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Regulatory Affairs


A report on the impact of Covid-19 on sustainability within the hospitality industry
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Executive Summary
This report has been written to briefly review sustainability issues within Covid 19 regulatory affairs, with the view to urge companies to review with sustainability in mind. Caution is given to creatively adapt to the pandemic whilst being mindful of environmental issues, economic issues not forgetting social. This report is not exhaustive and heavily viewed through the impact on hospitality.















Introduction
We lost hospitality to social distancing, we lost faces to masks, we lost personalisation to single-use. Screens became the norm, barriers up instead of being broken down to anticipate guest and employee needs, frustration and distance became acceptable. Instead of hospitality, we entered dystopian nightmare with sustainability thrown once more onto the back burner. The level of interruption was unparalleled, with forced business closure and furlough payments.














Main findings
With the world “still reeling from the aftermath” of Covid 19 (Mohammed et al, 2021), rules inflicted upon hospitality businesses included closure, screens, social distancing, masks, extra sanitary procedures, track and trace and of course staged openings. Although funding was available, it was not well advertised and difficult to meet the criteria. Many businesses collapsed, unless they saw Covid 19 as an opportunity rather than a threat. The guidelines were clear and well known with immediate effect. Sustainability on the other hand less so. According to Kecinski et al (2020),  many new regulations passed to combat Covid-19 and “environmental policies and regulations” relaxed. 
There are vital lessons from the pandemic. “Environmental degradation increases the risk of pandemics” (Strand, Kovacic and Funtowicz, 2022), we have the power for “immense” change, actions by governments have halted the “cause of sustainability” with “human health and environmental integrity” entangled. New laws can be created quickly with minimal fuss and implemented. Why is sustainability even now, not at the top of the agenda with seemingly such urgency, but never enough drive to fix?







Pestle analysis: The impact of Covid-19 on sustainability within the industry
Political 
Regulations for environmental issues were poorly managed with bad procurement policies and scant regard for the environment. Disposable masks are a perfect examples of this. Companies need to be seen doing the right thing, but frequently greenwash. 
Environmental 
Hospitality has the “potential to protect the environment and support local economies” (Hawkins and Bohdanowicz, 2012) and as a “resource-intense” (Legrand, Sloan, Chen, 2017) industry, accountability is paramount.   There have been positive side affects to the environment with implementing closures with an “increased number of animals in urban environments” and even dolphins spotted in Italy (Huizen, 2021). 
Social
Lockdown had an insurmountable impact on the health and wellbeing of employees, guest and suppliers. It has kick started a staycation revolution and social distancing becoming “entrenched both in public policy and discourse” (Long et.al, 2022).
Technology 
With a mobile workforce and more people working from home than ever before, this will be contributing to the reduction in commutes. Regrettably, customer service cannot be achieved from an at home setting. 


Legal 
Countless regulations put in place to try to prevent the spread of Covid-19. None, with the environment in mind. We may have disposed of the straw. How are we going to work around Lateral Flow Tests?
Economy
As cited in (Strand, Kovacic and Funtowicz, 2022)The Covid-19 pandemic has revealed the systemic frailty of our global economy and society.
Swot for implications of Covid-19 on environmental issues
	Strengths
· Demand
· Environmental improvements
· Proven resilience
· Responsible tourist behaviour (Fernando, 2020)
	Opportunities 
· Change in travel patterns
· To be more conscious of the environment
· Staycations
· Innovative practices (Fernando, 2020)

	Weaknesses
· Infection rates
· Safety concerns
· Morale (Fernando, 2020)
· MICE (Fernando, 2020)
· Tourist perception (Fernando, 2020)
	Threats
· Potential Insolvency
· Demand
· Supply chain issues
· Employee engagement
· Recession 
· Disposable equipment.



As we can see from the SWOT and Pestel analysis, Covid-19 has hugely impacted employee engagement within the industry and combined with Brexit, has actually caused a mass skills shortage within the industry (BBC News, 2021). Current sustainable employee practices include creating a positive culture and putting the employee at the centre of the business model (Jauhari, 2021). Consistency and training issues will have arisen from this along with difficulites following policies and procedures put in place to act sustainably. 

Whilst working in the hospitality industry is no longer fashionable, single use plastics are making a come back. Lateral Flow Tests, hand sanitiser, safety packs in guests bedrooms, disposable cutlery and disposable masks all “increasing the global plastic pollution problem” (Huizen, 2021) and triggering further damage to wildlife. Huizen (2021) also sates, surprisingly, on the flip side, studies have reported that the pandemic has reduced certain types of  pollution. As cited in Draven’s (2020) article, “a statement released in June 2020 – signed by 118 scientists from 18 different countries” “single use plastic is not inherently safer than reusable and causes additional public health concerns once it is discarded”. Consequently, disposable items are not only bad environmentally, but socially and economically. 

Hotels prior to Covid -19 showed signs of authentic change and not just eco lodges. Hotel chains “implemented extensive initiatives” (FCM, 2019). In 2020, according to Draven (2020) “The Marriott, Le Méridien, Renaissance, Ritz-Carlton, Sheraton, W Hotels, and Westin – announced last year that it will stop providing single-use plastic toiletry bottles”. “The coronavirus pandemic has been a stumbling block in that process” (Draven,2020). 
The current challenges hospitality faces when it comes to being environmentally friendly, especially during the pandemic and post pandemic era are cost, planning, knowledge, legislation, consumerism, hygiene, cleanliness standards, capitalism, poor management, unpredictability and adaptation. For over two years the hospitality business has been reactive and has failed to be proactive in dealing with both issues. “As the world slipped into the current inflection point, some of the historical lessons from earlier pandemics remain salutary (Mohammed et al. 2021).
 

















Conclusion
The Covid-19 pandemic is a stark reminder that our identity is deeply entangled with that of the Earth’s ecosystems (Strand, Kovacic and Funtowicz, 2022). “Long before Brexit and Covid-19 obliterated all other thoughts, the travel industry’s over-reliance on single-use plastics was the big issue (Draven, 2020)”. Huizen (2021) states that it may take years to assess the real damage to wildlife, the environment and the climate. It is already evident how it has cost lives, health and the wealth of the nation.
There were encouraging and optimistic examples of how the environment can restore itself, given respite from human intervention. This brings hope that if stringent  regulations were assigned and monitored, the environment will provide for us properly once more and heal. The lack of legislation allows companies to procure without sustainability at the forefront of their business models, meaning not only does the environment suffer but the workers, suppliers and the economy. 
Single use plastic on the rise, whilst mankind trapped. Regulations were implemented to prevent the spread, but ultimately will not prevent the future spread of similar viruses. If our environment thrives, we thrive. Without a healthy ecosystem, we needn’t worry about the economy or society. They will die. It’s time to put the environment first and learn from prior pandemics that testing using a piece of plastic isn’t going to save us. Looking after the environment is. 




Recommendations
To instil genuine change throughout hospitality, revolutionary regulations need to put in place with the same gusto as the regulations aimed to prevent Covid-19. Putting sustainability in the limelight, with stringent consequences and setting expectations, will force businesses to consider their actions. Covid-19 is most likely to be the utmost accelerator of organisational change and digital transformation in modern business, with the response showing “the world can ‘suddenly act with necessary force’ ” (Mahmood and Sanchez, 2020). 
Secondly, a review should take place of the root cause.  Bruyninckx (2021) states that “the next crisis, whatever form it takes, is likely to reveal itself for what it is: another symptom of the same underlying problem – unsustainable human production and consumption”.
To some extent change needs to come from the consumer, the other from business leaders. According to Keith Barr, “CEO of IHG, changes in the hotel industry aren’t driven by government legislators – whom he says have been slow to react to the threat of plastic pollution – but by holidaymakers themselves (Draven, 2020). Regulations should be put in place and well marketed to ensure everyone knows the new standards and training should be offered as well as funding to ensure consistency, accessibility and understanding. 
Finally, reviews of current legislations, prior pandemics, implemented changes and their impact, should be monitored and reviewed to support future assignments. How did the Ebola outbreak affect the economy, sustainability and how was it contained? Did the implementation of the plastic bag charge and the ban of the straw work? What can we learn from these and how can we combine this with the knowledge that businesses are adaptable. Could this be a “pandemic of change” (Huizen, 2021)?
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Clutching at straws




Guest experience

  

Essay











The plastic straw has become “the poster child of the anti-plastic pollution movement” Julianne Waite (2020). A hot topic amongst hospitality leaders and consumers alike with both hotels and consumers joining the anti plastic movement Lev-Tov (2018). Straws have been around for over 5000 years Gibbens (2019) and used for a variety of reasons, not just to decorate a cocktail or for a strawberry milkshake at McDonalds. How is it, that, a piece of plastic can cause such controversy and outrage and what does a cylindrical tube have to do with representing the wasteful culture we currently embody? Plastic pollution is no longer something to be ignored, with nearly every item we buy surrounded in this toxic substance. Bananas on a polystyrene tray with plastic wrap? Check. Shampoo in a single use plastic bottle? Check. Yogurt in non recyclable single use tub? Check. Single use plastic straw? Check. Our throw away culture is causing havoc for the environment and turning our oceans into “plastic soup” (Greenpeace, 2022) – the straw is one small cylindrical item at the top of a plastic mountain that we no longer know or can recycle our way out of (Reuters, 2021).


There is no denying that we live in a fast paced environment where we want it now, and we won’t want it then. The plastic straw is the epitome of this wasteful culture that we live in. Use it once, then dispose; and not in an environmentally friendly way. Send it to landfill. We are drowning in plastic. (Robert, 2019). Our oceans are drowning in plastic (UN environment programme, 2018) with “roughly 11 million tons of plastic making its way into the oceans every year” with “cumulative amount of plastics in the ocean could reach 600 million tons by 2040”, (Fearnley-Whittingstall, 2019). No easy feat and yet we have managed and will mange this with ease. Poor understanding, planning and choices have all lead to this and plastic represents not only “one of the biggest environmental problems of our lifetime, but another massive market failure” (Robinson, 2022).

Every pound we spend is either for or against the environment. Countries ship the plastic they don’t want to deal with elsewhere,  (Robert, 2019). If we are running out of oil (Krosofsky, A, 2021) why are we not looking at alternatives to plastic? We’ve already reached our oil peak, the worst case scenario being the end of globalization (Lamb, 2021). Something does not add up. “Oil is the world’s major source of energy, it is fundamental to almost every function of modern life” Hawkins and Bohdanowicz (2012). Look at your shoes, open any cupboard door in your home and review the plastic. We are the problem.  If we are damaging the environment why do we not seek a greener answer? Why do we need plastic to drink from in the first place? 

The ban that has followed has simply, arrived too late. The hospitality industry are leaders in consumerism and as a by-product, waste. Hoteliers, must review their practices and can and will have started with the straw. Reviewing Tom Edgerton’s (Ted, 2018), makes us realize how much we take for granted and how much effort goes into each and every product that we have. The journey to form one whiskey sour takes four years to make and an average of four minuets to drink. It is no longer acceptable to not know where our products come from, and it’s time to educate the consumer. 

Consumers lead trends. The trend today is to be seen as green. The last three decades have contributed to a shift in attitude towards environmentally sustainable products. With the “activist” actively pursuing green credentials and “informed consumers”, reviewing rather than actively seeking ethically sourced products and services , Legrand, Sloan and Chen (2017, p 254- 256). Not forgetting the ecotourists or the unpredictable consumer who knows little, and cares less.  

Straws may be the “scapegoat for single use plastic” (Fearnley-Whittingstall, 2019) but are also an indicator that we need to change our thinking to seeing waste as a resource and using circular thinking in hospitality.  Legrand, Sloan and Chen (2017, p 104 -105) posits, composting food waste to grow your own (p 110) as Soneva do. We need to close the cycle on waste and think beyond “reduce, reuse recycle”.  Legrand, Sloan and Chen (2017, p105). We should use circular thinking of “cradle to cradle”, instead of “cradle to grave” Braungart, M (2009, p.40). There is no waste. 
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“Even our own bodies now contain plastic waste” (Hinsliff, 2018) with Kelly Clarkson stating on her show “ I have so much plastic in my blood” (The Kelly Clarkson Show, 2020). It is time for us to end the use of detrimental items and view everything as an opportunity instead of disposable. During the show Kelly interviewed 4Ocean who state that the biggest message is for to “stop at source and stop the waste on land” as we need to get to the route of the plastic problem, not clear it from the sea. The ban on plastic straws is just the beginning with guests learning that their actions have environmental consequence. 

There are alternatives and the time is now. There are reasons for the straw to be used in extreme circumstances. The ban is here. Guests are aware they shouldn’t be using the plastic straw. Hoteliers know they shouldn’t be offering it. It is time for the producers to realise, they are clutching at straws. 
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Go Green, or  Go Home
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Welcome to today’s training session where we are going to discuss our green future. 
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What does it really mean to be sustainable? 
The definition of sustainability is:
“The ability to be maintained at a certain rate or level”
"The sustainability of economic growth“
or
· avoidance of the depletion of natural resources in order to maintain an ecological balance.
· "the pursuit of global environmental sustainability“
(Lexico, 2015)
The word Sustainable is thrown around these day with little care. It conjures up images of preserving the planet and attacking pollution trends (Appendix 1). This is all part and parcel of sustainability, but in reality, it is much more than looking after the environment. We can use sustainability at the fore front of our business model,  to reflect on company culture and to help the business plan long term. 
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Sustainability conjures up images of being green and here are some examples of the first words usually associated. 
But what else does it mean? 
We know it means to look after the environment. 
We know we should recycle
We know we shouldn’t leave the tap running when we clean our teeth
We know that we should wash out plastic before we recycle it
We know that we should catch the bus instead of drive
We know we should choose plastic free items and refuse a straw
We know all of this – so: Why don’t we do it?

[image: ]
Sustainability, according to the Brundtland Report, otherwise known as “Our Common Future” (Wealth, 2018), is “development that meets the needs of the present without compromising the ability of future generations”
When we discuss sustainability within hospitality, we aren’t merely looking at reusable toiletries and making sure we recycle the empties!
We are looking at the business as a whole. We need to look at all aspects including, the human aspect, social and economic impact, not forgetting, environmental footprint. Everything has an impact on our business. If we continue to have a throw away culture, it will not only adversely affect our accounts, but it will also have a negative affect on the human aspect through our reputation and workforce.
Human
 Mostly overlooked in businesses when it comes to sustainability. Employee retention and engagement is at the forefront of our business plan. Sir Richard Branson’s famous quote, “Clients do not come first. Employees come first. If you take care of you employees, they will take care of the clients” (QuotesGeeks, 2021). This will in the long run, will save us money on recruitment costs, hiring and training and of course our team will be knowledgeable, offer proactive, pre-emptive service to our guests. After all,  the best form of marketing is getting it right when the guests are with us rather than a pricey advertisement.
Environmental
The aim should be to protect the environment that our guests are so eager to discover. Looking to reduce carbon emissions, use reusable items and educating the guests about protecting the area. Just look at the damage done to the great barrier reef which is in “grave danger” (Hoegh-Guldberg and Ridgway, 2016). Having a conscious view of our business and the environment can be as simple as managing waste and good inventory management. 
Social
 We need to consider our actions and how it affects the wider community and embrace the challenges to ensure that it is a positive one. With an increased focus on the environmental impacts, leaves the social aspect forgotten. It is crucial that we protect our language, culture and work with the wider community instead of against it. In order to promote our brand and image, we need to create a clear a business model that considers that we benefit the area not hinder it. In other words, we need to work together in harmony and think as one team.  
Economic
Lastly, we will succeed in the economic impact if we are successful in managing the three aforementioned sustainability issues. Our business will flourish as we have considered the employee, guest, environment, community and cultural needs. 
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What stops businesses doing the right thing? What stops us doing the right thing? We know what to do so why don’t we do it?
Hari (2018, p 91-105) states that we are motivated by extrinsic values: materialism. Funnily, this doesn't actually make us happy. It is our intrinsic values and the achievement of those that make us happy. In other words, doing the right thing just for the sake of it can improve our mood! Recycling isn’t advertised as it doesn’t feed our “junk values” and we are constantly distracted from our intrinsic values. What do we truly need? Warmth, heat, food and shelter. Dr Julie Smith (2022, p 82-84) states that to motivate ourselves to do the right thing is to use mindfulness, “paying attention to our experience and thoughts, emotions and urges that come with it, allows us to pause, but just long enough to make an informed, sometimes pre-planned, decision about what to do next. This means we can act based on our values rather than our emotions”. In other words,  working with our “intrinsic values” Hari (2018). 
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Did you know shampoo usually contains silicone? (Sakamoto, Lochead, Maibach and Yamashita, 2017).
A few things happen when you wash your hair with this silicone laden product. One, the remains go down the drain and guess where it ends up? The sea. There is a theory that it coats the sea bed (Tyler, 2020) and it has been found in our food chain (Rebecca, 2016) Two. What do you think happens to the silicone on your hair? It certainly helps tame those fly aways! What about using heat on your hair? Yes that’s right, you've just melted plastic onto your locks. Fly aways no longer seem so bad!
Why do you think plastic ends up in the sea? 
It’s not that every boat that goes out to sea throws their plastic overboard. That is a misconception, with “80% of the litter in the seas coming from land” (Young, 2017).  When we don’t recycle or can’t recycle, plastic ends up in landfill and migrates from there to the sea via the elements. We sometimes have our plastic shipped to other countries as we don’t want to deal with our over plastic consumption (Robert, 2019).
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These images are reality. This is what happens when we make poor choices. Whenever we spend money, whether we realise it or not, we are having an affect on the environment. Every pound we spend is either for or against the environment. 
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The reality is that microplastics are in our food and water. We are consuming it at an alarming rate, every day with out even realising it. That split second decision when you put the wrong item in the wrong bin has its consequences.
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A study conducted in 2017 revealing customers’ attitudes to business being green and supporting the environment. 

According to Peltier (2015), “Sustainability sounds nice in theory, but the reality is travellers care a lot more about other features hotels offer that really determine whether or not they'll book” but that doesn’t mean it’s something that we ignore and his statement is possibly outdated. Peltier, also confirms that guests are “also three times more likely to book ‘green’ or environmentally-friendly accommodations in 2015 versus 2014”. The guest of the 21st century is more green than previously, with more people making changes to their lifestyles to “counter the effects of climate change” (Benbria, 2021).

Eco Tourism is “a form of tourism that takes account of the needs of the environment and addition to the needs of the tourist” Legrand, W, Sloan P and Chen, J (2017, p. 257). They also state that there are a lot of things to consider regarding the purchasing process.
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For both the guest and us, these are the crucial points to consider during the purchase decision making process. 
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Think about this for a moment – water companies don’t produce water, they produce plastic bottles.

Sustainable travel destinations are possible (Commons, 2018). Costa Rica for example, was set to be the first zero carbon country by 2020 with great eco tourism policies. 

What are we going to do? 

· Green champion – who wants it? This person will be responsible for turning our company as green as can be.
· Terracyling (Appendix 2). We have the option to recycle more products than we currently do and will make this simple for our colleagues. For example, crisps packets can now be recycled and we have a sperate bin in the staff room to accommodate this.
· Green marketing.
· Consistently Reduce, Reuse and Recycle.
· Review our procurement policies. Our green champion will support this along with our accounts manager. 
· Remove single use plastic in all departments. Each Head of Department will review their products over the next year, and it will be a part of their reviews and bonus targets. 
· Start moving to all organic food.
· Get certified.
There are different types of certification. We can self audit, but this may be considered greenwashing. We can have a “second party certification, also known as affiliate certification” Legrand, W, Sloan, P and Chen, J (2017). Many companies do this now such as Tropic (Tropic, 2022) (Appendix 3).

Moving forward, we will reach our goal of being sustainable. Today’s presentation has demonstrated the time for us to act is now. We have given you the tools, it is now over to you. 
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Appendices
Appendix 1
Pollution trends.  A term created by myself to discuss current products advertised in the fight to demonstrate the misuse of single use items.  Previously, it was the plastic bag, then wipes, cotton bud, now the straw. More recently greenwashing is the trend to watch out for. Make sure they aren’t pulling the green wool over your eyes. 
Appendix 2
“Recycle more with TerraCylce” (Terracylce, 2022). Terracycle recycles items considered non -recyclable such as coffee pods, crip packets, toothpaste tubes and much more. This helps the environment with less waste being sent to landfill.
Reference
· Terracylce (2022) Terracycle. Available at:https://www.terracycle.com/en-GB/about-terracycle (Accessed: 04 April 2022).

Appendix 3
Tropic’s founder is an apprentice winner and their motto is “ to create a healthier, greener, more empowered world” (Tropic, 2022).
Reference
· Tropic (2022) Tropic. Available at: https://tropicskincare.com/pages/our-story (Accessed: 05 April 2022)




A mother’s love runs deep




Fiscal and economic incentives



A reflective piece, by mother nature







With mothering Sunday around the corner, so many mothers will receive gifts. But not I. They say a mothers love runs deep, but how much longer can I sustain this treatment? A travesty, recently, damaging my already susceptible ecosystem, Wilson-Powell, G. (2021, p,10) . A “ship carrying luxury cars, sank near Azores Islands after burning for weeks”, (The Guardian, 2022). There is much talk about compensation to the owners of the cars, but little to do with how and if I will recover. I’m still recovering from the damage caused by The Sea Empress, spilling her oily haul on me which ‘threatened to damage Wales for generations’’ (Clements, 2019). According to Robinson, (2022) poor governance, food waste and biodiversity could have “catastrophic consequences” with “ microplastics being found in Antarctic Ice for the first time”. 


There is so much to discover, with tourist arrivals “estimated to reach 1.8 billion by 2030” with hospitality offering a diverse product and service ranging from cruise ships to casinos, catering firms to hotels, all providing the basic physiological needs of “ shelter and comfort” Legrand, Sloan and Chen (2017, p 16). The current hotelier knows that it must consider the three pillars of sustainability, it is no longer enough to provide the ultimate guest experience, but they must consider the wider implications of their business. They must care for the economy, society and environment in every way that they do business. So why is it that so many do not? 


There are many frameworks and incentives. In 2015, The Paris Agreement agreed by 195 countries, a global framework aiming to keep the global temperature below pre industrial levels, Legrand, Sloan and Chen (2016, p 24), which woefully remain largely unattained, Mal Chadwick (2021). In the UK alone there are “Environmental taxes, reliefs and schemes for businesses”, such as receiving tax credits if you redirect waste from landfill to be recycled (Gov.uk, 2022). A simple action of choosing what to do with your waste, such as recycling, offsetting or reusing your waste can support a business financially. Hawkins and Bohdanowicz (2012) cite responsible business agreements enshrining “these documents as the foundations for the responsible business initiatives within their organisations” such as, “United Nations Global Compact”, supporting “universal environmental and social principles that include many of the actions that are now embraced within the responsible business agenda” such as “Agenda 21” contributing towards the achievement of more sustainable forms of development”. 


By simply following a sustainable framework and setting up corporate social responsibility initiatives (CSR), businesses will not only be profitable but truly sustainable in all aspects. A viable tourism business plan will review three dimensions; economy, environment and socially. CSR initiatives have been put in place by many hospitality businesses, Jauhari (2014). Starbucks’ vision for example; “ To produce sustainable coffee, served sustainably” (Starbucks, 2019). Likeminded business partnering together to blend their green credentials, with procuring the right products are all part and parcel of green thinking. The Marriott and their Serve 360 programme “doing good in every direction” (Marriott, 2022) is a great example of how to connect, whilst nurturing, sustaining, empowering and welcoming, products, people and places. 

[image: Sustainability 11 07152 g001]
Figure 1 A Holistic Conceptual Framework into Practice-Based on Urban Tourism Toward Sustainable Development in Thailand (Koodseal, Dong, Sukpatch, 2019).


Companies could also focus on the pillars of sustainability whilst reviewing Mueller’s. “The Magic Pentagon” Jauhari (2014). Both would give a deeper understanding and consequence to sustainability as a whole for their business. Each area of the business would need to be reviewed, including its procurement, ethics and involvement within the community. And is resourcing and management is of insurmountable importance, with the hospitality industry “estimated to be responsible for 5% of the world's carbon dioxide emissions”. With energy waste being high, “a truly sustainable hotel must not only consider ways to use energy wisely, but should also consider the possibilities of enhancing the use of energy from renewable sources"  


There may be incentives, there maybe consequences, but neither are severe enough. 
A brand that does not need announcing, as seen available from a small vendor in The Amazon Rainforest to a large Hotel brand on the sea front in Spain: Coca-Cola. They are named the world’s worst plastic polluter for the third year running and it almost seems that they wear is as a badge of honour. (Embery-Dennis, 2020) “It’s a fact, though, that corporations who misbehave are too rarely punished – and too often have captured our political leaders. The public good – our planet, our future – is the loser” (Mittler, 2018). In other words. Me.  Avoiding such companies will contribute to a hotels green credentials and attract the plastic conscious tourist. Is there a way to make enterprises more accountable?
Can hospitality ever truly be green? There is hope. The Brando’s mission is to “provide one of the most luxurious, authentic and enriching travel experiences available anywhere in the world in an environmentally sensitive, sustainable and culturally rich manner” (The Brando, 2022). The use of sea water to cool their buildings and drinking water, reprocess grey water, composting all of their food waste with care for their reef with deliveries dropped off outside of the coral reef, (The Healthy Life, 2019). The Brando is a true inspiration to both businesses and individuals that anything is possible including returning a mothers love.








“Some call me nature, others call me Mother Nature. I've been here for over 4.5 billions years.  22,500 times longer than you. I don't really need people. But people need me. Yes, your future depends on me. When I thrive you thrive. When I falter, you falter. Or worse. I have fed species greater than you , I have starved species greater than you. My oceans, my soil, my flowing streams, my forests, they all can take you or leave you. How you choose to live each day whether you regard or disregard me, doesn’t really matter to me. One way or anther, your actions will determine your fate, not mine. I am nature, I will go on. I am prepared to evolve. Are you?”   


(Conservation International, 2014).
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Green with Envy: 
Be the greenest you can be




Brand awareness



Marketing letter, offering anti greenwashing services

Genuine Green
										     Main Street
										         Swansea
										 01792 424242
										     March 2022
Trinity Hotel
Swansea
SA1 OAB
Dear Green Ambassador, 

Greenwashing (Appendix 1), green-blushing (Appendix 2), or greening (Appendix 3)? Welcome to Genuine Green, a company created to check your green credentials.

There’s the AA Hotel Ratings and Rosettes,  (AA, 2022), food hygiene standards  (Food Standards Agency, 2022) and even TripAdvisor scores (TripAdvisor, 2022) for you properties. How do you know if you are environmentally sustainable?

As cited in (UKEssays, 2018) Mueller claims that there are too many “experts” with too much advice on the one hand, and too few agents with too few resources  and too little time to act on the other. Think of us as sustainability stars for your business, a team of highly skilled professionals with being green at the top of their agenda. Our mission is simple, “ to clamp down on greenwashing” (PA News Agency, 2021). Our aim is to support businesses making their purchases ensuring that “unsubstantiated or exaggerated  claims that an investment is environmentally friendly”( (PA News Agency, 2021).

What we will do:
· Traceability (Legrand, Sloan and Chen, 2017, p 241) (Appendix 4)
· Work with Green Key (Green Key, 2022) (Appendix 5)
· Soil Association Certification (Soil Association Certification, 2022) (Appendix 6)
· We contribute to 4Ocean (4ocean UK, 2022) (Appendix 7)
Advise on how to move forward:
· Using local suppliers
· Avoid single use plastic
· Review your sustainability policies and support with amendments
· Eco Procurement,  Legrand, Sloan and Chen (2017, p, 103). (Appendix 8)

The “ global eco- awakening” is driving sustainability (Close, 2021). With “momentum building for some time around brand purpose, a reason to exist beyond money” we are here to make sure you live up to the expectations of your guests, whilst your suppliers live up to yours. (Gillet, 2022), make sure you are the antithesis to these by looking at every aspect of your business from build to serve, from cradle to grave, whilst considering community and social aspects. 
Further information or explanations are available for you in the appendices. 
We hope to be working towards a greener future with you.
Kind regards, 

Kathryn Roberts
CEO and Eco Warrior
info@genuinegreen.co.uk             www.genuinegreen.com
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Appendices

Appendix 1
Greenwashing is a worryingly popular concept that happens in many businesses. It is misleading the consumer to believe that they are buying something that is environmentally friendly, or will cause no harm and the marketing has alluded to this. Sadly, this is not always the reality, but how is the consumer to know if they are being mislead? For example, for years we were informed that using face wipes, kitchen wipes were acceptable. A few years ago, absolute uproar as they contained plastic. There are now biodegradable version available. Greenwashing? Time will tell how biodegradable these new products are and whether they may be even worse than the original culprits. We are led to believe that washing powder is safe. On the back o nearly every detergent there will be a clause stating that it may ‘damage aquatic life’. Why are we using it? “Not all firms that claim to be environmentally friendly are genuinely  green” (Hawkins and Bohdanowicz, 2012, p. 191). Notable, many businesses spend more money advertising that they do good than in actually doing good. In other words the company benefits more than the environmental issue. (Legrand, Sloan and Chen, 2017, p. 313).
Greenwashing and marketing is considered to have a fine line between them (Legrand, Sloan and Chen, 2017, p. 350). Companies that do not advertise the fact that they are making advances becoming eco will be accused of not being green enough, those shouting from the roof tops; greenwashing. There is a balance. Certification is required, or fatal affects on a business’ credibility. There is pressure from the government, the consumer and the employees to be seen doing what’s right. It’s all to easy to not follow through. It’s about clarity, transparency and above all accuracy of the work being done to ensure “environmental stewardship” whilst focusing on a “green branding strategy” (Legrand, Sloan and Chen, 2017, p. 350-355).
References
· Hawkins, R and Bohdanowicz, P. (2012). Responsible Hospitality: Theory and Practice. Oxford: Goodfellow Publishers Limited. 
· Legrand, W, Sloan, P and Chen, J,S (2017) Sustainability in the hospitality industry. Principles of sustainable operations. Oxon: Routledge.

Appendix 2
Green-blushing, a similar concept to greenwashing. “The growing practice of firms hiding their environmental endeavours” (Bakht, 2010). What are the benefits of hiding environmental initiatives aka 'green blushing'? | Marketing | Campaign Asia

Appendix 3
According to the Oxford dictionary “greening is the process of becoming more active about protecting the environment” (Cambridge, Unknown).
· Cambridge, (Unknown), Cambridge Dictionary. Cambridge: Cambridge University Press
· Bakht, A (2010)  ‘What are the benefits of hiding environmental initiative aka ‘green blushing’? Campaign. Available at: What are the benefits of hiding environmental initiatives aka 'green blushing'? | Marketing | Campaign Asia (Accessed: 04 April 2022). 
Appendix 4
From source to plate, cradle to grave, it’s about knowing your produces, how you procure them and what happens to them when you no longer have use for them. (Legrand, Sloan and Chen, 2017 p, 241).
· P Legrand, W,  Sloan, P and Chen, J,S (2017) Sustainability in the hospitality industry. Principles of sustainable operations. Oxon: Routledge.

Appendix 5
“Green Key is the largest global eco-label awarded to more than 2,900 tourism providers in 57 countries worldwide. From boutique hotels with fine dining, to B&B's, campsites and attractions, Green Key offers an environmentally sustainable choice when planning holidays, excursions or business trips. Green Key Wales launched in April 2015 and offers a growing collection of the country's most environmentally sustainable destinations, ensuring that wherever you are in Wales, you can make the best choice for the environment, as well as discovering some of the finest hospitality providers in the country.”
							(Green Key, 2022)
Certification is key to allow consumers faith in a companies green credentials. 
· Green Key (2022) Awarded Sites around the world. Available at: ttps://www.greenkey.global (Accessed: 02 April 2022).
Appendix 6
Soil Association Certification are a company who’s vision is “healthy, thriving population: buying, growing, cooking and eating good food” (Soil Association: 2022).
Soil Association strategy | Soil Association
· Soil Association Certification (2022) Preparing my Business for Organic Certification. Available at: Preparing my business for organic certification | Soil Association (Accessed 02 April 2022).

Appendix 7
A certified company committed to clearing up the sea. They make bracelets with a commitment to pull plastic waste from the sea with each one bought, 4ocean UK (4Ocean, 2022).
· 4Ocean (2022) 4Ocean. Available at: The 4ocean Bracelet - Every purchase pulls a pound of plastic from our (Accessed: 02 April 2022). 

Appendix 8
Eco Procurement:
“Also referred to as eco purchasing, means choosing products and services that have the lowest negative impact on the environment while minimizing waste. In order to meet eco procurement standards all products and services must undergo a thorough environmental impact analysis. Dash from cradle to grave. This means being able to trace the origin of all raw materials, the impacts, if any, during the manufacturing process, the toxins presence, packaging, transportation methods, storage, and the effects on the environment. When using a product. Finally, eco-procurement considers not only the traditional specifications of quality, price, delivery, availability and convenience, but also considers the disposal of the items and its packaging after use” . 
						(Legrand, Sloan and Chen, 2017 p, 103).
·  P Legrand, W,  Sloan, P and Chen, J,S (2017) Sustainability in the hospitality industry. Principles of sustainable operations. Oxon: Routledge.
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                                                                                                                                   What our guests want     –     the conscious consumer.                         Millennials most likely to search for green  credential (  Butler, 2018).    Eco tourism (Legrand, Sloan, and Chen,2017  )    Responsible tourism (Legrand, Sloan, and Chen,  2017  )    Foraging    No to plastic  (Sophie, 2018).    Support green organisations  (Sophie, 2018).                        68% of millennials bought a product with a  social or environmental benefit in the past 12  months. (Butler, 2018).    8  7  % of consumers will have a more positive  image of a company that supports social or  environmental issues. (Butler, 2018).    88% will be more loyal to a company that  supports social or environmental issues. (Butler,  2018).    87% would buy a product with a social and  environmental benefit if given the opportunity.  (Butler, 2018).
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                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                               What we currently offer and do                                                                                                        Foraging          Locally purchased food          Employee engagement          Historical and cultural walks          Support the local economy          CSR     –     go into detail          “Choice editing”     –     Hawkins, R     and     Bohdanowicz     , P (2012)          Use of renewable energy (ESCP,202 2)
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                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                              What else are     we going to?                                                                                        Green champion     –     who wants it?          Terracyling          Green marketing          Consistently Reduce, Reuse and Recycle          Review our procurement policies          Remove single use plastic in all     departments          Start moving to all organic food          Get certified   
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