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Introduction
The hospitality industry has been a major cornerstone of global commerce for a long time. However, the sector has seen major shifts within the same period. During this time, many businesses have found ways to navigate this ever-changing landscape, which has led to a major debate between profitability and sustainability. There is evidence of revenues rising, while global supply chain and energy shortages still prove to be prominent issues in the way of profitability. Therefore, a greener approach to hospitality can help reduce overheads while reducing the overall carbon footprint. 
Relevance of Friedman’s Maxim
Milton Friedman stated in the 50s that “the social responsibility of an organisation is to increase profits.” From the inception of his idea, this article has been the centre of many debates and papers on social issues pedagogy. Friedman was trying to set straight the perspective that organisations have the mandate to act in a manner that increases social welfare, regardless of the law, on issues such as discrimination, pollution or any other issue (Friedman, 2007). According to Friedman, leaders of different organisations have the mandate to act in a way that can be profitable to shareholders for the longest time (Dunn and Burton, 2006). Friedman's maxim has been one of the guiding principles in the business world.
After a while, societal expectations have shifted, raising the question of whether Friedman’s statement remains relevant today. In the current world, corporate social responsibility has shifted the industry, with businesses being regarded as members of the communities they serve and remain in (Tai and Chuang, 2014). There is also a rise in environmental awareness and shifts in consumer expectations, which has resulted in some debate between profitability and sustainability. Additionally, there remain some gaps in the whole essence of increasing profits, as the idea is not nearly as straightforward as it might seem. Some concerns arise, like, for instance, over the period in which the increase in profits will take place. Economists are always on the notion of increasing an organisation’s economic value when referring to profit. However, it is important to make do with much less comprehensive metrics in business. 
The Primacy of Finance
In an organisation’s decision-making process, financial considerations make up one of the most important factors. For many organisations to be successful, they always depend on the practice of cost control. However, the practice can only be successful in an organisation where the finance function is at play. Finance, in simpler terms, refers to the study of management, movement, and raising of money (Ayyagari et al., 2011). The whole aspect of a firm’s financing and investment decision relates to the firm’s competitive environment and the organisational structure. For-profit businesses work to make sure that the owners of the business profit.
However, with the current shift towards sustainability, businesses are facing the challenge of balancing financial imperatives with environmental concerns. Currently, many organisations tend to place finance second after sustainability, trying to negate many financial considerations that consistently trump sustainability goals (Gray, 2002). Businesses are always on the lookout for integrating financial strategies with environmentally conscious practices. As such, to answer the question of whether finance comes first, no, it does not. 
Consumer-Driven Environmental Responsibility 
Even with the concern towards environmental sustainability of many businesses, consumer choices, in a way, come first. However, with environmental consciousness on the rise, consumers are becoming more discerning in their choices. One such choice is that consumers are demanding sustainable practices from different businesses. Many consumers believe brands have a certain percentage of responsibility for positive change, similar to that of many governments. As such, businesses should always commit to protecting nature and natural systems (Seddon et al., 2021). With corporate responsibility being in play, there is always the idea that businesses should play a positive role in society. In the current times, consumer purchases are dictated by sustainability. 
There is a perspective that customers are easily moving away from products or services in an instance where a firm infringes on the values they hold. As a result, some businesses are willing and ready to respond, with most of them having an option of environmentally friendly products or standing in contradiction of the disruption of eco-friendly protection. Companies tend to commit to protecting nature and natural systems (Krause et al., 2021). They carry out functions such as establishing targets that are based on scientific perspective as a way of preserving nature and carrying out the dedicated reduction of greenhouse gas emissions. As such, it is evident that consumer preference is driving entire industries to shift. As a result, brands that strive to deliver based on a culture of sustainable innovation are chosen by most consumers. 
Most consumers concur with the idea that the purchase of sustainable products and services does well for both the environment and society. As a result, businesses must ensure the availability of sustainable products. There are that come as a disadvantage for the support of sustainable products. Such factors include the culture, demographics, strength of the brand, lifestyle, personality, lack of interest, finances, education, disbelief of green claims, and ethical issues. Additionally, the choice to be sustainable requires a considerate time and effort, making it harder for busy consumers to engage in. As such, every business is aware of issues that may positively affect the behaviour of a consumer while purchasing sustainable products. Therefore, it becomes a necessity for marketers to focus on solving such issues more effectively. They should always be on the idea that when consumers choose environmentally friendly products, the associated results are difficult to appreciate. 
Can the Hospitality Industry Ever be Truly Green?
For every industry, the aspect of embracing sustainable practices is not that new. The concept of sustainability has been there for a while, with the hospitality and tourism industry pursuing greener methods of operation. The main reason has been the fluctuating economic levels facing many industries. However, there has been some positive degree to which sustainability impacts customer service. Generally, the tourism sector represents about 10% of the world’s GDP (Meyer and Meyer, 2015). Hospitality makes up a significant portion of this business. Sustainability for the industry should not seem like a burden. Green is good. Moving towards reducing the industry’s carbon footprint, there will be an added advantage in minimising waste, enhancing productivity, and reducing operational costs as a result.
Additionally, food systems are a key driving force behind climate change. It accounts for about a third of greenhouse gasses worldwide. Hospitality encompasses the preparing and serving of food. For one, many businesses in the industry apply the farm-to-table approach, which is key to reducing the carbon footprint (Benjamin and Virkler, 2016). Many are also focusing on locally grown, seasonal ingredients, which in turn ensures much higher quality food. In the tourism and hospitality sector, there has been a buzz growing around sustainable tourism. There is a need for tourism development organisations to work with a triple bottom line (TBL) framework, which helps improve on their sustainability (Stoddard and Pollard, 2012). Elkington’s Triple Bottom Line framework incorporates economic, social, and environmental considerations, which is a key element for sustainable business practices (Slaper and Hall, 2011). The TBL acts as a platform where organisations easily develop and implement both traditional economically sustainable strategies and environmental and social sustainability strategies. 
Many are looking for longevity in their businesses, which can easily be explained using Butler’s Tourism Life Cycle Model. Butler identifies five key stages of tourist evolution (McKercher 2005).
[image: ]
Tourism Teacher	
The first stage, exploration, is the idea that tourist attractions are focused on nature or culture. The second stage, involvement, marks the start of tourism development. There is development, where it may bring in a number of buildings and planning. In the next stage, the consolidation stage, tourism starts to grow slowly. The fifth stage, the stagnant stage, mainly represents the decline of tourism., Butler’s life cycle model analyses the evolution of tourist destinations (Butler, 2006). In the fourth stage, there may be evidence of discontent from the local people, making it one of the negative social impacts of tourism. For any business to prosper in such an area, it requires that it respects the land in which it is established (Sparta, 2017). As such, it may require them to be focused more on sustainability. 
There is a created perception that firms and businesses in the hospitality sector are being urged to develop their green credentials. This move is to allow the meeting of the growing sustainability demands coming from customers and potential staff as well. In regard to TBL, there is a need for the proper management of tourism resources, which brings into consideration the maintenance of the economic, socio-cultural, and environmental aspects of a destination (Elkington, 2004). Overall, it strikes a balance between the economic, social, and environmental accountability of a firm. It stands by the belief that when an organisation develops and starts operating, it should aim to simultaneously support all three dimensions: ecological, social, and economic. As a result, the operations should benefit all of their stakeholders. Therefore, sustainable tourism is not only about the environment but includes all three aspects. Many businesses in the industry are aiming at sustainability, engaging in activities that continue for a long time. 
Doxey’s irritation model, also referred to as the Irridex focuses on understanding the feelings of residents about tourists and how tourism develops, as explained in the different steps explained in Butler’s life cycle model.
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In the final stage of the Irridex, residents start viewing tourists as a major cause of problems that are happening in their area (Shafaei and Mohamed, 2015). As such, to avoid such scenarios, the business must develop more sustainable ways that will not hurt the locals (Kurniawan and Parantika, 2023). Therefore, it has no option but to go green and take care of the environment in which they establish or develop. 
The hospitality industry must identify and take note of the chances they get to reduce their carbon footprint from an operational perspective, as a primary practical way to shift to a more sustainable position. The operational perspective may include steps such as focusing on the usage of energy, water, and waste (Filimonau and Delysia, 2019). There is a shift to more renewable energy suppliers. As such, the hospitality industry can truly be green.
Being truly green comes with its advantages, as consumers are now opting for eco-friendly hotels and restraints. However, being green does not only benefit the environment; it is also good for business (Tran, 2009). Being eco-friendly can help in saving costs, as hotels and restaurants can save up on utilities and other expenses (Subbiah and Kannan, 2011). An example can be the choice to reduce food waste. An example of an eco-hotel is Hart’s Hotel in Nottingham, which focuses on local seasonal ingredients, reducing food miles, and they also pack up leftovers to take away.
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Besides, being green brings a positive brand image for any business, which can have a positive effect on the business’ clientele (Danciu, 2015) It is also evident that being green somehow improves employee morale and job satisfaction, which in turn leads to increased productivity and lower turnover rates. 
While there are evident costs that the industry may incur while becoming greener, in the end, it should lead to longer-term cost savings and efficiency gains. For instance, there has been the development of eco hotels, or green hotels, which are developed with the aspect of being environmentally sustainable to minimise the effects they have on nature. Regardless, any business deciding to be green should not be paralysed by fear. They should always start with the normal things that matter: energy, water, and waste. The organisation should also think about their culture, offering proper education and training as to why sustainability is the way to go. Despite the efforts laid to preserve local ecosystems, hospitality represents one of the few sectors that contribute to climate change. As such, to ensure that there is viability in the sector going forward, there is the likelihood that the sector can be truly green. To be truly green, the hospitality sector has to increase its efforts to go green. 
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