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The hospitality industry is undergoing a significant transformation, with an increasing focus on environmental sustainability. This report explores the evolving landscape of the hospitality sector in light of the profit maximization ideology put forth by Milton Friedman in the 1950s. We investigate whether Friedman's perspective remains relevant in today's context and the interplay between financial objectives and environmental responsibility. In addition, we analyse the role of consumer preferences in driving green initiatives, offer future recommendations, and consider the feasibility of the hospitality industry becoming truly green (Inkson, 2022). Furthermore, we examine the importance of financial resiliency in achieving sustainability, and we relate these insights to Doxey's Irridex model and Butler's life cycle model. Throughout the report, industry examples and data are used to support the analysis.
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   Milton Friedman was a prominent economist and Nobel laureate known for his advocacy of a specific ideology related to the role of businesses and their primary objective. In the 1950s, Friedman famously articulated the concept that the sole social responsibility of a business is to maximize profits for its shareholders. This ideology has become widely known as the "Friedman Doctrine" or "Friedman's Profit Maximization Ideology."

   Milton Friedman's perspective emphasizes the pre-eminence of profits in business operations, asserting that the principal objective of any business is to generate financial gains for its owners and shareholders. He contends that businesses should prioritize profit maximization above all other considerations, emphasizing that their core purpose is wealth creation. Friedman further maintains that economic efficiency is best achieved within a free-market framework where businesses relentlessly pursue profits. He argues that by striving to maximize profits, companies indirectly contribute to societal well-being by stimulating economic growth and promoting resource allocation. In contrast to the evolving concept of corporate social responsibility (CSR),    Friedman takes a critical stance, asserting that businesses should not assume broader social responsibilities beyond profit generation (Liang and Renneboog, 2020). He argues against businesses acting as social institutions or assuming roles typically reserved for governments, such as addressing societal issues and championing environmental and social causes (Moon, 2007). While emphasizing the centrality of profit, Friedman emphasizes that businesses should operate within the confines of legal and ethical boundaries. He does not advocate for illegal or unethical conduct, but he maintains that businesses should refrain from voluntarily diverting resources toward social or environmental initiatives that do not have a direct profit-oriented motive (Hystad and Keller, 2008). Friedman's perspective challenges the notion of CSR, which suggests that businesses have obligations to contribute to society beyond profit generation. He argues that CSR may be misguided and potentially detrimental, as it could lead to resource misallocation and hinder the overall efficiency of markets.
   In summary, while Milton Friedman's theory of profit maximization remains relevant in specific business contexts, the evolving business landscape, changing consumer and investor expectations, and a growing emphasis on sustainability and social responsibility have led many businesses to adopt a more balanced and stakeholder-centric approach (Friedman, 2007). As a result, the strict adherence to Friedman's theory may not be applicable to all businesses today, and the concept of corporate social responsibility has gained prominence in the business world. The relevance of Friedman's theory ultimately depends on the individual values, goals, and operating context of each business. The responsibility for being environmentally sound is a shared effort between businesses and consumers. Businesses are responsible for adopting sustainable practices, reducing their environmental footprint, and making eco-conscious choices in their operations. However, consumers play a pivotal role in driving these changes. Their choices, preferences, and demands influence businesses to adopt greener practices. To achieve meaningful environmental sustainability, it is essential for businesses and consumers to collaborate in promoting eco-friendly products and services.
   Achieving complete greenness in the hospitality industry is a challenging but attainable goal. While it may be unrealistic to eliminate all environmental impacts, the industry can make substantial progress toward being truly green (Gibson, Lynch and Morrison, 2005). This can be accomplished through a combination of measures:
· Implementing energy-efficient technologies and practices, such as LED lighting, smart thermostats, and renewable energy sources.
· Minimizing waste through recycling programs, composting, and waste-reduction strategies.
· Procuring products locally and sustainably, focusing on organic and ethically sourced materials.
· Implementing water-saving technologies and promote responsible water use.
· Investments in carbon offset programs to neutralize carbon emissions.
   Financial resiliency is a crucial element of sustainability. To be sustainable over the long term, businesses, including those in the hospitality industry, need to have strong financial foundations. Financial resiliency allows businesses to withstand economic uncertainties, invest in sustainable practices, and adapt to changing market conditions (Heikkurinen and Bonnedahl, 2013). Sustainable practices, while often initially requiring investments, can lead to cost savings, enhanced brand reputation, and long-term profitability. Financial resiliency enables businesses to make these investments and continue their commitment to sustainability, even during economic challenges. It ensures that sustainability efforts are not just a short-term trend but a core component of a company's ongoing success.
   The hospitality industry is experiencing a paradigm shift, with consumers increasingly valuing sustainability, social responsibility, and environmental stewardship. This shift is challenging traditional business models and encouraging a reevaluation of corporate practices.
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John Elkington's Triple Bottom Line offers a holistic perspective for evaluating hospitality businesses. It consists of three key dimensions:
a. Profit (Financial Bottom Line): The traditional financial aspect, focusing on profitability, revenue, and economic viability.
b. People (Social Bottom Line): The social dimension emphasizing employee well-being, community engagement, diversity, and ethical practices.
c. Planet (Environmental Bottom Line): The environmental dimension that assesses ecological impact, sustainability, waste reduction, and environmental stewardship.
   The pace of the environmental sustainability movement within the business community is relatively slow. This can be attributed, in part, to the persistent misconception that many environmentally friendly practices entail substantial expenses (Elrick and Thies, 2018). The primary preoccupation of the majority of business proprietors and property administrators is centred on finding ways to optimize profits while simultaneously conducting their operations in a manner that minimizes adverse effects on the local environment and the well-being of their employees.
   Over the past couple of years, the importance of prioritizing sustainability over immediate profitability increased significantly.  Boracay Island in the Philippines is a prime example of a destination that has grappled with the adverse effects of overtourism. Overtourism occurs when a location receives an excessive number of visitors, causing harm to the environment, local communities, and the overall destination experience (McKercher, 2005). In the case of Boracay, the island became overcrowded, and its natural beauty and infrastructure suffered.

   It is clear that numerous individuals in the business world are posing the question, "Is it financially viable for our business not to embrace environmentally sustainable practices?
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Embracing sustainability through the TBL framework can be highly profitable for the hospitality industry. Research and industry examples demonstrate that green initiatives not only reduce costs but also attract eco-conscious consumers, enhance brand reputation, and mitigate regulatory risks. The financial benefits of sustainability include energy efficiency, reduced waste, and operational savings (Budeanu et al., 2016).
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Consumer preferences are a powerful force driving sustainability in the hospitality industry. As guests seek eco-friendly accommodations and experiences, businesses that prioritize sustainability can tap into a growing market segment (Ritchie and Crouch, 2003). Sustainability is now a competitive advantage, and green certifications, such as LEED or Green Key, provide a clear signal to environmentally conscious travellers. Marriott has a robust sustainability program called "Serve 360: Doing Good in Every Direction," which includes environmental initiatives. They have set ambitious goals to reduce water and energy consumption, as well as waste generation. Marriott has also invested in renewable energy sources, such as solar power, and actively seeks green certifications like LEED for many of its properties. (Marriott, 2019) This has led to an increased popularity amongst consumers and has attracted many other stakeholders to take similar initiatives. 
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To thrive in the evolving landscape of the hospitality industry, the following recommendation could be considered:
a. Adopt the TBL Philosophy: Embrace the Triple Bottom Line framework to guide decision-making, align business strategies with sustainability, and maximize profitability. (Mesa and Usa, 2021)
b. Invest in Sustainable Practices: Implement energy-efficient technologies, reduce waste, promote responsible sourcing, and minimize the environmental footprint.
c. Engage Stakeholders: Collaborate with governments, industry associations, employees, and consumers to create and adhere to sustainable practices standards and regulations (Brebbia, 2008).
   
   Hospitality businesses can determine the profitability of becoming green by applying two key models: Doxey's Irridex Model and Butler's Life Cycle Model. By combining these models, hotels can make informed decisions about when and how to implement green initiatives, considering their current position in the tourism life cycle and the potential impact on visitor and resident perceptions.
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The increasing importance of environmental sustainability has compelled the hospitality industry to integrate green initiatives into their operations. However, hotels must carefully consider the profitability of such measures.
Doxey's Irridex Model helps hotels assess the level of irritation felt by both residents and visitors regarding green initiatives. The model comprises four stages:
a. Euphoria: At the beginning of green initiatives, there may be a honeymoon period where visitors and residents are enthusiastic about the environmentally friendly changes (Diedrich and García-Buades, 2009).
b. Apathy: Over time, some individuals may become indifferent or apathetic, experiencing minor inconveniences or changes (Şanlıöz-Özgen and Günlü, 2016).
c. Annoyance: As green initiatives become more established, a subset of people may become annoyed by the associated disruptions or perceived inconveniences.
d. Hostility: In rare cases, individuals may become openly hostile or resistant to the green initiatives.
Hotels can use the Irridex Model to gauge the perceptions of both residents and visitors and assess how profitable green initiatives are by considering the level of irritation experienced (Fan, Liu and Qiu, 2018).
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   Butler's Life Cycle Model is invaluable for determining a hotel's position within the tourism destination's life cycle. The model's stages (Exploration, Involvement, Development, Consolidation, Stagnation, Rejuvenation/Decline) guide hotels in understanding their destination's current status and future trajectory. By recognizing the stage, hotels can better anticipate the profitability of green initiatives and when to implement them.
   Hotels can optimize their green initiatives by combining the Irridex and Life Cycle models. By assessing the irritation levels within each life cycle stage, hotels can strategically introduce green practices, balancing profitability with visitor and resident satisfaction. For instance, during the "Consolidation" stage, hotels may introduce green measures that are less likely to cause irritation, ensuring the profitability of their initiatives (Clark and Nyaupane, 2020).
   The profitability of green initiatives in the hospitality industry is closely linked to understanding visitor and resident perceptions and the destination's life cycle stage. By employing the Irridex Model to assess irritation levels and the Life Cycle Model to determine the stage of development, hotels can make informed decisions about when and how to implement green initiatives. This holistic approach allows hotels to align sustainability with profitability, meeting the evolving demands of the environmentally conscious traveller while ensuring a positive impact on both the guest experience and the local community (Hsu et al., 2016).
   A great industry example could be Marriott Hotel chain. As the social responsibility of the business has changed drastically over the past couple of years, the company learned hoe to increase profitability while being socially responsible. 
   Marriott International has been at the forefront of sustainable practices within the hotel industry. They have implemented a range of initiatives to reduce their environmental footprint and promote social responsibility:
· Marriott has invested in energy-efficient technologies, including LED lighting and HVAC systems, across many of its properties. These improvements result in lower energy consumption. (Marriott, 2019)
· Water-saving technologies, such as low-flow fixtures and smart irrigation systems, have been deployed to reduce water consumption and costs.
· Marriott actively promotes waste reduction and recycling programs, not only within their properties but also through partnerships with organizations like Clean the World, which recycles discarded hotel soap and toiletries for humanitarian purposes.
· Some Marriott properties have incorporated renewable energy sources, like solar power, which can reduce energy expenses and environmental impact.
· Last but not least, Marriott has a robust corporate social responsibility program that supports local communities through various initiatives, such as youth mentorship and disaster relief efforts (Benckendorff and Lund-Durlacher, 2013). 

   The profitability of Marriott's green initiatives can be evaluated through several factors:
· Operational Savings: Energy and water efficiency measures can result in lower utility costs, which have contributed to profitability. Waste reduction initiatives also lead to cost savings in waste disposal.
· Revenue Increase: A commitment to sustainability and green certifications (e.g., LEED)  attracts environmentally conscious travellers and corporate clients with sustainability goals, potentially leading to higher occupancy rates and room rates.
· Brand Reputation: Being known as an environmentally responsible brand enhances Marriott's brand reputation and makes it more attractive to consumers, further increasing profitability.
· Long-Term Sustainability: By reducing environmental impact, Marriott has contributed to long-term sustainability, which includes cost savings and risk mitigation related to resource scarcity and climate change.
   Marriott's sustainability efforts are not only about immediate profitability but also about building long-term resilience and social responsibility. While the exact financial impact can vary by property and region, their commitment to sustainability is indicative of a strategy that considers both short-term and long-term profitability, as well as the broader social and environmental benefits (Benckendorff and Lund-Durlacher, 2013).
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   The future of the hospitality industry necessitates a shift toward a more balanced approach, considering profit, social responsibility, and environmental stewardship. While profitability remains a fundamental objective, businesses are recognizing the importance of sustainability and environmental responsibility in today's world (Jesús Navarro-Navarro et al., 2023). The path to a greener, more sustainable hospitality sector is an opportunity for economic growth and a brighter future for all stakeholders.
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