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Introduction: 

" The Social Responsibility of a Business Is to Increase Its Profits " is the doctrine, which was developed by American economist Milton Friedman as a theory of business ethics more than 50 years ago. The economist clarified that an entity has no social obligation to the community in which it exists and that its unique responsibility is to maximise revenue and increase returns for the shareholders (Elrick and Thies, 2018, p.297). 
From that time to our days business thinking change and moved from a traditional to a more modern approach. Numerous sustainability-related trends, including the need for water on a worldwide scale, alterations in the climate, and increased energy consumption, have led to an uncertain business environment where new concerns, laws, stakeholder expectations, and technological advancements need to be considered. Managers are now thinking about how their business affects society and are more conscious than ever of the need to maintain the environment, offer safe and high-quality products, respect workers' rights, and be both profitable and competitive. Some well-known proponents of ESG have stated that addressing significant ESG issues is sound business practice and crucial to a company's long-term financial performance (Lopez and Pavilonis, 2023).  

1. [bookmark: _Hlk150552627]The triple bottom line (TBL) of Elkington

Sustainability and the triple bottom line (TBL) are two related concepts that are frequently used interchangeably in the literature. Sustainable development is defined as "meeting current needs without compromising the ability of future generations to meet their own needs" (International Institute of Sustainable Development, 2023). The term "triple bottom line" (TBL) refers to a concept related to sustainability, which offers a framework for evaluating an organization's and business's success along three dimensions: environmental, social, and economic (Alhaddi, 2015). Beyond the conventional financial bottom-line performance, TBL has three primary dimensions that organisations aim to measure: triple performance measures (TBL) related to the environment, society, and economy (Gross, 2015). TBL's goals and objectives are focused on sustainability, and this strategy aims to direct managers towards sustainable operations, which are backed by the government. Sustainability has become a priority and is a component of every company's goals. Finding the three dimensions in perfect balance, when each pillar is completely satisfied, is the most desired result of TBL. Numerous difficulties emerged in the quest to find equilibrium in fulfilling each "P" of the hospitality life cycle, all with the goal of uniting everything under a single joint index (Csikósová, Janošková and Čulková, 2020).

1.1. [bookmark: _Hlk150552658]Triple bottom-line reporting 

A trend towards mandating businesses to disclose their corporate social responsibility (CSR) activities has been sparked by the increased emphasis on environmental and economic sustainability on a worldwide scale. (Chen et al., 2018). Today's hotel guests are more conscious of corporate social responsibility (CSR) practises, and these practices are a major factor in their choice of hotel (Fatma et al., 2018). Organisations participating in Triple Bottom Line (TBL) activities are aware that disclosing information about their goals, initiatives, and associated community impact may come under more public scrutiny. A moral business with a strong reputation in the increasingly environmentally conscious market is more likely to retain customers and engage in proactive CSR initiatives for environmental preservation (Han, 2023 p.1031). 
To report on the effects of sustainable social, economic, and environmental initiatives, organisations must first implement an efficient measurement system that is built around the needs of their constituency. The largest hotel chains, including Marriott, Hilton, Accor, and others, voluntarily report annually on their sustainability initiatives and use this information for marketing purposes. Critics of corporate social responsibility (CSR) point out that, despite CSR's increasing popularity, businesses often use it as a marketing gimmick by concentrating on visible CSR initiatives while neglecting the less obvious ones (Wu, Zhang, and Xie, 2020).
[bookmark: _Hlk150552687]
1.2. Greenwashing 

Greenwashing is the practice of promoting environmentally friendly programmes, deceiving clients about a business's environmental policies, and performance, and positive communication about environmental performance, all in an effort to draw attention away from an organization's less sustainable or environmentally unfriendly operations. (de Freitas Nato et al., 2020, p.6). Studies indicate that purchasing intentions, customer loyalty, and corporate reputation can all be positively impacted by corporate social responsibility (CSR) programmes so as a consequence some organisations engage in the practice of "greenwashing" in response to the increased significance of corporate social responsibility and green marketing (de Jong et al., 2020). 
In an attempt to project a green image, some businesses are taking advantage of this situation to only disclose positive information about the environmental qualities of their products while withholding negative information. This is leading to negative consumer communications and what is known as "green won (Gil-Cordero, E. et al., 2021). The practice of telling complete lies about environmental performance, or the "sin of fibbing," is not frequent but many businesses engage in less evident forms of greenwashing, such as reporting environmentally friendly behaviours in a way that makes them impossible to verify or using unapproved but appear to be objective green labels a practise known as the "sin of worshipping false labels" (Cournell, 2021).
According to research funded by the European Union, 53% of green claims made on goods and services are ambiguous, deceptive, or unfounded, and 40% have no supporting data at all (RepRisk, 2023). That percentage increased even further in the US, where 68% of executives acknowledged engaging in greenwashing. 
The Marriott Make a Green Choice program awarded 500 points to guests who declined housekeeping for a stay longer than 2 days as part of the organization's CSR program (Schlappig, 2020). Of course, Marriott promotes this program as one that protects the environment and reduces pollution, not to mention that 500 points is much more profitable than service and housekeeping costs. During the pandemic, guests began to stop requesting cleaning services as a protective measure and to avoid contact, and of course Marriot stopped offering the reward. The fact that "Make a Green Choice" program totally disappeared and was not resumed after the pandemic when people started to keep the same habits from the period of the pandemic raised the question of whether this program was just an economic initiative promoted as a commitment to sustainability.

2. [bookmark: _Hlk150552767]Sustainable Destination Management

Tourism has grown in the last years as a result of several factors, including shifting work/leisure patterns, supply-side changes like long-weekend city travel, people taking shorter but more frequent vacations, an overall increase in mobility, the rise of low-cost airlines, and consumers' desire to see and experience new things firsthand. A wide range of goods and experiences are managed and marketed to individuals with diverse motivations, tastes, and cultural viewpoints within the tourism industry. A negative growth pattern that is at odds with sustainable tourism policies and/or goals is the root of many of the problems facing the tourism industry (Poudel and Nyaupane, 2013). 
Sustainable tourism is described by the World Tourism Organisation as tourism that addresses the needs of visitors, the industry, the environment, and host communities, taking full account of its current and future economic, social, and environmental impacts (United Nations, no data). Sustainable tourism archiving can be advantageous to all forms of tourism, including mass tourism and the many niche tourist markets. It requires constant effect monitoring as well as the sporadic deployment of preventive or corrective interventions (Edgell, 2020, p. 114). The Italian city of Venice has come to represent a destination grappling with what is now commonly referred to as over-tourism (Bertocchi et al., 2020). In an effort to control a large number of visitors to the ancient lagoon city and save its fragile ecology and cultural legacy, Venice council implemented limitations and taxation. They managed to significantly reduce the tourist number by prohibiting yachts and big cruise ships from approaching the core islands too closely and applying a 5 euro/person daily entrance fee (Appendix A) (Williams, 2023).
[bookmark: _Hlk150552895]
2.1. Butler's life cycle model

One of the most cited and controversial areas of tourism knowledge is the tourist area life cycle model (TALC). The Butler TALC model proposes that destinations go through several stages of evolution. This is illustrated in a model (Appendix B) that represents a destination's life cycle, beginning with the birth of tourism and ending with its decline and eventual death or, if preventative measures are taken, with tourism typically resurrecting in a different form (Inkson and Minnaert, 2018, p. 257).
According to the model, tourist destinations evolve through six stages ( Bamba, 2018). Exploration is the first stage and is characterised by low population density, adventurous travellers, interest in local culture and natural resources, close relationships with locals, word-of-mouth marketing, little impact on the social, cultural, and physical environments, and use of local amenities. The second stage is involvement which appears when the number of tourists has increased, but they are still under local control. Local business owners are beginning to provide basic specialised services and facilities for tourists.  Development is the third stage of TALC and appears when the number of tourists is growing quickly to match or surpass the local population and this is reflected in the increase in foreign-owned facilities, the loss of local control, the promotion of artificial attractions, the extensive and intense advertising, the use of migrant labour, and the rapid alteration of the landscape. The development stage is followed by the consolidation stage in which growth rates are declining, tourism is now a significant economic sector. After the consolidation stage, the stagnation stage begins, when travellers’ capacity is reached or exceeded and reliance on return business and customs and economic, social, and environmental issues appear. The end of TALC is a decline or death when a tourist area is lost or rejuvenation when actions are tacked, attraction is changed, or a new tourism market is found. 




2.2. [bookmark: _Hlk150552921]Doxey’s irridex model

It has been determined that promoting tourism is a successful strategy for boosting an area's economy, whether it is urban or rural. However, the success of the development depends largely on the goodwill of the locals, especially for tourism, as their support is essential for the destination's sustainability. Gaining a host community's support for tourism development requires an understanding of the attitudes of the locals towards the industry and the factors that influence it. 
Doxey's developed a tourist annoyance index that essentially indicates that locals' attitudes are shifting from positive to negative in tandem with the expansion of tourism (Cooper, 2021, p.130). The model is a one-way direction of the consequences of tourism and is closely linked to Butler's TALC.

3. Recommendations

Sustainable tourism and hospitality are recommended and in order to be sustainable, tourism must respect the socio-cultural authenticity of host communities, make the best use of environmental resources, which are essential to the growth of tourism, and guarantee long-term and sustainable economic operations.
Corporate social responsibility is a must these days especially when we are talking about tourism and hospitality which are activities based on people, the local communities and on environment. The future of both will depend on how sustainable and green the destinations and the facilities will become. CSR report is good and recommended and will help the organisations to keep the line offering transparency and confidence in the product or service they offer. Being now a strong consumer driver, CSR is recommended also because the economy benefits the organisations.  



4. Conclusions

Finally, in today's world, the corporate social responsibility of a business is not only to increase profit but also to protect the environment and the society in which it operates. The hospitality and leisure sector has a large positive economic impact on destinations, but also a huge negative impact on the three pillars of sustainability, so integrating sustainability into the corporate social responsibility of the organization is a must our days. The concern of the entire world about climate change, pollution, waste management and the effect of excessive tourism is increasing every day. Guests are now choosing destinations and amenities with environmental concerns in mind, and sustainability has become a driver of consumption. Sustainability is profitable and a good marketing tool for organizations in the sector if they clearly and transparently report TBL and avoid greenwashing practices.
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