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Abstract 
This dissertation investigates sustainable marketing communication strategies within the global luxury tourism market, focusing on the American ski industry in Aspen, Colorado. It explores the growing demand for eco-conscious travel experiences in luxury tourism, aiming to understand how sustainability can be effectively communicated to affluent consumers while maintaining the exclusivity that defines this segment. The primary objective is to assess how luxury hotels and resorts in Aspen integrate sustainability into their marketing strategies and the impact these practices have on guest perceptions and behaviour. Given that luxury tourism is often associated with excess and exclusivity, this study is timely as the industry faces increasing pressure to adopt sustainable practices in this climate change crisis.
The research employs a mono-method approach, incorporating qualitative interviews and a comprehensive literature review. In-depth interviews with hotel managers at Aspen’s four luxury hotels provide direct insights into how these establishments balance sustainability with luxury. These face-to-face interviews reveal the strategies employed when communicating their green practices to affluent guests while preserving the luxury experience. The research also sheds light on the challenges and opportunities they face in embedding sustainability into their brand identity long term.
The literature review offers a theoretical framework to understand the dynamic relationship between sustainability and luxury in tourism marketing. Drawing on concepts such as green marketing, corporate social responsibility, and sustainable branding, the study explores how luxury hotels can position themselves as environmentally responsible without alienating their target market. The research confirms the critical role of transparent and authentic communication in shaping consumer perceptions, driving eco-conscious behaviour, and supports fostering trust and loyalty among luxury consumers while addressing the risks of 'greenwashing.', especially in growing markets.
The findings indicate that Millennials and Generation Z, are key demographics in luxury tourism, that are increasingly prioritising sustainability and social responsibility in their travel choices. In speaking with four senior members of prestigious hotels in Aspen the study demonstrates that luxury hotels can enhance their brand image and appeal to these eco-conscious travellers by adopting authentic sustainability practices. These insights align with the study’s objectives, showing that sustainability, communicated effectively, elevate rather than diminishes the luxury experience.
This dissertation contributes to the growing body of knowledge on sustainable luxury tourism by offering practical recommendations for industry professionals. It identifies best practices for integrating sustainability into marketing strategies that resonate with eco-conscious consumers, strengthen brand loyalty, and promote long-term environmental stewardship.
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[bookmark: _Toc178322615]Chapter 1 - Introduction
This research study provides a detailed overview of the key research areas, methods, objectives, and contributions of the dissertation while maintaining a focus on the role of sustainable marketing communication in the luxury tourism sector.
Luxury tourism refers to high-end travel experiences that offer exclusivity, exceptional quality, and personalised services, meeting the desires of affluent travellers seeking unique, indulgent experiences. As Batat (2019) emphasises, luxury travel has shifted from conspicuous consumption to experiences that offer personal meaning and authenticity, with modern travellers seeking bespoke services, privacy, and comfort. This reflects the growing demand for highly individualised services, including private tours,  and exclusive events that align with their values and lifestyles.
Luxury tourism experiences are often characterised by access to exclusive locations, which differentiate them from mass-market tourism (Getz, 2013). Access to remote or private locations heightens the sense of luxury for consumers who prioritise seclusion and exceptional quality in their travel experiences. Heine (2012) highlights that luxury tourism products maintain extremely high standards of comfort and quality, including accommodations, and transportation as essential features of the luxury travel experience.
A key trend in luxury tourism is the integration of sustainability into high-end travel experiences, driven by increasing environmental awareness among consumers. Kapferer and Michaut-Denizeau (2020) found that luxury travellers look for eco-friendly practices and sustainability alongside exclusivity and high-quality service.
Buhalis and Leung (2018) found that digital innovation plays an instrumental role in modern luxury tourism, especially in supporting sustainability, transparency, and personalised services. Affluent travellers, particularly younger generations, increasingly expect seamless digital integration, further emphasising the shift towards tech-enhanced, personalised luxury travel.
Overall, luxury tourism today is defined by a combination of exceptional quality, exclusivity, sustainability, and personalisation, catering to a market of affluent travellers who value not only comfort and privacy but also meaningful and eco-conscious experiences (Yeoman & McMahon-Beattie, 2011).
Sustainable tourism promotes responsible travel that minimises environmental damage and enhances socio-economic benefits for local communities (UNWTO, 2020). Eco-tourism, as a subset, specifically focuses on travel to natural areas with a strong emphasis on environmental education and conservation (Honey, 2008).
Sustainable tourism, often referred to as eco-tourism, is a responsible travel model that aims to lessen negative impacts of tourism on the environment, society, and economy while maximising benefits for local communities and conserving natural resources for future generations. The United Nations World Tourism Organisation (UNWTO) defines sustainable tourism as meeting “the needs of present tourists and host regions while protecting and enhancing opportunities for the future” (UNWTO, 2020). This form of tourism emphasises environmentally-friendly practices, community engagement, and long-term socio-economic benefits, ensuring that tourism development is sustainable.
A key principle of sustainable tourism is environmental conservation, which focuses on reducing pollution, conserving biodiversity, and protecting ecosystems. Gössling, Hall, and Scott (2019) highlight sustainable tourism practices, such as the use of renewable energy and waste reduction, protect natural resources to promote long-term ecological sustainability. 
Sustainable tourism also supports local communities by promoting cultural preservation and economic benefits. As noted by Font and McCabe (2017), sustainable tourism fosters respect for local traditions, values, and heritage while ensuring that tourism revenue directly benefits local economies. Mihalic (2016) adds that successful sustainable tourism involves local communities in planning and decision-making, providing them with employment and infrastructure benefits. This approach reduces over-tourism, ensuring that tourism growth does not overwhelm destinations and degrade the environment (Dodds & Butler, 2019).
A defining feature of eco-tourism is its focus on education and awareness. Honey (2008) describes eco-tourism as “responsible travel to natural areas that conserves the environment, sustains the well-being of local people, and involves interpretation and education.” This type of tourism encourages travellers to become stewards of the environment by engaging in activities promoting deeper engagement with local ecosystems.
The balance between tourism development and sustainability is crucial for the long-term viability of ski destinations. Sharpley (2009) argues that integrating sustainable principles into tourism policies is essential for ensuring that ski tourism remains a positive force for both economic development and environmental conservation. Destinations such as Norway demonstrate how sustainable tourism models thrive when conservation and involving local communities in tourism planning is priority (Gössling et al., 2019; Honey, 2008).
Sustainable marketing communication refers to the strategies and practices that organisations use to promote products, services, or initiatives in a way that emphasises their commitment to sustainability, environmental responsibility, and social ethics. The goal is to communicate not only the value of a luxury product but the sustainable practices behind its creation and delivery, aligning with the increasing guests demand for transparency and eco-friendly choices. Sustainable marketing communication goes beyond traditional messaging by integrating long-term social and environmental values into branding and business practices.(Yang, et.al, 2015)
One of the central pillars of sustainable marketing communication is authenticity and transparency. According to Font and McCabe (2017), brands that clearly and honestly communicate their sustainability efforts are more likely to build consumer trust and loyalty. This is especially important in the face of growing consumer worry around "greenwashing,". Kapferer and Michaut-Denizeau (2014) argue that transparency is critical for luxury brands, as consumers in this sector are increasingly sensitive to the ethical implications of their purchases.
A key aspect of sustainable marketing communication is the alignment of messaging with corporate social responsibility (CSR). CSR-driven marketing aims to inform consumers about the brand’s environmental and social initiatives, demonstrating a commitment to reducing its ecological footprint. Haski-Leventhal (2018) suggests that companies with clear CSR strategies, such as promoting ethical sourcing, waste reduction, and renewable energy use, are better positioned to differentiate themselves in a crowded market.
Digital marketing plays a significant role in sustainable marketing communication, particularly as younger consumers increasingly rely on online platforms to learn about brands. Buhalis and Leung (2018) discuss the importance of reaching younger audiences using digital , engage in real-time, and share updates about their sustainability efforts and showcase eco-friendly initiatives, which helps build deeper connections and foster trust.
Guest education is a core element of sustainable marketing communication. Rather than simply promoting products, brands use marketing as an opportunity to educate consumers about sustainability issue. This type of marketing highlights environmental benefits and encourages responsible consumption. Research by Lin, Lobo, and Leckie (2017) shows that educating consumers about the benefits of sustainable products enhances brand loyalty, and environmental stewardship.
[image: A graph of blue and black text

Description automatically generated]Sustainable tourism or eco-tourism has become an increasingly critical concern as the global tourism industry continues to expand. According to the first comprehensive report on global tourism numbers and trends of the new decade, UNWTO World Tourism Barometer, shows international arrivals (overnight visitors) reached 97% of 2019 levels in the first quarter of 2024, reflecting a strong recovery after the pandemic. 
Fig 1: UNTourism (2024)
Sustainable tourism aims to mitigate the negative impacts of tourism on the environment, local culture, and communities, while maximising positive contributions of tourism. Balancing economic benefits derived from safeguarded for future generations (Dodds & Butler, 2019). This dual focus on economic growth and conservation is vital because tourism plays a substantial role in global economies yet threatens those environments that attract visitors. The concept of sustainability in tourism demands collaboration of governments, businesses, communities, and tourists to work together to ensure that tourism flourishes without depleting the resources it relies on (United Nations World Tourism Organisation, (UNWTO), 2017).
The global luxury tourism market, with its exclusive experiences and high expectations, presents a unique challenge when it comes to sustainable tourism practices. Luxury travellers often expect premium services, at odds with eco-conscious practices. Wang, et.al., (2024) discuss how the trend of luxury tourists seeking destinations and experiences that align with their sustainability values, indicating that luxury and sustainability are not mutually exclusive but can complement each other in enhancing customer satisfaction and loyalty with this increasing awareness of environmental issues. This trend is evident in destinations such as Aspen, Colorado, a world-renowned luxury ski resort area where environmental consciousness is becoming intertwined with the luxury tourism experience and Hristov & Appolloni (2022) emphasise that younger generations, who make up a growing share of the luxury tourism market, prioritise sustainability.
[bookmark: _Toc178322616]1.1 Rationale for the Study
The rationale behind this study stems from the growing demand for sustainability in luxury markets. The luxury tourism industry, known for its indulgence and exclusivity, is not immune to the pressures of environmental and social responsibility. Recent studies suggest that luxury consumers are becoming discerning, increasingly favouring destinations and services that demonstrate strong commitment to sustainability (Han et al., 2018). Despite this shift, the communication of sustainable practices to luxury consumers remains a challenge, because luxury travellers have high expectations, and sustainability efforts may be perceived as compromising the quality of the experience. For businesses in places like Aspen, Colorado, where both luxury and sustainability are priorities, striking the right balance in this marketing  communication is essential.
This study is necessary to address gaps in the current literature concerning how luxury tourism businesses communicate their environmental efforts. Understanding how leaders in luxury hotels frame their sustainability messaging to meet expectations of high-end consumers offers insights for other luxury destinations worldwide. This research is especially pertinent to Aspen, a destination renowned for both its commitment to environmental stewardship and its reputation for luxury. Given the nature of the location, and climate change crisis, Aspen is compelled to prioritise sustainability as an integral part of its tourism industry.
[bookmark: _Toc178322617]1.2 Aims and Objectives
The aim of this dissertation is to assess the marketing communication strategy to meet  luxury tourists’ expectations in understanding environmental sustainability within luxury hotels exploring how these green initiatives are communicated and whether they truly resonate with this exclusive guest.  It examines whether the sustainability efforts align with their values while retaining the luxury experience, ultimately questioning if these initiatives are effectively hitting the mark with this discerning audience.
[bookmark: _Toc178322618]Objective:
To review and analyse the existing body of knowledge on sustainable marketing within luxury tourism, consumer behaviour, and green branding. To provide theoretical context on the intersection of sustainability and luxury, addressing concepts such as greenwashing, corporate social responsibility (CSR), and luxury consumer expectations.
To investigate how luxury hotels communicate their sustainability initiatives through various channels, including digital platforms, traditional marketing, in-room communication, and direct guest interaction. To assess the transparency, clarity, and authenticity of these communications and how they are tailored to an affluent and discerning audience.
To analyse consumer reactions to sustainability efforts within luxury hotels, including their willingness to engage with and pay for eco-friendly initiatives. To identify key factors that influence luxury tourists’ perceptions of sustainability, including new and emerging demographic groups, such as Millennials and Generation Z.
To assess whether the sustainability efforts of luxury hotels align with their guests' values and expectations, particularly without compromising the luxury experience. Identify any current gaps between consumer desires for eco-consciousness and the current sustainability practices of luxury hotels.
Provide practical and actionable recommendations for enhancing sustainability marketing communications to refine their sustainability messaging and marketing strategies to better resonate with their affluent guests. To suggest ways in which luxury hotels can balance sustainability with maintaining their high-end image, ensuring that green initiatives contribute positively to their brand equity and the environment.
By focusing on these objectives, this research will provide valuable insights into the communication and planning strategies luxury hotels employ to align their services with sustainability expectations and help inform future practices that can foster both luxury experiences and environmental responsibility.
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[bookmark: _Hlk176205001][bookmark: _Toc178322621]2.1 Introduction
The tourism industry, responsible for approximately 8% of global greenhouse gas emissions, is under growing pressure to adopt sustainable practices (Revnomix, 2024). This review examines how luxury tourism aligns with sustainability by exploring marketing strategies, consumer behaviour, and the impact of regulations. The goal is to understand how luxury destinations balance environmental responsibility with exclusivity and high-end appeal (Revnomix, 2024).
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	Figure 2:   Ultimate Guide to Sustainability in the Hospitality Industry. Revnomix.com (2024)     
The demand for eco-conscious travel experiences has reshaped how luxury destinations communicate and implement sustainable practices. Research indicates that sustainability is now a key factor influencing consumer choices, even in high-end markets where exclusivity and environmental consciousness are highly valued (Wang et al., 2024). Font & McCabe (2017) highlight that luxury travellers increasingly prefer hotels that clearly communicate sustainability efforts. Further research suggests that transparency and education on sustainable practices resonate particularly with younger, eco-conscious consumers like Millennials and Generation Z (Virtual College, 2023).
Hristov & Appolloni (2022) have shown that sustainable practices, such as energy conservation, water management, and waste reduction, reduce environmental impact and positively influence brand perception and consumer satisfaction. Aspen, known for its commitment to environmental stewardship, serves as a case study in this dynamic (Randle et al., 2020).
In addition to examining consumer behaviour, the role of communication in fostering environmentally responsible travel choices is crucial. Research by Pomering & Dolnicar (2009) shows that effective sustainability communication significantly influences tourist decisions, particularly when such efforts are perceived as authentic and integrated into the brand’s identity. Additionally, Su & Chen (2020) connect tourism sustainability with broader concepts like destination stewardship and responsible tourism, aligning with the United Nations' definition of sustainability: “meeting the needs of the present without compromising future generations” (United Nations, 2024).
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Description automatically generated]Crotts et al. (2022) propose a four-pillar framework of tourism sustainability, consists of visitor economy, resident support, workforce job satisfaction, and environmental health—which fosters a sustainable tourism economy. This framework supports the study’s aim to examine how sustainable marketing aligns with consumer expectations in luxury travel, contributing to a broader understanding of sustainability’s role in the future of luxury tourism.

Fig 3: Key performance indicators for destination management in developed economies: A four-pillar approach. (https://www.sciencedirect.com).
[bookmark: _Toc178322622]2.2 Overview of Sustainability in Luxury Tourism:
Sustainable tourism, as defined by the UN Environment Program and the UN World Tourism Organisation, involves addressing economic, social, and environmental impacts while considering the needs of visitors, industry, and host communities (Fairbnb.coop, 2024). These principles aim to minimise the negative effects of tourism while maximising benefits for local communities and the environment (Sustainable Travel International, 2024).
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Fig 4: Principles of Sustainable Tourism Fairbnb.coop. (2024)
The aim is to minimise negative impacts of tourism but maximise the benefits for local communities, the environment, and the economy. These principles can contribute to long-term environmental, social, and economic sustainability (Sustainable Travel International,2024).
Over-tourism can lead to environmental degradation and cultural commodification. Proper planning for sustainable growth ensures tourism benefits local communities and preserves their culture and traditions (Sustainable Travel International, 2024). 
By minimising environmental impact of travel activities with the conservation of natural resources by adopting practices limiting resource consumption and reduce waste is the primary focus of eco-tourism, to protect and preserve the natural environment, encouraging practices that minimise the environmental impact of tourism including economic leakage, damage to the natural environment and overcrowding (GSTC,2024).
Rural tourism typically involves the active participation of local communities who often manage accommodations, guide tours, and offer educational experiences. This type of tourism provides income to rural families while preserving local culture and traditions this diversification of a rural economy enhances and benefits rural living conditions and the social environment (Zhang et al., 2022).
Eco-friendly practices such as using public transportation, walking, cycling, or opting for electric or hybrid vehicles are common in soft tourism. Promoting sustainable travel is a principle of sustainable tourism, where behaviours of travellers align with making a positive impact to the destination rather than negative one (GSTC,2024). Can involve choosing accommodations with green certifications, such as eco-lodges and hotels that follow sustainable practices.
Gössling et al. (2012) highlight the carbon footprint of ski resorts, stressing that luxury tourism faces sustainability challenges in energy-intensive activities like skiing. While sustainable tourism offers long-term benefits, the challenge lies in integrating sustainability without compromising the high standards of quality and exclusivity that define luxury tourism.
[bookmark: _Toc178322623]2.3 Luxury Tourism Market Expectations and Emotional Sustainability Marketing:
Luxury tourists typically prioritise exclusivity, quality, and unique experiences over sustainability concerns (Spence, et.al., 2022). However, as Font & McCabe (2017) point out, there is a growing segment of eco-conscious luxury tourists who value environmental responsibility without compromising their desire for luxury. Modica et al. (2020) argue that luxury tourism has shifted from conspicuous consumption toward authenticity and responsible travel.
Lojacono, (2024) emphasises the importance of authentic marketing that align with changing guest perceptions placing value on sustainability encouraging engagement with exclusivity of luxury products. Kapferer and Michaut-Denizeau (2015) caution that the luxury market may still prioritise status and exclusivity, potentially detaching luxury from sustainability concerns.
Emotional marketing strategies can enhance sustainable behaviour, with McFerran et al. (2014) noting that feelings of pride and accomplishment influence environmentally friendly choices. Schneider et al. (2017) suggest that intrinsic motivations, like pride, drive more effective sustainable behaviours, with effective impact emotional marketing campaigns have a 31% success rate and 95% higher influence on buying decisions (Alos and Alcanara, 2023).
While powerful, emotional marketing requires careful implementation:
· Messages must be executed properly to avoid offending or boring the target audience.
· Different cultures and regions respond differently to emotional appeals, necessitating tailored approaches.
By leveraging these insights and conducting thorough market research, businesses can create emotionally resonant campaigns that foster stronger customer relationships and drive business results.

[bookmark: _Toc178322624]2.4 Key Determinants of Sustainable Luxury
This section highlights key determinants of sustainable luxury based on Kelleci’s (2022) “Four-Stage Model of Value Creation for Sustainability-Oriented Marketing,” focusing on value-in-reuse, value-in-access, and value-in-participation. Each model is analysed in the context of the luxury market, highlighting how these determinants drive sustainability efforts and align with consumer priorities.

[image: ]The value-in-reuse perspective includes resale ability, emotional durability, and recyclability, aligning with Sustainable Development Goal 12 (SDG 12) for responsible consumption. Research (Su & Chen, 2020) shows luxury consumers increasingly 
prioritise emotionally durable and eco-friendly products, enhancing loyalty and reducing waste.

Fig 5: Four-Stage Model of Value Creation for Sustainability-Oriented Marketing (Kelleci’s, 2022) 
The value-in-access perspective emphasises traceability, offering transparency into environmental impacts, which resonates with consumers seeking ethical brands (Kapferer & Michaut-Denizeau, 2020) and aligns with SDG 9 for fostering innovation.
The value-in-participation perspective focuses on localisation and reportability, promoting community involvement, supporting SDG 11 for inclusive urbanisation. Font and McCabe (2017) note that consumers value local authenticity, enhancing luxury’s sustainability. Emotional durability across these perspectives strengthens luxury’s role in sustainability while fostering deeper consumer loyalty.
Across these perspectives, emotional durability strengthens luxury’s role in sustainability. By fostering deeper consumer connections through durable, traceable, and locally rooted products and experiences, luxury brands can maintain exclusivity while addressing environmental and ethical concerns.

[bookmark: _Toc178322625]2.5 Suitable Marketing Communication in Sustainable Tourism: 
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United Nations Climate Change (2024) The Paris Agreement. 



Effective marketing communication is vital for promoting sustainability in luxury tourism. Transparent and authentic messaging not only supports brand reputation but also builds consumer trust. Font & Garay (2016) argue that clear communication of sustainability practices is crucial to establishing credibility. Toft (2022) reinforces this by emphasising the need for brands to be honest about their sustainability efforts, including the challenges they face. This approach fosters deeper consumer loyalty and mitigates doubt.
Digital marketing plays a significant role in this process, as platforms like social media enable real-time engagement and the promotion of sustainability initiatives. Buhalis and Leung (2018) highlight how digital channels allow luxury tourism providers to reach wider audiences with sustainability messages, using interactive content to build transparent dialogues with consumers.
Case studies from Norwegian ski resorts illustrate the impact of environmental strategies in a challenging economic environment. These resorts face multiple pressures, including climate change, technological uncertainties, and shifting consumer demands. Norway’s 2024 action plan for sustainable development demonstrates the importance of integrating environmental strategies into resort operations to enhance performance and align with sustainability goals. 
Educational initiatives also enhance marketing strategies by raising environmental awareness and integrating eco-friendly practices. This strategy differentiates luxury tourism offerings and engages stakeholders in meaningful dialogues about sustainability. The Nature Risk Rising (2020) report notes that over 80% of the goods and services in the travel and tourism sector are highly dependent on nature, further emphasising the importance of educating consumers about their environmental impact. 
Sustainability is increasingly important to millennial consumers and employees, who prioritise environmental responsibility when making purchasing and career decisions. Millennials are more likely than previous generations to alter habits to reduce environmental impact and choose jobs based on a company’s sustainability credentials as George (2021) notes that marketing strategies should be about relationship-building to foster long-term loyalty. Businesses that embrace a marketing orientation put customers at the heart of decision-making, tailoring products, and services to meet needs and adapting to evolving demands, fostering loyalty and long-term relationships (Every, 2023). Kir et al. (2019) emphasises the importance of addressing consumer concerns about greenwashing. Messaging highlighting environmental responsibility of luxury destinations, ensures authenticity of sustainability marketing claims maintaining consumer trust and avoiding uncertainty.
[bookmark: _Toc178322626]2.6 Greenwashing Concerns in Luxury Tourism:
Another challenge in implementing sustainable practices in luxury tourism is the prevalence of greenwashing, companies exaggerate or falsify environmental claims to appeal to eco-conscious consumers. This practice of misleading the public to believe that a company is doing more to protect the environment than it is, promotes false solutions to the climate crisis, disrupting concrete and credible action by genuine companies. This practice not only erodes consumer trust but also damages the reputation of genuinely sustainable brands (United Nations, 2024). Greenwashing is problematic in the luxury sector, where high value placed on exclusivity and brand image makes sustainability claims seem disingenuous, calling into question brand credibility (Martinez et al., 2014). 
To combat greenwashing, there is a growing need for consistent regulatory standards and certifications to ensure authenticity. The 2030 Sustainable Development Goals (SDGs) impose some roles and responsibilities on both individuals and institutions (United Nations, 2015), however, the lack of global consistency in sustainability certifications exacerbates the problem (United Nations, 2015). To combat greenwashing, regulatory authorities and certifiers play a crucial role in verifying environmental claims made through marketing communication.  Middleton and Hawkins, (1998) years ago, highlighted inconsistent or vague guidelines about sustainability practice make it difficult for consumers to identify genuine efforts, this is still a problem today, mistrust and confusion is complicating efforts to foster transparency in the luxury tourism market. A sustainable future is a goal that will be built as a result of the cooperation of individuals, states and private institutions (Yildirim, 2020). While greenwashing undermines consumer trust in sustainability claims, it shows the role that authentic marketing plays in shaping consumer emotions to drive sustainable behaviour. As emotional branding becomes increasingly central to guest engagement, the alignment between credible environmental responsibility and emotional resonance in marketing messages becomes vital to nurture genuine consumer loyalty and sustainable practices.
[bookmark: _Toc178322627]2.7 Consumer Emotions and Sustainable Behaviour:
Fig 6:  Spotlight on Auberge du Soleil: Leaders in Sustainable Luxury
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Emotional branding stems from the right partnership and marketing communication. Triggering the right emotion is the biggest investment in a brand. A marketing strategy of sensory marketing engages and heightens consumers’ senses, brands are able to deliver their holistic image and convey to consumers the desired information, this can be used via digital media as well as traditional media. Brand Loyalty translates into greater retention and customer lifetime value (Chaak ,2021). Emotions drive sustainable consumer behaviour. Luxury experiences evoke a sense of accomplishment and influence purchasing decisions, stressing the role of emotional motivations in promoting sustainable practices. McFerran et al. (2014) highlight hubristic pride associated with status-driven luxury consumption and luxury experiences can evoke feelings of pride and accomplishment, linked to sustainable choices. 
These intrinsic motivations, drive proactive environmental practice, reinforcing the connection between emotional fulfilment and sustainable practices (Schneider et al., 2017). Authentic pride-themed marketing is an effective strategy for promoting and creating value of sustainable luxury products (Lojacono, 2023), which stems from genuine environmental responsibility.
 By emphasising authentic pride, marketers can appeal to consumers who value meaningful contributions to sustainability whilst ensuring perceived value and exclusivity of luxury experience is not compromised. Kapferer and Michaut-Denizeau (2014) caution that luxury consumers select exclusivity, quality, and prestige over sustainability, emphasising the importance of effective marketing. The World Travel and Tourism Council (WTTC, 2024) stress the need for clear guidelines and codes of practice developed in collaboration with governments, non-governmental organisations (NGOs), and tourism associations to foster responsible travel.
Government regulations play an important role in shaping sustainability practices in luxury tourism. In Colorado, government regulations have driven ski resorts like Aspen to adopt sustainable practices vigorously, demonstrating how policies can encourage sustainability in luxury tourism. Comparatively, Europe has seen similar regulatory initiatives aimed at protecting fragile environments and promoting eco-tourism much more successfully on a wider scale (Wang et al., 2011). New demographics of Millennials and GenZ believe that government must solve the world’s most pressing challenges ahead of universities/academia, business, and nongovernmental organisations (Deloitte,2019). While emotional branding and consumer motivations play a pivotal role in promoting sustainable behaviour, government regulations and industry guidelines are equally essential in shaping the broader framework for responsible luxury tourism. To ensure that these emotional appeals align with tangible action, collaboration between governments, NGOs, and tourism bodies is critical for fostering sustainable practices across the industry.
[bookmark: _Toc178322628]2.8 Government Regulations and Legal Framework Impact: 
The World Travel and Tourism Council (WTTC, 2024) stress the need for clear guidelines and codes of practice developed in collaboration with governments, non-governmental organisations (NGOs), and tourism associations to foster responsible travel.
Government regulations play an important role in shaping sustainability practices in luxury tourism. In Colorado, government regulations have driven ski resorts like Aspen to adopt sustainable practices vigorously, demonstrating how policies can encourage sustainability in luxury tourism. Comparatively, Europe has seen similar regulatory initiatives aimed at protecting fragile environments and promoting eco-tourism much more successfully on a wider scale (Wang et al., 2011). New demographics of Millennials and GenZ believe that government must solve the world’s most pressing challenges ahead of universities/academia, business, and nongovernmental organisations (Deloitte,2019).
[bookmark: _Toc178322629]2.9 Regulatory and Compliance Challenges:
Luxury tourism providers must adhere to local and international environmental regulations and certifications to ensure the sustainability of their operations. Effective communication that demonstrates compliance with government and industry standards is vital for maintaining consumer trust and brand reputation. The World Travel and Tourism Council (WTTC) encourages members to educate travellers on the positive social and environmental impacts of responsible tourism. This education is a key component of marketing communication strategies that support sustainability while aligning with consumer expectations (WTTC Travel Hub, ND).
Aspen's luxury hotels have adopted green technologies and sustainable practices, which have been shown to positively influence customer perceptions and decision-making. Bader (2005) finds that eco-friendly practices, such as energy and water conservation, resource efficiency, and waste reduction, enhance customer experiences and foster loyalty. Similar efforts have been seen in Norwegian ski resorts, where environmental strategies have demonstrated a positive relationship with operational performance (Troyanskaya et al., 2021). However, European ski resorts face challenges in balancing sustainability with profitability, particularly during economic crises and in response to shifting consumer demand and environmental conditions.
[bookmark: _Toc178322630]2.10 Sustainability and Awards: 
Integrating sustainability into core business strategies significantly enhances brand reputation and customer loyalty. According to McKinsey (2023), hotels that embrace sustainability see improved perceptions from modern travellers, particularly younger demographics who prioritise eco-friendly practices when selecting accommodations. This aligns with observed trends in Aspen, where younger generations are increasingly influenced by a hotel's commitment to sustainability, as highlighted by online reviews.
TrustYou's (2023) Global Hospitality Performance Report underscores the impact of guest reviews on hotel reputation, with 94% of reviews being positive. Younger travellers, who place a high value on transparency and sustainability, drive this trend. The emphasis on sustainability in reviews reflects a growing consumer preference for hotels that demonstrate environmental responsibility. All four hotel participants highlighted their accolades and awards related to sustainability whether online reviews or industry accolades. The hotels are rated by aggregate websites such as ‘TripAdvisor Traveller’s Choice Awards’. This demonstrates that this is not just a marketing tool but also a significant factor in maintaining service standards and high customer ratings whilst providing tangile proof of commitment to sustainable practice. By aligning regulatory compliance with consumer expectations, particularly among younger generations, hotels can effectively strengthen their market position and appeal through genuine commitments to sustainability. Although integrating sustainability into core business strategies enhances brand reputation and meets consumer expectations, there are challenges. Balancing efforts with financial constraints, organisational resistance, and external pressures presents barriers and opportunities for luxury tourism businesses Pavlina et al. (2018).
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Implementing sustainable practices in luxury tourism presents both challenges and opportunities. Despite the growing consumer demand for environmentally responsible tourism, barriers hinder the widespread adoption of sustainability practices in the luxury tourism industry. These obstacles stem from a combination of internal challenges, as well as external factors, like market competition and regulatory pressures from lack of governmental input. Financial constraints and organisational resistance, highlighting opportunities for growth and competitive advantage through authentic sustainability efforts. 
The implementation of sustainable practices often requires significant investments in infrastructure, training, and technology (Pavlina et al., 2018). Organisational attitudes and culture may resist the shift towards sustainability, especially when the immediate financial benefits are not apparent. This resistance can stem from a lack of understanding of long-term advantages of sustainable practices, both in terms of cost savings and enhanced brand reputation. Managers may prioritise short-term profits over environmental concerns, perceiving sustainability as a threat to profitability or exclusivity, which are core elements of the luxury brand identity (Troyanskaya et al., 2021). The rapid advancement of digital transformation provides luxury tourism businesses with powerful tools to enhance both operational efficiency and sustainability marketing communication efforts. This helps overcome challenges and aligns with the evolving expectations of younger demographics.
[bookmark: _Toc178322632]2.12 Impact of Digital Transformation: 
Digital transformation has emerged as a pivotal factor in enhancing hotel operations and aligning with strategic goals. The integration of advanced technologies such as AI, machine learning, and digital marketing is crucial for improving organisational efficiency and catering to tech-savvy, younger generations who value both sustainability and digital connectivity.
Digital innovation also supports sustainability goals by enhancing transparency, efficiency, and personalisation. This technological evolution strengthens engagement and improves customer perceptions of the brand (McKinsey, 2023). For example, AI-driven systems can optimise energy usage and reduce waste, aligning with eco-friendly practices while providing a seamless guest experience (Green Recruitment Company ,2024).
Interestingly, the analysis revealed unexpected correlations between digital innovation and sustainability. Hotels that prioritise both areas tend to attract younger customers, who increasingly gravitate towards brands that reflect their values, particularly regarding environmental sustainability and digital engagement (The Millennial Impact Project, 2019). This shift underscores younger generations' expectations that hotels incorporate advanced digital solutions alongside sustainable practices.
Hristov and Appolloni (2022) highlight that digital communication plays a crucial role in guest engagement. The ability of hotels to transparently communicate their sustainability efforts through digital channels resonates with younger audiences, reinforcing their commitment to these values. This finding supports existing theories and provides insights for future research and industry practices, ensuring that sustainability strategies remain relevant in an ever-evolving market and contribute significantly to customer satisfaction. By leveraging sustainability and innovation, hotels can overcome barriers and position  for growth and competitive advantage in a market increasingly defined by eco-conscious travellers.
[bookmark: _Toc178322633]2.13  Opportunities for Growth and Competitive Advantage:
In the evolving luxury hospitality sector, sustainability and innovation emerged as key drivers of growth and competitive advantage. Eco-conscious practices and ethical luxury, priority gives hotels a unique opportunity to differentiate themselves. This section explores these trends, leveraging sustainability, community engagement, and technological advancements meeting guest expectations, enhancing brand reputation and operational performance, ensuring long-term success in a competitive market.
Globally, there is a cultural shift towards environmental engagement. For example, Americans are increasingly recognising the need for sustainability, focusing more on regulations and international cooperation to address climate risks. This highlights the importance of cultural values in shaping environmental behaviour (Jia & Krettenauer, 2019). By addressing these challenges with strategic investments and embracing opportunities for growth, luxury tourism providers can overcome barriers to sustainability and achieve a competitive advantage in a rapidly evolving market.
Despite these challenges, the luxury tourism sector has significant opportunities to leverage sustainability as a competitive advantage. Increasing consumer awareness and demand for eco-conscious travel experiences create a favourable market for luxury providers to authentically integrate sustainable practices into operations and marketing strategies. The shift from conspicuous consumption to authentic, experience-driven luxury offers a unique opportunity for brands to align with consumers' evolving values and preferences (Modica et al., 2020).
By embracing sustainability, providers can differentiate themselves from competitors and foster greater customer loyalty. Authenticity and transparency are key, as consumers increasingly seek out brands aligning with their values and demonstrate genuine commitments to environmental responsibility.
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Description automatically generated] Social media and digital marketing play a critical role in these efforts, allowing luxury providers to engage directly with consumers and highlight their sustainability initiatives in real-time (George, 2021). Luxury brands successfully integrate sustainability into core offerings benefit from enhanced brand reputation and long-term viability. Implementing sustainable practices in the luxury tourism industry presents both challenges and opportunities. Barriers such as financial constraints, organisational resistance, and greenwashing concerns must be addressed through strategic investments, cultural shifts, and industry-wide standards. With growing demand for eco-conscious travel experiences capitalising on sustainability as a unique selling point, means customer loyalty and long-term success when meeting demands. Today’s luxury customers not only seek exclusivity and high-quality experiences but also demand brands to align with their values through eco-certifications and responsible practices.
[bookmark: _Toc178322634]2.14 Expectations of Luxury Customers
These luxury consumers’ expectations for sustainability, include the demand for proof. It also addresses the tension between luxury and environmental responsibility, providing insights into how luxury brands align with evolving consumer values. 
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Description automatically generated]Luxury consumers increasingly expect brands to demonstrate a commitment to sustainability through eco-certifications and green practices. This shift in expectations reflects a growing awareness of environmental issues and a desire for luxury experiences that align with personal values. Batat (2019) highlights that effectively communication environmental sustainability is engaging luxury consumers, minimising environmental damage, and preserving local communities and cultural heritage.
Contradiction between luxury and sustainability hinges on how consumers define these. Kapferer and Michaut-Denizeau (2015) argue that luxury, traditionally associated with exclusivity and exceptional quality, can be at odds with sustainability, prioritising conservation, and restraint. To address this challenge, luxury brands must integrate sustainability into their core values and operations. Brands need to balance maintaining their high-end appeal and demonstrating genuine commitment to environmental stewardship. By focusing on this, luxury brands can meet the evolving expectations of their clientele and contribute positively to sustainability goals, this includes adopting eco-friendly practices, obtaining relevant certifications, and communicating these efforts in a way that resonates with luxury consumers (Batat, 2019).
[bookmark: _Toc178322635]2.15 Marketing Strategies and Customer Loyalty:
Incorporating sustainable practices into marketing communication can serve as a unique selling proposition in the crowded luxury tourism market. Informing luxury tourists about environmental issues and the impact of their travel choices can foster greater awareness and encourage more eco-conscious behaviour. For example, Aspen Ski Company and its partners promote sustainable practices such as water conservation, energy efficiency, and low-impact dining, which not only improve their environmental performance but also resonate with eco-conscious consumers (Aspen Skiing Company, 2020).
Research shows that green messaging, which highlights the environmental and social benefits of products, is crucial in building credibility and trust. Consumers who actively seek out sustainable luxury items are not only motivated by exclusivity and quality but also by a desire to engage in sustainable behaviours. This drive is often fuelled by a sense of accomplishment and pride in making responsible choices, reinforcing their commitment to sustainability (White et al., 2019). Customer loyalty is crucial for business because by improving customer retention by 5% increases profits up to 95% (Wordstream, 2023) to do this luxury brands must navigate evolving luxury customer expectations while maintaining the exclusivity that defines the industry that is rapidly changing.
[bookmark: _Toc178322636]2.16 Climate Change and the Ski Industry:
Climate change presents significant risks to the ski industry, which is heavily dependent on consistent snowfall. This has led to shorter ski seasons and an increased focus on practices like artificial snowmaking and their environmental implications. The environmental impact of ski tourism is often viewed in terms of water and electricity demand for snowmaking (Viguié, et.al, 2021). Tourism strongly influences local and regional social-ecological systems, providing employment it affects biodiversity and places strain on natural resources (OECD, 2020). 
Ski resorts often engage in contradictory marketing practices, promoting their sustainability initiatives while relying on artificial snowmaking, which is not well received by environmentally conscious consumers. This practice is energy-intensive and depletes water resources that could otherwise be conserved. Studies show that artificial snowmaking significantly increases a resort's carbon footprint due to the high energy requirements and water consumption involved (Miller, 2021). Research by Moser et al. (2021) further highlights the strain artificial snowmaking places on local water supplies and its reliance on non-renewable energy sources.
This creates a paradox, where resorts market their environmental credentials while engaging in practices with considerable ecological impacts. Such discrepancy leads to consumer doubt who are increasingly aware of and concerned about the authenticity of sustainability claims and challenges the difficulty of aligning luxury tourism with sustainability, especially in skiing that rely extensively on natural resources.
In 2014, Aspen Mountain alone used approximately 400,000 gallons of water per year for snowmaking, and this was just one of four mountains in the Aspen system. According to the Aspen Times, the Aspen Skiing Company has increased its snowmaking capabilities across all four mountains over the past decade (Kenny, 2024). Aspen Ski Company provides an example of a luxury resort actively working to mitigate its environmental impact through initiatives like greening its supply chain and advocating for stricter greenhouse gas regulations. However, concerns about "greenwashing" persist. This term refers to the inconsistency between resorts' sustainability claims and the actual environmental impact of their operations (Toffel & Van Scie, 2010).
[bookmark: _Toc178322637]2.17 Conclusion: Understanding Luxury Tourism and Sustainability
This study highlights the complex relationship between sustainability and luxury tourism. While luxury consumers increasingly value sustainability, their priority remains exclusivity and quality. Effective communication strategies, supported by regulatory frameworks, are vital for aligning luxury tourism with environmental responsibility.
As global awareness of environmental issues grows, stricter regulations and consumer demand for sustainability will intensify so stricter environmental regulations are enforced from governments and regulatory bodies. Luxury tourism providers who proactively integrate operational sustainability and marketing will be better equipped to thrive in a more eco-conscious market.
Further research into sustainable tourism is essential to address emerging challenges, improve practices, and ensure the long-term viability of the industry. In particular, the differing organisational structures between America and Europe make it challenging to quantify sustainability efforts at local levels (Wang et al., 2011).
To enhance their sustainable communication strategies, luxury travel providers must align their messaging with customer expectations and brand initiatives. As Moscardo (2017) suggests, this study contributes valuable insights into communication strategies, consumer perceptions, and the alignment of luxury with sustainability. Understanding the challenges and tensions in managing sustainable luxury tourism will help providers meet customer expectations for environmentally responsible practices.
This research underscores the delicate balance between sustainability and traditional luxury attributes. While sustainability is becoming increasingly important, luxury consumers may still prioritise exclusivity and quality. Luxury travel providers must enhance their communication around genuine sustainability efforts, avoid greenwashing, and build consumer trust in a competitive, eco-conscious market.
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Chapter 3 - Research Methodology
[bookmark: _Toc178322639]3.1 Introduction
[bookmark: _Toc178266520][bookmark: _Toc178266598][bookmark: _Toc178322640]This dissertation employs a qualitative research methodology to explore sustainability practices and communication strategies in luxury hotels in Aspen, Colorado. The interpretivist paradigm guides the study, focusing on gathering rich, contextual insights from participants through structured interviews with senior hotel managers. Qualitative research, particularly interviews, is instrumental in understanding complex social phenomena and individual perceptions, which quantitative methods might not capture (Denzin & Lincoln, 2018). Thematic analysis is used to identify key themes and patterns, providing an in-depth understanding of how sustainability initiatives are implemented and communicated.
[bookmark: _Toc178322641]3.2 Research Purposes and Philosophy
The purpose of this research is to understand the sustainable practices and communication strategies used by luxury hotels in Aspen, Colorado. The study adopts an interpretivist approach, focusing on the perception of communication efforts and the impact on consumer behaviour and understanding human experience and social constructs through participants' perspectives. This philosophy aligns with Creswell and Creswell (2018), who emphasise that qualitative research seeks to explore phenomena in-depth, making it ideal for studies that require a nuanced understanding of practices and behaviours. By conducting face-to-face interviews, the researcher seeks to gain firsthand insights into how these leaders perceive sustainability initiatives and how they communicate these practices to guests. This approach aligns with Jones (2011) emphasis on understanding social phenomena from the participants' perspectives.
[bookmark: _Toc178322642]3.3 Research Design
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This qualitative study is based on structured interviews with senior managers from four and five-star luxury hotels in Aspen. Structured interviews provide consistency while allowing flexibility for participants to express their unique experiences (Bryman, 2016). This approach ensures depth in exploring participants' perspectives on sustainability and the challenges of implementation. The structured format also allows for data comparability across participants, enhancing the reliability of the findings. Denzin and Lincoln (2018) suggest that structured interviews are effective in eliciting detailed responses, particularly in studies that aim to explore specific issues such as sustainability practices.[image: A diagram of a diagram
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Fig 7: Research Onion.  (Saunders et al,2019) 
The Research Onion, developed by Saunders et al. (2019), is a widely used model that aids in structuring and planning research methodologies. It consists of six layers, representing a different aspect of the research process, guiding researchers through key decisions. For this study, the philosophical approach incorporates multiple perspectives: Positivism, as the research uses observable, measurable facts; Realism, as it acknowledges a reality independent of human perceptions; and Interpretivism, given that the research aims to understand consumer behaviour in sustainable marketing and how individuals perceive and engage with the sustainability strategies of luxury hotels.
The research adopts an inductive approach, seeking to develop new theories and identify emerging trends based on the data collected, which is consistent with a qualitative research design. (Creswell, & Creswell, 2018. The methodological choice is qualitative research, with the strategy of gathering customer feedback through online reviews and conducting face-to-face interviews with senior managers of luxury hotels. Finally, data collection and analysis focus on interviews, reviews, and observations, employing thematic analysis to identify patterns and themes within the qualitative data (Yin, 2014).
[bookmark: _Toc178322643]3.4 Data Collection: Structured Interviews
The primary data collection method is intended to gather in-depth insights from both consumers and industry professionals. This method is suitable for qualitative research as it allows the researcher to probe deeper into the experiences and perceptions of the participants, aligning with Yin's (2014) emphasis on the value of interviews in case study research. The interviews are designed to gather detailed insights into how sustainability efforts are perceived, implemented, and communicated by hotel managers. Additionally, customer feedback from online reviews will be collected as secondary data, providing context for how consumers perceive these sustainability efforts. This multi-method approach enhances the robustness of the findings and allows for a triangulation of perspectives (Creswell & Poth, 2016).
This combination of perspectives will allow the research to build a comprehensive understanding of both the production and reception of sustainable marketing messages in the global luxury tourism sector. Structured interviews will allow the researcher to gather in-depth information about the sustainability practices and communication strategies of these hotels during a visit. By using a structured format, the interviews will ensure consistency, allowing flexibility for participants to share their own unique perspectives and experiences.
[bookmark: _Toc178322644]3.5 Data Analysis: Thematic Analysis
The thematic analysis technique will be employed to analyse the interview data, as outlined by Braun and Clarke (2016). This method involves systematically coding the data to identify key themes and patterns. The steps of thematic analysis—familiarisation, coding, theme identification, and reporting—allow the researcher to deeply engage with the data. This approach is particularly suitable for qualitative studies because it enables a rich and nuanced interpretation of participants’ experiences and attitudes. Guest, MacQueen, and Namey (2012) argue that thematic analysis is a flexible tool that can reveal complex layers of meaning within qualitative data, making it ideal for this research. 
The analysis will follow a step-by-step process, beginning with familiarisation with the data, searching for themes, reviewing those themes, defining and naming them, and finally producing the report. This method allows for the identification of recurring themes and patterns in the managers' responses, linking these findings directly to the research questions. The flexibility of thematic analysis is particularly useful in exploring participants' experiences and behaviours concerning sustainability, providing a rich, detailed understanding of the data.
[bookmark: _Toc178322645]3.6 Qualitative Methods in Sustainability Research
Qualitative research is highly effective in studies that seek to explore complex, multi-dimensional topics such as sustainability in the luxury tourism industry. Denzin and Lincoln (2018) emphasise the importance of qualitative methods in understanding the lived experiences of individuals and the social contexts in which they operate. This research uses qualitative methods to capture the subjective experiences of hotel managers, aligning with the interpretivist paradigm that seeks to understand meaning-making processes.
[bookmark: _Toc178322646]3.7 Key Drivers
1. Guest and managers Perception:  understanding how guests perceive marketing communications linked with sustainability initiatives and how these perceptions influence their implementation.
2. Performance Outcomes: Evaluating the impact of sustainability marketing communications on both environmental and business outcomes.
3. Critical Issues: Identifying the challenges luxury hotels face when implementing marketing communications when integrating sustainability into their operations.
[bookmark: _Toc178322647]3.8 Ethical Considerations
Ethical guidelines will be strictly followed throughout the research process. Informed consent will be obtained from all participants, ensuring participants understand the nature, purpose, and potential risks of the research before agreeing to take part, ensuring that the luxury hotel managers participate voluntarily and are fully informed about how data will be used to maintain ethical standards. The researcher will try to mitigate any potential biases during the data collection and analysis phases, ensuring that the research is conducted in a way that is valid and reliable, preventing biased methods or analysis that could skew results. 
Anonymity and confidentiality will be ensured as individual names will be withheld from publication. However, in order to ensure transparency, they will be advised they could be identified given the respondents roles within the organisation.  The Data Protection Act 1998 and the Data Protection Act 2018 (which incorporates the GDPR into UK law) are designed to ensure that data is collected for specific, legitimate purposes, adequate, relevant, and limited to what is necessary for the research. Rights of individuals will be respected, by informing participants about how their data will be used and ensuring that data processing practices are accountable and compliant with the relevant legislation (UK Government, 2018).  
[bookmark: _Toc178322648]3.9 Secondary Research
In addition to the interviews, secondary data will be gathered from a collection of customer reviews from aggregate website, such as TripAdvisor, to provide additional insights into consumer perceptions of sustainability efforts in these hotels. This  will help contextualise the primary findings and provide additional insights into sustainability practices in the luxury tourism sector, of customer feedback on sustainability efforts in these hotels will also be analysed to supplement the interview findings and provide a well-rounded perspective.
In addition to the primary data collection methods used, descriptive and quantitative analyses will be used also. By way of assessing reviews, and any other pertaining specifically to customer satisfaction of sustainability initiatives within the hotels researched, additional considerations will be given to assess the importance and roles of these hotels, comparing appraisals from both primary and secondary stakeholders, and evaluating their significance within the destination (Franch et al., 2010).
[bookmark: _Toc178322649]3.10 Practical Implications
The findings from this research offer valuable insights for luxury hotels in Aspen and other similar destinations, particularly concerning the implementation and communication of sustainable practices. By understanding both the challenges and opportunities presented by sustainability initiatives, hotel operators can refine their strategies in ways that not only align with environmental goals but also meet the evolving expectations of eco-conscious travellers. The increased demand for sustainability among high-end consumers presents an opportunity for luxury hotels to position themselves as leaders in responsible tourism while maintaining their luxury status.
Understanding stakeholder ethics and morals, along with their relational responsibility in sustainability issues, will allow researcher to gain insight and context relative to the questions asked. Subsequently based on the approach that is taken responses captured can be considered with a view to establish whether they encompass descriptive, normative, and instrumental dimensions (Mathur et al., 2008). The research stages are presented using a systems approach of inputs, processes, and outcomes, conceptualised in four phases: initiation, implementation, analysis, and inference. 
One of the key implications of this study is the potential for hotels to adopt a more holistic approach to sustainability. This means integrating environmentally friendly practices into every aspect of their operations, from energy consumption and waste management to sourcing local and sustainable products. Luxury hotels, such as those in Aspen, can differentiate themselves by promoting these efforts, allowing them to enhance their brand reputation and appeal to the growing demographic of eco-conscious consumers (Han et al., 2016).
the research highlights the need for hotels to go beyond implementing sustainability measures and focus on how these initiatives are communicated to guests. The study reveals that effective communication plays a crucial role in guests' perceptions of a hotel's sustainability efforts. Hotels must ensure that their marketing and communication strategies are clear, transparent, and authentic, providing guests with a tangible sense of the environmental benefits they are contributing to by staying at the property (Font et al., 2016). For instance, incorporating sustainability messaging into the booking process, in-room materials, and digital platforms can increase guest engagement and awareness.
This research also has practical implications for employee engagement. Hotels that actively involve their staff in sustainability efforts and provide training on environmental initiatives see higher levels of commitment and operational efficiency. Employees who understand and support sustainability goals serve as effective ambassadors of the brand, enhancing the guest experience and reinforcing the hotel’s environmental credentials (Hristov & Appolloni, 2022).
The study shows the importance of collaborating with local communities and stakeholders. By forming partnerships with local suppliers, non-profit organisations, and renewable energy providers, luxury hotels can strengthen their sustainability initiatives while contributing to the local economy. This approach adds value to the guest experience by reflecting the destination’s culture and heritage (Berezan et al., 2013).
The research provides actionable recommendations on how to more effectively market sustainability initiatives. The findings suggest that sustainability efforts are most successful when they are presented as an integral part of the luxury experience, rather than as a separate add-on. For example, promoting eco-friendly amenities as premium features or highlighting the hotel's participation in global sustainability efforts can appeal to high-end guests without compromising the sense of exclusivity associated with luxury tourism (Grazzini et al., 2018). Leveraging digital marketing channels, such as social media and hotel websites, can also enhance visibility and allow for real-time engagement with eco-conscious travellers.
[bookmark: _Toc178322650]3.11 Themes and Patterns in Responses
By systematically analysing the interview data, the researcher can identify themes representing different viewpoints on sustainability in luxury tourism. 
Support for Renewable Energy: Reflects participants' advocacy for renewable energy initiatives. Irena (2020): The International Renewable Energy Agency’s report highlights how public support has influenced the growth of renewable energy projects globally, emphasising that advocacy and policy support are critical for achieving renewable energy goals. 
· Cost and Reliability Concerns: Highlights worries about the financial and operational aspects of sustainability practices. In a report by Deloitte (2020): sustainability in the corporate sector, that operational challenges, such as integrating new sustainable technologies into existing systems, can lead to disruptions and additional costs. This complexity often causes businesses to hesitate before fully committing to sustainability practices. 
· Environmental Benefits Scepticism: Captures doubts about the actual environmental impact of certain initiatives (Clarke & Braun, 2016). In the Terrachoice Environmental Marketing (2010) report titled "The Sins of Greenwashing" misleading environmental claims by companies can lead to scepticism amongst stakeholders about the actual benefits of sustainability initiatives. It highlights that when companies exaggerate their environmental efforts without substantial backing, it can lead to doubts about the legitimacy of all sustainability practices.
[bookmark: _Toc178322651]3.12 Rejected Methods
The rejection of alternative methods demonstrates a well-considered and systematic approach to research design. Pasian and Turner (2024) highlight the importance of exploring various methodological options, as doing so can uncover gaps in existing knowledge and validate the strengths of the chosen methods For this study, alternative methods such as questionnaires, surveys, and focus groups were considered but ultimately rejected in favour of face-to-face interviews due to their limitations in capturing the depth of insight needed for an exploration of sustainability practices and communication strategies in luxury hotels. Questionnaires and Surveys were rejected primarily because they are often too structured to allow for the rich, detailed responses that are essential when studying complex and context-dependent topics like sustainability in the luxury tourism sector. Although questionnaires are efficient for gathering large amounts of data from a broad population, they often impose predefined answers on respondents, which can limit the depth of understanding and nuance in responses (Bryman, 2016). This method also lacks the flexibility to explore emerging themes or unexpected insights, which is critical for this study, as sustainability practices and communication strategies can be varied and multifaceted depending on the hotel's specific context. Bryman (2016) critiques questionnaires for their inability to provide follow-up opportunities, noting that their rigid structure may result in more superficial responses that do not capture the full complexity of participants’ perspectives.
It was felt that questionnaires are less suitable for engaging with senior managers, whose insights on sustainability require a detailed, conversational approach. Unlike interviews, which allow the interviewer to probe deeper and ask clarifying questions, questionnaires typically do not provide the opportunity to explore nuances in the participants' responses. This limitation could result in a loss of valuable context and insight into how luxury hotels perceive and implement sustainability practices. The absence of a real-time interaction with respondents can hinder the ability to explore issues further or to clarify ambiguous responses, which could weaken the study's overall depth and quality.
In contrast, face-to-face interviews were selected for their ability to provide a richer, more nuanced understanding of individual perspectives. This method allows for open-ended questioning, the ability to clarify responses, and opportunities for follow-up, all of which are crucial for delving into the complexities of how sustainability is implemented and communicated in luxury hotels. Interviews allow the researcher to engage in in-depth conversations, offering participants the freedom to explore their experiences and thoughts without the constraints of predefined response categories. This flexibility ensures that the data collected is comprehensive, detailed, and relevant to the specific context of each luxury hotel, making interviews the most appropriate method for this study.
By rejecting questionnaires and focus groups, the study avoids the limitations of these methods in capturing the depth of insight needed for understanding sustainability practices and communication in luxury hotels. Face-to-face interviews were therefore selected as the primary method, ensuring a more detailed and contextually rich collection of data that aligns with the research objectives.
[bookmark: _Toc178322652]3.13 Challenges and Justification of Methodological Choices:
The challenge for the researcher is making informed decisions that align with their worldview, ontological, epistemological, and axiological perspectives (Pasian & Turner, 2024). Methodological choices must match not only the research goals but also the researcher’s resources, professional network, technical expertise, and understanding of the problem. This alignment is critical in ensuring the research design is both feasible and meaningful (Pasian & Turner, 2024). 
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Fig 8: Research approach


The research methodology provides a well-structured approach to exploring sustainability in luxury hotels through qualitative analysis. By using thematic analysis, this study seeks to deliver valuable insights into the perceptions, practices, and challenges associated with implementing and communicating sustainability initiatives within the luxury tourism sector. The choice of methods, including the use of observations, was carefully considered, with potential criticisms addressed and less suitable methods rejected to ensure the research's relevance to the topic. This framework not only tackles the current research questions but also offers a foundation for future research in the industry.



















[bookmark: _Toc178322654]Chapter 4 - Data Analysis 
[bookmark: _Toc178322655]4.1 Introduction

This research builds on the growing recognition of the importance of data analysis in generating actionable insights (Creswell & Creswell, 2018). It extends existing theories on stakeholder engagement and corporate strategy examining cultural context and digital communication impact dynamics in sustainability in luxury hotel industry. According to Saunders et al. (2019), rigorous data analysis enhances research credibility, which is crucial for providing useful insights for policy and strategic planning (Gupta, 2020). 
The study uses thematic analysis to explore sustainability practices in Aspen's luxury hotels, with face-to-face interviews with senior hotel managers. Secondary research in the form of customer reviews is gathered from website sources as well as other guest feedback. This approach aims to identify patterns, challenges, and future direction for marketing communication of eco- friendly practices for sustainability in luxury tourism.
All hotels emphasis environmental sustainability as part of their operations, discussing energy efficiency, waste management and renewable energy. Aspen's commitment to sustainability is evident in initiatives such as the Limelight Hotel's "Citizenship Kiosk" and the Aspen Skiing Company's sustainability report. The city's collaboration with partners to advance green policies further underscores this commitment.
[bookmark: _Toc178322656]4.2 Thematic Patterns and Comparative Data Analysis:
[image: Got questions about Thematic Analysis? We have prepared some answers to  common ones.]The comparative data analysis across the Hotel Jerome, The Little Nell, Limelight Hotel, and Aspen Meadows Resort—reveals significant thematic patterns in their sustainability practices which is identified from face-to-face interviews and secondary data gathered from guest reviews and marketing materials, showing  strong commitment to environmental stewardship, guest education, and the challenges of integrating sustainability into operations. The interviews with the four senior members of the hotels uncovered consistent themes related to social responsibility and economic development within the hospitality industry. While each hotel has its unique approach, common values and challenges emerged in the data gathered. Distinguishing between emergent themes and structural topics, as discussed by Guest et al. (2012), is crucial for interpreting qualitative data effectively as part of luxury operations by these establishments. 
Initially considering a quantitative component, the researcher decided it was unnecessary as the depth of insight required was better served by qualitative methods. Survey data would not have provided the detailed understanding needed for this serious topic, so it was decided grounded theory, case study analysis, and interview would offer the most valuable insights.
[bookmark: _Toc178322657]4.3 Patterns, Themes and Comparative Insights:
This refers to the analysis and identification of recurring themes, strategies, and practices across different sustainable initiatives. By systematically analysing the interview data, the researcher identifies themes representing different viewpoints on sustainability in luxury tourism. In qualitative research, themes represent recurring patterns or topics identified through data analysis, offering a structured way to interpret findings. (Braun and Clarke,2022)
When conducting interviews common practices that emerged is reducing energy consumption while ensuring guests' comfort and satisfaction without compromising quality of service or provision (Ecobnb, 2023). 
[bookmark: _Toc178322658]4.3.1 Environmental Stewardship: 
· Energy efficiency and renewable energy sources (e.g., solar panels).
· Use of eco-friendly cleaning materials and appliances.
· Focus on upcycling and adopting circular economy principles (e.g., reusing and recycling materials).
· These themes highlight the integration of sustainable practices and the commitment to environmental stewardship, waste reduction, and community engagement across luxury hotels in Aspen. The interview data gathered during interviews as well as guest feedback from reviews will support the themes discussed. 
Energy efficiency throughout the properties highlighted by the Hotel Jerome General Manager (GM) was a common theme but included the idea of renewable energy source; ‘…… .. the installation of solar panels as part of offsetting our carbon footprint.’ Irena (2020) The International Renewable Energy Agency’s report highlights how public support has influenced the growth of renewable energy.
 In Limelight Hotel the GM mentioned the use of green appliances as part of off-setting carbon footprint, [image: ]Using eco–friendly cleaning materials was a common theme ,  regular use of cleaning products introduced into the environment through the evaporation of volatile ingredients and residual substances down the drain, can cause health and environmental issues (EPA, 2024).
 As discussed in Limelight Hotel and Aspen Meadows Managers, 
[image: A close-up of black text
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Up-cycle materials as part of ‘circular economy,’ which refers to an economic system aimed at minimising waste and making the most of resources by reusing, recycling, and upcycling materials (Webster, 2021) was discussed by the Little Nell’s GM about the recent renovations and reusing and upcycling materials: 
[image: A close up of text

Description automatically generated]Recycling and Waste Management : is a significant pattern across all the hotels with robust recycling programs, like composting and efforts to reduce single-use plastics. Agreement about clear communication and understanding ensures that both staff and guests know their role, enhancing participation.
This major part of sustainable practice as effective waste management is crucial for reducing environmental impact (Ecobnb, 2023) as was highlighted by Berezan et al. (2013) that a strong waste reduction programme successfully supports sustainable targets which is encouraged by local legislation. Jones et al. (2016) emphasise that such advancements are essential for the continued sustainability of hotel operations.
 Aspen Meadows Resort’s dedication to these initiatives is clear, the Operations Manager keen to discuss the importance as part of their operational standards and how they encourage guests to participate: 
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The Hotel Jerome Senior Manager included the importance of working with the local council and showed a measurable outcome:
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[bookmark: _Hlk176789008][bookmark: _Toc178322659]4.3.2.Reduction of Single-Use Plastics:
· Consistent efforts to replace single-use plastics with reusable or compostable alternatives.
· Challenges in educating guests about sustainability practices.
Another notable pattern was the reduction of single - use plastics across the service provision. Reusable or compostable service ware was another pattern the hotels use to minimise single-use plastics waste especially when doing events. Consistent effort to reduce single-use plastics by introducing refillable dispensers and compostable packaging wherever possible was described. This is seen as integral to luxury hotel operations in reducing waste and is supported as part of a circular economy  implemented by initiatives, called The Plastics Pact, (Ellen McArthur Foundation, 2024). 
In the interview with the GM from the Little Nell he did highlight that it can be a challenge to educate the guests about this practice:
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The Limelight Hotel GM explained after conducting an inhouse survey on their sustainable initiatives, their guests feedback on the use of single-use plastic provision gave them some measurable outcomes:
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Aspen Meadows Operations Manager included how the Aspen Institute shares the commitment to sustainability with local sourcing and compostable service ware: 
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[bookmark: _Toc178322660]4.3.3 Food Waste Management:
· Emphasis on composting and partnerships with local suppliers to reduce food waste and support regional economies.
· Importance of educating staff on food composting.
· Training and formation of "Green Teams" to lead sustainable projects.
Food Composting was commonly discussed when it came to waste management strategy. In the U.S., up to 40% of the food supply is wasted, wasting the resources used to produce it and creating many environmental impacts (EPA,2024). This stems from the ecotourism industry’s reliance on quality natural resources to attract eco-tourism increasing the need to include the economic benefits of land conservation by sourcing local goods and services further reducing transportation emissions while supporting regional economies. (Schermer et al., 2020).
The Hotel Jerome Manager included the importance of educating their staff on food composting and waste by setting clear targets and posting signage in the employee dining area to enforce the importance of this initiative.
[image: ]Aspen Meadows Manager supported this theme mentioning the initiative of having a ‘dedicated green team’ who meets regularly on sustainable projects and ideas:
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Description automatically generated]The same theme at the Little Nell, the GM mentioning training and education of sustainable practice and a ‘Green team ‘made up of staff members across departments. 
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Description automatically generated]Food waste management when running events was discussed across all hotels. Food waste includes the sustainability practice of sourcing local goods and services to reduce carbon footprint in transportation of goods and supporting regional economies. This practice was supported many years ago in research by Robinson and Novelli (2005), this is embraced by the hotels, particularly Hotel Jerome, where partnerships with local suppliers is supported to enhance sustainability (Ecobnb, 2023).
 All hotels prioritise sourcing food, beverages, and materials locally, reducing their carbon footprint and supporting the local economy. Securing locally sourced products, especially in regions with seasonal availability, can be a challenge. However, the hotels are committed to supporting local suppliers and growing their own food to address these logistical difficulties (González-Rodríguez et al., 2019). 
This practice strengthens community ties, enhances unique guest experience by highlighting local culture and traditions (Sims, 2010). Font & Lynes (2018) found that eco-conscious travellers choose hotels committed to sustainability, which use locally sourced products, this drives hotels to adopt the core practice of local sourcing.
 The Little Nell GM talked about food waste management by including the idea of donating food waste but beginning with portion control:
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· Adoption of water-saving strategies like low-flow fixtures and efficient landscaping.
· Future planning for technologies like greywater recycling to reduce water usage.
· Towel and linen reuse programs to conserve water.
Water conversation was a theme considered across all properties with water-saving strategies like low-flow fixtures and efficient landscaping. Guests are encouraged to conserve water through various practices. Additionally, the hotels are exploring advanced technologies like greywater recycling, which can reduce water usage by up to 40% (Edie.net, 2024). This is discussed by Managers in both Aspen Meadows and The Limelight Hotel who both talked about using new water- technologies the ‘greywater recycling system’ as part of their future planning, and how they encourage guests to participate in towel and linen reuse program to conserve water at this time, 
[image: ]4.3.5 Social Responsibility and Community Engagement:
· Active involvement in local community initiatives (e.g., partnering with local non-profits, supporting food banks, and staff volunteerism).
· Offering unique guest experiences linked to local culture and traditions.
· Collaborations that foster economic and environmental sustainability for the community.
· Recruitment of locals and the use of local materials to support community initiatives.
Social Responsibility and Community Engagement fostering community support is a common theme. Within each hotel interviewed there was active engagement in community initiatives, partnering with local non-profits, supporting food banks, and encouraging staff volunteerism. The interviews highlighted how the hotels that collaborate with local businesses also offer unique guest experiences, such as guided tours and adventure activities. This cultivates economic sustainability while enriching guests' stay, such collaborations are key to sustaining tourism, and supporting economic and environmental benefits across the community (Brouder & Eriksson, 2013).
 Hotel Jerome collaborates with non-profit organisation LIFT-UP, providing food and hosting events to combat local hunger (Auberge Resorts, 2024). This support leads their food waste management strategy, important because tourists increasingly appreciate hotels that actively contribute to the local community demonstrating strong social responsibility (Miller et al., 2010). By involving and encouraging guests in sustainability initiatives, the hotels reduce their environmental impact and raise awareness (Deloitte,2024) This trend emphasises the need of community support in sustainable practices as core operations meeting expectations of socially eco-conscious travellers.
The Limelight Hotel GM highlighted that they have outreach community programmes: -
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Aspen Meadows Manager includes educational programmes, part of the Aspen Institute which is renowned for educational delivery in the community events: 
[image: ]The Little Nell includes aligning with global sustainability organisations that support the ski industry:
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Hotel Jerome are keen to include recruitment of locals to support communities and use of local materials in community support incentives:
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[bookmark: _Toc178322661]4.4 Communication to Guests:
All recognise the importance of guest education to promote sustainability, but this needs to be communicated clearly to the guest (Berezan et al., 2013) and the hotels use various channels, from in-room materials to digital platforms, to inform guests about sustainability initiatives. Workshops and tours offer hands-on learning experiences, appealing to eco-conscious travellers who want to see the direct impact of their actions (Font & McCabe, 2017). Communicating these sustainable initiatives with their guests was at times a challenge. Using digital and In-Room materials to give guests information was a consistent pattern amongst the hotels. Berezan et al. (2013) stress that environmental sustainability initiatives are more effective when clearly communicated to guests. These activities not only enhance guest engagement but also ensure their understanding of eco-friendly measures, as emphasised by Kim et al. (2012).
Another clear option was staff interaction with guests. Training the staff was important as part of direct engagement with their guests, to promote sustainable practices, addressing concerns about environmental compromises in luxury settings. 
[image: A text on a white background]The Hotel Jerome has many ways in which they feel they clearly communicate with their guests and showed the importance of the staff interaction onsite and prior to arrival:
 Susskind and Verma (2011) found that luxury guests may resist such initiatives unless clearly informed of the benefits.
This was highlighted by the operations Manager of Aspen Meadows resort: 
‘…we also provide clear instructions to our guests on how they can participate in our recycling and composting efforts, ensuring a collaborative approach to waste management.’
[image: A text on a white background]The Hotel Jerome has many ways in which they feel they clearly communicate with their guests and showed the importance of the staff interaction onsite and prior to arrival:

The Limelight Hotel believes that staff training on this important topic is essential to cultural success:
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[bookmark: _Toc178322662]4.5 Sustainability and Operations: 
Sustainability in operations is crucial for both environmental conservation and long-term business success. In the tourism and hospitality sectors, sustainable practices not only help reduce environmental impact but also meet the growing demand for responsible tourism. (UNWTO,2024).
The theme of educational tours and workshops approach ensures that guests are both informed and engaged with the hotel’s environmental initiatives without compromising their luxury experience. (Kim et al., 2012) 
Hotel Jerome is noteworthy for its holistic sustainability approach, with its focus on local sourcing and food composting initiatives. This practice not only reduces environmental impact but supports the local economy by prioritising regional suppliers linking to the social responsibility and community engagement initiatives. Community engagement activities, create a deeper connection between guests and the local culture, promoting responsible tourism. Such interactions improve the overall guest experience while encouraging social sustainability. (Deloitte, 2024). The Little Nell’s Garden tours, including its living wall garden, combine luxury with eco-friendly education. 
Aspen Meadows Resort leverages its affiliation with the Aspen Institute to incorporate sustainability into guest experiences, workshops, and events, it enhances both guest engagement and environmental awareness. 
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[bookmark: _Toc178322663]4.6 Guest Education and feedback:
There were some challenges from guest feedback that was evidenced when balancing luxury provision and sustainability practices. Guests at luxury properties have high expectations, however, through marketing communications on sustainable efforts active participation is encouraged and maintains high standards of guest satisfaction (Berezan et al., 2013). Encouraging guest participation requires continuous education and engagement to be beneficial in maintaining sustainability goals and guest satisfaction (Han, Lee & Hwang, 2016). as not all guests are initially receptive to these initiatives, overcoming guest resistance is challenging as explained by Hotel Jerome and The Little Nell. However, with consistent communication and education, guest appreciation for these measures has grown. This reflects a broader industry trend where clear messaging enhances guest support for sustainability programs.
The introduction of refillable bathroom amenities has been met with mixed reactions from guests, who sometimes perceive them as less luxurious.
The GM at Hotel Jerome explains the importance of educating their guests on sustainable practice:
‘We’ve eliminated single-use plastics. Instead of single bathroom amenities, we use refillable pumps in public restrooms and guest rooms for body lotion, shampoo, conditioner, etc. Some guests miss the little bathroom bottles, but we prioritise reducing landfill waste over those minor conveniences. However, once we explain the benefits, most guests appreciate the efforts.’
At The Little Nell, the GM explains how they respond to feedback when faced with the perception of luxury amenities and sustainability from their guests: 
‘For instance, some guests have mentioned that they miss the convenience of single-use plastic toiletries. But we've found that by providing high-quality, refillable dispensers, we can maintain the luxury experience while also being environmentally responsible. Our guests understand that these small adjustments contribute to a larger positive impact, and they're generally very supportive of our initiatives. It's all about balancing luxury with sustainability, and we strive to do that in a way that enhances the overall guest experience.’
When it comes to Guest Feedback and Continuous Improvement the hotels understand the importance of educating their guests, so feedback is imperative: Limelight Hotel displays a commitment to guest satisfaction by creating feedback loops to address concerns related to sustainability efforts. A recent in- house guest survey revealed that 75% of respondents are more likely to return to a hotel actively demonstrating sustainability, particularly through visible actions such as the use of electric vehicle shuttles and efforts to reduce single-use plastics.
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                Fig 9: TripAdvisor, 2020
The emphasis on sustainability reflected in customer reviews for the Hotel Jerome and The Limelight, show positive feedback of hotels' green initiatives. Suggesting that guests value sustainability efforts supporting the notion guests in eco-conscious hotels often express greater satisfaction when they see sustainability efforts (Millar and Baloglu, 2011), this supports the hotels' high ratings, and green service standards.
 Customer satisfaction is influenced by both intrinsic and extrinsic motivational factors related to sustainability. Guests derive intrinsic pleasure from eco-friendly practices, which enhance overall experience recognised by the hotels. Extrinsic factors, including social recognition and perceived value, (Han et al., 2011). These factors from luxury hotel guests seeking social recognition are tied to environmental consciousness of guest satisfaction, supported by the reviews (Borden et al., 2017).
A five-star TripAdvisor review had interesting comments, highlighting inconsistency of sustainable practice but still maintaining high guest satisfaction: 
[image: A close up of text] While the guest acknowledges the effort to reduce waste with eco-friendly containers, they point out the presence of plastic bottles for hand soap and body lotion, raising questions about the hotel’s commitment to sustainability. This discrepancy, although minor, has the potential to cause reputational consequences, a gap between what a company promises to deliver, and how they are perceived to have acted in reality especially given the guest's awareness of sustainability efforts.
 From a business perspective, cost implications might be considered, switching to eco-friendly materials can be more expensive than using conventional plastic packaging. A need to balance sustainability initiatives with finances may cause selectively implementation of sustainable solutions. The impact of this decision extends beyond financial costs; it has the potential to affect the hotel's reputation. According to the study by Heikkurinen (2010), inconsistencies in CSR can lead to negative perceptions, as customers today are sensitive to "greenwashing”.
 Porter and Kramer (2011) argue that integrating sustainability into business strategy can create a competitive advantage, but inconsistencies can undermine this benefit. Millar and Baloglu (2011) emphasise the need for transparent communication to maintain stakeholder trust.
This is shown in a review in 2017 for Aspen Meadows Resort. Recent refurbishment meets the rigorous standards to be LEED Gold Certified showing the sustainable progress today. The Operations Manager at Aspen Meadows was keen to support feedback from guests and identify areas of improvement: 
Fig 10: Tripadvisor,2017
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Description automatically generated]‘We actively seek guest feedback through surveys, comment cards, and direct conversations. This feedback is invaluable as it helps us understand our guests' perceptions and identify areas for improvement. We address any concerns promptly and provide additional information to guests who may have questions about our practices Our goal is to continually refine and enhance our sustainability initiatives based on guest input.’

[bookmark: _Toc178322664]4.7 Linking Interview Questions and Relevance:
The interview questions were designed to extract detailed insights into hotels' sustainability initiatives, communication strategies, and challenges. Queries on guest feedback illuminated how sustainability practices are perceived by visitors, while questions about future projects revealed each hotel's long-term commitment to environmental stewardship.
Despite hotel managers emphasising the importance of operational sustainability, guest reviews can reflect a different perspective. While hotels have implemented efforts to reduce single-use plastics, these initiatives are underrepresented in online reviews. This discrepancy suggests that the sustainability efforts may not be as visible or appreciated by guests as intended, underscoring the need for more effective communication and engagement strategies. Moeller et al. (2011) discuss how sustainable tourism practices must balance small environmental footprints with high expenditure, can align with luxury experiences, contributing to broader sustainability goals and advocating for marketing strategies that complement destination-based sustainability initiatives. Hotel Jerome and Aspen Meadows Resort practices show commitment to reducing environmental footprints while maintaining a high standard of luxury. Hotel Jerome comprehensive composting program and local collaborations demonstrate that luxury and sustainability can coexist (Wadhwa, 2023). Aspen Meadows Resort leverages its connection with the Aspen Institute incorporating sustainability in event operations and educational initiatives. 
4.8 Sustainability Practices and Future Projects:
Aspen's luxury hotels have demonstrated a strong commitment to sustainability through various green initiatives. Key practices include renewable energy adoption, such as solar energy and electric vehicle charging stations at Hotel Jerome, and energy efficiency improvements recognised through industry awards, like The Little Nell's Hospitality Green Award. Across all hotels, future projects will focus on expanding sustainable technologies, such as water recycling, HVAC upgrades, and advanced waste management systems (Rajaseger et al., 2023). These efforts align with the broader trend in tourism towards reducing carbon footprints and integrating sustainable practices into operations (Gössling et al., 2019). The integration of renewables into national energy strategies highlights the importance of systemic transformation in this sector ​(Deloitte, 2023).
The Little Nell plans to bolster biodiversity by growing its own food and implementing eco-friendly pest management and minimises waste production strategies ( Rajaseger, et.al., 2023). 
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Description automatically generated with medium confidence]The recognition of industry awards like The Little Nell has been recognised by the Colorado Hotel and Lodging Association’s Hospitality Green Award, for energy efficiency improvements, illustrates commitment to lowering carbon footprint and aligns with guest feedback, analysis (Booking.com, 2024) where 45% of travellers are attracted to accommodations labelled as sustainable, 67% supporting the standardisation of sustainable certifications across booking platforms. This reflects a demand for clear marketing communication in 2023 as 69% of travellers were interested in learning about sustainability certifications. This has dipped in 2024, showing that more travellers are now aware of sustainability practices. 
Fig 11: Travellers Interested in sustainability certifications (Booking.com,2024)
                                   
Interestingly the hotels say that awards and recognitions serve as tangible proof of a hotel's commitment to marketing sustainability, the Little Nel display this: [image: A close-up of a text
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Research by Berezan et al. (2013) supports the idea that such accolades enhance a hotel's reputation and appeal to specific consumer segments.
Another example was highlighted in a Limelight Hotel review, recipients of the ‘Green Leaders Gold Award’ from TripAdvisor. This further illustrates how sustainability accolades validate efforts and reinforces customer satisfaction and loyalty (McKinsey, 2023). Positive customer reviews highlighting sustainability awards, indicates value and motivation for environmental initiatives.
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Fig 12 : TripAdvisor, 2018

One guest commented on in- room guest card in the Hotel Jerome: 
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[bookmark: _Toc178322665]4.9 Customer Demographics:
Adapting to changing customer demographics is crucial for Aspen's luxury hotels. With younger generations becoming more active in skiing and snowboarding, hotels must integrate sustainability and digital innovations to attract and retain these customers. According to Silk (2023), aging demographics are a concern in the U.S. ski industry, and measures need to be taken to reverse the trend. Hotels are engaging younger markets by developing marketing strategies that highlight environmental and social stewardship, appealing to their values.
This shift is not merely a trend but a strategic necessity for sustainable financial growth. Booking.com (2022) reports that 81% of travellers consider sustainable travel important, with 50% influenced by recent climate change news when choosing accommodations. Deloitte (2023) further indicates that Gen Z and Millennials prefer digital platforms for booking travel and expect seamless digital experiences. TrustYou's (2023) research confirms that online reviews and digital engagement are vital for younger guests. Therefore, effective communication of sustainability efforts through digital channels is crucial for enhancing a hotel's appeal and maintaining high customer satisfaction.
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This shift is not merely a trend but a strategic necessity for sustainable financial growth as can be seen in below. [image: A graph of the number of snowboarders
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Fig 13 : Statistica.com 
[bookmark: _Toc178322666]4.10 Summary and analysis of each objective:
Luxury hotels in Aspen have implemented various sustainability initiatives, including:
[bookmark: _Toc178322667]Objective 1: Identify Sustainable Practices
· Energy Conservation: Use of solar panels and energy-efficient technologies.
· Water Management: Low-flow fixtures and greywater recycling systems.
· Waste Reduction: Composting and phasing out single-use plastics.
· Eco-Friendly Materials: Sourcing sustainable wood and biodegradable cleaning supplies.
· Sustainable Food Practices: Featuring seasonal and locally sourced food.
· Transportation: Offering electric vehicle shuttles.
· Guest and Staff Education: Promoting awareness through visible reminders and employee training.
· Community Partnerships: Collaborating with local non-profits and businesses on sustainability projects. 
Luxury hotels like Hotel Jerome and The Little Nell lead the way in sustainable tourism by integrating eco-friendly initiatives without compromising luxury. These efforts align with global Sustainable Development Goals (SDGs) and contribute to brand reputation and guest satisfaction. Community partnerships foster social responsibility and demonstrate that sustainability and luxury can co-exist, setting an example for others in the tourism industry.
[bookmark: _Toc178322668]Objective 2: Assess the Effectiveness of Marketing Communication Strategies 
Effective marketing communication of sustainability relies on authenticity. Research shows that hotels using digital platforms to highlight eco-friendly practices attract more eco-conscious consumers. Successful communication involves a combination of digital platforms, in-person guest interactions, and clear, visible signage. A multi-channel approach builds guest trust and engagement with sustainability initiatives. Digital platform has become essential tools for conveying eco-friendly practices to guests, as seen in studies by Buhalis & Leung (2018) and Font & McCabe (2017).
Inconsistent or unclear messaging can be perceived as greenwashing, which reduces guest trust, as highlighted by Mair and Jago (2010). Our findings indicate that combining digital content with personalised interactions, such as guided tours or sustainability demonstrations, deepens guest commitment and improves communication effectiveness.
[bookmark: _Toc178322669]Objective 3: Evaluate the Impact of Sustainable Practices on Hotel Performance 
Inconsistent or unclear messaging can be perceived as greenwashing, which reduces guest trust, as highlighted by Mair and Jago (2010). Our findings indicate that combining digital content with personalised interactions, such as guided tours or sustainability demonstrations, deepens guest commitment and improves communication effectiveness. Sustainability enhances brand reputation, guest satisfaction and yields financial benefits. Eco-travellers increasingly seek hotels aligning with their values, and hotels investing in this see improvements environmentally and bottom-line performance (Norton et al., 2015),
Challenges remain in ensuring that tourism development benefits local community, research indicates that stronger community engagement and local government involvement impacts sustainable tourism success (Viiera et al., 2024).

[bookmark: _Toc178322670]Objective 4: Explore Guest Perceptions of Sustainability Initiatives 
Research shows guest perceptions of sustainability is crucial to influence decision-making, satisfaction, and loyalty. Guest perceptions play a crucial role in influencing their decision-making, satisfaction, and loyalty. Han and Hyun (2017), reveal that a hotel’s environmental responsibility positively influences guest satisfaction and willingness to pay, transparent efforts encourage positive word-of-mouth and brand loyalty. Graci and Dodds (2008) highlight that guests expect sustainability to be part of a hotel's brand image. Feedback from guests indicates that sustainability is a key factor in choosing and returning to hotels. These findings align with research by Wang, Weaver, & Kwek (2016), which emphasises the importance of aligning sustainability practices with guest values.
[bookmark: _Toc178322671]Objective 5: Identify Challenges and Opportunities 
Luxury hotels face challenges in implementing sustainable practices, including high initial costs, infrastructure challenges, particularly in regions with extreme climates like Aspen, complicate sustainable practices, and resistance to change. Obstacles can be overcome through long-term cost savings, strategic partnerships, and collaboration with local businesses. Education and training programs can build strong partnerships with local communities to overcome resistance, as collaborations promote job creation and economic development linked to sustainable tourism. Innovative approaches to renewable energy, waste management, and community involvement offer significant opportunities for luxury hotels to enhance their sustainability credentials and differentiate themselves in the market. 

[bookmark: _Toc178322672]Objective 6:  Sustainability Practices and Guest Perceptions
Research shows luxury guests in Aspen increasingly factor sustainability into their decision-making, with visible eco-friendly practices. In house survey data from the Limelight Hotel revealed that 75% of respondents were more likely to return to hotels that actively demonstrate sustainability. For instance, a guest card comment noted, [image: A white background with black text
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[image: ]Aligning sustainability practices with guest expectations fosters loyalty, as shown by Wang, Weaver, & Kwek (2016). Luxury hotels are responding to increased pressure to integrate sustainable practices into their operations. A hotel representative commented, 
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Description automatically generated]This supports Hristov & Appolloni's (2022) findings that stakeholder pressures often drive sustainability integration into hotel strategies.

[bookmark: _Toc178322673]Objective 7: Community Involvement
Luxury hotels in Aspen are actively engaging with local communities through partnerships with non-profits, support for shelters, and collaboration on green initiatives. A hotel manager emphasised the importance of community-driven projects in enhancing local tourism sustainability. This engagement not only benefits the environment but also strengthens ties between hotels and local stakeholders, fostering long-term sustainability success (Viiera et al., 2024).
A hotel manager emphasised,
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[bookmark: _Toc178322674]Objective 8: Address Challenges and Adaptations
While hotels face significant challenges implementing sustainable practices, such as the high cost of eco-friendly upgrades, recognising opportunities presented by meeting evolving guest expectations, adapting, and investing in sustainable solutions, can enhance brand image, attract eco-conscious travellers, and remain competitive in the market.
One hotel manager acknowledged, 
[image: ] 
[bookmark: _Toc178322675]4.11 Conclusion
This comparative analysis highlights the significant efforts of Aspen’s luxury hotels to integrate operational sustainability. Through initiatives such as waste management, energy efficiency, and local sourcing, these hotels are setting new benchmarks in sustainable luxury tourism. Effective marketing communication and guest education are essential to align hotel practices with guest perceptions, ensuring the long-term success. Despite the challenges of high costs and infrastructure limitations, these hotels are well-positioned to capitalise on broader trends in sustainable tourism. 
In conclusion, while Aspen hotels show an admirable commitment to sustainability, a more scientific approach incorporating rigorous assessment methodologies and evidence-based decision-making is essential to gauge the effectiveness of their sustainability endeavours going forward and ensure alignment with global sustainability imperatives. Sustainability is now integral to operational success and long-term brand loyalty, reinforcing the necessity for hotels to view eco-friendly initiatives not as optional but as essential in responsible luxury.
[bookmark: _Toc178322676]Chapter 5: Conclusion 
This study aimed to evaluate sustainable practices and marketing communication within the global luxury tourism market, focusing specifically on Aspen, Colorado. Building on the analysis presented in Chapter 4, the findings demonstrate the critical importance of integrating sustainability into corporate strategies to foster long-term trust with stakeholders, including guests, investors, and local communities.
[bookmark: _Toc178322677]5.1 Integration of Sustainability and Communication Strategies
The research highlights that luxury hotels increasingly recognise the necessity of embedding sustainability within their corporate frameworks. This alignment not only meets the growing demand from environmentally conscious consumers but also enhances brand reputation. As noted by Wang, Weaver, & Kwek (2016), luxury hotels are adopting sustainable practices to differentiate themselves in a competitive market. Font, Garay, & Jones (2016) emphasise transparent and authentic marketing communication of sustainability initiatives significantly boosts trust and loyalty among guests.
[bookmark: _Toc178322678]5.2 Understanding Motivational Factors
The thematic analysis conducted in this study identified both intrinsic and extrinsic motivations that drive behaviour in the luxury tourism sector (Ryan & Deci, 2000). Attitudes toward renewable energy were reflected in themes such as support, cost concerns, and doubt about environmental benefits. Practical initiatives, like composting in food and beverage outlets, exemplify how these attitudes shape corporate strategies toward sustainability (Clarke & Braun, 2016; Thomson et al., 2008).
Luxury guests are increasingly aware of the environmental challenges posed by climate change, in ski resorts. Acceptance of sustainable practices is essential of the ski industry for longevity, given the significant carbon footprint associated with luxury tourism (Gössling, 2019). By implementing sustainable measures, such as electric transportation and sustainable food sourcing, waste management strategies and water conservation, luxury hotels can align with global Sustainable Development Goals (SDGs) while reducing their overall carbon emissions (UNWTO, 2020).
[bookmark: _Toc178322679]5.3 Patterns and Themes from Data Analysis
The thematic analysis revealed several key patterns in consumer attitudes towards sustainability. Intrinsic motivations, such as a genuine concern for the environment, and extrinsic motivations, such as social approval and brand prestige, were identified as driving forces in the luxury tourism sector (Ryan & Deci, 2000). Themes of support for renewable energy initiatives, concerns about costs, and scepticism regarding the true benefits of sustainability emerged consistently. Practical initiatives, like composting in food and beverage outlets, illustrate how these attitudes shape corporate strategies toward sustainability (Clarke & Braun, 2016; Thomson et al., 2008).
Luxury guests are increasingly aware of the environmental challenges posed by climate change, particularly as they relate to ski resorts. Acceptance of sustainable practices is essential, given the significant carbon footprint associated with luxury tourism, especially from private jets (Gössling, 2019). By implementing sustainable measures, such as electric transportation and sustainable food sourcing, luxury hotels can align with global Sustainable Development Goals (SDGs) while reducing their overall carbon emissions (UNWTO, 2020).
[bookmark: _Toc178322680]5.4 Key Research Objectives
Five research objectives were established and addressed throughout this study. These objectives serve as a framework for understanding how luxury tourism providers can enhance their sustainability efforts while maintaining the exclusivity and quality their brand represents. The analysis underscores the complex relationship between luxury and sustainability, indicating that while sustainability is gaining importance, traditional luxury attributes still hold significant value for guests.
1. To identify sustainable practice: Explore and document the sustainable practices currently implemented by luxury hotels in Aspen, Colorado. These practices were identified as energy conservation, water management, waste reduction, including food waste, use of eco-friendly materials, including the concept of circular economy and renewable energy and future green initiatives . Chan and Okumus (2017) emphasise that water conservation initiatives, especially in environmentally sensitive areas like ski resorts, are crucial for minimising water usage while maintaining guest comfort.
2. To assess the effectiveness of communication strategies: analyse of how the luxury hotels communicate their sustainability efforts to their guests, and the effectiveness of these strategies in building awareness, trust and engagement. The concept of the circular economy where materials are reused, recycled, and upcycled is gaining traction in luxury hotels. Kucukusta, Heung, and Song (2013) highlight how eco-friendly materials and upcycling practices are increasingly being incorporated into hotel design and operations to minimise waste and support sustainable building and renovation projects.
[bookmark: _Toc178322681]3. To evaluate the impact of sustainable practices on hotel performance : investigating the sustainable initiatives impact on the operational performance, guest satisfaction and brand perception within the luxury hospitality market in Aspen . Han, Hsu, & Sheu (2018) found that sustainability practices directly affect operational performance in luxury hotels by reducing costs through energy efficiency and waste reduction
[bookmark: _Toc178322682]4. To explore guest perception of sustainability initiatives: understand how the guests perceive and respond to the sustainability efforts by the hotels and whether these practices influence their decision-making and loyalty. Han, Lee, & Hwang (2016) found that guest perceptions of a hotel’s environmental responsibility significantly influence their overall satisfaction and willingness to return. Eco-conscious travellers increasingly expect luxury hotels to demonstrate sustainability, and positive perceptions of these efforts can drive guest loyalty. 
[bookmark: _Toc178322683]5. To identify challenges and future opportunities in implementing sustainable practices : Explore the challenges they face in implementing the sustainable practices and identify potential opportunities to enhance efforts . Gössling, Scott, & Hall (2019) highlight opportunities for innovation in renewable energy and waste reduction. As guest expectations evolve, luxury hotels have the potential to position themselves as industry leaders in sustainable tourism by adopting new green technologies and enhancing their community engagement efforts.



[bookmark: _Toc178322684]5.5 Final Thoughts on Marketing Communication
To thrive in an increasingly younger eco-conscious market, luxury tourism providers must enhance their sustainable communication strategies. Showing genuine sustainability efforts and avoiding greenwashing, luxury brands can build and maintain consumer trust and loyalty. This study contributes valuable insights to the luxury tourism industry, the importance of effective communication strategies, consumer perceptions, and the alignment of luxury and sustainable practices. Acknowledging the challenges and tensions in managing sustainable luxury tourism is essential for aligning with customer expectations, ultimately ensuring the long-term viability of the industry.
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[bookmark: _Toc178322685]Chapter 6 – Recommendations
The current evaluation of sustainability practices across Aspen hotels reveals a commitment to environmental stewardship. While these hotels have implemented various conservation and community engagement measures, a deeper assessment of their adherence to established sustainability metrics is necessary. This requires comprehensive environmental risk assessments, careful infrastructure planning to support local communities, and compliance with internationally recognised environmental management standards. There remains significant potential for improvement, particularly in adopting renewable energy and enhancing waste management strategies.
[bookmark: _Toc178322686]6.1 Addressing Gaps in Sustainability Marketing Communication:
The research identified inconsistencies in how hotels communicate their sustainability efforts to guests. For instance, feedback from the Limelight Hotel indicated ongoing use of plastic bottles despite their sustainability claims. To remedy this, hotels must enhance their messaging to align guest expectations with actual practices. Jacobsen et al. (2022) emphasise that clear communication regarding sustainability decisions such as phased reductions in plastic use can effectively manage customer expectations. Effective communication enhances guest appreciation and supports eco-friendly branding, especially among younger guests who value sustainability (The Millennial Impact Project, 2019).
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Fig 14: Marketing Channels August 2024. Similarweb.com, 2024
 The marketing channels overview reveals that social media marketing across all hotels is currently underutilised. To effectively engage younger demographics, it's essential to adopt new trends in digital marketing communication aimed at the 18-24 age group, as well as to meet the expectations of the 25-34 age range.
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Fig 15: Age Distribution August 2024. Similarweb.com, 2024

Recommendation: The Limelight Hotel should incorporate sustainability messaging into standard guest communications, highlighting initiatives like replacing plastic bottles with biodegradable alternatives. This could be achieved through in-room information, digital signage, or thank-you notes, thereby improving guest appreciation and supporting eco-friendly branding, especially among younger guests (The Millennial Impact Project, 2019).
[bookmark: _Toc178322687]6.2 Emphasising Community Involvement:
Active community engagement is vital for successful sustainability programs. Strengthening this aspect within the research findings will further enhance its impact. Berezan et al. (2013) note that guest participation in local community initiatives fosters loyalty and sustainability.
Recommendation: Luxury hotels should build partnerships with local businesses, suppliers, and non-profits to support sustainability initiatives. Highlighting collaborations, such as working with local renewable energy providers, can demonstrate the value of community involvement in achieving sustainability goals.
[bookmark: _Toc178322688]6.3 Enhancing Guest Engagement in Sustainability Efforts:
Engaging guests in sustainability initiatives is essential for long-term success. Research indicates that guests are more likely to support and participate in green practices when educated or incentivised (Berezan et al., 2013).
Recommendation: Hotels should integrate sustainability education into the guest experience, such as offering tours of eco-friendly initiatives or creating reward programs for participation linking to loyalty programmes. A rewards program incentivising actions like opting out of daily housekeeping or contributing to local causes can enhance guest satisfaction and loyalty especially amongst younger demographics.
[bookmark: _Toc178322689]6.4 Leveraging Loyalty Programs for Philanthropy and Sustainability:
Loyalty programs can effectively engage guests in sustainability and social responsibility. This is particularly appealing to younger guests who value brands that support meaningful causes (The Millennial Impact Project, 2019).
Recommendation: Hotels should integrate sustainability into loyalty programs, incentivising guests to engage in green practices or support community projects. This approach caters to eco-conscious and socially responsible guests, fostering deeper loyalty.
[bookmark: _Toc178322690]6.5 Reinforcing Guest Perceptions and Hotel Success:
A clear connection exists between guest perceptions of sustainability and hotel success. Guests who view hotels as eco-conscious are more likely to return and recommend the establishment, thus enhancing its reputation and financial performance (Hristov & Appolloni, 2022).
Recommendation: Hotels should consistently gather and analyse guest feedback on sustainability practices. This data can inform the refinement of initiatives, ensuring alignment with guest expectations and enhancing overall success. Publicly sharing positive feedback related to sustainability will reinforce the hotel's environmental branding.
Despite the challenges, luxury hotels can align guest expectations with environmental goals by positioning eco-conscious amenities as premium experiences and utilising digital tools to enhance operational efficiency. By focusing on sustainability as a core aspect of luxury, hotels can attract environmentally conscious guests and strengthen their market position, transforming sustainability challenges into opportunities for growth and innovation.
These recommendations provide actionable steps for luxury hotels to advance their sustainability initiatives, improve operations, and align with broader trends in the luxury hospitality industry, particularly the increasing demand for sustainable, tech-enabled, and socially responsible experiences.
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[bookmark: _Toc178322692]Appendices
1. Research interview with Limelight Hotels:

Interviewer (Debbie): Thank you for taking the time to speak with me today. Can you start by telling me about the sustainable initiatives your hotel undertakes?
General Manager: Of course, Debbie. At the Limelight Hotel, we are deeply committed to sustainability. We’ve implemented a number of initiatives to reduce our environmental footprint. For instance, we have a robust recycling program throughout the hotel, including guest rooms and public areas. We also prioritise energy efficiency with features such as LED lighting, smart thermostats, and energy-efficient appliances. Additionally, we’ve partnered with local farms to source organic and locally produced ingredients for our restaurant, which not only supports the community but also reduces our carbon footprint.
Interviewer: Those are impressive efforts. How do you integrate environmental sustainability into your operations?
General Manager: Environmental sustainability is woven into our daily operations. For example, we have water-saving measures in place, such as low-flow showerheads and faucets. We also encourage our guests to reuse towels and linens to reduce water and energy usage. Our housekeeping staff uses eco-friendly cleaning products to minimise the impact of harmful chemicals. Moreover, we offer electric vehicle charging stations to promote the use of electric cars. Our Audi partnership aligns perfectly with this, as we offer guests access to the latest electric and hybrid models for their transportation needs during their stay. Our guests understand that sustainability isn't just an option— it's essential. They're beginning to accept changes, such as our switch to electric transportation and the introduction of seasonal menus, as part of their contribution to preserving the very environments they come here to enjoy.
[bookmark: _Hlk174106456]Interviewer: It sounds like sustainability is a key part of your hotel’s identity. What social responsibility programs does your organisation engage in?
General Manager: We believe in giving back to the community. One of our significant social responsibility programs is our partnership with local animal shelters. As a pet-friendly hotel, we not only welcome pets but also host adoption events to support local shelters. Additionally, we’re involved in various community outreach programs, such as food drives and volunteering initiatives. Our staff regularly participates in local clean-up efforts and other community service activities. We also support local artists by displaying their work in our hotel and hosting events to promote their art.
Interviewer: Are there any initiatives aimed at economic sustainability or community development?
General Manager: Absolutely. We understand the importance of supporting the local economy. By sourcing locally for our restaurant and other hotel needs, we help sustain local businesses and reduce transportation emissions. We also collaborate with local businesses for various guest experiences, such as guided tours and adventure activities, which helps promote and support the local economy. Our Audi Experience partnership is another example of this, as it enhances the guest experience while also promoting eco-friendly travel options.
Interviewer: How do you communicate these efforts to your guests and educate them about sustainability during their stay?
General Manager: Communication is key. We inform our guests about our sustainability practices through various channels, such as our website, in-room information, and direct communication during check-in. We also provide educational materials in guest rooms, explaining how they can participate in our green initiatives, like recycling and conserving water. Our staff is trained to discuss our sustainability efforts and encourage guests to join us in these practices. We find that many guests are eager to support our initiatives once they understand the positive impact they can have.
We undertook a guest survey asking our guests how they value the sustainability during their stay we were pleasantly surprised at the favourable responses: The guest survey reported 75% of respondents would return to our hotel because we actively demonstrated a commitment to sustainability, particularly in visible aspects like electric vehicle shuttles, water conservation practices, and the reduction of single-use plastics. A guest wrote, "I felt more aligned with the hotel’s values when I saw their efforts to cut plastic waste. It shows they're not just talking about sustainability but practicing it.".
[bookmark: _Hlk174106492]Interviewer: It’s great to hear that you have such a comprehensive strategy for guest education. What about your staff? How do you ensure they are knowledgeable and engaged in your sustainability efforts?
General Manager: Staff training is essential to our success. We conduct regular training sessions to keep our team updated on the latest sustainability practices and initiatives. These sessions cover everything from waste reduction and energy conservation to guest communication strategies. We also encourage our staff to produce their own ideas for improving our sustainability efforts, which fosters a sense of ownership and engagement. Our green team, which includes staff members from various departments, meets regularly to discuss new initiatives and track our progress. Celebrating our successes together helps keep everyone motivated and committed to our sustainability goals.
Interviewer: That sounds like a very effective approach. It’s clear that you’re dedicated to sustainability at all levels of your organisation. Do you face any challenges in your sustainability efforts?
General Manager: Yes, challenges are inevitable. One of the main challenges is the initial cost of implementing sustainable practices, such as installing energy-efficient systems or sourcing local, organic produce. These investments pay off eventually, but they require upfront capital. Another challenge is changing behaviours, both among our staff and guests. It takes time to shift habits and mindsets towards more sustainable practices. However, through consistent education and communication, we’ve made significant progress. We also face logistical challenges, such as ensuring a steady supply of locally sourced ingredients year-round, but we’re continuously working to overcome these hurdles.
Interviewer: It’s encouraging to see that you’re addressing these challenges head-on. Looking ahead, do you have any future green projects planned?
General Manager: Absolutely. We’re always looking for new ways to enhance our sustainability efforts. One of our upcoming projects includes expanding our use of renewable energy by installing solar panels. We’re also planning to increase the number of electric vehicles charging stations to accommodate the growing number of guests with electric cars. Additionally, we’re exploring ways to further reduce our water usage, such as implementing greywater recycling systems. We’re extremely excited about these initiatives and believe they will help us continue to lead the way in sustainable luxury hospitality.
Interviewer: Those sound-like fantastic projects. It’s great to see that you’re continuously looking for ways to improve. Thank you for sharing all these insights and for your dedication to sustainability.
General Manager: Thank you, Debbie. It’s been a pleasure discussing our journey and efforts. If you have any more questions or need further details, please don’t hesitate to reach out.










2. Interview Hotel Jerome – Auberge Resorts, Aspen, Colorado 
Interviewer (Debbie): Thank you so much for agreeing to this interview, Senior Manager. I'm completing my MBA in International Hotel Management, and my dissertation focuses on evaluating the expectations of environmentally sustainable communication to customers within the global luxury tourism market, particularly in Aspen, Colorado. Specifically, I’m looking into how marketing communication strategies in luxury tourism markets address sustainability. Let’s start with your thoughts on this topic.
Interviewee (Senior Manager, Hotel Jerome): Hi Debbie, that’s quite the topic! Sustainability is something that’s become a key focus for us, especially in a place like Aspen where the environment is so central to our way of life.
Interviewer: Thank you! To begin, could you tell me about Hotel Jerome’s approach to environmental sustainability?
Senior Manager: Hotel Jerome has always been committed to giving back and protecting our environment, especially living in a ski resort where we see the impact of climate changes directly. For example, this winter was an El Niña winter, meaning warmer temperatures. For most of January, it felt like spring with temperatures reaching 60 degrees Fahrenheit (15 degrees Celsius). While we had decent snowfall at times, the warmer temperatures kept coming back. We’re hopeful for an El Niño winter next year!
Interviewer: That sounds challenging. What specific sustainability initiatives does Hotel Jerome have operationally in place to address these environmental concerns?
Senior Manager: We’ve implemented several initiatives:
· Composting: All our food and beverage outlets and our employee dining room have composting. Introducing composting across all our food and beverage outlets was a significant step for us. Not only did it reduce waste, but it also educated our staff on sustainability practices. The clear targets and signage in the employee dining room really drove home the importance of our efforts, making it a part of our daily routine.
· Food Waste Reduction: We work with the City of Aspen to reduce food waste to the landfill by 80%.
· Recycling: Recycling is available in guest rooms and throughout the hotel.
· Single-Use Plastics Reduction: We’ve eliminated single-use plastics. Instead of single bathroom amenities, we use refillable pumps in public restrooms and guest rooms for body lotion, shampoo, conditioner, etc.
· Water Bottles: We don’t use plastic water bottles unless specifically requested; we use cardboard or glass.
· Local Sourcing: Our extensive wine list includes local Colorado wines, and our dinner menu in Prospect features locally sourced ingredients, including a “Taste of the Land” experience with Colorado wine pairings.
· Compostable Utensils: All our to-go utensils are compostable.
· EV Chargers: We have two standard EV and two Tesla chargers in our garage, plus a charging station outside the hotel.
Interviewer: Those are impressive efforts. How else do you integrate environmental sustainability into your operations?
Senior Manager: We try to embed sustainability into every aspect of our operations. For example, we’re continuously improving our energy efficiency with LED lighting and advanced HVAC systems. We’ve also installed solar panels to reduce our carbon footprint. And we’re always looking for new ways to reduce water consumption, particularly in our landscaping and housekeeping operations.
Interviewer: It’s clear that sustainability is a priority for you. How have your guests responded to these sustainability practices?
Senior Manager: The feedback from our guests is incredibly positive. Of course, you can’t please everyone. Some guests miss the little bathroom bottles, but we prioritise reducing landfill waste over those minor conveniences. However, once we explain the benefits, most guests appreciate the efforts.
Interviewer: It sounds like you’re making a significant impact. Can you tell me more about the broader social responsibility programs the hotel engages in?
Senior Manager: Absolutely! In 2022, Auberge Resorts, which includes Hotel Jerome, committed to making a positive impact on our environment and local communities. For example, we’ve partnered with LiftUp, a non-profit helping families and individuals with food insecurity for over 40 years. Instead of giving guests holiday gifts like ornaments or tree decorations, we donated $5,000 to LiftUp’s “Farm to Pantry” initiative and informed our guests about this donation through holiday cards.
We’re also involved in supporting local businesses by sourcing locally wherever possible. It’s not just about the environment but also about giving back to the community that supports us.
Interviewer: That’s a wonderful initiative. Are there any specific initiatives aimed at economic sustainability or community development that you’d like to highlight?
Senior Manager: We really focus on supporting the local economy through our sourcing practices and by partnering with local artisans and businesses. For instance, much of our hotel decor is sourced from local artists. We also make it a point to hire locally, offering training and career development opportunities to residents. This strengthens the local economy and ensures that we’re giving back to the community in meaningful ways.
Interviewer: What about your staff? How do you ensure they are knowledgeable and engaged in your sustainability efforts?
Senior Manager: Staff engagement is crucial. We provide ongoing training and workshops to ensure everyone understands our sustainability goals and knows how to implement them in their day-to-day work. We also encourage staff to contribute their own ideas for sustainability initiatives, which helps keep everyone motivated and involved. We have ‘a Green Team’ dedicated to our sustainability initiatives.
Interviewer: It’s great to hear that you involve your team so much. How do you communicate these efforts to your guests and educate them about sustainability during their stay?
Senior Manager: We use a variety of methods to communicate with our guests. Our website is constantly updated with all our experiences and what’s going on at the hotel. We also contact our guests prior to their arrival to discuss everything with them. In-room tablets, and printed materials provide detailed information about our sustainability practices. Plus, our staff is always ready to discuss our initiatives with guests, whether during check-in or throughout their stay. We also offer tours and workshops to give guests a more hands-on understanding of what we’re doing.
Interviewer: You’ve covered a lot of ground in your sustainability efforts. I’m curious, what sustainable practices do you use when running events?
Senior Manager: We focus on making our events as eco-friendly as possible. This includes offering zero-waste options, using energy-efficient lighting, and sourcing materials and decor from sustainable sources. We also work closely with our clients to ensure that their events align with our sustainability goals. For example, we encourage the use of digital invitations and provide compostable or reusable tableware.
Interviewer: That’s fantastic! Do you feel that luxury guests ever have a problem with any of the sustainability initiatives you’ve implemented?
Senior Manager: Occasionally, we do get some resistance, particularly when it comes to changes like eliminating single-use plastics. However, most of our guests are supportive once they understand the reasons behind these changes. They appreciate that we’re taking steps to protect the environment, and many of them choose to stay with us because of our commitment to sustainability.
Interviewer: Have you received any specific feedback from guests regarding these initiatives?
Senior Manager: Yes, we’ve received a lot of positive feedback, especially from guests who are environmentally conscious. Some have even told us that our sustainability initiatives were a deciding factor in choosing to stay with us. Of course, there are always a few guests who prefer the convenience of single-use items, but overall, the response has been very encouraging.
Interviewer: It sounds like your guests are on board. What about sustainability challenges? Have you faced any difficulties implementing these initiatives?
Senior Manager: There are definitely challenges, particularly in balancing luxury with sustainability. For example, finding eco-friendly products that meet our standards for quality and luxury can be difficult. Cost is another factor—sustainable options are often more expensive, which can be a challenge when working within a budget. But we’re committed to finding solutions because we believe it’s worth it eventually.
Interviewer: Looking ahead, do you have any future green projects planned?
Senior Manager: We do! We’re planning to expand our use of renewable energy by installing more solar panels and increasing the availability of electric vehicle charging stations. We’re also looking into advanced waste management technologies and are in the early stages of developing a greywater recycling system. These projects are part of our ongoing commitment to sustainability, and we’re excited about what the future holds.
Interviewer: Those sound-like fantastic projects. Is there anything else you’d like to add or any other resources you recommend for my study?
Senior Manager: I think we’ve covered most of it, but if you have any more questions or need further information, feel free to ask. And if I come across anything else relevant, I’ll make sure to forward it to you.
Interviewer: Thank you so much for your time and insights, Senior Manager. This has been incredibly helpful for my dissertation.
Senior Manager: You’re welcome, Debbie. Good luck with your dissertation!






3. Interview with Aspen Meadows Resort and Aspen Institute, Aspen, Colorado.

Interviewer (Debbie): Thank you for taking the time to speak with me today. Can you start by telling me about the sustainable initiatives your resort undertakes?
Operations Manager: Of course, Debbie. At Aspen Meadows Resort, we’re committed to sustainability in all aspects of our operations. Our recent refurbishment focused on incorporating energy-efficient systems, such as LED lighting and advanced HVAC systems to reduce energy consumption. We also use eco-friendly materials and furnishings throughout the property. Additionally, our landscaping is designed to be water-efficient, using native plants that require less irrigation.
Interviewer: That sounds comprehensive. How do you integrate environmental sustainability into your operations?
Operations Manager: Environmental sustainability is a core part of our operations. We’ve implemented a robust recycling program that includes not just traditional recyclables but also composting for organic waste. Our housekeeping staff uses non-toxic, biodegradable cleaning products, and we encourage guests to participate in our towel and linen reuse program to conserve water. Moreover, we have electric vehicle charging stations available for guests, promoting the use of eco-friendly transportation.
Interviewer: What social responsibility programs does your organisation engage in?
Operations Manager: We believe in giving back to the community and fostering social responsibility. Aspen Meadows Resort collaborates with local non-profits and community groups to support various initiatives. For example, we partner with local schools for educational programs and host events that benefit the community. We also support local food banks and shelters through donations and volunteer work by our staff.
Interviewer: Are there any initiatives aimed at economic sustainability or community development?
Operations Manager: Absolutely. Supporting the local economy is especially important to us. We source a significant portion of our food and beverages from local farms and producers, which helps reduce our carbon footprint and supports local businesses. We also collaborate with local artisans and craftspeople, displaying their work throughout our resort. Additionally, we offer educational programs and events through the Aspen Institute that promote community development and sustainability.
Interviewer: How do you communicate these efforts to your guests and educate them about sustainability during their stay?
Operations Manager: Communication with our guests is key. We provide information about our sustainability initiatives on our website and through in-room materials. During check-in, our staff informs guests about our green practices and how they can participate. We also host regular tours and workshops focused on sustainability, giving guests the opportunity to learn more about our efforts and how they can implement similar practices at home.
Interviewer: That’s wonderful. What about your staff? How do you ensure they are knowledgeable and engaged in your sustainability efforts?
Operations Manager: Staff engagement is crucial. We conduct regular training sessions on sustainability practices, covering everything from waste management to energy conservation. Our team members are encouraged to bring forward their own ideas for enhancing our sustainability initiatives. We also have a dedicated green team that meets regularly to discuss new projects and track our progress. Recognising and celebrating our successes helps keep everyone motivated.
Interviewer: Do you face any challenges in your sustainability efforts?
Operations Manager: Yes, we do face challenges. One of the main challenges is balancing sustainability with the luxury experience our guests expect. Initial costs for sustainable infrastructure can be high, but we view these as long-term investments. Additionally, changing behaviours, both among staff and guests, can be challenging. Continuous education and communication are key to overcoming these hurdles. Ensuring a steady supply of locally sourced products year-round can also be difficult, but we are committed to finding solutions.
Interviewer: It’s encouraging to see that you’re addressing these challenges head-on. How have your guests responded to these sustainability practices?
Operations Manager: Our guests have been supportive of our sustainability initiatives. We do encounter occasional feedback from guests who miss certain luxury touches, like single-use amenities. However, we strive to educate them on the positive impact of our practices. Most guests appreciate our efforts and are willing to participate once they understand the benefits. Our goal is to provide a luxurious experience while also being mindful of our environmental impact.
Interviewer: How do you gather and respond to guest feedback regarding your sustainability practices?
Operations Manager: We actively seek guest feedback through surveys, comment cards, and direct conversations. This feedback is invaluable as it helps us understand our guests' perceptions and identify areas for improvement. We address any concerns promptly and provide additional information to guests who may have questions about our practices. Our goal is to continually refine and enhance our sustainability initiatives based on guest input.
Interviewer: Looking ahead, do you have any future green projects planned?
Operations Manager: Yes, we have several exciting projects in the pipeline. We plan to expand our use of renewable energy by installing solar panels. We’re also looking to increase the number of electric vehicles charging stations and explore additional water-saving technologies, such as greywater recycling systems. Furthermore, we aim to enhance our composting program and find more ways to minimise waste. These initiatives will help us continue to lead in sustainable hospitality.
Interviewer: Those sound-like fantastic projects. Can you provide more details on your waste management practices?
Operations Manager: Certainly. Our waste management strategy includes comprehensive recycling and composting programs. We have separate bins for different types of waste to ensure proper sorting. Organic waste from our kitchens and dining areas is composted and used to enrich our landscaping. We work closely with our suppliers to reduce packaging waste and prioritise items that come in recyclable or reusable containers. Any surplus food is donated to local food banks. We also provide clear instructions to our guests on how they can participate in our recycling and composting efforts, ensuring a collaborative approach to waste management.
Interviewer: It’s great to hear about the comprehensive waste management strategies you’ve implemented. Considering the Aspen Institute is part of your establishment and holds events and conferences, can you tell me about the sustainable initiatives related to these events?
Operations Manager: Absolutely. The Aspen Institute shares our commitment to sustainability and has integrated several green practices into their events and conferences. They prioritise using digital materials over printed ones to reduce paper waste. When printed materials are necessary, they use recycled paper. The Institute also focuses on sourcing local, organic food for event catering, reducing the carbon footprint associated with food transportation. Reusable or compostable serveware is used to minimise single-use plastics. Additionally, they implement energy-saving measures such as optimising HVAC usage during events and using natural lighting whenever possible. We work closely with the Institute to ensure that these practices are in place and continually seek new ways to enhance the sustainability of their events.
Interviewer: That’s very comprehensive. How do you manage waste during these large events?
Operations Manager: During events, we have dedicated waste stations with clearly marked bins for recycling, composting, and landfill. We also provide staff to assist guests in sorting their waste correctly. All food waste is composted, and we donate any leftover edible food to local shelters. By collaborating closely with vendors, we ensure that packaging is minimised and recyclable or compostable where possible. These efforts significantly reduce the environmental impact of hosting large events.
Interviewer: It's impressive to see such dedication to sustainability. Thank you so much for sharing all these insights and details about your sustainability initiatives. It's clear that Aspen Meadows Resort is dedicated to making a positive impact.
Operations Manager: Thank you, Debbie. It’s been a pleasure discussing our efforts. If you have any more questions or need further details, please feel free to reach out.





















4. Interview The Little Nel – Aspen, Colorado.

 Interviewer (Debbie): Thank you so much for taking the time to speak with me today. I'm working on my MBA dissertation focusing on evaluating the expectations of environmentally sustainable communication to customers within the global luxury tourism market, with a particular emphasis on Aspen, Colorado. Specifically, I'm interested in how marketing communication strategies in luxury tourism markets address sustainability. To start, can you tell me about some of the sustainable initiatives The Little Nell undertakes?
General Manager: Of course, Debbie. Sustainability is a core value for us at The Little Nell. Over the years, we've implemented several initiatives. For example, during our recent room renovations, we made a point to reuse and recycle materials wherever possible. We reupholstered about 90% of our furniture, used low VOC paints, and donated mattresses and other items to Habitat for Humanity. This way, we limit waste and give back to the community.
Interviewer: That's fantastic. How else do you integrate environmental sustainability into your operations?
General Manager: We're focused on integrating sustainability into our daily operations. Energy efficiency is a big part of this. We've installed energy-efficient lighting and appliances throughout the hotel. During renovations, we housed contractors locally and used group transportation to minimise emissions. Our dining services are also a key area where we integrate sustainability. We source about 75% of our produce from Colorado, supporting local agriculture and reducing our carbon footprint. Plus, we maintain an on-site organic garden that supplies fresh ingredients to our restaurants, Element 47, and Ajax Tavern.
Interviewer: It sounds like you've made sustainability a priority across many areas. Can you tell me more about the social responsibility programs The Little Nell engages in?
General Manager: Absolutely. We believe in giving back to the community. In addition to donating renovation materials to Habitat for Humanity, we partner with local producers and suppliers for our dining services. This not only supports the local economy but also ensures that our guests enjoy the freshest, most sustainable food possible. We're also active participants in initiatives like Protect Our Winters, which raises awareness about the impact of climate change on the ski industry and encourages the community to take action.
Interviewer: Are there any initiatives aimed at economic sustainability or community development?
General Manager: Yes, definitely. Economic sustainability is especially important to us. By spending significantly on local produce, we help support Colorado's agricultural economy. We also prioritise local employment and work closely with local contractors, which helps boost the regional economy. Additionally, our involvement in projects like Protect Our Winters not only benefits the environment but also helps secure the future of our local tourism and ski industries, which are vital to our community's economic health.
Interviewer: That's impressive. Speaking of your team, what about your staff? How do you ensure they are knowledgeable and engaged in your sustainability efforts?
General Manager: Our staff is integral to the success of our sustainability initiatives. We conduct regular training sessions to educate them on our sustainability goals and practices. This includes workshops on waste reduction, energy conservation, and sustainable guest services. We also encourage staff to bring forward their own ideas for sustainability improvements, fostering a culture of continuous environmental awareness and responsibility. Additionally, we have an internal 'Green Team' comprised of staff members from various departments who meet regularly to discuss and implement new sustainability initiatives.
Interviewer: It's great to see such staff involvement. What sustainable practices do you use when running events?
General Manager: For events, we emphasise sustainability at every step. We offer clients options for zero-waste events, use digital invitations to minimise paper use, and work with local vendors to source materials and decorations. Our catering services focus on local and organic ingredients, and we minimise food waste through careful planning and donating leftovers to local shelters when appropriate. Additionally, we employ energy-efficient lighting and encourage the use of reusable or compostable serviceware.
Interviewer: That's wonderful. How do you communicate these efforts to your guests?
General Manager: Communication is key to ensuring our guests are aware of our sustainability efforts. We use multiple channels to share this information. For instance, our website is constantly updated with details about our sustainability initiatives and the experiences we offer. We also reach out to our guests before their arrival, giving us an opportunity to discuss our practices and answer any questions they might have. Additionally, we incorporate information about our efforts into the guest experience itself. For example, in our dining services, menus often highlight locally sourced ingredients and the sustainable practices behind them. We also have information available in guest rooms about our recycling programs and other green initiatives. This way, guests can see our commitment to sustainability in action throughout their stay. We are proud to be  have been awarded ‘ Hospitality Green Award’ and the ‘Colorado Hotel and Lodging Association Green Award’ in 2023 which is a strong validation of the hotel's environmental efforts, this is displayed for the guests to see our sustainable efforts.
Interviewer: Do you feel that luxury guests have any concerns with the sustainability initiatives you've implemented?
General Manager: That's a great question, Debbie. Overall, the feedback from our luxury guests has been very positive. Most of our guests appreciate and even expect high standards of sustainability from a top-tier hotel like The Little Nell. They often express gratitude for our efforts to protect the environment and support the local community. However, as with any change, there are always a few who might miss certain amenities, such as single-use plastic items. For instance, some guests have mentioned that they miss the convenience of single-use plastic toiletries. But we've found that by providing high-quality, refillable dispensers, we can maintain the luxury experience while also being environmentally responsible. Our guests understand that these small adjustments contribute to a larger positive impact, and they're supportive of our initiatives. It's all about balancing luxury with sustainability, and we strive to do that in a way that enhances the overall guest experience.
Interviewer: It's reassuring to hear that your guests are supportive. Have you received any specific feedback from guests regarding these initiatives?
General Manager: Yes, we have received a lot of specific feedback. Many guests have commented positively on our efforts to source local produce and our organic garden. They love knowing that their meals are not only delicious but also support local farmers and reduce our carbon footprint. Our electric vehicle charging stations have also been well-received, especially by guests who drive electric cars. We've had a few guests mention missing the small, single-use plastic bottles, but once we explain the environmental benefits of the refillable dispensers, they are generally very understanding and supportive. Overall, the majority of our guests appreciate and support our sustainability efforts, and they often tell us that it's one of the reasons they choose to stay with us.
Interviewer: It's great to hear that the majority of feedback is positive and that your guests understand and support the changes. What about sustainability challenges? Have you faced any difficulties implementing these initiatives?
General Manager: Yes, there have certainly been challenges along the way. One of the biggest challenges is balancing the high expectations of our luxury guests with sustainable practices. For example, sourcing local and organic produce can sometimes be more expensive and less predictable than conventional options, which can affect our menu planning and costs. Another challenge is the initial investment required for sustainable infrastructure, like installing energy-efficient systems and EV charging stations. These investments pay off eventually, but they require upfront capital. Additionally, some sustainable practices, such as reducing single-use plastics, require a change in guest habits, and not everyone is immediately receptive. Educating our guests and staff about the importance and benefits of these changes is an ongoing effort. Despite these challenges, we believe that our commitment to sustainability is not only the right thing to do but also an integral part of providing a high-quality, forward-thinking luxury experience.
Interviewer: Looking ahead, do you have any future green projects planned?
General Manager: Yes, we're always looking for new ways to enhance our sustainability efforts. One of our upcoming projects includes expanding our renewable energy usage by installing solar panels on the roof of the hotel. This will significantly reduce our reliance on non-renewable energy sources. We're also planning to expand our on-site organic garden to provide even more fresh, local produce for our restaurants. Another exciting project is the introduction of more electric vehicle charging stations to accommodate the increasing number of guests driving electric cars. Additionally, we're exploring ways to further reduce our water usage, such as implementing more advanced water-saving technologies throughout the hotel. We're extremely excited about these initiatives and believe they will help us continue to lead the way in sustainable luxury hospitality.
Interviewer: Those sound-like fantastic projects. It's great to see that you're continuously looking for ways to improve. How do you communicate these efforts to your guests and educate them about sustainability during their stay?
General Manager: Communication and education are crucial to our sustainability efforts. We start by updating our website regularly with detailed information about our sustainability initiatives and the experiences we offer. Before guests arrive, we reach out to them with information about what to expect and how they can participate in our green practices. In the rooms, we provide information on our recycling programs, water-saving measures, and the benefits of our refillable dispensers. Our dining menus highlight locally sourced ingredients and explain the importance of supporting local farmers. Additionally, our staff is trained to discuss our sustainability efforts with guests, answer their questions, and encourage them to join us in our green initiatives. We believe that by educating our guests, we can enhance their stay and inspire them to embrace sustainable practices in their own lives.
Interviewer: It's wonderful to see such a comprehensive approach. Before we wrap up, do you have any advice for other luxury hotels looking to implement sustainability initiatives?
General Manager: Certainly. My advice would be to start by integrating sustainability into the core values of the organisation. Engage your staff and make sure they are on board and educated about the importance of these initiatives. Also, involve your guests by communicating your efforts and encouraging their participation. Remember that sustainability is not a one-time project but an ongoing commitment. It might involve initial challenges, but the long-term benefits—for the environment, the community, and the business—are well worth it.
Interviewer: Thank you so much for your time today and for showing me around.
General Manager: You're welcome, Debbie. It's been a pleasure discussing our efforts with you. If you have any more questions or need further information, feel free to reach out.
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‘We also prioritise energy efficiency with features such as LED lighting, smart

thermostats, and energy-efficient appliances.
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‘Our housekeeping staff use eco-friendly cleaning products to minimise the impact of
harmful chemicals on the environment’ and Aspen Meadows talked about ‘Our

housekeeping staff uses non-toxic, biodegradable cleaning products’.
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‘Sustainability is a core value for us at The Little Nell. Over the years, we've implemented
several initiatives. For example, during our recent room renovations, we made a point to
reuse and recycle materials wherever possible. We reupholstered about 90% of our
furniture, used low VOC paints, and donated mattresses and other items to Habitat for

Humanity. This way, we limit waste and give back to the community’.
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|.our waste management strategy includes comprehensive recycling and composting
programs. .....separate bins for different types of waste to ensure proper sorting.
Organic waste from our kitchens and dining areas is composted and used to enrich our
landscaping and garden products. ......Any surplus food is donated to local food banks.
We also provide clear instructions to our guests on how they can participate in our
recycling and composting efforts, ensuring a collaborative approach to waste
‘management’.
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‘We've implemented several initiatives in making sure to use composting of waste
food from our food and beverage outlets and our employee dining. Introducing
composting across all our food and beverage outlets was a significant step for us...
reduce waste,.....educated our staff on sustainability practices. We work with the City
of Aspen to reduce food waste to the landfill by 80% with recycling available in guest
rooms and throughout the hotel’.
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‘some sustainable practices, such as reducing single-use plastics, require a
change in guest habits, and not everyone is immediately receptive. Educating our
guests and staff about the importance and benefits of these changes is an ongoing
effort’. An example of this s . We've had a few guests mention missing the small,
single-use plastic bottles, but once we explain the environmental benefits of the

refillable dispensers, they are generally very understanding and supportive’
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The guest survey reported 75% of respondents would return to our hotel ... particularly
when seeing visible aspects like electric vehicle shuttles, water conservation practices,
and the reduction of single-use plastics.

A guest wrote, "I felt more aligned with the hotel’s values when | saw their efforts

to cut plastic waste. It shows they're not just talking about sustainability but

practicing it
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“The Institute also focuses on sourcing local, organic food for event catering, reducing the
carbon footprint associated with food transportation. Reusable or compostable server
ware is used to minimise single-use plastics. Additionally, they implement energy-saving

measures such as optimising HVAC usage during events’.
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‘The clear targets and signage in the employee dining room really drove home the

importance of our efforts, making it a part of our daily routine’.
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‘Staff engagement is crucial. We conduct regular training sessions on sustainability
practices, covering everything from waste management to energy conservation, and the

green team meet regularly to support this’.
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‘We conduct regular training sessions to educate them on our sustainability goals and
practices. This includes workshops on waste reduction, energy conservation, and

sustainable guest services.”
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‘ Our catering services focus on organic local supply, and we minimise food waste
through careful planning of portion control and donating left over food waste to local

shelters and charities when appropriate.
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‘...we encourage guests to participate in our towel and linen reuse program to conserve

water.!
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‘Various community outreach programmes, such as food drives and volunteering
initiatives, sees our staff regularly participating in local clean-up efforts and other
community service activities. We support local artisans and artists showcasing their

work.
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‘We offer educational programmes and events through Aspen Institute that promote

community development and sustainability.
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* We're also active participants in initiatives like Protect Our Winters, ( the first climate

advocacy organization in the outdoor community)

which raises awareness about the impact of climate m
change on the ski industry and encourages the

PROTECT OUR WINTERS

community to take action”.
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‘We really focus on supporting the local economy through our sourcing practices and by
partnering with local artisans and businesses. For instance, much of our hotel decor is
sourced from local artists. We also make it a point to hire locally, offering training and
career development opportunities to residents. This strengthens the local economy and.

ensues that we're giving back to the community in meaningful ways’.
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“We use a variety of methods to communicate with our guests. Our website is constantly
updated with all our experiences and what's going on at the hotel. We also contact our
guests prior to their arrival to discuss everything with them. In-room tablets and printed
materials provide detailed information about our sustainability practices. Plus, our staff
is always ready to discuss our initiatives with guests, whether during check-in or
throughout their stay. We also offer tours and workshops to give guests a more hands-on

understanding of what we're doing”
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“Staff training is essential to our success. We conduct regular training sessions to keep
our team updated on the latest sustainability practices and initiatives. These sessions
cover everything from waste reduction and energy conservation to guest communication
strategies. We also encourage our staff to come up with their own ideas for improving our

sustainability efforts, which fosters a sense of ownership and engagement.
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‘Communication with our guests is key. We provide information about our sustainability
initiatives on our website and through in-room materials. During check-in, our staff
informs guests about our green practices and how they can participate. We also host
regular tours and workshops focused on sustainability, giving guests the opportunity to

learn more about our efforts and how they can implement similar practices at home’.
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Review ‘" Bathroom was well-appointed and medium-sized. Bathroom amenities were in
eco-containers to reduce small plastic bottle waste. Shampoo, conditioner and body
wash were attached to the bathroom wall. Hand soap and body lotion were on the
counter [in plastic bottles], which I found to be strange when eco containers were in use

for other products... Separate recycling container (hidden in closet.
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‘We're also planning to expand our on-site organic garden to provide even more fresh,
local produce for our restaurants. We are considering hydroponics and bio diversity in

sustainable food production.’
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‘We also have information available in guest rooms about our recycling programs and
other green initiatives. This way, guests can see our commitment to sustainability in
action throughout their stay. We are proud to have been awarded ‘Hospitality Green
Award’and the ‘Colorado Hotel and Lodging Association Green Award’in 2023 which is a
strong validation of the hotel's environmental efforts, they are displayed for the guests to

see our sustainable efforts.”
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/‘I chose this hotel because | could see they were serious about sustainability. The

composting program and the seasonal food menus made me feel like | was contributing

to something bigger."
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“It's the expectation of this generation that you do more than make money, more
than deliver something, You've got do right by the people and the planet." is the
message. Silk, (2023).
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"I chose this hotel because | could see they were serious about sustainability. The
composting program and seasonal food menus made me feel like | was contributing to

something bigger."
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"I felt more aligned with the hotel’s values when | saw their efforts to cut plastic waste. It

shows they're not just talking about sustainability but practicing it."
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"We felt the pressure from both our investors and guests to move forward with our
sustainability initiatives. Our partnerships with local suppliers for seasonal foods have

been essential in meeting this demand.”
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"Our partnership with the local renewable energy company allowed us to switch to
greener energy sources, which not only helped our bottom line but also strengthened our

ties with the community."
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"Initially, it was difficult to justify the costs of sustainable upgrades, but as guest demand

for eco-friendly options grew, we began to see the return on investment.”
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