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Executive Summary 

This executive summary provides an overview of Marriott's sustainability and Corporate Social Responsibility (CSR) efforts, highlighting its goals, support for local communities, and investment in green technology. The report also aims to provide insights into Marriott's positioning as a leader in sustainable hospitality and its efforts to foster positive environmental and social impacts. It discusses Marriott's comprehensive approach to addressing challenges, including rigorous reporting, third-party certifications, and stakeholder engagement. Additionally, the report explores Marriott's commitment to addressing environmental challenges, preventing greenwashing, and promoting open communication to inspire other industry players to adopt eco-friendly practices. It also discusses theories associated with sustainability and CSR, such as greenwashing and whitewashing, and how they may apply to Marriott's initiatives. The report references various certificates and rankings that Marriott has received for its sustainability efforts, but also acknowledges potential areas of greenwashing and whitewashing within the company.


Introduction 

The purpose of this report focuses on Marriott's sustainability and CSR, highlighting its clear goals, support for local communities, and investment in green technology. By analysing Marriott's strategies, this report aims to provide insights into the hotel's positioning as a leader in sustainable hospitality and its efforts to foster positive environmental and social impacts.
This report examines how Marriott combats these challenges by adopting a comprehensive approach that encompasses rigorous reporting, third-party certifications, and stakeholder engagement. Furthermore, it explores Marriott's commitment to addressing environmental challenges, preventing whitewashing, and embracing open communication to inspire other industry players to adopt eco-friendly practices. 
Marriott International has long enjoyed a reputation as a major hotel industry company. On the international marketing scale, it stands as one of the leading companies with well over 6,500 properties in 127 countries. Corporate social responsibility (CSR) is part of the company’s brand ethos. Social responsibility and marketing are intertwined and the company’s commitment to environmental impact improvement has been reflected in their continuous efforts and initiatives. In 2005 the company initiated a plan to “to put our planet first” (Marriott International, 2019), with an emphasis on environmental sustainability. Following these initiatives, the company was awarded gold in the Large Green Hotel category by IFC in 2017. In line with this ranking, the company has expressed its strategic commitment to sustainability reporting by as well joining other CSR platforms such as the certificate presented annually to companies by CDP and has achieved a constant grade of A-26. This certificate placed it on the Trustworthiness Index, Top 10 Social Brands and Top 10 Reputation Leaders in the global hotel industry with this, proving the company’s increased credibility and trust from its stakeholders. These various certificates were a proof of the company’s concern for the environment and how effectively they have been implementing initiatives within their existing properties. (Barreto & Mayya2022). 

Theories associated with sustainability and Corporate Social Responsibility for Marriott International

Greenwashing

The objective of greenwashing is to deceive customers and investors by creating the illusion that a company is genuinely concerned about the environment and engages in environmentally friendly practices, primarily through the promotion of "green-active" projects and "sustainability" events through extensive advertising campaigns. This strategy is employed by marketing experts and companies to enhance their image. The term "greenwashing" is utilised when a substantial number of financial resources and time are allocated towards advertising the company's commitment to environmental consciousness, rather than investing in and implementing actual environmentally sustainable practices. (Das, 2022) 
Greenwashing can damage a company’s image and reputation, which can impact guest perceptions, attitudes, willingness to pay, brand trust and staying intentions. (Alyahia et al., 2024)

Areas of Potential Greenwashing, Whitewashing and Greenhushing by Marriott 
Greenwashing  
 Marriott offered guests the option to reuse their towels in hotel rooms. This was part of a wider “Make a Green Choice” program that counts a certain number of points in the rewards system for each day that guests refuse housekeeping services. Marriott claimed that this program is an effort to reduce environmental impact of its hotel's laundry facilities and the chemicals used in their cleaning processes. According to Marriott’s sustainability dissemination it has also adopted a zero-waste policy. (Benny, 2022). There is no mention in this data of the potential social or financial benefits of these programs for the brand. Lodging Unlimited (2016) wrote that Marriott invested in the “Make a Green Choice” program because the executives perceived that guests have a genuine interest in environmental-friendly behaviours. This statement could argue that the program was devised and launched more as a marketing strategy rather than a result of understanding the social environmental and financial efficacy of the sustainable measures. This also supports the claim that the data and information shared by Marriott is quite ambiguous. It has used the media and several online platforms to promote their brand and claim that they lead along the path to sustainability. (Schlappig, 2020)

Whitewashing

Whitewashing is the act of downplaying or covering up wrong or bad incidents with the sole intention of maintaining a positive reputation or image. The whitewashing act has become a significant concern within the hospitality industry and Mariott International has faced allegations of whitewashing and criminal investigations. One notable case concerned allegations of forced labour and human within its supply chain, particularly affecting housekeeping staff.  These investigations revealed that some employees were subjected to abusive treatment, excessively long working hours, and substandard working conditions. 
The results from these investigations have questioned Marriott’s reputation as a responsible employer, with many people calling for greater reform and transparency within the company’s labour practices. 
The ongoing legal battle in Poland also highlights the company’s stance to remain silent when statements should be made. Serious accusations of embezzlement have been made against the company, and these embezzled funds are alleged to belong to Lima Center – the owner of the building where the Poland-based Marriott-run hotel is located. With such problematic allegations, the company has failed to comment or address the matter, which only leaves these allegations unanswered and open to public scrutiny.
[bookmark: _Int_sVBwpsIN]These incidents have not only impacted the way consumers view Marriott but have also shed light on the flaws of the entire hospitality industry. The conversation has now spread to industry wide reform, emphasising the need for greater transparency and accountability across the board. (Mirror Review, 2023)

Green hushing
Green hushing in hospitality industry refers to the practice of under communicating or not sharing progress in sustainability measures. (Bambridge-Sutton, 2023)
[bookmark: _Int_Ks3IW2o4]This is often due to fears of inadvertently misleading consumers or provoking negative feedback. For instance, a hotel might be implementing various environmentally friendly practices but choose not to make them public. This could be because they worry that their communication might be perceived as insincere or as an attempt to gain favour, which could lead to negative customer opinions and responses. However, research suggests that customers desire transparency and communication about a hotel’s CSR efforts. Therefore, while “greenhushing” might seem like a safe approach for businesses, it could potentially lead to missed opportunities for enhancing their reputation and building trust with customers. (Ettinger et al.)
 Marriott’s Serve 360 programme is a comprehensive sustainability and social impact platform and greenhushing could potentially occur if Marriott fails to communicate its progress consistently and openly on the Serve 360 goals. (Serve 360, 2021)

Marriott Hotels self-evaluations
A company’s self-evaluation is a process where the organisation assesses its own performance, achievements, and areas for improvement. It is a crucial part of a successful performance review process. (Sharma, 2023)
 Companies self-evaluate for several reasons- insight into accomplishments, employee engagement, goal setting, career development, performance improvement, better data insights, employee perspective and even giving the employee a voice. (Indeed for employers, 2024)
[bookmark: _Int_0tPhgF9W]Marriott uses information people provide to see how well their efforts to be more sustainable work. Although it may seem like an effortless way to track progress, there are many reasons why self-evaluation methods may not be accurate or fair. When people report about themselves, they might not be sincere. They might share only good things and hide any bad things. This can make people think Marriott is not as good at being sustainable and make them doubt how trustworthy Marriott is. 
In addition, the way Marriott measures its sustainability efforts might only show part of the picture. For example, they might not consider how the company’s supply chain or operations outside of its hotels affect the environment (Uyar et al., 2020). This may not show the whole picture of how well the company is doing in terms of being sustainable. There is a lack of transparency in Marriott’s self-evaluation mechanism (Serve 360, 2020). Without independent data verification, it cannot be easy to verify the accuracy of the company’s sustainability claims (Madanaguli, A.et al., 2021). This raises doubts about the company’s commitment to sustainability and undermines trust in its sustainability reporting. 

Does Marriott use Green technology and is it more sustainable 
Green technology also known as sustainable technology refers to the use of technology and science to create products and services that are environmentally friendly. (Bellis, 2019)
Marriott stands out as one of the few upscale hotels to fully embrace solar energy in its sustainability and energy management effort. For example, as part of its sustainability initiatives through its collaboration with High Hotels, Marriott built a 135 200 square-foot photovoltaic system of 2700 solar panels (Pickerel, 2018). While Marriott International Covered most of the costs, the hotel also benefited from a more than $500,000 from the Commonwealth Financing Authority’s Solar Energy Program, which helped Hight Hotels finish the project (Wicham French and Wong, 2020). The gigantic solar array is situated on the top of a warehouse half mile away and could not fit on the hotel’s roof. The warehouse’s roof installation fulfilled functional and financial needs. The hotel saved more than 135, 200 square feet of land that would have been needed to install the panels while still maintaining its visual appeal. The company is known for operating sustainably. The Marriott Lancaster and the warehouse are situated on a 600- acre plot of property owned and managed by Greenfield Corporate Center. 
A total of 2700 solar panels have been installed to power the 133 solar-powered rooms at the Courtyard by Marriott Lancaster. Since the hotel runs entirely on solar energy, low energy, uses like cooking, lighting and high energy uses like air conditioning, water pumps and water heaters depend on solar energy. Courtyard has made a substantial financial investment in the solar system since it generates income from the sale of surplus power to utility providers, replenishing the grid with electricity for the consumption by homes and businesses. Since Courtyard by Marriott Lancaster only uses 1,177,000 kWh of the 1,239,000 kWh produced by the solar system, utility costs are associated with using power (Pickerel, 2018). According to the EPA greenhouse gas emission calculator, approximately 900 metric tons of CO2 emissions are saved by the 1,239,000 kWh of power produced by the solar panel. In addition to the solar system, Marriott Lancaster utilises other innovative green technology. For example, it uses energy-efficient equipment for internal operations and swaps out fluorescent lightbulbs with LED lightning, which uses less electricity. The hotel’s 15% reduction in electric energy use may be attributed to the LED lightning, which also helps to generate extra electricity from Courtyard’s solar system (Pickerel, 2018). 
Marriott has implemented a comprehensive waste management program that includes composting, recycling, and reducing waste. The company has set a goal of reducing waste by 20% by 2025 and has introduced recycling programs and composting initiatives in many of its proprieties (Burlakovs et al., 2020). 

Successful examples of sustainable hospitality practices in hotel and what Marriott can embrace from them 
Looking at successful examples of sustainable hospitality practices in hotels and resorts such as 1 Hotel South Beach, Six Senses Zil Pasyon, Bucuti and Tara Beach Resort, Triple Creek Ranch, and Soneva Fushi can provide valuable insights for Marriott to enhance its environmental responsibility. Marriott can follow suit by implementing renewable energy sources like solar panels and wind turbines to power their properties, reducing their carbon footprint significantly. Embracing robust waste management systems involving recycling and composting can help minimise environmental impact and promote responsible waste disposal practices. Marriott can also prioritise sourcing local and sustainable food products to support local communities while offering guests authentic dining experiences. By obtaining certifications like Green Globe and actively engaging in conservation programs, Marriott can demonstrate its commitment to sustainability and responsible tourism, setting a high standard for eco-conscious travel within the hospitality industry. Guests can be encouraged to offset their carbon footprint, aligning with Marriott's dedication to environmental responsibility and enhancing their reputation as a leader in sustainable hospitality practices. (AdminTHDM, 2023)
Conclusion 
In conclusion, the deceptive practices of greenwashing, exemplified by companies like Marriott International, reveal a disconcerting trend in the corporate world where appearances of environmental consciousness are prioritised over genuine sustainability efforts. Marriott's initiatives such as "Make a Green Choice" have faced backlash for potentially compromising job opportunities and labour practices, while allegations of whitewashing and human rights abuses within its supply chain have tarnished its reputation. The concept of green hushing further underscores the tendency for organisations to divert attention from critical sustainability issues, opting for superficial displays of environmental friendliness. Despite Marriott's strides in adopting green technology, such as solar energy utilisation, concerns persist regarding the lack of transparency in its self-evaluation processes, casting doubt on the authenticity of its sustainability commitments. The need for independent verification of sustainability claims and a comprehensive assessment of corporate practices is essential to ensure accountability and rebuild trust in companies' environmental stewardship efforts within the corporate landscape.

Recommendations
Based on Marriott International's greenwashing practices and the need for enhanced transparency and accountability in its sustainability efforts, several recommendations can be proposed for the company. Firstly, Marriott should prioritise conducting thorough and independent audits of its environmental initiatives to verify the authenticity of its sustainability claims and ensure compliance with established standards. Implementing mechanisms for third-party verification can help mitigate concerns regarding greenwashing and demonstrate a genuine commitment to sustainable practices. Additionally, Marriott should enhance communication with stakeholders by providing detailed reports on its environmental performance, including metrics on energy consumption, waste management, and carbon emissions reduction targets. By fostering greater transparency and engagement with customers, investors, and the broader community, Marriott can build credibility and trust in its sustainability endeavours. Furthermore, Marriott should prioritise addressing labour and human rights issues within its supply chain by implementing robust ethical sourcing policies, conducting regular assessments of suppliers, and collaborating with industry partners to promote fair labour practices. By taking proactive steps to rectify past shortcomings and embracing a culture of openness and accountability, Marriott can redefine its corporate image and lead by example in promoting genuine sustainability practices across the hospitality sector.
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