements about environmental benefits (Bohner and Schlüter, 2014). Thus, there is a challenge in the lack of immediate, tangible feedback on energy savings due to the positive effect of the action being undetectable to the guest (Gössling et al., 2019). 

[bookmark: _Toc213196336]2.4 Hotel Strategies and the Corporate Context
While it is essential to understand the guest, the strategies utilised by hotel companies forms the second half of the equation. The literature reveals a path from applying technologies to more advanced management of behaviours. 

At the large hotel chain level, for companies such as Accor sustainability is driven through a mix of regulatory pressures, cost saving, and brand reputation or Corporate Social Responsibility (CSR) (Jones et al., 2016). Many corporations implement broad frameworks, such as Accor "Planet 21" programme, with openly ambitious targets for decreased energy and water consumption. Such programmes often require investing in energy efficient technologies throughout their portfolios (Yue et al., 2025). However, closer analysis of sustainability reports and responsibilities finds much larger reporting on macro types of achievements (e.g., total CO2 reduced across the chain) versus granular to the consumer facing behaviours of guests at a property (Font et al., 2016). This creates a disconnect between corporate strategy and actual on-ground effectiveness.

The first, and therefore the most straightforward, opportunity for hotels to enhance resource efficiency is to put money into technology that provides either automation of savings (such as LED lighting, or motion sensors in low-traffic areas), or passive encouragement (like key-card-activated master switches). When hotels use automation, the obvious issue of applying such tech is sometimes at the expense of guest comfort; key-card accountability tends to depend on voluntary compliance (Perez-Batlle et al., 2022).

The alternative and focus will shift to nudging, using insights from behavioural economics to move guests toward particular choices without eliminating freedom of choice (Thaler and Sunstein, 2008). Again, this directly relates to prompts and communication. The factors affecting the choice architecture of a hotel room are being explored in the academic literature for both efficacy and significance. Placing the pro-environmental choice under default legislation or simply providing further ease of selection is evident across the landscape (Gössling et al., 2019). This is a more sophisticated understanding that the design of the environment in which the guest resides must be engineered to encourage pro-environmental behaviour.

[bookmark: _Toc213196337]2.5 Synthesis and Gap in the Literature
The existing body of academic literature establishes a well-established framework for understanding the relationship in engaging guests to act within hotel sustainability. In summary, it is well-understood that engagement is a contingent function of both guest characteristics (values, awareness) and factors available to the hotel (convenience, communication). Furthermore, the evolution of corporate strategy from solely looking toward the science of engineering to the incorporation of science from the behavioural sciences indicates that more consideration of the human aspects of all functions are under more scrutiny in environmental management.

The distinct gap remains. Despite a range of studies identifying either general factors or testing generic nudges, there is limited number of studies that actually synthesise these broad findings into a critical, context specific evaluation of practice. The academic dialogue seems to remain at a generic level. Most studies can be categorised in two: those discussing hotel guests as both a homogenous category and those referring to the desired intent to act rather, than an analysis of how the operational tactics of an actual brand is aligned with the attributes of best practice.

The analysis will deduce the sustained gap by taking the factors and frameworks defined in the previous review as both a lens and threshold standard for critique it for the specific case of Novotel Birmingham. The study will not focus to generate new primary data on guest psychology, rather to try to use the existing corpus of scholarly knowledge to maps the operational practice within the organisations where the evidence-based knowledge was as high priority in its production. 

[bookmark: _Toc213196338]Chapter 3: Research Methodology
This chapter describes the methodological approach chosen for this study to explore strategies to improve guest engagement with in-room energy-saving behaviours. This study will employ a qualitative case study methodology, utilising secondary data, which will then be analysed through thematic analysis. This combination of data type and methodology was chosen to allow for focused, in-depth examination of the particular operational context of Novotel Birmingham.

Case studies are described as an empirical inquiry that investigates a contemporary phenomenon in its real-life context, specifically when the phenomena and context are not clearly distinguishable (Yin, 2018). In this study, the "phenomenon" in question is guests engaged in energy-saving behaviours, while the "context" is Novotel Birmingham. One benefit of focusing on a case study is the ability to study complex social and behaviour patterns in one bounded system in a holistic and detailed manner (Gustafsson, 2017). One of the main strengths of this approach is the potential for the collection of rich, contextual material from a single unit of analysis. If the interest of the research project is to develop an organisation and context specific understanding, case studies are ideal (Saunders et al., 2019). However, a noted limitation is that the findings were not intended to be statistically generalisable to the accommodation sector. Consequently, the trustworthiness of the findings relies on the analysis and deductive reasoning, not statistical generalisability (Denscombe, 2017). In order to deal with this constraint, the research will aim to achieve analytical generalisation (where the findings will be positioned within wider theoretical arguments from existing literature).

This research will rely solely upon secondary data. Secondary data is cost-effective, and the case study design allows for the analysis of a wide range of pre-existing knowledge to avoid logistical issues with the collection of primary data from guests (Bryman, 2016). The data range will consist of a range of documentary material for analysis, including the following: Accor's corporate sustainability reports (for example, Planet 21 programme), academic journal publications (specifically on pro-environmental guest behaviour and green hotels), and industry publications. Using secondary data has its limitations. The research is reliant on the availability, quality, and motivation and bias of the authors of the primary source material. To ensure rigour, the evidence sources will be rigorously assessed for credibility, authenticity and representativeness before including the sources in the analysis of the secondary data (Denscombe, 2017).

To systematically analyse the qualitative data, the method of thematic analysis will be used. Thematic analysis is a fundamental method for identifying, analysing and reporting themes (patterns) within data, and provides a flexible and useful instrument for representing textual sources (Braun and Clarke, 2006). The analysis will follow the six-phase model as outlined by Nowell et al (2017). The process will involve: 
(1) familiarisation with the data through reading and re-reading the selected documents; 
(2) generating initial codes to identify key characteristics of the data pertaining to the research questions in the study; 
(3) collating the initial codes into relevant and potential themes; 
(4) reviewing the themes; 
(5) defining and naming the themes; 
(6) producing the analysis as a narrative report. 

This rigorous process is highly relevant. By using this method, the research will be able to identify the key factors influencing guest engagement (for example, awareness, convenience, moral norms), from the existing literature. It will also allow to critically assess how these themes are reflected in the Novotel Birmingham's current strategies. From theming the secondary data, the study will be able to address the research objectives directly and robustly, and thereby provide a credible evidence base for final recommendations.
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[bookmark: _Toc213196371]Figure 4. Thematic Analysis Process
(Source: Maxdaq, 2025)

[bookmark: _Toc213196339]Chapter 4: Findings
[bookmark: _Toc213196340]4.1 Introduction
This chapter includes the findings from the secondary research carried out for the purpose of this study, which sought to fulfil the aims of the project. The data was reviewed and organised thematically around the three research aims and identified in the academic literature, the organisation’s documentation and reports, and industry reports. As the chapter structure is derived from the research aims, the analysis will first identify the universal factors affecting guest engagement and will then critique how these are enacted in Novotel Birmingham’s context before the data collates in order to make recommendations for improvement. One key document which will inform the following analysis is the Accor 2023 Universal Registration Document (Annual Report), which provides a strategic context to the actions historically and currently undertaken by Novotel Birmingham. 

[bookmark: _Toc213196341]4.2 Theme 1: Universal Factors Affecting Guest Engagement
The literature consistently identifies a set of factors which determine the success of in-room energy-saving methods and these can be categorised into cognitive, practical and motivational. Also from the point of view of sustainability theory, such cognitive, practical and motivational factors link in with the environmental pillar of the sustainability model, as a result of energy saving being considered an important material environmental impact measure as part of hotel ESG frameworks (Jones and Comfort, 2020; Shrivastava, Hernandez and Hernandaz, 2025). The social pillar is also implicated because guest engagement forms part of stakeholder engagement, and behaviour change, which is now acknowledged as an important performance measure under sustainable hospitality initiatives (Font and Lynes, 2018). This means that guest engagement is not just a consideration of behavioural psychology, but it is increasingly seen as a sustainability performance measure in its own right.

A fundamental reason for a lack of engagement from guests in their accommodation facilities is simply lack of awareness. The literature suggests that many guests do not even know what sustainability measures are included in their room, or do not understand the clearer implications of these measures (Dolnicar, 2020). For instance, Al-Sheyadi et al. (2023) found that even with a key-card system in a room, guests do not always understand that a key-card system is intended to save energy and that its function is not clear and often considered questionable, especially for international guests who have never been to a hotel that uses a card-reader. The success of the prompt is therefore reliant on the engagement it can attract, and having a clear, immediate instruction. When messages come in the form of a message which takes longer to read or interpret and consider, they are less likely to be noticed in the busy atmosphere of a check-in at a hotel (Gössling et al., 2019).

The notion of "effort minimisation" is an important principle. Even the most environmentally friendly guest would be less inclined to use a system that they considered inconvenient (Miao & Wei, 2016). In the example of key-card systems, this results in the physical design: the location of the slot should be intuitive and easy to access. If a slot that requires the guest to search for it, it would hinder compliance even further. In addition, convenience-related design features that may perhaps remove the guest's ability to conveniently charge their devices by cutting power to most outlets will likely prompt them to intentionally disable the system, such as put a random card in the slot (Perez-Batlle et al., 2022). This brings forward the important trade-off between energy savings measures and comfort to guests.

In addition to being aware of the options and being mindful of the convenience and ease of use, it is also a question of motivation. Behavioural science indicates that individuals live by social norms, or people's perceived behaviour (Goldstein et al., 2008). Prompts which use normative messaging (e.g. "75% of our guests in this room reused their towels") have been more successful than prompts that do not include normative messaging, just an environmental message (Bohner and Schlüter, 2014). Lastly, another issue is the lack of feedback relating to guest actions. For example, a hotel guest does not usually have feedback, such as a bill for utilities, as they would in their own homes. In other words, a hotel guest does not have anything tangible to associate with their actions. The action does not feel as meaningful (Liang et al., 2023). Linking the behaviour to a physical, however small, outcome may promote engagement. Therefore, from a sustainability framework point-of-view, such behavioural impediments are not at odds with sustainability policy but are rather at the operational implementation layer of sustainability practice, meaning that the guestroom is a key site where sustainability strategy becomes either real environmental impact or performance failure.

[bookmark: _Toc213196342]4.3 Theme 2: Assessment of Novotel Birmingham's Current Strategy
The above elements when applied to accessible information on Novotel outline a mixed result, where there is a strong corporate structure but potential for improvement at the property level. 

Novotel Birmingham operates under the ambitious sustainability framework of their corporate entity Accor. Accor’ Universal Registration Document (2023) notes for the corporate goal to build "a more sustainable hospitality model" with measurable goals outlined within their “Planet 21” strategy. The corporate entity notes that 100% of its hotels are equipped with energy efficient infrastructure, and their key-card system is a common technology that is deployed through their Novotel brand (Accor, 2023, p. 28). This decision made by the corporation ensures that the baseline technological framework to achieve energy savings is in play within the Birmingham property.  However, the installation of infrastructure only meets the “environmental efficiency” component of the environmental pillar, and sustainability theory shows that without complementary social-behavioural inputs environmental objectives cannot be met, meaning that the technology has to be complemented with communications interventions (Willard, 2020; Bansal and Hoffman, 2023). In this framework, it is mentioned the corporate strategy “raises awareness with guests and teams” and also demonstrates an understanding that technology does not represent a solution in isolation (Accor, 2023, p. 30). 

However, further evaluation suggests that there is likely a gap between the corporate policy and the real-world application at the property level. While the technology has been installed, the communication to the guest has no further evidence of effectiveness. Considering some common industry benchmarks and best practices outlined "effective prompts" should be high-visibility, action-oriented, and designed strategically (ITP, 2022). Industry standards (e.g. ITP Hotel Net Zero Pathway) indicate that any guest-facing programmes should relate sustainability communications to the three-pillar model (see Figure 3): not only indicating environmental benefits but showing how the activity supports social responsibility and long-term economic resilience (ITP, 2022; World Sustainable Hospitality Alliance, 2025). Novotel Birmingham at present does not seem to demonstrate the entering into these links, meaning that the sustainability “narrative frame” is left under-exploited.

For the context in Novotel Birmingham, it could be noted they perhaps consider an evolution of standardised in-room, guest-facing prompts about the key-card system and towel reuse. With consideration to design and placement of those communications, are they placed immediately with a visible connection to the action (in relation to the key-card slot, or possibly adjacent the room light switch) (Wang et al., 2024). Best practice suggests that prompts in the immediate choice environment are clearly more effective (ITP, 2022).  Furthermore, it does not appear to be public evidence in the Novotel Birmingham property or standardised materials related to the use of behaviours that also evolve. Normative messaging to guests or feedback related the amount of energy saved, which has previously demonstrated significant engagement in more specific hotel work (Liang et al., 2023). 

A specific challenge for a hotel like Novotel Birmingham is the challenge presented by different types of guests visiting for work or leisure, and diversely from various cultural settings. Wang et al. (2021) research on Accor hotels in China determined cultural background as a more significant influence on guests’ perception of hotel green initiatives. It could be reasonably reasoned that a standard set of communications might therefore induce less efficacy than one more adapted to the specific guests, which is not present in Novotel Birmingham's standard set of materials.

[bookmark: _Toc213196343]4.4 Theme 3: Synthesis for Practical Suggestions
From the synthesis of these universal influencing factors in Theme 1, together with the critical evaluation of Novotel Birmingham's current approach in Theme 2, a very clear strategic framework has emerged. It identifies three key intervention points where the theoretical consider their interventions come into play, at systematic areas where strategic change may best address changing behaviour, and not yet recommendations. This identifies a strand of sustainability theory thinking which notes that value creation is not simply purely carbon reduction, but is the creation of socio-environmental consonance where environmental performance comes from user engagement rather than simply technology deployment (Font and Lynes, 2018).

The analysis reiterates that effective engagement is predicated on salient communication that is linked to the time and point of action. The literature clearly identifies research that passive, or generic provided information is likely insufficient to break down the initial phase of cognitive engagement (Gössling et al., 2019). Within the synthesis findings for Novotel Birmingham, it was very clear a more strategic use of more active, publicly signed, contextually prompted information needs to be established. This is trying to make the desired action the most obvious and easiest context at the point of decision (for example, when the guest has entered the room or the bathroom) (Mankad, Verma and Gavirneni, 2016).

A key finding from the synthesis was that it is clear there are limitations in signalling environmental altruism alone as a motivating factor. The evidence indicates a more effective approach is to leverage social psychology, particularly through descriptive social norms, informing guests of their peers' pro-environmental behaviour (Goldstein et al., 2008). In addition, it was identifying benefits from reduction of energy use and addressing contain services to relate it back to their lived experience begins to close the "feedback gap" gap (Heine, Stouten and Liden, 2025). For Novotel Birmingham, this returns a strategic opportunity to reframe the communication style from merely information provision to actual psychological engagement. 

The evaluation is clear that the time and frequency of engagement being delivered to guests is concentrated within the guest room, only one zone of a longer journey continuum. The synthesis of best practice supports that behavioural priming, and conversational reinforcement, substantially increases the impact and penetration of the central message when provided across a multi-touch many channels engagement method (Susskind, 2023). This provided a strategic emphasis for Novotel Birmingham to consider guest engagement on the breadth of the engagement experience, not a discrete touchpoint. Consideration of extending the touchpoint for communication so it is able to exist pre-arrival through digital means presents a significant opportunity to achieve messaging that connects, reinforces, and guides guest action and behaviour from booking through to leaving (Straker, Wrigley and Rosemann, 2015).

[bookmark: _Toc213196344]4.5 Conclusion
The findings show that while Novotel Birmingham employs a strong levied corporate sustainability strategy with the supporting technology, their opportunity to further enhance engagement supports behaviourally-informed revisions to their communication strategy. The existing communication appears to be highly dependent on being able to electrically work or if technology is physically present rather than relating strategic nudges, contextual cues, and motivational frameworks. Designing prompts and revising messaging both on pamphlets and digital platforms would create opportunities for Novotel Birmingham to close the vale-action gap and also deliver the intended corporate sustainability mission to real-world results. This goes further to underline that the current Novotel Birmingham practice achieves strongly in the environmental efficiency layer (the technology) but not yet in the behavioural layer of performance, translated to environmentally and socially operational performance of the pillars of sustainability theory. The case shows therefore the theoretical weaknesses identified in contemporary sustainability models: that strategy can present as sustainable but under-perform at the interface of human behaviour at the level where real environmental performance is identified.

[bookmark: _Toc213196345]Chapter 5: Discussion
[bookmark: _Toc213196346]5.1 Introduction
This chapter will assess and critically evaluate the findings concerning the broader literature, as well as the research aims of the project. The discussion will focus beyond the findings alone, instead moving the discussion toward what the findings suggest for Novotel Birmingham, whilst also situating the implications across the larger theoretical literature relating to sustainable hospitality and behavioural science. It will provide a critical assessment of the observed factors related to guest engagement in its operational context, reflect upon aligning corporate strategy with actual practice, and substantiate the recommendations. The chapter will ultimately finish with recognition of the limitations of the study, and suggestions toward future action that will nevertheless be essential towards the future operational success of the hotel.

[bookmark: _Toc213196347]5.2 Addressing Theory Against Practice: The Engagement Gap at Novotel Birmingham
This research provides strong evidence consistent with the literature around factors that are important toward pro-environmental guest behaviour, and importantly there now exists an implementation gap at the property level. The literature continues to show a three-way association supports two significant barriers to guest engagement: awareness, convenience, and motivation (Dolnicar, 2020; Gössling et al., 2019). The Novotel Birmingham has promoted towards a significant degree of convenience, as well as appealing to the corporate parent company Accor's corporate mandate, by implementing a standardised and uniformed set-up of key-card systems in the room. However, the study observed and indicated there remains diminished realised design potential for awareness and motivational elements. 

Reliance on a passive, in-room communication aligns with what Juvan and Dolnicar (2014) termed as the "information deficit model" of guest engagement and pro-environmental behaviour, wherein it can be perceived that relaying information will be sufficient to instigate a change in guest behaviour. This study compellingly argues that this approach is poor. The diverse clients at Novotel Birmingham (business travellers, who want efficient service, and leisure travellers, who have different levels of environmental concern) was not well served by thinking that generic prompts. Wang et al.'s (2021) work on Accor's operations highlights the importance of factors such as cultural differences and different purposes of the trip (business vs leisure) to moderate the impact of green appeals. Therefore, by not designing prompts specifically for the guests is a missed opportunity to help understand and attempt to fill the value-action gap (Whitfield & Dioko, 2022). Furthermore, when embedded in technology, the unconscious assumption that technology equals technology usage is a major flaw which this study highlights. 

[bookmark: _Toc213196348]5.3 The Gap Between Corporate Strategy and Operational Tactics
One of the major critical insights from the analysis is the identified gap between a corporate commitment to sustainability and what it takes to operationalise that commitment at the property level. For example, Accor's (2023) Universal Registration Document contains a well-articulated "Planet 21" strategy including macro targets. Nevertheless, as Font et al. (2016) demonstrate in their work, corporate sustainability reporting is often limited to operationalising technology and presentation of cumulative numbers without articulating the behavioural component needed for successful impact to be realised. 

This study clearly identifies Novotel Birmingham as existing in a corporate situation, perhaps naively, where property level innovation is possible, but not exploited. The corporate strategy specifies what to do (reduce energy consumption) and implies how to do it (implement key-card systems), but it does not seem to specify or adequately advise on the behaviourally important "how to communicate." This pushes responsibility to the property, but does not appear to provide it with any new perspectives or behavioural science knowledge that may have facilitated a better uptake. This suggests that the corporate top-down sustainability modelling, however sound, does not appear to have a bottomed-up methodology to meld corporate and site-specific knowledge to advance behaviour. The hotel is operationally compliant but does not appear to reach optimum operation in order to deliver the best potential environmental and reputational benefits of their corporate policy. This supports assertions that corporate sustainability can look more like reputation management than system change (Yarovaya & Mirza, 2023).

[bookmark: _Toc213196349]5.4 Justifying Recommendations through a Behavioural Lens
The recommendations made in the above chapter are interventions aimed to fill the specifically identified gaps in light of theory. The recommendation for improving prompt design and placement is explicitly draw from the principle of choice architecture (Thaler & Sunstein, 2008). By placing a clear, iconic prompt directly near the key-card slot, it makes the action you want guests to take, the most salient and optimal choice, thereby, clearly addressing the barrier of awareness and convenience. 

Correspondingly, the recommendation for normative messaging is an implementation of Goldstein et al. (2008) ground-breaking study, demonstrating the motivation of conformity by descriptive norm messaging (for example, stating that a high percentage of guests are participating). By sending a message such as "Over 80% of visitors... use their key-card", the hotel uses the compelling power of social proof, increasing the likelihood that guests will conform to the assumed norm (Goldstein et al, 2008). This switching of communication from a weak environmental appeal, a message that many guests may be desensitised to having seen it so often, to a much more substantial social appeal. The provision of some real time feedback (“saves enough electricity to charge 20 smartphones”) is also another important response to the motivation barrier identified by Liang et al. (2023). This makes the abstraction of energy conservation personally relevant and more meaningful.

Finally, the suggestion to strategically leverage the digital journey is an important response to the fragmented nature of guest communication. As Susskind (2023) argues it is critical that sustainability messaging is consistent across different touchpoints in order to be effective. A pre-arrival email or even a short check-in mention primes the guest for what they will experience in the room and indicates that the hotel is serious about its intervention. A multi-channel communication strategy drives perceived consistency and develops a storyline that a simple in-room prompt is unable to do alone.

[bookmark: _Toc213196350]5.5 Limitations and Future Research Directions 
This study has provided a critical, theory-based analysis. However, it is important to recognise that it has limitations which are generated from its secondary and qualitative nature. The greatest limitation of the study is the lack of primary information about the actual engagement of guests at Novotel Birmingham. The findings and discussion were derived from an examination of public documents and general literature application to the specific case. Without any original studies (for example, an observation study of key card use, or guest survey), it cannot accurately be estimated the engagement rate or the barriers relevant to this specific hotel’s clientele.

That said, the gap highlighted in this study presents potential benefits for future research that is important to the operation of the hotel. The logical next step for Novotel Birmingham which would add value to the continued effort could be a primary study, small in scale, that could consist of the following:

· An Observation Study: The systematic observation of key-card engagement rates across the variety of rooms and guest demographic over a set time.
· A/B Testing of Prompts: Consider testing two different versions of prompts (for example, a standard environmental message, and normative message) in rooms of two different wings of the building and measure the difference of engagement.
· Guest Interviews/Surveys: Host a use of an interview to identify what guests perceived as the “why” in behaviour, and the barriers and motivations to behaviour that are not available through observation.

Such research would effectively shift the hotel out of an informed speculation environment into data decision making and expand our refinement of the recommendations in this report. They would offer the connection of the corporate strategy, academic theories, and operational function.

[bookmark: _Toc213196351]5.6 Conclusion 
In conclusion, the analysis presented has outlined a problem; the challenge of guest engagement at Novotel Birmingham is not a failing of technology or of corporate intentions, but a failing of behavioural strategies. The hotel’s current response and engagement of guests, while aligned with group-wide standards, does not fully harness the advantages of behavioural science to “nudge” guests down a path of sustainable behaviours. Through critical engagement of the literature surrounding the findings, this chapter has demonstrated the need for a more sophisticated communication strategy, backed by evidence, that can address awareness, social norms, and motivation in a purposeful way. Addressing this gap is not a mere research opportunity, but rather an operational necessity for Novotel Birmingham in advancing its sustainability objectives, improving efficiencies, and growing its competitive advantage in a marketplace responding to environmental credentials.

[bookmark: _Toc213196352]Chapter 6: Conclusion
[bookmark: _Toc213196353]6.1 Introduction
This chapter is devoted to presenting our findings within the context of the aim of this investigation: to better understand how to facilitate guest engagement with in-room energy-saving practices at Novotel Birmingham using a synthesis of available academic and industry research. Using a qualitative case study approach using secondary data, the study was based on three clear objectives: to determine the main factors influencing guest engagement, to assess Novotel Birmingham's current practices, and to make recommendations for improvements. This final chapter will recapitulate the key research findings, reflect on the research journey including each aspect of the intention to the outcome, and give a final overall overview of the contribution made from the project.

[bookmark: _Toc213196354]6.2 Recap of Key Findings in Relation to Objectives
The investigation successfully answered the three objectives, which in aggregate illustrates a compelling story about the state of guest engagement at the case study hotel. In response to objective 1, the study found a consistent set of factors driving guest engagement, and all the factors could be categorised into three broad types of factors. Cognitive factors, involving awareness and understanding, represent the foundational layer. Guests cannot engage with initiatives if they do not know about it or do not understand it (Dolnicar, 2020). Practical factors, with convenience of use at the top of the list, are key determinants. Even typically eco-minded guests will not engage in a system if it takes too much work or if the system impairs their comfort (Miao and Wei, 2016). Lastly, motivational factors, such as social norms and a lack of immediate feedback, are key to facilitating engagement, with some evidence that normative messaging is far superior to more generic environmental messaging (Goldstein et al., 2008; Liang et al., 2023).

In addressing the second aim, the research provided an evaluative review of Novotel Birmingham's current approach. The evidence showed a strong corporate context under the corporate responsibility strategy of Accor, Planet 21, which had been effective in the mandated implementation of energy-efficient technologies such as key-card systems at a group scale (Accor, 2023). However, a noted gap existed between an identifiable, high-level corporate policy and real-world, facility-level implementation. The Novotel Birmingham strategy appears to depend on the presence of the technology, potentially displacing behaviour science elements with standardised messaging to potential guests. This scenario highlights that while Novotel Birmingham may be compliant from a technology perspective, the strategies are behaviourally sub-optimal as they do not address the Cognitive and Motivational factors to achieve the well-documented value-action gap (Juvan & Dolnicar, 2014; Whitfield & Dioko, 2022).

The third aim will move Novotel Birmingham from a position of compliance to one of strategic optimisation, where three advised, evidence-based recommendations, drawn directly from the synthesis of the academic literature and the critical evaluative review of the current strategy. The recommendations suggest: 
(1) improving the design and strategic placement of in-room prompts to increase awareness; 
(2) utilising normative messaging and visible feedback to influence guest motivation; and;
(3) using the digital guest journey to create an aligned multi-channel communication strategy that pre-conditions guests for engagement before entering the room (Susskind, 2023).

[bookmark: _Toc213196355]6.3 Concluding Reflection on the Research Journey
The quality of this research project from inception to completion has reaffirmed a key premise: sustainability is as much a human problem as it is a technological one in hospitality. Novotel Birmingham has exemplified a larger industry issue where significant investments have been made in green technology but have not been maximised because inadequate investments were made in understanding and changing human behaviour. This project demonstrated that the means of improving motivation and engagement are currently available in the extant academic literature, now it is the matter of application.

A notable highlight from this research is that while needed to provide some direction and standards, corporate sustainability frameworks, on their own are not sufficient to ensure operational success at the individual property level. There is a clear need for an additional, layered strategy that is informed by human behaviour, which can transcribe corporate signals into effective interactions with guests. This research has contributed a blueprint for a contextual strategy that is relevant to Novotel Birmingham. By applying a theoretical lens to a practical operational issue, this dissertation has taken a step towards bridging the theory-practice gap in demonstrating how academic research can influence and enhance business operations.

[bookmark: _Toc213196356]6.4 Final Summary
In concluding, this research project has fulfilled its aim to explore the potential avenues for improved guest engagement at Novotel Birmingham. It has methodically identified the contextual, multiple components of motivation that create guest behaviour, analysed how the hotel actively communicates using various approach and identified the strategic gap in communication. The recommendations use justified behavioural science solutions as one approach communicate and engage with guests. The findings demonstrate that the next frontier of hotel sustainability is not putting in place more effective technology, it is mastering the communication to guests. For Novotel Birmingham, adopting the recommendations offers low-level up-front investment that has a potential for high social and financial return, if implemented as a new framework to improve environmental performance, greater CSR alignment with Accor and extract measurable benefits. Ultimately, this research supports the proposition that enabling guests to participate easily and meaningfully in sustainability is no longer just an operational tactic, it is central to modern responsible hospitality management.

[bookmark: _Toc213196357]Chapter 7: Recommendations and Practical Strategies
[bookmark: _Toc213196358]7.1 Introduction
The analysis in this report identifies an important opportunity for Novotel Birmingham to improve the effectiveness of environmental interventions, by applying a behavioural lens. The next section offers a succinct set of recommendations and specific practices to bring these recommendations to life, while providing an implementation path for optimising operations, further enhancing environmental performance, and encouraging greater guest engagement.

[bookmark: _Toc213196359]7.2 Recommendations
Based on the study’s results, three recommendations are proposed to start addressing gaps to Novotel Birmingham's current guest engagement strategy, to promote conservation behaviour and lower energy use in guest rooms. 
[bookmark: _Toc213196360]Recommendation 1: Refresh In-Room Signage 
The hotel should take the opportunity to refresh all generic, text-heavy signage, with visually appealing, pictogram signage, to be placed directly on the key-card slot, and in strategic locations in the bathroom. The messaging should be re-framed to reflect social norms and leveraging feedback. 

[bookmark: _Toc213196361]Recommendation 2: Integrate Sustainability Messaging 
These engagement prompts should not happen exclusively in the guestroom. The hotel should proactively disseminate its sustainability initiatives (or messaging) at several touch points, including (both pre and during) key points in the guest experience, before the guests' arrival, the Accor All loyalty app, and at check-in in particular to prime engagement before guests are then led to their room.

[bookmark: _Toc213196362]Recommendation 3: Capitalise on Data and Staff Engagement
To shift from assumption to evidence-based management, the hotel should start to simply measure guest engagement, and involve staff in the sustainability journey. Involving staff helps build a feedback mechanism to improve the hotels sustainability and develop a real culture of environmental stewardship throughout the hotel.

[bookmark: _Toc213196363]7.3 Practical Strategies
The next practical strategies recommend the practical steps necessary to enable the recommendations above to be actioned.
[bookmark: _Toc213196364]Strategy 1: Develop and Test Behaviourally-Designed Prompts
Novotel Birmingham should commission the design of a new in-room prompts that leverage the principles of salience and simplicity (Lykins et al., 2023). Messaging should leverage descriptive-norms (e.g. "Join 8 out of 10 guests in this room saving energy becomes of their use of the keycard") (Berger and Wyss, 2021). Prompts should attach a tangible metric to savings like "This saves enough energy to power this TV for 4 hours" (Tong et al., 2022). Finally, the new prompts need to be evaluated using a simple A/B test, which measures the baseline engagement rate by having housekeeping staff unobtrusively observe guest behaviour for a one-week period (Lee & Oh, 2024). Before the intervention, the new prompts are introduced. Then, the assessment is repeated to measure the impact of the intervention quantifying the positive engagement change and providing evidence to support the change (Zhang & L'Huillier, 2023). This intervention is also low-cost, since the sign redesign and A/B testing require only a one-off graphic design cost, and the ongoing work can be absorbed into existing housekeeping practices of labour, so it is practical from a financial viewpoint, and there is no need for excessive capital outlay (Anwar, Deliana and Suyamto, 2024).

[bookmark: _Toc213196365]Strategy 2: Design a Cohesive Multi-Channel Communication Plan
Implemented operationally, this would involve a couple of actions: first, the email template/notifications used personal pre-arrival messages need to be update with a simple, positively framed message about the in-room program (Kong et al., 2024). Then, front desk staff need to be trained with a simple statement to quote the key-card program, eliminating the need for unnecessary re-framing of the request/requesting personal compliance to support further positive compliance by guests (Gavilanes et al., 2023). This will ensure the message is consistently reinforced across digital and personal messages. Operationally, this is highly proceedable, as it needs only minor adjustments to existing digital templates and a short trial briefing with staff standards and improvement otherwise, so the only cost is time, not finances, and there is no capital expenditure of note involved (Fürst and Scholl, 2022).

[bookmark: _Toc213196366]Strategy 3: Engage Staff and Use Data
To facilitate ownership, a "Green Team" should be established to meet voluntarily that includes staff from various departments (Kim et al., 2023). The team's role would be to facilitate conversations about consumption data, brainstorm ideas and support the ongoing interest. Recognising department improvement can also to promote positive competition (Lu et al., 2022). Looking longer-term, the hotel should consider the practicality of smart energy management systems to observe room-level energy consumption, which would provide further evidence-based assessments of impact and identification of technology issues (Zhou et al., 2024). Smart systems which use energy to power specific outlets such as, lamps, while cutting the master power, have potential to bridge the convenience potential barrier behaviour (Park and Chen, 2023). The formation of a green team has no financial cost but is one of time and discussion, and the set-up of the initial data survey can be based on existing meter readings, so there is no financial cost involved in this recommendation, for which undertaking can begin at once, with perhaps later consideration in the light of economic latitude to change for improved equipment like smart metering systems (Zarezadeh, Rastegar and Xiang, 2022).
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