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Introduction


Milton Friedman's groundbreaking essay "The Social Responsibility of Business is to Increase Its Profits" has split the opinions ever since it was first published in the New York Times Magazine more than fifty years ago. His provocative argument ushered in a new period in American economic history where "Greed is Good" and financial gain stood in for company goals. "There is one and only one social responsibility of business to use its resources and engage in activities designed to increase its profits," was Friedman's unequivocal position (Borruso et al, 2020). Friedman's critics are typically divided between those who think businesses have a bigger "social responsibility" and those who think businesses should only focus on making profits and leave other social objectives to politics (Tepper, 2020). However, it's likely that both sides would concur that during this time, the world has grown more complex and that businesses now have to balance an increasing number of competing priorities and CSR become these days essential in all organisations and sectors. There are several reasons for this growing interest in alternatives to traditional business management, including the fact that it is out of date because it only considers economic returns and calls for the adoption of other models that have a less detrimental effect on the environment and society. Concerns about topics like food security, industrial pollution, climate change, and the depletion of natural resources, among many others, have grown in the public and government consciousness as a result of this process and as a result, it is becoming increasingly typical to see investors gauging the social and environmental risks associated with investments, governments formulating policies and defining more stringent regulations, and customers demanding goods and services from socially conscious businesses (Borger and Costa, 2022).




1. [bookmark: _Hlk150645436]John Elkington Triple Bottom Line Theory 

[bookmark: _Hlk150356848]The triple bottom line theory was developed by John Elkington and was meant to provoke more thought about capitalism and its future rather than just be used as an accounting tool. In total contrast with Milton Friedman’s theory, the triple bottom line expands the scope of traditional business success metrics by incorporating an organization's contributions to environmental health, social well-being, and a just economy (University of Wisconsin, 2022). Elkington's definition aimed to incorporate an integrated approach that prioritises economic prosperity, social development, and environmental quality in business operations, surpassing previous interpretations of sustainable development and corporate social responsibility (Amos et al., 2016, p.92). The theory suggests that organisations should prioritise long-term social, environmental, and economic effects over short-term financial goals. The "three P's" theory, as it is commonly known, is based on the understanding that people, the planet, and prosperity are all interconnected (Figure 1.1.). 
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Figure 1.1.





And any initiative connected to one will also impact the others, as systems thinking is the foundation of sustainability. The environment is the base of everything, creates the structure for society and the economy is a bye product of society (Figure 1.2.). Sustainability is an attribute of the whole system and organisations must be accountable to their stakeholders in order to be sustainable. The triple button line currently acts as the benchmark for every hospitality establishment or travel destination (Csikósová et al., 2020, p. 765). Tourism and hospitality service providers have recognised the advantages of developing and implementing sustainable practices, which can act as a decisive factor in customer preference and booking when other factors, like cost and quality, are equal ( Lim, 2016).
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Figure 1.2.



2.1. [bookmark: _Hlk150645470]Triple Bottom Line Reporting

An approach to sustainable development can be defined as one that is both workable and reduces activities that pose a risk to the environment. By creating jobs, advancing infrastructure, and preserving cultural heritage, the sector has been contributing to the social, cultural, and economic environments in a number of ways but in order to meet the demands of tourists, this industry has also had unfavourable effects, such as environmental degradation, unethical labour practises, and an increase in the rate of prostitution (Fatma et at, 2018). In business accounting, triple bottom line reporting is a technique used to increase stakeholders' understanding of the organisation. 
In addition to the traditional financial components, it reveals the company's impact on the environment, giving all parties involved a better understanding of the company and enabling them to fortify their relationships with other stakeholders, both internal and external. TBL reporting is predicated on internal company guiding principles or external standards and guidelines from organisations like the GRI, the World Business Council for Sustainable Development (WBCSD), and the International Standards Organisation (ISO) (Medrado and Jackson, 2016). 
All the big organisations in the hospitality and tourism industries decided to adopt CSR initiatives and sustainable practices and report every year about the progress they are making into more sustainable activity. The basis of corporate social responsibility (CSR) lies in the connection businesses build with society, understanding that society has expectations of them regarding their actions and output (Martín de Castro and González-Masip, 2020, p.3). CSR activities include business conduct related to social and environmental issues that go above and beyond what is required by law or regulation in the relevant market or economy (Chen et al., 2018).
[bookmark: _Hlk150645503]
2.2. Sustainability as Consumer Driver

There is a growing trend in the hospitality industry among guests to choose accommodations that minimise their environmental impact and this has placed pressure on hotel operators to adopt eco-friendly practices that meet guest expectations. Customers who have a strong sense of connection to the environment tend to be more proactive in adopting environmentally friendly consuming habits ( Han, 2021, p.1023). Hotels have had to adapt their tourist amenities and services as the market has grown and changed because customers are increasingly choosing to buy products and services that support green initiatives and work to minimise negative environmental impacts as a result of growing awareness of the effects of climate change.  
In order to better understand how 489 air travellers felt about environmentally friendly hotels, Virginia Polytechnic Institute and State University conducted an empirical study. Of the respondents, only 3% felt negative about these establishments, and 70% said they would rather stay at an environmentally friendly hotel than a regular one (Hashish et al. 2022).
[bookmark: _Hlk150342560]Analysing consumer attitude towards CSR worldwide (Appendix B), statistics show that in 2022, 3% of respondents said that corporations were not doing enough to combat climate change. Simultaneously, half of those surveyed felt that businesses could have done more to address issues like energy scarcity and economic inequality. By contrast, just 9% of global consumers felt that companies are going too far when it comes to providing reliable information ( Dencheva, 2023).
[bookmark: _Hlk150645532]
2.3. Greenwashing

Businesses have used green marketing techniques to highlight their environmental efforts in an effort to gain a competitive edge and win over environmentally sensitive customers. Green consumers frequently have anti-corporate biases and mistrust advertising, making it difficult to gain confidence in the legitimacy of green marketing (Szabo and Webster, 2021, p .724). Companies may make exaggerated claims about being environmentally conscious, but these claims may not always be supported by their actions. Greenwashing is a tactic used to promote nonsensical solutions to the climate crisis, diverting attention away from and postponing real, credible action, by tricking the public into believing that a company or other entity is protecting the environment more than it actually is (United Nations, no data).



3. [bookmark: _Hlk150645582]Tourism impact on destinations

[bookmark: _Hlk150376208]It is commonly recognised that tourism significantly influences the economic growth of tourist destinations and brings about social, environmental, and economic changes in the places it visits. According to World Travel and Tourism Council, the travel and tourism sector contributed with 7.6% to the global GDP (Appendix A), offering 22 million new jobs in 2022 (World Travel and Tourism Council, 2023). The competitiveness of a destination in the global market is crucial to its success but maintaining that competitive edge and being resilient in the face of unanticipated circumstances are also necessary for long-term success. 

[bookmark: _Hlk150645613]2.1 Butler touristic area life cycle model

The development of destinations, and especially accommodations, has been intimately correlated with the evolution of tourism. Butler's model (Figure 1.) serves as a graphic metaphor for how destinations change over time and has been acknowledged as one of the fundamental ideas of tourism (McKercher and Wong, 2021, p. 2).

Figure 1
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 According to the destination life-cycle model, demand should first outpace supply in developing destinations (Paunovic et al., 2020). Like any other product, whether it be physical or service-based, destinations have a life cycle and eventually reach saturation over the years following their initial and subsequent discoveries (Karammustafa and Yilmaz, 2020, p.440).  A destination either enters a decline stage after reaching a certain saturation point, or it rejuvenates itself by not only protecting its traditional markets but also seeking out new ones by developing new products and attractions (Cooper, 2021, p. 61).

[bookmark: _Hlk150645664]2.2. Dixey’s irridex 

The hosts' perspectives on tourism vary depending on the destination's stage of development. Nevertheless, a number of indicators of host population dissatisfaction usually emerge as soon as the critical threshold is crossed and the economic effects stop being favourable (Zaidan and Kovacs, 2017, p. 295). According to Dixey’s irridex there are four phases of host attitudes: euphoria, apathy, annoyance, and antagonism (Fan, et al., 2019). Linked to the life cycle model hosts are euphoric at the exploration and involvement stage, apathetic at the development stage, annoyed at the consolidation stage and they feel antagonism to stagnation or decline (Roberts, 2023).

4. Recommendations

The future lies in sustainable tourism and hospitality, so it's critical that businesses and local governments recognise the negative effects and work to mitigate them. Corporate social responsibility is today must for all organisations and transparency regarding sustainable policies and programs is recommended and will help gain customers' trust and confidence.
 It is recommended that tourism strategic planning be done rationally as this will support the preservation of the environment and help maintain the high standard of quality that is necessary for community-based tourism programmes to succeed. Mass tourism has indeed economic advantages but also negatively impact the destination life cycle so is recommended that organisation try to move from mass tourism to alternative tourism which is more sustainable and has a minimal negative effect on the environment and local culture. 
Educating the guests and training employees regarding environmental problems, promoting sustainability inside the organisation, and implementing regulation and taxation are recommended in all tourism organisations and destinations.

 Conclusions

CSR is defined by the triple line, so it extends the responsibility of the organization beyond the economic sphere. A company's ability to manage socially responsible operations in a methodical manner, detect potential dangers and opportunities, and maintain the correct long-term business venture are all made possible by CSR reports, which can also help make a company more competitive. Organisations informs its clients and consumers about the design process of the product in a transparent manner using a CSR report. Thus, clients are knowledgeable about the effects that purchasing the good or using the service will have on society and the environment. CSR and sustainability are these day a strong consumer driver and a good marketing tool for organisations, generating not just a positive impact but also increase revenue.
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