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I. Introduction 
The purpose of this report is to inspect the sustainability policy of the lodging industry, focusing on one chosen hotel, Pride of Britain, and to examine if the chain is a more eco-friendly business on paper than it is in reality.   

The first chapter of this paper will look at Sustainability as a concept, why is it important, in the light of the UN 17 Sustainable Goals, examining, in the same time, the hospitality trends in terms of climate change issues. The next chapter will introduce Pride of Britain Hotels, followed by a deep dive into  what greenwashing is, analysing the purpose of greenwashing, its damages and some tips to help customers detect and avoid greenwashed properties. 

The following chapter of this report will focus on the steps that should be considered in order to meet sustainable goals, among which an integrated CSR policy is a must, followed by a green certification and an accurate form of advertising these steps. The report's conclusions highlight the need for an internationally recognised 
certification system, which will help customers make more informed decisions by 
letting them know exactly what to expect from a given hotel classification. 

II. Why Sustainabilty  

1. UN 17 Sustainable Goals  
Transcending the national borders, climate change is a global emergency and international cooperation and coordinated actions at all levels are essential to addressing this issue. In light of this reality, the revolutionary Paris Agreement, which was achieved by world leaders during the 2015 UN Climate Change Conference (COP21) in Paris, marks an important milestone in the effort to combat climate change and its detrimental effects. This agreement's primary objective is to significantly cut greenhouse gas emissions globally in order to maintain efforts to keep global warming to 1.5°C over pre-industrial levels and well below 2°C. As a result, the risks and effects of climate change would be significantly reduced.  (United Nations, 2015)
Considering this difficult reality, it is the responsibility of each individ and each business to take considerable and measurable steps in order to address the crucial matter of a sustainable life.  

2. Customers’s expectations 



A quickly evolving market is revealed by consumer surveys conducted by IBM, Booking.com, Euromonitor, Expedia  (Expedia.com, 2023), and the Boston Consulting Group. More and more consumers are looking for vacations that are more environmentally friendly, but many claim that it can be challenging to find options for a genuine sustainable holiday. 
According to Booking.com's 2021 research,  (Booking.com, 2021) 83% of travellers worldwide believe that sustainable travel is essential, and 61% of them feel that the pandemic has motivated them to travel more responsibly going forward. Nearly half (49%) of respondents still think there won't be enough sustainable travel options in 2021. 53% of respondents claim to become irritated if their lodging prevents them from being environmentally friendly, such as by failing to offer recycling facilities. 

3. Marketing & PR 
Hotels set themselves apart in a crowded market by openly showcasing their environmentally friendly measures, such as solar energy installations, garbage recycling programmes, or partnerships with regional conservation organisations, and encouraging visitors to support these efforts. This is how hotels succeed to meet conscious customers’s demands, increase company’s reputation and distinguish from the competition. In the same time, it is imperative for the advertisements that make references to the environment have to be mindful not to exaggerate or leave out important details. At the moment the advertisement appears, objective statements must be supported by evidence.
III. Pride of Britain Hotels
Pride of Britain Hotels is a collection of independent hotels that offer the greatest dining establishments, world-class spas, and the most genuine local experiences across British Isles, with a declared strong commitment for sustainable tourism. 
Since its founding in 1982 by a dozen enthusiastic hoteliers, PoB Hotels has expanded to more than 50 urban, rural, and seaside destinations. Pride of Britain Hotels' core values are rooted on their British history, which they honour through genuine, real service and sincerity. They adore each property's distinct culture and independent nature. Offering the greatest experiences to visitors while appreciating originality is what unites the hotels rather than making them all the same. Since their whole goal is to provide each visitor with an amazing and one-of-a-kind experience, all members undergo a yearly inspection to make sure they meet the PoB standard.
IV. Greenwashing  

1. What greenwashing is? 


The word was coined in 1986 when a young ecologist has found the “save the towel“ label in a Fiji hotel and, questioning this remark, reached the conclusion that "saving the towels" benefited the hotel more than the environment and he called this practice “greenwashing“. The term entered in the current vocabulary with the meaning of making a brand appear more sustainable than it actually is. 


Businesses in general and hospitality businesses in particular must exercise caution to prevent "greenwashing," which is the practice of making false claims to give the impression that they are more committed to sustainability than they actually are. For instance, a travel company may identify itself as being "eco friendly" a hotel may brand itself as an "green-resort," or a travel consultant as a "sustainable holidays organiser" by using signs and logos picturing green trees, bulbs, leaves (as it is shown in the image below) on their reservation page. 
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     Symbols of eco-friendly environment


However, none of these businesses have ever offered any proof of the steps they are taking to lessen their ecological footprint. Greenwashing carries the danger of legal repercussions in addition to consumer criticism. Businesses need to make sure that all of the information they provide to customers is true, precise, clear, and unambiguous in order to minimise these risks, which will be detailed in the sub-chapter 3 of this section.
2. The purposes of greenwashing  
·  purposefully misleading consumers in order to increase sales;
·  with the intention of pretending that they meet conscious customers’s demands; showing a very limitted evidences to support their eco-friendly claims and being aware of the CEO’s declaration which says “It’s a question of keeping up, in other words, with a changing industry where hotels are expected to do more“  (Kellett, 2023) it can be concluded that meeting the customers’s demands is a main driver for PoB chain’s statements regarding sustainability, without claiming that this is the only reason. It is important to mention that the chain has never been accused of greenwashing, but in the same time the industry reports only big size businesses being sued or publicly accused, while the time for small business it is yet to come. 
·  to falsely increase company’s reputation;

·  to distract the public’s perception of the company’s bad practices;
·  to distinguish from the competition;
·  accidentally as a result of their incomplete comprehension of the criteria required to make environmental claims

3. The damage of greenwashing
Greenwashing is a significant issue that has practical repercussions for both consumers and businesses. Companies that use greenwashing may suffer from a number of drawbacks, such as: decline in consumer confidence, harm to one's reputation, financial losses, liability in law, detrimental effects on healthy competition and innovation or greenhushing. Additionally, greenwashing may have a number of detrimental effects on society,such as: impedes the advancement of sustainability, misleading customers about how goods and services affect the environment or draw customers away from promoting environmentally friendly substitutes. 
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4. How to detect and avoid greenwashed properties 


Customers are not exempt from the need to combat greenwashing. They can contribute to the development of an environmentally friendly marketplace by questioning advertising slogans and by encouraging companies that are genuinely dedicated to sustainability.


Guests should be aware that rather than spending money on a marketing effort, a hotel should use those money to buy a less harmful laundry detergent or to purchase packaging made of materials other than plastic, and it should throw away the plastic rubbish bags, wrapped soaps, shampoo tubes, and plastic cups. Additionally, the guest can check if there are any indications of a true "green policy": either the hotel management or the staff members would volunteer in their local communities, or would they ride bikes to work (PoB has some member hotels encouriging biking to work, as The Hari), are there in the room bins for a trash selection, any solar system in place. Ot is also important to not get associated with partners which may not share same sustainable values – PoB, for example, has partnered with Porche, a company which was officially accused of greenwashing! 
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Pride of Britain Hotels, 2024
V. Self evaluation 
Hotels are self evaluating because of many reasons, such as:

1. There is no legal obligation to be evaluated by an authority;

2. They cannot meet the criteria required by the entitled authorities;

3. They can manipulate the evaluation in their favour and mislead the customers; 


Aditionally, some hotels are stating to have net-zero carbon emissions, yet the majority of them are just addressing half of the problem, the one related to operations, intentionnaly leaving out the upfront embodied carbon, related, generally, to construction and future renovations, as it can be observed in graph below:  (Carbon Leadership Forum, 2023)
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The average impact of a new building's operational and embodied carbon from 2020 to 2050.
VI. Steps to be considered


This paper recommends a number of actions that hotel owners can do to improve their hotel's reputation and lessen customer mistrust: 

1. Implementing an elaborate green programme; Creating and implementing a lucrative business sustainability policy should be part of the company’s mision, it should be effective inside the company (considering the supply chain, the production, the staff, etc.) and without this first step it would be useless to mention the next two ones. Pride of Britain Hotels has such a program at corporate level, but it is still difficult to fully integrate each hotel in the chain and align it with the organisation’s sustainable goals. 
In the pictures below it is observed that Prestonfield House, part of PoB Chain, has no mention about its sustainability policy, while The Hari Hotel has an entire section showing its activities that make the hotel a sustainable one. 
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Pride of Britain Hotels, 2024
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Pride of Britain Hotels Hotels, 2024
2. Obtaining certifications from independent and highly recognised green authorities; In other words, the hotels should apply for an accreditation which will evaluate their business from the construction stage and maintainance till the way of operating the business (including the supply chain) and if the hotel is complient with all their criteria, it will get a green certification in form of a document which will certify the company’s sustainability in one area  of interest. 
Hotels are already subject to a classification systems which are widely used in the hospitality sector to provide stakeholders and visitors information about the standards that are in place at particular locations. These criteria demonstrate the quality of the hotels' offerings and reflect both operational and physical requirements. 
Nonetheless, overcoming the complexity of the several systems in use globally is a difficult task. Exactly a similar situation is met with the sustainability certifications, because they exist in large numbers and each approach may incorporate different practices and procedures. This could lead to consumer confusion, particularly in a global economy. 

In the picture below there are indicated some of the green certifications available worldwide, each of them with advantages and limitations. For a higher credibility, it is important for hotels to get the certification from highly recognised green authorities. 
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Pride of Britain Hotels works with the independent organisation IT MUST BE NOW, a partner of Earth Check that serves as the intermediary for this essential tourism industry, guiding businesses and establishments towards a more sustainable future. The chain of hotels is well perceived by the customers in terms of its efforts. However, not all the hotels that are part of the chain have an eco-friendly approach, but only some of the properties are more involved in CSR, so this paper considers that for an accurate evaluation, the certification authorities should be also considering each unit/ property while auditing the business, as well as the business as a whole. 

3. Effectively disseminating the message to guests by publishing good evaluations on websites and social media, encouraging employees to follow the hotel's green practices, and preparing them to tell guests about them, advertising their accreditation, engage with conscious travelers’ communities, etc. Additionally, hotels can also use positive word-of-mouth to better promote themselves. Customers of today don't always believe hotels' green marketing. Incorporating environmentally friendly measures into hotel operations is crucial if they want to establish credibility with guests.

VII. Conclusions 

This report's objective was to assess the lodging industry's sustainability policy, with a particular focus on Pride of Britain, and determine whether the chain operates in a more environmentally conscious manner on paper than it does in practice. Considering the significance of 
the UN Sustainable Development Goals and the imperative of meeting them, this research found that greenwashing is significantly damaging the hospitality industry and it should be always rejected by all the businesses. Also, self evaluation doesn’t help either, while a respected authority certification would give plenty of credibility.  Concentrating on the actions that need to be taken to achieve sustainable goals, this report states that  an integrated CSR policy, followed by a green certification and proper advertising are the key actions that must be taken by each hotel. The report's findings also emphasise the necessity of an internationally accepted certification system, which would provide clients with precise information about what to anticipate from a certain hotel classification, enabling them to make better informed decisions. 

Bibliography

Barnett, J. &. L., 2006. Corporate reputation: The definitional landscape, Corporate Reputation Review. s.l.:s.n.

Booking.com, 2021. Sustainable Travel Report 2021. [Online] 
Available at: https://globalnews.booking.com/download/1037578/booking.comsustainabletravelreport2021.pdf
[Accessed 20 February 2024].

Carbon Leadership Forum, 2023. Understanding Embodied Carbon. [Online] 
Available at: https://carbonleadershipforum.org/embodied-carbon-101/#:~:text=Embodied%20carbon%20refers%20to%20the,urgent%20action%20to%20address%20it.
[Accessed 18 February 2024].

Circle Economy Foundation, 2023. Circularity Gap Reporting Initiative. [Online] 
Available at: https://www.circularity-gap.world/2023
[Accessed 22 February 2024].

Deselnicu, D.C.; Militaru, G.; Deselnicu, V.; Zăinescu, G.; Albu, L. Towards a Circular Economy–A Zero Waste Programme for Europe. In Proceedings of the 7th ICAMS, Bucharest, Romania, 18–20 October 2018; pp. 563–569. [Google Scholar]
Dickman, S. (1997) Tourism: An Introductory Text. Holder Education, Rydalmere, New South Wales. 
Dilys Robinson, S. P. S. H., 2003. The Drivers of Employee Engagement. [Online] 
Available at: https://www.employment-studies.co.uk/system/files/resources/files/408.pdf
[Accessed 26 February 2024].

Edgell, David L.,2020, Managing Sustainable Tourism: A Legacy for the Future, Third edition.London: Routledge Taylor & Francis Group.
Expedia.com, 2023. Travelers’ interest in sustainable tourism options increases. [Online] 
Available at: https://advertising.expedia.com/blog/sustainability/sustainable-tourism-demand-rises/
[Accessed 20 February 2024].

Fernández-Robin, C.; Celemín-Pedroche, M.S.; Santander-Astorga, P.; Alonso-Almeida, M.D.M. Green Practices in Hospitality: A Contingency Approach. Sustainability 2019, 11, 3737. [Google Scholar] [CrossRef]
Gentinetta, J. (2020) 11 Examples Of CSR Practices In The Hospitality Industry. [online] Hospitalityinsights.ehl.edu. Available at: https://hospitalityinsights.ehl.edu/csr-practices-hospitality-industry [Accessed 24 January 2021]. 

Global Economic Impacts and Trends, 2021. s.l.: s.n.

Jones, C. (2017) What Is Greenwashing?. [online] NOW. Available at: https://www.itmustbenow.com/feature/our-big- questions/greenwashing-explained/ [Accessed 24 January 2021]. 

Kellett, F., 2023. From renewable energy to backing communities: how hotels can make a difference. [Online] 
Available at: https://www.nationalgeographic.com/travel/article/renewable-energy-how-hotels-make-a-difference
[Accessed 22 February 2024].

Kirchherr, J.; Reike, D.; Hekkert, M. Conceptualizing the circular economy: An analysis of 114 definitions. Resour. Conserv. Recycl. 2017, 127, 221–232. [Google Scholar] [CrossRef]
Perego, P. and Kolk, A. (2012) “Multinationals’ Accountability on Sustainability: The Evolution of Third-party Assurance of Sustainability Reports,” Journal of business ethics, 110(2), pp. 173–190. Available at: https://doi.org/10.1007/s10551-012-1420-5. (Accessed: 24 February 2024). 

Pride of Britain, 2024, Sustainability and Responsible Travel, available at https://pobhotels.com/about-us/sustainability-and-responsible-travel/, [Accessed 26 February 2024].
Sloan, P., Legrand, W. and Chen, J.S. (2017) Sustainability in the hospitality industry : principles of sustainable operations. 3rd edn. London: Butterworth-Heinemann. 
Sustainable Hospitality Alliance, 2021. Sustainable Hospitality Alliance, Members. [Online] 
Available at: https://sustainablehospitalityalliance.org/members/whitbread-plc/
[Accessed 26 February 2024].

The Chartered Institute of Personnel and Development, 2023. s.l.: s.n.

The Food Foundation, 2022. Data Hub. [Online] 
Available at: https://foodfoundation.org.uk/data-hub
[Accessed 26 January 2024].

United Nations, n.d. 17 Goals to Transform Our World. [Online] 
Available at: https://www.un.org/en/climatechange/17-goals-to-transform-our-world
[Accessed 23 January 2024].

United Nations-UN United Nations Treaty Collection Chapter XXVII Environment, Paris Agreement, Paris, 12 December 2015. New York, United Nations 2016. Available online: https://treaties.un.org/pages/Treaties.aspx?id=27&subid=A&clang=_en [Accessed 23 February 2024].
 PAGE 
1

