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[bookmark: _Toc159009263]Executive Summary 
The following report is dedicated to investigate sustainability practices in tourism and hospitality industry where Marriott is chosen as a specific company. Throughout the report, evaluation has been conducted on potential accusations for green washing by Marriott. The impact of green washing on consumer decision making was also discussed .How self-Evaluate to facilitate green washing is also analysed. What else they could follow to come out from such an accusation is also included. And at the very end, how they follow different practices of green Technology was explored
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[bookmark: _Toc159009264]Introduction 
Operating in today’s environmentally conscious world, significant efforts to become sustainable is of utmost importance due to the rise of environmental concerns and awareness amongst consumers. This environmental awareness plays a crucial role generating a shift for both consumers and the companies. Investigations suggests that consumers overall hotel choice is attributed by the effort regarding sustainability. Significant portions of customer value energy conservations, recycling and Green-scaping as primary practice of sustainability pertaining to hotel industry (Verma, & Chandra. 2018). Considering this shift in consumer attitudes, Marriott – the hospitality Giant, established ambitious initiatives regarding green practices. Meanwhile, complaints have been raised for practicing greenwashing- a pervasive term in the tourism and hospitality industry, often facilitated by Self-evaluation-, amidst the efforts of green practice emerging questions regarding the authenticity of their environmental practices. Hence, the report is dedicated to delve into the environmental practices, evaluating accusations, exploring potential fields of green washing, the scope of self-evaluation and practice of different form of green technologies of Marriott.
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[image: ]Characteristics of a company form image regarding its offerings, often highlighted in its promotional activities from where a potential recipient obtain information. This image, especially if linked to ecological sensitivity and responsible practice influence buying decision through building perception. Recently, explosion of statement and symbols focusing ecology, nature and sustainable development have been significantly increased. Manifestations of this trend is termed as greenwashing , elaborately ,showing an extra care for the environment holding an statement to suggest potential audiences that this product or the organisation is environmentally friendly and sensitive to ecology( Hernik, J., 2017). Different approach can be undertaken to greenwashing such as, omission of information, serving ambiguous data, lying, and any combination of them. Buzzwords like, “Sustainable”, “Eco-friendly”, and green are widely utilised by hospitals industry, where Marriott is no exception, to awash the potential audiences. Tiny Toiletry bottles , Towel and Linen reuse programmes , sourcing food generating substantial food waste , not use of efficient kitchen system , flaunt green certifications  and investing on tree plantation ignoring energy consumption  are some common form greenwashing in hotel industry (Rahman et al., 2015).This marketing spin deceptively leverage the advantage of PR in portraying green business. Here, consumer psychology speed up the popularity of greenwashing because human perception regarding green advertising is credible developing a positive attitude towards the marketed brand. But ultimately, greenwashing practice in hotel industry have no significant impact leaving an erroneous practice to do by industry. According to Reid, C. (2023), Marriott Bonvoy, it sells, 63% quizzed people believe that environmental considerations having impact on their travelling process. Research over, 14000 adults in Europe and Middle East, 22% respondents believe that their travel choice is dictated by environmental considerations. Adopting approaches like “Make a green choice” by Marriott seems sensible but not applied larger environmental efforts. In, 2018 the company pledged that, 30 percent of their total electricity consumption will derived from renewable sources by 2025, unfortunately, there is no evidence of purchasing energy from renewable sources. In the same time frame, investment of $33 million has been made in purchasing energy saving LED lights retrofit projects were dwarfed by the $3.4 billion that Marriott returned to its shareholders. Besides, if compared to their rivals, Hilton, Marriott sets less climate ambitious goals. Meanwhile, 91% of Marriott housekeeper claim that they have lost hours that their eligibility for healthcare are no longer since “Make a green choice” was set to achieve (Clawson, 2020). The programme “make a green choice” patronise guest to opt out for daily towels and linen changes in order to claim points which will be served as reward and can be utilised later. By doing so water and related energy consumption will be reduced in laundering, this serves as potential benefits of that programme but carries significant drawbacks such as, Hygiene, bad impacts on housekeeping, and environmental impact by raising doubts of potential negative impacts on cleanliness impacting guest health (Jamesonand & Brownell, 2012).This programme also lessen the frequency of cleaning concerns for staff wages. Critics claimed that actual benefits of environment is too less significant compared to the behavioural changes of guest.Figure 1: Forms of Greenwashing, source: (Netto et al., 2020).
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Sustainability and marketing are two interconnected concepts and the closeness of this interconnection is beyond the imagination and portraying incompatible concepts where sustainability is attainable by reducing consumption while the objective of marketing is to increase it (Baldassarre & Campo, 2016).  To achieve this objective, a large portion of companies in tourism and hospitality industry self-evaluate but the inner intentions of self-evaluation may not always follow the right path. There are some benefits that derive company to self-evaluate. It helps them to find out areas for improvement by allowing assess own performance to match internal targets and the benchmarks set by industry. This process contribute to develop understanding knowledge regarding sustainability inside the company paving a way for future regulations (Fukey & Issac, 2014). One of the major benefits of self-evaluation is the cost-effectiveness and efficiencies compared to external evaluation leading companies to adopt this system f (Pace, P., 2010).But there are some I’ll intentions lead companies to follow self-assessment. It helps them to tamper the actual findings. This assessment can lack of subjectivity and objectivity fostering a way for over optimistic evaluation. Self-Evaluation facilitate companies to craft the sustainability image through the selection of desired data points used as marketing materials to communicate a pledging towards sustainability( Mascarenhas,et all .,2014).
There is a debate that is apparent on the surface claiming that Giants in hospitals and tourism industry, like Marriott conducts the practice of self-Evaluation in order to measure and present their performance regarding sustainability. Annual report is published by Marriott showing environmental performance detailing information regarding energy consumption water usage and waste management. This report are prepared and presented based on the data collected internally (Cousins, 2023).In 2017, Marriott launched a programme named “ Serve 360” based on United Nation’s Sustainable development Goals , where Marriott set a target of near-term Science based emission reduction and establish a long term science-based target to reach net-Zero value chain GHG emissions by no later than 2050. As a secondary initiatives of serve 360, energy efficiency projects, Marriott was able to save nearly 45000 MWhs of energy in 2022. Based on the same programme, it was able to source 2.1% of electricity from renewable sources. At the end of the 2022 approximately, 5500 EV chargers was installed at Marriott properties  (Hasek, 2023).All of these data of progress as an initiative of “Serve 360” was tracked   Internally leaving a doubt of authenticity.
Instead of sole self -Evaluating, Marriott can rely on a mix method combining both the internal and external Valuations. The CSR report must contain reliable information because, nowadays, companies on tourism and hospitality industry regularly justify their CSR report that are only limited to community involvement and philanthropic activities. The problem of such report is that not including real data (Patrycja, H., 2015).Hence, external verification reduce concerns regarding transparency, credibility, and authentic information of progress. External verification or third party verification ensures objective, unaided evaluation about the claims made on environment increasing trust among stakeholders, such as consumers, governments and investors.
Here things to keep in mind that only external validation is not a one-time answer, rather continuous patterning with organisations that are credible for audits and reports finding a long-term commitment to sustainability (Iniesta-Bonillo, et al., 2016). To achieve significant progress and ensure to be a leader in sustainability, Marriott must rely on external validation as a part of their self-evaluation process.
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The concept “ Green Technology” is referred as environmental technology or clean technology that are environment friendly, improved and utilised in such a way so that it doesn’t disorganise the environment and conserve natural resources. The primary goal of green technologies are as follow : meeting the needs without harming or depleting natural resources on earth , products should be reclaimed or reused diminish waste management and pollution (Irvani, & Zohoori, 2017).Hospitality  chains including Marriott, conducts “ Green Technology” to assert commitment towards sustainability. To establish Image of energy efficiency, All rooms are decorated with lighting controlled based technology where to turn on the LED lights inside the room, a key Is required that saves energy. Besides, an automated air conditioning system is available to reduce energy wastage (Benny, 2022). Utilising solar panel systems are on the line in practising the sourcing of renewable energy. Marriott also active in water management by setting an accurate water management in restrooms and bathrooms offering their guests to reduce energy and water Impact. In-Rooms towels and Lenin’s can be kept more than one day , If there Is request by guest (Marriott , 2023).Car-sharing and public transport are significantly promoted where they finance half of the fare. They offer guest in using green and ecological transportation medium as they have partnership with Taxi Company that uses electric vehicles
Marriott also contribute to waste recycling by going on electric communication reducing paper use where all of their papers including office paper to hygienic toilet rolls are eco-labelled (Ge, X., 2020). They are also greatly investing to greening their supply chain by choosing ecological partners convincing them to use eco-friendly products. They have form a “Green Team “to raise awareness dedicated to train associates in eco-actions and Influence behaviour representing the environment in hotels and homes. They have also adopt the principles of circular Economy where products design , disassembly systems, reuse and the process of recycling are established to lessen waste and resource exhaustion (Jones & Wynn, 2019).


[bookmark: _Toc159009268]Recommendations 
In the age of modernisation profitable companies in hotel and tourism industry including giants like Marriott, becoming dependable in using technology, hence there is a rise in the perception of consumer and other stakeholders to go green. Utilising this shift, companies heavily invest on green washing and self-evaluation that is no use as customers are well informed regarding this concerns. On such a scenario, Marriott must depend on independent evaluation by patterning with credible organisations to claim environmental progress .They must go beyond operational efficiency by approaching to food waste, ethics regarding supply chain and reduced usage of plastics products. Engaging employees and staffs to facilitate sustainable initiatives. They must prioritise to communicate precise achievements avoiding misleading claims.
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Potential risk and strides have been revealed by this journey of exploring green practice by Marriott where “make a Green Choice” initiatives and energy conservation technologies leave a footprint of environmental awareness while concerns come into existence regarding greenwashing and self-Evaluation. This report unveils some scope such as external verification in an independent manner, enlarging sustainability hub, and the establishment of transparent public communication can help Marriott to Chase away doubt of greenwashing to gain public trust. Some significant steps to go green already initiated and practiced by Marriott, such as water management, Energy savings , Transportation choices , waste recycling, associate’s awareness, and biodiversity. But Marriott must go beyond operational efficiency by focusing some crucial aspects such as, reducing food waste, avoiding plastics, improving ethics for supply chain, and ensuring engagement by Employee and guest. Throughout the total journey of Marriott one thing should keep  in mind that Sustainability is not the end destination rather it’s an ongoing journey which should be measured accurately and communicate as it is.
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