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Introduction 
Corporate Social Responsibility (CSR) has become a crucial element of corporate strategy in several industries worldwide due to the increasing awareness of social and environmental issues (Isaksson, et al; 2014). In addition, Corporate social responsibility (CSR) has become a crucial element in promoting sustainability and generating lasting value in the hotel industry (Management Association, 2018). A company that engages in corporate social responsibility (CSR) assumes accountability to the public, stakeholders, and its internal regulations. It pertains to corporations assuming accountability for their actions and taking the initiative in promoting sustainability ( Batabyal,  2018).  Furthermore, conducting business in a way that not only meets, but also exceeds, the ethical, legal, commercial, and public relations standards imposed by society. In order to attain sustainability and ensure a more promising future for the hotel industry, it is essential to develop a more profound comprehension of the potential of corporate social responsibility (CSR) (Urip, 2010). The hospitality industry comprises several service sectors, such as hotels, food and beverage, events, transportation, theme parks, cruise lines, and other tourism-related firms. Marriott, a prominent player in the hotel business worldwide, was selected for this case study because of its extensive corporate social responsibility (CSR) policies and proven commitment to sustainability.  This essay will examine how Corporate Social Responsibility (CSR) supports sustainability in the hotel industry, with a specific emphasis on Marriott Hotels.
Main body 
Recent study indicates that the hotel industry is placing a growing focus on Corporate Social Responsibility (CSR). Carroll and Shabana (2010) argue that corporate social responsibility (CSR) is now seen as an investment that yields both financial and non-financial benefits, rather as an expense incurred to meet rules or as an optional undertaking. Porter and Kramer (2006) define corporate social responsibility (CSR) as a strategic tool that aims to promote sustainability, enhance competitiveness, and contribute to overall societal improvement. The hotel sector exerts a significant environmental footprint because to its extensive consumption of water, energy, and non-durable goods. Therefore, corporate social responsibility (CSR) is crucial for the functioning of hotels (Bohdanowicz  and Martinac, 2007). Integrating sustainability into company operations via company Social Responsibility (CSR) is not only morally necessary, but also crucial for the future of the sector. Moreover, research indicates that corporate social responsibility (CSR) initiatives have the capacity to enhance a brand's reputation, foster customer loyalty, enhance employee involvement, and eventually enhance a company's revenue.
 In their study, Lee, Singal, and Kang (2013) discovered a positive correlation between hotel performance and corporate social responsibility (CSR) efforts. Kim, Kim, and Han (2009) argue that implementing corporate social responsibility (CSR) initiatives in the hotel industry has the capacity to enhance customer happiness and foster loyalty. The incorporation of theoretical frameworks such as Elkington's Triple Bottom Line (1997) and Carroll's Corporate Social Responsibility Pyramid (1991) has greatly facilitated the implementation of corporate social responsibility initiatives. Carroll's Pyramid categorises enterprises into four specific obligations: financial, legal, moral, and philanthropic. Elkington's Triple Bottom Line, however, requires companies to evaluate their performance not just in terms of financial profit, but also in terms of their impact on the environment and society. 
The concept of Creating Shared Value (CSV), introduced by Porter and Kramer in 2011, has replaced traditional corporate social responsibility. CSV places emphasis on generating economic value while also taking into account social expectations and concerns, with a focus on creating societal value. Waste management, energy efficiency, employee welfare, and local community development are among the social and environmental concerns that this method may successfully tackle in the hotel industry. Although there are clear benefits and a strong need to prioritise sustainability, the implementation of Corporate Social Responsibility (CSR) in the hotel industry continues to be challenging. Galay and Font (2012) identified many obstacles to corporate social responsibility (CSR), such as limited awareness, the impression of substantial costs, and an ambiguous correlation between CSR and financial prosperity. Further analysis of these issues, along with the potential for improved corporate social responsibility (CSR) performance at Marriott Hotels, will be explored in the subsequent sections. In general, the existing data strongly indicates that Corporate Social Responsibility (CSR) is essential for promoting sustainability in the hotel industry. Hotels that implement a strong corporate social responsibility (CSR) strategy have seen significant advantages such as increased brand recognition, enhanced customer loyalty, and improved financial results. The following parts will examine the scenario of Marriott Hotels, using these theoretical models and conclusions for investigation.
Case study 
Marriott International, a renowned multinational corporation with multiple hotel brands, has emerged as a frontrunner in adopting and executing Corporate Social Responsibility (CSR) initiatives (Tang, 2016). The organisation has an extensive corporate social responsibility (CSR) strategy that encompasses various issues, including social inclusion, ethical governance, environmental sustainability, and economic growth. Marriott's corporate social responsibility strategy, exemplified by the "Serve 360: Doing Good in Every Direction" campaign, focuses primarily on promoting environmental sustainability (Sanvitale, 2020).  This strategy seeks to diminish the company's ecological footprint by incorporating state-of-the-art environmentally friendly technology, making investments in renewable energy, and adopting environmentally conscious practices. Marriott plans to decrease its carbon intensity by 30% and its water intensity by 15% by the year 2025(De Grosbois, and Fennell, 2011). Marriott's corporate social responsibility (CSR) strategy places a strong emphasis on promoting social inclusion and ensuring sustainability. 
Accor Hotels adheres to the "Planet 21" philosophy, which places sustainable development as a top priority across its global network. Accor's strategy places a high importance on promoting sustainability in the food and beverage sector, minimising waste, and promoting the adoption of environmentally friendly practices among guests and workers. Accor places a higher emphasis on engaging with the local population, particularly in enhancing local food supply and biodiversity, while still following the same environmental standards.

Premier Inn  on the other hand , is a hotel brand based in the United Kingdom that places a high emphasis on promoting local sustainability. Their "Force for Good" vow focuses on ensuring ethical sourcing, minimising waste, and cutting carbon emissions. Premier Inn's strategy is characterised by a pragmatic and practical approach, focusing specifically on enhancing operational efficiency via the conservation of water and energy. Marriott, in contrast, takes a global and comprehensive approach to corporate social responsibility (CSR), making significant investments in community and social initiatives.
In addition, Marriott, has introduced initiatives aimed at fostering diversity and inclusion, such as the "Women's Leadership Development Initiative," which provides support to women across all hierarchical levels within the organisation. Furthermore, Marriott has partnered with non-profit organisations to offer job opportunities and training to individuals facing disadvantages. Marriott's dedication to ethical governance is an essential element of its corporate social responsibility (CSR) strategy. The company has established a Business Conduct Guide and an Ethics and Compliance programme to guarantee transparency and accountability (Gardetti, et al 2017). These measures not only safeguard Marriott's standing, but also cultivate confidence among stakeholders and employees. Marriott's corporate social responsibility (CSR) initiative ultimately stimulates economic growth. The company's allocation of resources towards sustainable practices has led to a decrease in costs and an improvement in operational efficiency. Marriott's dedication to corporate social responsibility (CSR) has bolstered its brand reputation by attracting conscientious customers and investors. Likewise, hotel chains such as Hilton, Premier Inn, and Accor have adopted corporate social responsibility (CSR) initiatives. 
Marriott, however, distinguishes itself with its thorough and proactive approach. Accor has made notable strides in decreasing food waste, whereas Marriott has adopted a more holistic strategy that considers various facets of sustainability (Morrissey, 2014).  However, creating a thorough CSR strategy comes with its own unique difficulties. The hotel industry frequently grapples with the challenge of striking a harmonious equilibrium between sustainability and profitability. Moreover, the existence of diverse legislation and cultural norms poses challenges in implementing and overseeing corporate social responsibility (CSR) initiatives across national boundaries. Marriott has successfully taken advantage of the opportunities presented by its corporate social responsibility (CSR) initiatives, despite facing these challenges. The company's dedication to sustainability has led to reduced operational expenses and increased market appeal. The company's approach to addressing these challenges involves a persistent focus on enhancing and innovating its sustainability protocols, along with proactive engagement with stakeholders. Marriott's corporate social responsibility approach is praiseworthy and could be emulated by other players in the hospitality industry (Korstanje et,al, 2020). The company's dedication to sustainability not only enhances its own business, but also has positive effects on the environment and society. Marriott exemplifies the compatibility of sustainability and profitability through the implementation of a comprehensive corporate social responsibility (CSR) programme.

Opportunity and challenges 
Integrating Corporate Social Responsibility (CSR) practices in the hotel industry entails both benefits and drawbacks. An important issue arises from the apparent conflict between the pursuit of financial gain and the implementation of environmentally friendly practices(Lefebvre  and Lefebvre, 2012). The prevailing view in the industry is that the adoption of sustainable practices will incur significant costs and negatively impact short-term profitability. This notion sometimes hinders the implementation of CSR initiatives. Overseeing corporate social responsibility programmes across several nations and regions is a challenging undertaking with additional obstacles. Global hospitality companies, like as Marriott, are obligated to ensure that their corporate social responsibility (CSR) initiatives adhere to many local rules and cultural norms while operating internationally(Doh,  and Tashman,  2014). Therefore, the implementation of corporate social responsibility efforts may result in inconsistency and inequality. 
A significant challenge faced by the hotel industry is the insufficient dissemination and comprehension of corporate social responsibility (CSR) and its benefits across many stakeholders, such as employees, clients, and investors. This might lead to a decline in enthusiasm and support for corporate social responsibility (CSR) initiatives. Notwithstanding these obstacles, the implementation of CSR standards presents several opportunities for the hotel industry(Crane, and Glozer,  2016.)Marriott enhanced operational efficiency and reduced costs by using sustainable solutions. Minimising waste and reducing energy use improves environmental sustainability and decreases operating costs. Marriott's steadfast dedication to corporate social responsibility (CSR) has also enhanced the company's reputation and brand image, drawing in investors and customers who place a high value on social responsibility. As a result of the economic environment, customers and investors are increasingly supporting companies that prioritise sustainability. Marriott's corporate social responsibility (CSR) initiatives provide a distinct and significant edge in terms of competition. Marriott has adopted a proactive and strategic strategy to tackle these challenges and exploit opportunities. The organisation strives to consistently improve and take the lead in its environmental activities. The company also establishes collaborations with a wide range of stakeholders to ensure the effectiveness of its corporate social responsibility initiatives, including local communities, employees, and non-profit organisations( Kojo,  2024).The hotel sector may experience both advantages and disadvantages as a result of implementing and adhering to corporate social responsibility requirements. Marriott exemplifies how to successfully address these problems and reap the benefits of corporate social responsibility (CSR) via strategic planning and ongoing enhancement. This highly efficient and profitable technique might potentially serve as a paradigm for the whole industry.
Conclusion 
Studies have shown the significance of Corporate Social Responsibility (CSR) in advancing sustainability within the hotel business. An exemplary illustration of this is Marriott's corporate social responsibility (CSR) policy. Marriott has set a standard for the industry with its extensive corporate social responsibility (CSR) strategy, which covers social inclusion, ethical governance, environmental sustainability, and economic development. Marriott's corporate social responsibility (CSR) endeavours, particularly its 'Serve 360' programme, have effectively reduced the company's environmental impact. The company's dedication to diversity and ethical guidance has bolstered its standing among stakeholders and cultivated a favourable corporate culture. Furthermore, while facing early difficulties, Marriott's corporate social responsibility (CSR) endeavours have successfully reduced costs and enhanced operational efficiency, demonstrating that a financially viable enterprise can coexist with sustainability. Although other hotel firms also participate in corporate social responsibility, they give priority to certain areas of sustainability. Marriott sets itself apart from its competitors by using a comprehensive and aggressive strategy. Implementing CSR policy encounters many obstacles, including as the perception that sustainability and profitability are incompatible, the worldwide implementation issues, and a lack of stakeholder knowledge. Marriott has shown the ability to successfully and collaboratively tackle these difficulties via the creation and improvement of its corporate social responsibility programmes. Corporate social responsibility, or CSR, considerably enhances the sustainability of hotel companies. Implementing sustainable practices not only ensures the long-term survival and growth of the organisation, but also brings advantages to all parties involved and contributes to the improvement of society and the environment.
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