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The Hospitality industry has a variety of environmental concerns that can have a significant environmental impact depending on the activity. Consuming resources like energy and water, together with generating enormous amounts of trash and pollutants, is an everyday reality for its users. As part of this essay, the diverse environmental experience of the hotel sector is examined, as well as possible solutions. To avoid destroying the planet's ability to support future generations, most people are aware that we must all work together to protect the environment. Some aspects of the environment, such as growing traffic and air pollution, and the destruction of the green belt, can be seen in our daily life.

Sustainability is one of the most crucial concerns facing our globe today, tourist destinations around the world are increasingly concerned about environmental consequences (Alonso-Almeida et al. 2017). During the last few decades, managers have concentrated the significance importance of sustainability in the hospitality sector, including the influence on the environment, economy, and society. Hospitality is a major contributor to environmental degradation because of its energy and water use, use of disposable goods, production of hazardous wastes, as well as the growth of solid waste (Moliner et al. 2019). Hotels use a lot of energy for aspects like heating, cooling, illumination, gas, and other things. Water is needed for everything from bathrooms to laundry and Kitchen to brews (irrigation, cleaning, and maintenance). Dispose of items include issues like paper and batteries as well as furniture and appliances also hazardous to the environment.

Sustainable sourcing, biodiversity, and preservation of natural resources are all important considerations for the hospitality industry's environmental efforts. Green building standards for new hotels should also be developed to address environmental issues such as "climate change and greenhouse gas emissions" (Jones, Hillier, and Comfort, 2014). A variety of approaches are employed by most businesses to address the issue of carbon dioxide emissions (Hawkins and Bohdanowicz, 2012). Strategies to minimise carbon emissions by introducing steps to use energy more effectively in business-as-usual procedures and strategies to adapt to a low carbon future are two major categories in the hospitality sector. Hotels and other lodging facilities throughout the world are taking steps to reduce their energy consumption in an organised manner. 

Several companies are relying on these methods to meet their toughest goals. When it comes to new hotel construction, Intercontinental Hotels Group (IHG) has set a goal of achieving zero carbon emissions by 2030, while simultaneously maximising or optimising renewable energy's value (IHG hotels .com, 2021). Hilton has pledged to cut down its greenhouse gas emissions following climate science and to leading the hospitality industry toward a zero-carbon economy (“Environment - Hilton Corporate Responsibility”). A 61 per cent reduction in Hilton's Scope 1 and 2 carbon intensity has been pledged by the hotel chain by 2030. By setting knowledge-based lowering carbon fuels intends consistent with climate science and the Paris Climate Agreement, Hilton is delighted to have been one of the first big hotel companies to set such goals (Hilton.com, 2021). The CEO of Marriott International, Anthony Capuano, claims that Marriott intends to achieve net-zero greenhouse gas emissions by 2050, according to the company (Parker, 2021). Environmental, social, and economic issues all play a role in these business commitments. Water and energy management, waste management, environmentally responsible sourcing, natural resource preservation, environmental impact reduction as well as the development of green construction standards for new hotel construction are all included in environmental assessments. Environmental assessments are also concerned with global warming and emissions of greenhouse gases (Jones, Hillier and Comfort, 2016).

In the case of Marriott International, the company looks to leave the smallest possible footprint on the environment by conserving energy and water, lowering waste, and enhancing the use of renewable energy sources. Whenever it comes to reducing the risks associated with climate change in Marriott's commercial operations as well as the communities in which they run, the company makes use of cutting-edge technology (Marriott International Newscenter (US), 2021). According to Marriott International Newscenter (US), in the year 2021, sustaining profitability isn't the only reason to be environmentally conscious; it's also good business sense.

Throughout the world, Marriott's new aspirations are being woven into the organisation, from its global development groups to its supply chain networks, as part of its ongoing transformation. The firm has made the following commitments for the year 2025: conserve 15 per cent of water and 30 per cent of carbon while reducing garbage and food waste by 50 per cent. Individual abilities and important business competencies may be maximised by volunteering 15 million associate hours, with 25% of those hours committed to specialised skills-based activities, according to the National Volunteer Day Foundation. All personnel must receive training on how to recognise signs of human trafficking. Human rights considerations should be incorporated into employer and supplier policies, as well (Bethesda, 2017).

With the support of a variety of strategies, these multinational firms have been able to create environmental responsibility programmes that have become increasingly widespread in both large and small businesses. The use of energy-efficient lightings, such as LEDs or other alternatives, can reduce electricity usage by as much as 10%, Position sensors, such as photocells on lights, motion detectors on hot water taps, and so on, can be installed to turn off lights and other equipment in empty areas, Investment in boilers that use less energy, Refrigeration systems that use less energy, Induction ovens, for example, can reduce the amount of energy used for cooling the kitchen and directly cooking. For both the environment and industry, these changes in energy consumption have allowed them to discover good from the bad.

There are several ways to describe how healthy an ecosystem is. It is better to have a wide diversity of wildlife than a few species in huge populations to deal with threats. It is conceivable that the environment can adapt and continue to exist even if some species are negatively damaged by pollution, climate change, or human activity. In some cases, the loss of a single species can lead to the demise of entire ecosystems. As humans’ damages ecosystems, UN Secretary-General António Guterres warned during a virtual gala to begin the UN Decade that we may be approaching "the point of no return for the earth." He did, however, point out that there was still time to shift the narrative. "This is a big task. Our woods must be replanted and protected. Our rivers and seas must be cleaned. In addition, we must green our cities. "Achieving these goals will not only protect the planet's resources, but it will also create millions of new employments by 2030, provide annual returns of more than $7 trillion, and aid in the eradication of poverty and hunger," he said (unep.org, 2021).

The hospitality business is a vital part of the tourism ecosystem, and it has a substantial impact on the environment since it accounts for a significant portion of the energy and water consumed, as well as the trash generated, in tourism-dependent areas. This conclusion has important ramifications in that it encourages the tourism industry to adopt the strategy of integrating environmental sustainability throughout the industry. In a highly competitive market such as tourism, the hotel industry cannot afford to ignore a key megatrend such as sustainability. Citizens are becoming increasingly conscious of the influence that humans are having on the environment, and as a result, when they travel as tourists, they are concerned about their environmental footprint.
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The implementation of improved working processes and the continuous development of environmental technology may help hotels strike a balance between cutting costs and enhancing efficiency. Recycling and trash reduction strategies are critical to the hotel's long-term viability. Incentives for environmentally friendly development and the construction of "green" buildings have been promoted by governments across the world (Stottler, 2018). Insurance premium reductions, tax write-offs, cash awards, and accelerated regulatory approval are all examples of these incentives. Hazardous material handling, environmental health and safety, and storm-water management are the primary emphasis of the current environmental legislation directed at the hotel industry. The future of hotel building, design, and operation will be affected by changes in all these areas. This essay discusses the economic incentives and regulatory issues that change the sector.

To reduce emissions linked with the production of goods and services, most government organisations have proved that the regulatory, financial, and market-based tools they have access to play a role (Hawkins & Bogdanovic. 2012). According to Kivuita, poverty reduction and sustainable development would not be realised through the government action plan. Shorthand for business contributions to sustainable development (SDGs) is often used to describe the notion of corporate social responsibility (CSR) (Kivuitu, 2006). Financial and economic incentives have been offered by governments, institutions, and organisations around the world to promote the development of "green buildings." Newer concepts like lower insurance premiums, faster regulatory approval, and subsidies to cover the development soft costs of sustainable initiatives can be taken advantage of in addition to tax credits and incentives.

Environmental rules aimed at hotels are currently focusing on hazardous material management and disposal as well as environmental health and safety issues (Hsieh, 2012). Future laws will also have a substantial impact on hotel design, construction, and operational practices. For every company's sustainability effort, this declaration is essential. This illustrates why the company's prosperity is dependent on environmental conservation. Setting environmental goals and outlining how the organisation will look when they are carried out is also included. (Hsieh, 2012). "We are committed to operating sustainably in a way that gives excellent experiences for individuals we serve through economic, cultural, and ecologically sustainable lodgings," says CFO Michele Allen Wyndham worldwide. Wyndham Worldwide claims that its global network of Wyndham Green-certified hotels allows them to save operating costs while also generating revenue from environmentally aware travellers (Wyndham hotels.com, 2021). 

The epidemic has had a particularly heavy toll on the service sector, which has been particularly hard hit. The hotel industry's turnover has been significantly affected by trading regulations (Hutton and Foley, 2021). In addition to increased fixed costs and debt, the industry is concerned about low revenues and cash reserves. 90 percent of the hotel sector's output was lost in April 2020, compared to February 2020. (Hutton and Foley, 2021). This year's production increased slightly, but it remained well below pre-pandemic levels, thanks to a relaxation on coronavirus restrictions and introduction of a "Eat out to Help Out" effort in August. In September, productivity began to decline again as Covid-19 cases rose and limits were imposed. 

Numerous rules and norms govern how the hotel sector functions, from various licencing requirements to food safety requirements to fire restrictions. Owners of hotels subject to the Company Names Act of 1985 are needed to post a notice writing down their name and the name of their business where the two are not the same. Additionally, any supplies generated for the business must include the owner's name, address, and phone number. Everything from sales invoices to buy orders and purchase receipts to business correspondence and financial records is covered by this rule.

According to the Trade Descriptions Act of 1968, organisations must offer correct descriptions of their facilities that accurately represent their actual state and do not in any way mislead customers (Insurance, Insurance and UK, 2021). The Credit Card Order of 1990 and the Data Protection Act of 1998 must be followed by hotels when accepting reservations from customers. A requirement of the 1974 Health and Safety at Work Act is that hotel owners and operators must be aware of any chemicals that might harm or injure their employees. Protective clothes should be supplied to workers who handle hazardous materials. For general maintenance and building repair, they may include cleaning solutions like chemical-based bleach. Also mandated by the statute is avoiding "hazardous manual handling" such as carrying heavy bags (Insurance, Insurance and UK, 2021). New restrictions are being introduced all around the globe because of the COVID-19 pandemic, in addition to all the existing laws and regulations. Rules and guidelines are still in existence in the United Kingdom to aid in the prevention of the spread of COVID-19; the recommendations and regulations are issued by the Department of Health under the Public Health Act of 1967, which was passed in 1967(nidirect.gov.uk, 2021). 

The United Nations Framework Convention on Climate change (UNFCCC) is working with the global hotel industry to reduce greenhouse gas emissions and make the industry more sustainable. The central goal of the agreement is to keep the global average temperature well below 2 degrees Celsius and as close as possible to 1.5 degrees Celsius. The COP26 summit in Glasgow brought parties together to accelerate action towards the Paris Agreement and the UN Framework Convention on Climate Change. Climate change's severe effects, such as fires, floods and water shortages, threaten the tourist sector in many regions of the globe if this objective isn't met (Unfccc.com, 2021).

Furthermore, many governments and international organisations (such as the EU) give tax credits and other financial incentives to promote the purchase of goods and services from companies seen to be environmentally friendly. Governments, institutions, and organisations all around the globe have given financial and economic incentives to encourage the construction of "green buildings." In addition to tax credits and incentives, other concepts like cheaper insurance premiums, faster regulatory clearance, and subsidies to pay the development soft costs of sustainable projects may be utilised. Various licencing requirements, food safety standards, and fire limitations are all employed by the hotel or hospitality business to benefit the environment and the people. "
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The focus on the guest experience is essential in the hospitality industry, but it must be grounded in environmentally friendly practices. Sustainability technology investments may have a direct impact on tourist satisfaction, according to hotel operators. When it comes to the opinions and feelings of hotel guests, however, the rubber meets the road. More and more customers are seeking residences that don't feel like hotels—they want to feel like they're staying in a real house. The customer's overall feeling is influenced by a variety of factors, including the hotel's lighting, furniture, cleaning supplies, and other front-of-house items. Personalization of marketing communications, V R technology, the Internet, and chat robots all contribute to a better customer experience (IHG hotels .com, 2021). This essay defines various guest services in different hospitality all over the world.

The hotel business takes customer experience to a whole new level by focusing on making consumers' lives better and easier. Today's travellers, whether they're on vacation or the road for work, want a customised and frictionless experience. Guest engagement, listening, empowerment, and enjoyment are all top priorities for today's hotel visitors. Most hotel guests are prepared to give up traditional services like a business centre or fitness centre to experience new technologies. To better serve their customers, hoteliers are constantly searching for ways to enhance their operations.

Some examples of recent customer experience advancements in the hospitality industry and the major firms involved. The Hotel Facial Recognition System of Marriott International are using face recognition scans to speed up check-in times instead of making visitors stand in line at the front desk. Testing the technology is taking place in Marriott hotels in China (Nast, 2018). The check-in time is reduced from three minutes or more to less than a minute thanks to improved technologies. Just go up, scan your face to prove you're who you say you are and swipe your ID to collect your room key. To create exceptional experiences for guests, "Marriott International is known for its ability to embrace cutting-edge technology," said Henry Lee, Chief Operations Officer and managing director of Marriott International Greater China. If the experiment is a success, Marriott intends to implement the new technology "in the future" throughout its whole worldwide portfolio of 6,500 properties (Wang, 2019).

Voice-Controlled Rooms, Artificial intelligence (AI) and speech recognition are being used to bring virtual assistants into hotel rooms in a variety of ways. In its Chinese properties, the InterContinental Hotels Group is introducing AI-enhanced rooms (IHG hotels .com, 2021). With voice control technology and natural speech, guests may receive personal help for both business and personal trips in the rooms provided. In hotels, robots may do a variety of tasks, from cleaning the rooms to serving as front desk clerks. Starwood Hotels, one of the world's leading hotel chains, is introducing two robotic "Botlrs" nicknamed A.L.O. at its Cupertino Aloft Hotel, which is in Cupertino, California (BBC News.com, 2014). To serve guests at all hours of the day and night. For example, if a guest phones the front desk to request a toothbrush or more towels, Botlr is likely to be the one to deliver them.

Radiofrequency identification (RFID) Bracelets, the old-fashioned room keys are being replaced with visitor wristbands that use RFID technology. At resorts like Disney World, technology is in high demand (Disney.com, 2021). Wristbands are supplied to visitors instead of room keys and wallets, and they may be scanned to obtain entry to their rooms as well as other places and to pay for goods and services (Retail-innovation.com, 2014). With a simple wristband, guests can carry all their belongings while keeping their hands free. Chatbots allow hotel visitors to obtain information without having to wait for a receptionist. With Rose, the Cosmopolitan's AI concierge, guests may schedule spa treatments, restaurants, and get exclusive knowledge on the hotel bar's special menu items (Cosmopolitan.com, 2021). Self-check-in and room keys that are easier to use have led to a number of hotels using mobile keys. As soon as a guest arrives at a hotel, they are told via the hotel's app that their room is available. There is no need to wait in line at the front desk when customers can open their room doors using their smartphones or smartwatches.

Guests may personalise their stay to their comfort with the help of the room's numerous smart features, which are scattered around the space. With Mood Pad tablets, guests at the Citizen M Hotel in Amsterdam can control their room's temperature, TV, blinds, and lighting from a single location (Citizenm.com, 2021). Isn't it amazing that the guest can see exactly what a hotel room on the other side of the planet looks like from the comfort and privacy? Visitors may visit a hotel, select a room, and book it all online using virtual reality technology. They can also get a taste of the local culture before they arrive, so they can be confident in their vacation plans. 

In today's hotels, visitors and workers may be pinpointed so that they can supply a more customised experience. Hotel guests can receive a notification about a drink special if they are currently at the hotel bar. By tracking where customers spend their time in the hotel, hotel employees can learn more about their preferences. New opportunities for hotels have been offered by the ability to overlay information on the surroundings of their customers. With the use of Argument Reality (AR), a hotel can show off its facilities while also supplying information about its location. Focus by Premier Inn rooms in the United Kingdom has an AR map of the region on the wall (Henderson, 2014). Guests may learn about nearby sites and get suggestions for the finest things to do and see by pointing their smartphone at the map. In the hotel sector, client loyalty is based on the quality of the customer's experience. Using the most cutting-edge concepts and technology, hotels are able to provide guests with unique and individualised experiences.

After all, hotel and travel businesses are in the business of providing experiences, especially as a service, and today's client demands best-in-class treatment at all times. From the hotel sector to the food and beverage industry, and even the health and fitness industry, technology has become an inextricable part of our daily life. It's all around us, in many forms, helping to streamline procedures. It has polished some of our previous practises, and this is especially true in the hotel business. Technological advancements are paving the way for the future of hotels, and now that COVID-19 limits have been lifted, venues are searching for new approach to enhance the guest experience through technology.
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Executive summary:

The major goal of this report is to generate a consultancy report for a new hotel. As a senior consultant, I created this study for an upcoming hotel in the city to educate their perspective and style, as well as to prove a strong brand identity. This report clarifies the pros and corn of the branding procedure. Some hotel owners, especially those who feel their focus should be on the cuisine and accommodations they provide, may overlook hotel branding. Hotel owners, on the other hand, want to brand their establishment since it expresses the personality and individuality of the company. A hotel brand communicates the hotel's full set of ideas and goals, and it has an influence on the concept and atmosphere.









Introduction:

Every organisation, large or little, has a distinct identity. A hotel's brand name is worth more than its flag, regardless of where it is found. Examples of this are the Plaza in New York and the Ritz-Carlton in London. As a result, it is often assumed that only the most prominent hotels with long histories of visitors can achieve such an amazing and profitable brand presence. Each hotel in today's global and digitalized world builds and utilises its own distinct brand identity in order to differentiate itself and achieve greater success.








[bookmark: _Hlk90421173]Brand images:
Customer value can only be maximised by focusing on the hotel's branding as well as its service quality, customer happiness, and customer relationship management. A brand may be anything from a name, logo, word, or design to find one product from another (American Marketing Association Dictionary). However, a brand is a collection of all the traits that customers connect with the brand, both physical and intangible, which might affect their impressions of items that bear the brand name (Keller, 1993). Consumer brand psychology relies heavily on the concept of brand personality, yet academics and practitioners are at a loss as to the usefulness of the many characteristics of brand personality (Su and Reynolds, 2017). Your brand reflects who you are and how you want to be seen by your consumers. In the hotel industry, a strong brand may supply customers a compelling reason to select you over your competition. Because of the trust that is developed via the use of branding, the hotel's guests become champions and ambassadors.

As an intangible asset, the brand of a company is hard to replicate and can aid to sustain better financial success (Roberts and Dowling, 2002). Both the company's and its product's brands have distinct functions inside the organization's framework (Aaker, 1996). the ability to supply credibility for other brands (ability, trustworthiness, and likeability) and give a means of communicating and crystallising company culture and values inside an organisation are all benefits of the corporate brand (Aaker, 1996). There are several ways that a company's reputation might be utilised to predict its future behaviours. Good brand image is often assumed to have an influence on consumer behaviour, including the ability to charge premium pricing for the brand, more loyal customers, and more positive word-of-mouth (Osman, 1993). A brand encompasses everything from the personality and the values of the hotel to customers feelings, notions, and experience. 

Marks & Spencer, for example, stands for the customer values, beliefs, and the image you wish to project to your target demographic. Consumer opinions of the UK retail and restaurant industry have been transformed by Marks & Spencer (M&S) from its founding in 1884. Although it has seen better days, M&S has shown us the power of a brand that supports its basic principles and public image while simultaneously evolving with the times. Despite recessions, Public Relation disasters, M&S a pioneering UK luxury brand, has kept a strong presence on the country's high streets with over 300 locations (M&S.com, 2021). In the United Kingdom, M&S sells everything from groceries, restaurant foods and housewares to clothes and accessories. Because it has supported faithful to its British heritage, this firm is seen as a unique British brand. A well-known brand name in the industry may entice customers to look at both the business and its rivals. 

A brand promise is guided by a vision for the long-term influence it expects to make on its customers. Employees and visitors alike will be better served if they are able to interact with one another in a way that is consistent with the brand's values, standards, and culture. Both the property's tangibles and its guest service contribute to an overall experience, but that experience should be planned around and inspired by the company's brand promise. Every aspect of a guest's stay at a hotel is scrutinised by leading hoteliers, who work tirelessly to set up their promise and involve their team in delivering on that promise (Deloitte.com, 2021).

Branding has both advantages and disadvantages.
· Customers construct a picture of a company and its manufactured goods or services that reflect the values and traits that business owners want consumers to identify with their brand.
· A well-known brand may help the hotel stand out in the minds of customers and encourage them to visit again.
· If customers are happy with their purchase, a well-known brand makes it simple for them to make more purchases without much thought.
· As a result, the company will have a broader consumer base, more sales, and more money.
· Competition Is Protected; Legally, trademark law supplies a measure of protection for brands from their competitors.
· The name of a firm might be trademarked if it is used in advertising to customers.
· When a brand is registered as a trademark, the owner has the legal right to sue anybody who tries to infringe on the brand's trademark.
·  Drawback: It's costly; The cost of branding is a considerable drawback.
· The process of creating a brand requires extensive research, name development, visual design, and brand identity integration, all of which are expensive (Bizfluent.com, 2021).
· Increased costs may put pressure on business owners to raise the price of their products, which may encourage customers to switch brands in response.
· There may or may not be a financial benefit to developing a brand that outweighs the extra costs of labour and professional services.
· It might be difficult for a firm to change its goods or target a new market if it already has a well-known brand name.
· When a firm is embroiled in a crisis, a strong brand simply serves to further tarnish the company's reputation. However, rebranding and even changing the name of a firm is a costly and lengthy procedure (Garcia, 2018).













Conclusion:
A well-known brand may help a product stand out in the minds of consumers and encourage repeat purchases. When a brand is registered as a trademark, the owner has the legal right to sue anybody who tries to infringe on the brand's trademark. Name, design, or symbol are some of the ways that a company's brand can be shown and differentiated from its competitors through branding. It is important for a company to have a strong brand that demonstrates the value of its product or service and encourages customers to return. (Age and Disadvantage of Branding”) 









Recommendations:
As a consultant, I work with companies to establish their brands and break the process down into three stages. Get your hotel or restaurant brand strategy exact and linked with your company goals first. You'll also need to build your company's logo, slogan and website to effectively express the brand. Strengthening your new or upgraded brand is the final step. Customers will be more satisfied, and your company's income will rise if your company's reputation and brand image are improved, and guarantees are provided.
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                             Staff awareness about sustainability
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Introduction:

Over the past several years, there has been a lot of discussion about sustainability, particularly as the implications of climate change, rapid urbanisation (population growth), and environmental degradation have become more obvious (NICE.com, 2021). Sustainable design features such as energy efficiency and the use of materials that have a low environmental impact are among the aspects that I find fascinating and appealing. As a result of the current oil crisis, more attention has been drawn to the world's increasing energy demands, which will place an even greater pressure on the planet's non-renewable energy supplies. Due to the depletion of the globe's oil and gas reserves, it is critical to find ways to reduce energy consumption in our manufacturing processes, as well as to produce products that take less energy to use. My goal is to use renewable energy ideas in a range of contexts, ranging from promoting sustainability to developing new techniques of development and operation of energy sources. I expect that these thoughts will have an influence on my day-to-day activities as well as my purchasing selections.




[bookmark: _Hlk90421444]Staff awareness about sustainability 

Employers are preparing their workforces for the challenges posed by climate change and environmental concerns by educating them on sustainable practises (Rexworthy, 2019). Just about every news storey these days revolves on one aspect or another of global warming or environmental degradation. Organizations must guarantee that their employees have the necessary capabilities to satisfy the demands of 'green tourists' in light of this rising issue.' Green skills have become more crucial to many businesses, but the amount of employee knowledge about the importance of environmental sustainability still is a challenge for many companies. The hospitality industry's problem is figuring out how to influence people's habits. It's widely recognised that the starting point for training and development professionals and Human resource departments (HRD) should be to raise fundamental awareness and comprehension of the broad and often complicated range of topics that underlie climate change and sustainability. 

Corporate sustainability leaders are talking a lot about how to get their employees more involved–and for good reason. It's impossible to achieve sustainability goals without the help and passion of employees at all levels of the firm. According to Schon reflective model, there are three actions as Knowing in action, Reflection in action, reflection on action (Schon, 2016). Reflecting-in-action, Common sense acknowledges that we occasionally consider our actions while we go about them. It's implied that we may think about doing something while we're doing it using phrases like "thinking on your feet," "keeping your mind on you," and "learning by doing" (Schon, 2016). During a performance, this process may be seen in action in several fascinating ways. When I worked in the hotel sector, for example, the CEO of the firm would speak to the workers about sustainability priorities and goals and make changes in our organisation. A good place to start is with "knowledge in action," which can be seen in the specific physical activities that all employees perform daily in the workplace. When it comes to professional creativity, Schon emphasises the need for dynamic activity, as seen by his contrast between "knowing in action" vs "knowledge in action" (Edwards, 2004). We all know exactly what our company's sustainability goals are and how they relate to the actions we take to achieve them. For example, put up signs in the kitchen and restrooms to emphasise water and electricity saving, print out posters summarising the company's sustainability values and goals, paste little stickers on computers and peripherals reminding employees to switch off when not in use.

Maintaining economic, social, and environmental sustainability in the 21st century is the primary challenge for the tourism industry in tourism destinations; as consumers want environmentally friendly products and have a greater understanding of the environmental impacts of tourism (Andrews, 2003; Taylor, G., 1994; Tourism Victoria, 2009). "Tourism that serves the requirements of existing visitors and host areas while safeguarding and improving potential for the future" is a correct definition of sustainable tourism in the context of tourism (WTO, 1993). If tourism is not properly planned and managed, on the other hand, it can have detrimental effects on the local ecology, biodiversity, and people's well-being. As a result, tourism that occurs in tourist locations must be appropriately managed and adhere to sustainable tourism standards.

The effectiveness of hotel resource management will be greatly enhanced by training and awareness of hotel staff and direct connection with hotel guests. Green labelling, pilot projects, training, and frequent meetings of hotel management are all ways in which the concerned government agency may help enhance hotel managers' awareness and knowledge of environmental issues (Trung and Kumar, 2005). According to research, satisfied workers are more committed to the company and more productive.
 


Conclusion: 

For sustainability to succeed, both mangers and customers must work together. A great organisation must employ energy-efficient production methods and produce things that are both inexpensive and recyclable to be successful. Hoteliers must also be honest about their goods' environmental effects in addition to being ethical. On the other side, customers must adopt sustainable products and services. Furthermore, the government should work to enforce sustainability standards. As a consumer, we can help spread the word about environmental issues in our town and encourage others to do the same. Manufacturing methods that utilise the least amount of energy, which should ideally be sustainable, such as solar energy, are essential to boosting sustainability efforts. They should also have rubbish that decomposes and does not harm the air.
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