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Introduction
The claim made by Milton Friedman that "an organization's social responsibility is to increase profits" has generated a lot of discussion when it comes to the hotel sector. Hotels must turn a profit in order to remain in operation as they are businesses. However, hotels also have a social obligation to operate sustainably and to lessen their influence on the environment. The ability of the hotel sector to strike a balance between these two conflicting needs will determine its destiny. Consumers are seeking for hotels that are devoted to sustainability more and more as they become conscious of the effects their travel decisions have on the environment. For hotels willing to engage in green practises and technology, this is providing a financial opportunity. In this essay, the social responsibility of business as stated by Milton Friedman, the triple bottom line as proposed by Elkington, the Doxeyirridex model and its significance for environmental sustainability, Butler's life cycle model, an example from the hotel industry, and suggestions for businesses looking to enhance their triple bottom line performance are examined.
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[bookmark: _Toc150545507]Is Milton Friedman Still Right?
It's debatable if Milton Friedman is still correct on businesses' social duty. On both sides, compelling arguments may be presented. Friedman's thesis, on the one hand, is predicated on the notion that companies are owned by their shareholders, who have a right to demand that their companies optimise earnings. Businesses are effectively shifting capital from shareholders to other stakeholders when they participate in social or environmental projects that are not lucrative (Musial, 2022). This is unjust to shareholders and erodes the free market's effectiveness. However, there is a rising understanding that companies have an obligation to the community at large. Companies function within the community and can help solve environmental and social issues. Businesses, for instance, may support initiatives to better education, combat poverty, and save the environment. Evidence also points to the potential benefits of social and environmental responsibility for businesses. Customers, for instance, are putting more and more pressure on companies to act responsibly towards the environment and society. Companies that are perceived as being ethical are more likely to draw clients, staff members, and investors. Does Milton Friedman still make sense now? There is no simple solution. Both sides of the dispute have compelling points to make. In the end, the determination of a business's perceived social duty rests with them individually.
Businesses can gain from social and environmental responsibility in these specific ways, as examples: Consumers are more inclined to support companies that are perceived as being ecologically and socially conscious. 88% of consumers are prepared to pay more for goods and services from businesses that are dedicated to social and environmental responsibility, according to a 2019 Cone Communications poll (Lee, 2019). Workers are more willing to work for companies that are seen as being ecologically and socially conscious. According to a 2020 Deloitte survey, 67% of workers feel they are more inclined to stick with a business that values social responsibility and the environment (Zainee, 2020). Businesses that are perceived as being socially and ecologically responsible have a higher chance of attracting investors. According to a Morgan Stanley survey from 2021, 80% of investors think that social and environmental responsibility matters when making financial decisions (Stanley, 2021).
[bookmark: _Toc150545508]Does Finance Come First?
There are justifications for prioritising finances. For instance, in order to survive and carry on with their operations, firms must be financially viable. Businesses cannot pay their staff, make investments in their operations, or satisfy client demands if they are not financially stable. There are, nonetheless, certain justifications for prioritising environmental and social responsibilities. Businesses, for instance, have obligations to their customers, workers, and the communities in which they conduct business. Businesses can cultivate a more sustainable future and gain the trust of their stakeholders by putting social and environmental responsibility first (FallahShayan, 2022). Oil and gas industries, pharmaceutical corporations, and fast fashion enterprises are a few instances of businesses that prioritise financing. Fair trade and sustainable clothing firms are two instances of enterprises prioritising social and environmental responsibility.
[bookmark: _Toc150545509]Are Businesses Responsible For Being Environmentally Sound Or Is It Consumer-Driven?
Businesses' accountability for environmental soundness is a result of the dynamic interaction between customer demand and corporate activities. Although companies have a morally significant duty to implement ecologically friendly practises, customer preferences and social expectations frequently serve as the driving forces behind these initiatives. Eco-friendly goods and services are in greater demand in today's world of conscious consumers (Gunawardana, 2020). Customers have significant power since they are becoming more conscious of the environment and supporting companies that put sustainability first. As a result, businesses understand that integrating ecological concerns into their operations will provide them a competitive edge and ensure their long-term sustainability. But companies, being powerful organisations, also have a significant impact on consumer behaviour through their policies, inventions, and communication. As such, the burden is not just on consumers. Building a sustainable business environment requires finding a balance between proactive corporate responsibility and consumer-driven demand (Kotahwala, 2020). In the end, developing broad environmental consciousness and enacting significant change towards a greener and more sustainable future depend heavily on the cooperation of companies and consumers.
[bookmark: _Toc150545510]Future Recommendations
Make investments in energy-saving technologies and renewable energy. To lessen their need on fossil fuels, hotels can add solar panels, wind turbines, and other renewable energy sources. They may also put energy-saving strategies into practise, such replacing outdated appliances with more energy-efficient models and enhancing insulation. Cut back on wastewater outflow and water use (Capodaglio, 2019). Water-efficient items, such low-flow showerheads and toilets, may be installed in hotels. Water can also be recycled for non-potable uses like irrigationMinimise food waste and purchase sustainably produced food. Hotels might give extra food to food banks or charitable organisations in the community. They have the option to purchase food items from nearby and sustainable farms.
Get rid of single-use plastics and switch to eco-friendly packaging (Oberoi, 2021). Single-use plastic straws and water bottles can be removed from hotels, among other things. For their facilities, they may also utilise environmentally friendly packing materials. Encourage eco-friendly modes of transportation. In addition to bike rentals and electric car charging facilities, hotels may provide their guests access to public transit. By providing discounts for longer stays, they may also persuade visitors to take fewer trips. Inform both visitors and staff about sustainability. In order to lessen their influence on the environment, hotels may teach both their staff and visitors the value of sustainability.
[bookmark: _Toc150545511]Can The Hospitality Industry Ever Be Truly Green?
.yes hotels can be truly green if persists to maintain sustainability (Legrand, 2022).
[bookmark: _Toc150545512]Is Financial Efficiency Key To Sustainability?
Though not the sole crucial element, financial efficiency plays a significant role in sustainability. The capacity to create goods and services at a cheaper cost than rivals is known as financial efficiency. Numerous strategies, including waste reduction, increased productivity, and resource conservation, can be used to accomplish this. The capacity to fulfill current requirements without compromising the ability of future generations to meet their own needs is known as sustainability. This involves making sure that resources are used properly and safeguarding the environment. Sustainability and financial efficiency are frequently considered mutually exclusive (Le, 2019).
[bookmark: _Toc150545513]Industry Examples
A few instances include For many years, the upscale hotel The Greenbrier in West Virginia has been dedicated to sustainability. The hotel has a geothermal heating and cooling system, wind turbines, and solar panels installed. The Greenbrier avoids waste and provides food that is sustainable. The Singaporean government has given the five-star hotel, The Ritz-Carlton, Millenia Singapore, the Green Mark Platinum accreditation (Dewi, 2022). The hotel has included several eco-friendly techniques, such as collecting rainwater, installing solar power, and utilising energy-saving appliances. In the Maldives, there is a five-star resort called SonevaFushi that is dedicated to sustainability. The resort harvests rainwater and runs on wind and solar energy. Additionally, the SonevaFushi decreases waste and provides sustainable food (dell’Agnese, 2021).
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[bookmark: _Toc150545884]Figure 1:The Triple Bottom Line (TBL),
The triple bottom line (TBL), developed by John Elkington, is a framework for assessing a company's sustainability. It takes into account three main factors: profit, people, and the planet. The planet pillar tracks how the company uses resources, emits pollutants, and produces waste in relation to the environment. The people pillar gauges the company's social effect in terms of ethical standards, community influence, and labourpractises. The profit pillar evaluates the company's financial standing.Because it may assist hotels in lessening their impact on the environment, enhancing their social impact, and improving their financial performance, the TBL is significant to the hotel sector (Loviscek, 2020).
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[bookmark: _Toc150545885]Figure 2: Doxey's Iridescence Model
A hypothesis of the growth of tourist destinations is Doxey's iridescence model. It outlines the five phases that a tourist attraction experiences as its popularity grows:
[bookmark: _Toc150545516]Exaltation:  This is the early phase of growth, when few people visit the location and it is still relatively unknown. At this point, tourists are frequently daring and tolerant of rudimentary comforts.
[bookmark: _Toc150545517]Apathy: The local population starts to adjust to the increase in visitors as the location gains popularity. As new enterprises and infrastructure are built, the location gains popularity.
[bookmark: _Toc150545518]Antagonism: The locals may get angry with the tourists as the location gains even more popularity. This may result in unfavourable perceptions of visitors and a deterioration in the standard of the visitor experience (Büyükkuru, 2022).
[bookmark: _Toc150545519]The Heterodoxy: The location may start to lose its distinct personality as it is overrun by visitors. This may result in fewer visitors and a drop in the advantages that tourism provides to the economy.
[bookmark: _Toc150545520]Decline: The destination may eventually fall as a result of congestion, environmental deterioration, and other issues if it is unable to control its expansion.
The hotel business benefits greatly from Doxey's iridescence model as it makes it easier for lodging facilities to comprehend the opportunities and problems that come with each stage of the growth of tourist destinations.
How can hotels use Doxey's iridescence model to their advantage?
Doxey's iridescence model may be advantageously applied by hotels through:
[bookmark: _Toc150545521]Selecting the Correct Travellers: According to the concept, hotels might choose to market to travelers who are experiencing joy or apathy. These travelers are probably more daring and prepared to shell out more money.
[bookmark: _Toc150545522]Culture and Environment Protection: Hotels have the ability to take action in order to preserve the local ecology and culture. This will contribute to ensuring that the location will continue to draw tourists throughout time.
[bookmark: _Toc150545523]Deliveringtop-notch services: Hotels are able to offer top-notch services to their visitors. This will lessen the possibility of hostility towards tourists and contribute to a nice tourist experience (Büyükkuru¸2022).
Adding variety to what they offer: In order to appeal to a larger spectrum of travellers, hotels might expand their offers. By doing this, they will become less dependent on a particular market and more adaptable to fluctuations in the demand from tourists.
[bookmark: _Toc150545524]Butler's life cycle model
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[bookmark: _Toc150545886]Figure 3: Butler's Life Cycle Model
A theoretical framework that explains how a tourist destination changes over time is Butler's life cycle model. It delineates six phases:
[bookmark: _Toc150545525]Investigating: This is the first phase of travel, when a place is visited by a few individual visitors. These travellers are frequently driven by an excitement for the unknown and a spirit of adventure.
[bookmark: _Toc150545526]Involvement: As the location gains popularity, more travellers start to go there. Eventually, basic tourist infrastructure including lodging and transportation will be developed.
[bookmark: _Toc150545527]Development: This phase is characterized by a sharp increase in the number of visitors as well as the construction of new tourist attractions, restaurants, and lodging.
[bookmark: _Toc150545528]Consolidation: At this point, the rate of increase in tourist arrivals slows, and the emphasis turns to enhancing the quality of the visitor experience (Singh, 2021).
[bookmark: _Toc150545529]Stagnation: At this point, the number of tourists arriving reaches a plateau, and issues like congestion and environmental deterioration may start to affect the location.
[bookmark: _Toc150545530]Decline: During this phase, fewer visitors arrive, and the location can lose its appeal to travellers.
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The study concludes that for hotels to be competitive, sustainability and social responsibility are becoming more and more crucial. In addition to lowering expenses, hotels that adhere to these values can draw in more business and enhance their brand.
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