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Introduction
Corporate social responsibility (CSR) explains how an organisation manages its performance and the impact of its activities on society and the well-being of people (Chen et al., 2021). CSR encompasses several characteristics, including financial dependence, ethical requirements, social impacts and legal conformity. According to Haski-Leventhal (2018), strategic CSR enables businesses to maximise the outcomes of their services for society, environment and people by integrating sustainable practices that are beneficial for all individuals in the external and internal environment of a corporation. The analysis of Marriott Hotel’s CSR policies and goals will provide an understanding of initiatives that are being adopted by leading businesses in the hospitality industry to generate positive social and environmental influences. In addition to this, the analysis will also highlight key opportunities and challenges that hospitality businesses face in the implementation of CSR policies.
Marriott was founded by Alice Marriott and J. Willard in 1927 with an aim to offer good food and services at fair prices to visitors (Marriott, 2024). It is a US multinational corporation headquartered in Maryland with 6500 properties in more than 120 countries across the globe (Jones and Comfort, 2019). The hotel group still follows this approach and prioritises the well-being and satisfaction of customers in its operation. Marriott is a leading name in the hospitality industry recognised for the quality of its hotels and resorts in different parts of the world. However, the global operations of the company also require its management to specifically emphasise the environmental and social duty of the brand in its operations. The integration of effective CSR policies can also help Marriott and other hospitality businesses to develop and build long-term brand reputations by highlighting their ethical behaviour, including fair resource allocation between different stakeholder units (Vuong and Bui, 2023).
The focus on CSR practices is more important for Marriott because of the concerns about the environmental and social impacts of tourism and hospitality businesses. relationship to generate and deliver advantages for the business and its people. The tourism and travel industry is among the biggest industries worldwide. However, the side effects of tourism have become quite visible on environmental and societal well-being in recent decades (Zolfani et al., 2015). These concerns have also led to the development of the idea of sustainable tourism, which aims to reduce the negative impacts of tourism operations and serves as a politically appropriate strategy for tourism growth. Sustainable tourism focuses on social, environmental and economic developed that emphasises continuous growth of the experiences of tourists (Zolfani et al., 2015). The potential for sustainable growth in the tourism industry can be reflected in various dimensions, from the incorporation of eco-friendly activities to the integration of gender equality and anti-discriminatory policies (Zolfani et al., 2015).
Taking accountability to promote sustainable tourism, Marriott has established sustainability objectives and initiatives as a part of its CSR policy to ensure a positive influence of its activities on its surroundings. Marriott believes in making communities a better place to live and visit. The organisation is investing in the vitality of natural resources and humanitarian initiatives to deliver support to the target population (Marriott, 2024). Marriott aims to contribute 15 million hours of volunteer support to serve children belonging to disadvantaged segments, engage in community service operations and offer skill-based volunteer services to the deserving population (Marriott, 2024). The organisation acknowledges its responsibility towards the global environment, and to achieve this objective, it has integrated sustainable practices across its value chain and focused on eliminating climate-related threats through its activities (Marriott, 2024). By 2025, Marriott is determined to ensure responsible sourcing in its top ten priority categories, obtain sustainability certification for all of MI hotels and reduce environmental footprints by 45-50% through involvement in sustainable initiatives (Marriott, 2024). In addition to this, Marriott is also committed to empowering people by reducing unemployment and offering fair growth opportunities to everyone. Marriott is also working with non-profit organisations to ensure the readiness of people to operate in a working environment and increase the accessibility of opportunities to everyone. Concerning this, the organisation is determined to invest a minimum of $35 million to strengthen partnerships and associations with programs that promote hospitality skills among diverse population segments, including women, refugees, veterans and people with disabilities, to provide them with job opportunities in the organisation (Marriott, 2024). Marriott has included welcoming activities for guests in its CSR policies because the organisation believes that travel is among the most powerful instruments for promoting cultural diversity and peace. It aims to create a safe and welcoming space for everyone through its support programs and pro-travel policies that allow everyone to understand and experience different cultures. 
According to Sekulic and Pavlovi (2018), the integration of discrete business strategies and investment to promote the well-being of the community and environmental health reflects the socially responsible behaviour of an organisation. The above analysis shows that Marriott acknowledges its responsibility towards society, the environment and its people by focusing on all areas of life where the organisation can generate a positive influence through its activities (Marriott, 2024). In this context, Vuong and Bui (2023) have mentioned that companies should monitor their sustainability practice in accordance with the enterprise demands to achieve a positive green image that is obtained through investment in effective CSR strategies. The analysis of Marriott’s CSR activities shows the attention of the organisation towards the potential influence of its operations and focus on minimsing the potentially harmful outcomes of its activities. However, the alignment of CSR activities with stakeholder expectations and enterprise interests is also crucial to maximise the benefits of CSR practices. According to Stojanović et al. (2022), CSR will be beneficial for both the corporation and external entities when the alignment of strategies with stakeholder interest is ensured in investment initiatives. Overall, the involvement of Marriott and other leading hospitality and tourism businesses in CSR practices is crucial because CSR contributes to both business and societal growth by highlighting the economic accountability of the business (Vuong and Bui, 2023). However, the problem here is with the term ‘economic accountability’ instead of social duty. A business that cannot afford to pay sufficient wages to its workers cannot sustain its CSR policies regardless of what is written on a piece of paper. Hence, businesses should also focus on maximising their profits while maintaining the influence of their operations on their environment (Vuong and Bui, 2023),
While the implementation of CSR is encouraged for all businesses regardless of the scale of their activities, the integration of effective CSR policies often comes with various challenges that are faced by concerned businesses. According to Aseghehey (2018) a primary reason behind most challenges of CSR integration is that the investment requires high costs and resources from organisations to implement strategies and train the workforce. Moreover, the competitive tension to remain in the game and a lack of support from governments and non-government authorities is another challenge that is observed by most businesses in integrating CSR policies (Aseghehey, 2018). Even though Marriott has no financial restrictions when it comes to integrating large-scale CSR plans, the organisation can still face barriers due to its dependence on government bodies to approve plans and often provide funding to facilitate large-scale plans. In addition to this, as a multinational corporation, Marriott has to comply with the laws and regulations of different economies, which further restricts the desired integration of CSR policies in certain regions. Concerning the challenges of CSR implementation, Aseghehey (2018) further added that customer and investment involvement is another challenge because in some cases, either the investors are not ready to invest in CSR policies or customers are not ready to accept modified services. Even if a business manages to mitigate all external influences, the direct internal environment also becomes a challenge because the transformation from a traditional business environment to a new structure that is modified by CSR policies requires a shift in almost all dimensions of organisational activities (Aseghehey, 2018). The implementation of CSR policies requires commitment and dedication from leadership, who are required to invest a lot of time and effort into training employees, hiring new employees, modifying organisational activities and ensuring the readiness of workers to accept the change.  Gatti et al. (2019) stated that CSR has created a new problem for the public, known as ‘greenwashing’. Greenwashing occurs when a business focuses on observable aspects of sustainability to maintain a green image but neglects aspects that are not visible to a general audience (Wu et al., 2020). While greenwashing may not appear as a challenge in the implementation of CSR, it does create additional challenges for brands like Marriott who are committed to sustainability but gets questioned by the audience and authorities about the authenticity of their claims. It creates doubts among the audience about the credibility of the CSR policies of a brand and generates additional pressure on organisations to go out of their way to prove the authenticity of their claims (Sanvitale, 2020). 
However, Lee et al. (2018) suggest that greenwashing can also serve as an opportunity for brands to increase their investment in CSR initiatives. Sanvitale (2020)supports these claims, stating that initial involvement in greenwashing will still urge brands to make some investment in CSR policies, which will still reduce their environmental impacts and improve contributions to social and environmental development. According to Kasemsap(2018) has mentioned that CSR supports businesses by providing means through which they can manage the influence of their activities on the perception and attitude of stakeholders and create a positive. Marriott and other hospitality brands can explore various opportunities for CSR implementation to improve their commitment to environmental development. The availability of digital and advanced technologies is a key opportunity available to brands to reduce the use of unsustainable tools and practices and invest in digital technologies that make less environmental impacts (Zhukovaet al., 2020). In addition to this, globalisation can also help Marriott to identify available opportunities for investment in sustainability plans and increase its role in global sustainability and growth. Globalisation is also providing access to talent from different parts of the world. Marriott can hire employees who are skilled in sustainability practices to explore new ways to integrate CSR initiatives. The UN sustainability goals also make this process easier for businesses by highlighting 17 sustainability objectives that must be integrated by brands in their activities to achieve sustainable growth (UN Tourism, 2024).  Such initiatives can allow the brand to explore new routes of CSR expansion and align its activities with CSR goals to create a balance between beneficial outcomes for the business and positive influence on the internal and external surroundings of the corporation. 
Conclusion
In conclusion, CSR practices and strategies create several benefits for brands, including improving their image and reputation, reducing environmental footprints and improving their contribution to social and environmental growth. The hospitality and tourism industry is one of the leading industries in the world. As a part of this sector, Marriott International is working to create a better environment for people by investing in sustainability initiatives that include environmental development, empowerment of people, social development and creating a healthy and welcoming environment to promote cultural diversity and understanding among people (Marriott, 2024). However, the implementation of CSR policies is associated with various challenges that must be considered by brands in the preparation of their CSR plans to ensure the development of realistic and achievable objectives. Nonetheless, there are also various opportunities available to hospitality businesses to increase the integration of effective CSR policies and strategies and achieve benefits that are provided by these strategies to both the business and social environment. 
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