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The hospitality industry is one of many that is seeing a growing trend of CSR integration into business practises. While making the most money is still the main objective, implementing CSR programmes can frequently be in line with long-term company success by satisfying customers, improving reputation, and promoting sustainability. In the dynamic business environment, finding a balance between profit and CSR is frequently regarded as a prudent move. (Arie and Dimitri, 2022)
	Customers who are more socially and environmentally conscious may favour companies that share their values. Gaining a competitive edge can come from upholding customers' expectations for moral and environmentally friendly behaviour. Achieving profitability does not always imply integrating CSR practises. (Bohdanowicz and Zientara, 2008) Operational efficiencies and cost savings are occasionally the results of sustainable business practises and ethical behaviour. A hotel company may use CSR to set itself apart from the competition. A business that places a high priority on CSR may differentiate itself from rivals who are less concerned with sustainability and moral behaviour. (Bryson and Lombardi, 2009)

[bookmark: _Toc150714310]The value of sustainability for businesses

	Environmental sustainability is a shared responsibility between businesses and consumers. Both are vital in advancing sustainability initiatives, and real progress between the two requires a balanced partnership. Companies have the ability to impact environmental sustainability across their entire supply chains. This entails cutting waste, assuring ethical and sustainable supplier practises, and procuring materials from responsible sources. Customers are able to make educated decisions when environmental practises and impacts are transparently reported.  (Khizar et al., 2023)
To foster accountability and trust, businesses should make their sustainability initiatives, goals, and progress known. Environmental sustainability is part of corporate social responsibility (CSR), which is valued by many companies. Businesses can spend money on R&D to develop and implement eco-friendly practises and technologies. This can include eco-friendly packaging options and energy-efficient procedures. (Rethinking the Social Responsibility of Business, 2005)
	However, customers can hold companies responsible for their environmental impact by publicly or directly voicing their opinions. Customers can share their opinions and influence others by using social media and online platforms. Selecting goods and services from businesses that uphold strict environmental standards is one way that knowledgeable customers can promote change. In order for businesses to stay competitive, this encourages them to adopt sustainable practises.  (Rodrigo, Ajala and Irhanida, 2023)
By supporting brands that prioritize sustainability, consumers contribute to the success of environmentally responsible businesses. This can create a positive feedback loop, encouraging more businesses to adopt sustainable practices. (Radzi et al., 2016)
[bookmark: _Toc150714311]Finance over environment? 
All things considered, companies must embrace and promote sustainable practises, and consumers can impact the market by choosing wisely and patronising companies that put the environment first. A cooperative strategy involving companies and customers is essential to making significant advancements in environmental care. (Liang, Hongyan, Tingyi, 2020).
As businesses continue to navigate the complexities of sustainability, several realistic future recommendations emerge. These recommendations align with the growing awareness of environmental and social issues, changing consumer expectations, and the need for long-term resilience. To continue to do so, hospitality businesses should always use tools to make sure that they can reach the fine line between profit and sustainability, the ability to be green within a community and to fulfil a gap into a culture by understanding its residents. (Chandak, Kumar, 2020).
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The Doxey Irridex Model, sometimes referred to as the Irridex Grid or Irridex Model, is a method for assessing how tourism affects locals in a given area. Its main goal is to gauge and forecast locals' opinions regarding the growth of tourism. The four phases of the model are discovery, participation, advancement, and integration. These phases are used to gauge how hostile locals are towards tourists. (Tourism Teacher, 2022)
A hotel company may use the Doxey Irridex Model inadvertently to determine the likelihood of operating in a given location, even though its primary purpose is to evaluate resident attitudes rather than profitability from a business standpoint.
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It is noteworthy that although the Doxey Irridex Model can offer valuable perspectives into the attitudes of residents, there are other factors that impact a hotel's profitability besides resident opinions. To make an informed decision regarding the viability and profitability of establishing a hotel in a particular destination, take into account additional market research, financial analysis, and a thorough understanding of the local business environment. (Kwon, Vogt, 2010).  
[bookmark: _Toc150714313]Butler`s Life Cycle Model
The conceptual framework known as the Butler Tourism Area Life Cycle (TALC) Model is employed to comprehend how tourist destinations change over time. It lists the stages that most destinations go through: discovery, engagement, development, consolidation, stagnation, and finally either renewal or decline. Hotel businesses can use the TALC Model in conjunction with other analyses to make strategic decisions, even though the model's focus is on the destination's life cycle rather than the profitability of specific businesses within the destination. (Rahman, 2019)
Through the application of this model to a business, several ideas that can be implemented in the hospitality industry are extracted: Analyse traveller arrival trends, spending habits, and destination market demand. A destination that is consolidating or developing might draw more travellers, which could open up new business opportunities for hotels. Talk to government organisations, tourism boards, and other interested parties to find out their goals for the growth of the tourism industry. (Szromek, Kruczek and Walas, 2019)
Working together with regional organisations can reveal information about the destination's strategic orientation. Perform a thorough risk analysis, considering any obstacles or unknowns related to the destination's life cycle. Examine variables like the state of the economy, the stability of the geopolitical situation, and environmental concerns. 
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In conclusion, hotel companies can use the Butler Model as a framework to evaluate the entire tourism environment, even though its primary focus is destination development. Insights from the TALC Model combined with thorough financial modelling, market research, and strategic planning will yield a more comprehensive understanding of the possible profitability of operating in a particular location. (Economic Development, n.d.)
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Although the hospitality sector has long been linked to extravagance, comfort, and luxury, its effects on the environment have also come under investigation. Will the hospitality sector ever be fully green, given worries about climate change and a rising global commitment to sustainability? This report looks at the opportunities and problems the hospitality sector faces as it moves towards sustainability. It looks at cutting-edge techniques, emerging trends, and the possibility of eco-friendly operations being embraced by the sector in the future. (University of South Wales, 2019)
The hospitality sector faces a number of environmental issues, such as waste production, high energy and water consumption, and the carbon footprint of travel. The industry's worldwide reach and the need for superior services compound these difficulties, frequently leading to resource-intensive methods. 
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The hotel sector still has obstacles to overcome before it can become sustainable. Potential obstacles include financial concerns, the expense of integrating green technologies, and the requirement for consumer education. Furthermore, the industry faces a complex challenge that calls for strategic solutions due to its reliance on tourism, which frequently involves long-haul travel with significant carbon footprints. When feasible, switch to renewable energy sources. A company's carbon footprint can be greatly decreased and a more sustainable energy landscape can be created by investing in solar, wind, or other renewable energy solutions.  
	Hospitality should genuinely practice what they advertise in terms of sustainability. This commitment to transparency and authenticity is crucial for building trust with environmentally conscious consumers and stakeholders. When hotels align their sustainability messaging with actual practices, they contribute to a more responsible and eco-friendly industry. A few of the key aspects that are advertised and should be followed by the book: 

· Energy Efficiency
· Water Conservation
· Local Sourcing
· Eco-friendly Products
· Cultural Respect
· Local Community Support
· Green Programs
· Carbon Offsetting
· Climate Resilience 

In conclusion, hotels should make sure that their practises are consistent with their messaging in addition to accurately communicating their sustainability efforts. Sincere dedication to sustainability raises brand value, fosters trust, and helps the hospitality sector become more ethical and sustainable. This strategy is advantageous for society and the environment in addition to the hotels themselves. 

[bookmark: _Toc150714316]Financial Resiliency
Indeed, achieving and sustaining sustainability for businesses, including those in the hospitality sector, requires a high degree of financial resilience. The ability of an organisation to withstand and bounce back from economic shocks, challenges, or unanticipated events is known as financial resilience. Investing in eco-friendly technologies, cutting waste, and switching to renewable energy sources are just a few of the sustainable practises that call for upfront costs. Businesses can execute and sustain these sustainable initiatives without jeopardising their financial stability when they possess financial resilience. (Stephen, 2023)
Through waste reduction, operational optimisation, and energy efficiency, sustainable practises frequently result in long-term cost savings. Businesses that are financially resilient can afford to make the initial investments required to attain these efficiencies, which pays off over time. Economic downturns or disruptions, like the COVID-19 pandemic or the global financial crisis, can have a serious effect on businesses. (OECD iLibrary, n.d.)
Organisations with strong financial standing are better equipped to withstand these kinds of storms and make sure that sustainability goals are not abandoned in hard times. In conclusion, one of the main factors enabling sustainability is financial resiliency. It gives companies the groundwork to overcome obstacles, stay in step with shifting consumer expectations, and make calculated, long-term investments in sustainable practises. Financial resiliency will remain crucial in assisting these efforts as sustainability becomes an increasingly important component of business success. (Oumaima Lamhour, Larbi Safaa and Perkumienė, 2023)
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	One of the most famous archaeological sites in the world, Machu Picchu, has experienced serious problems recently as a result of overtourism. This study investigates how overtourism developed at Machu Picchu, looking at the causes of the problem as well as the tactics used to control and lessen its effects. The case study clarifies the challenges of striking a balance between the need for environmental and cultural preservation and the economic benefits driven by tourism. 
Located in the Peruvian Andes Mountains, this site has long been revered as a cultural and historical icon, drawing millions of tourists there each year. But the increase in visitors has raised worries about overtourism, endangering the sustainability and integrity of the location.  (Séraphin et al., 2019)

1. Over Tourism - There has been a notable increase in the number of visitors to Machu Picchu due to the growth of global tourism, which has been fueled by factors like easier access to travel, the influence of social media, and a growing interest in experiential travel. However, these visitors have also brought with them infrastructure challenges, including those related to waste management, transportation, and sanitation facilities.
2. Environmental and Cultural Impact - The archaeological site's structural stability is in jeopardy due to erosion and degradation caused by heavy foot traffic and poor management practises. Due to an increased risk of damage to ancient structures and artefacts, excessive tourism has raised concerns about the preservation of Machu Picchu's cultural heritage. (Geographyfieldwork, 2019)

In response to these major problems that have been created around Machu Picchu, there have been actions taken in return: 

· Visitor Caps and Regulations: To address the issue, the Peruvian government implemented visitor caps, restricting daily access to Machu Picchu. This regulatory measure aimed to control the number of visitors and alleviate pressure on the site.
· Infrastructure Improvement: Investments were made in infrastructure development, including enhanced transportation options, waste management systems, and visitor facilities, to accommodate tourists more sustainably.
· Educational Programs: Stakeholders implemented educational programs to raise awareness among tourists about responsible and respectful behavior, emphasizing the importance of preserving the site for future generations. 
· Online Booking Systems: The implementation of online booking systems with specified entry times helped manage the flow of visitors, preventing overcrowding during peak hours.
[bookmark: _Toc150714318]Conclusion

Machu Picchu has experienced significant change in a short amount of time because of their prompt response, but there are still many potential improvements that can be made in the future to protect the area and spread the culture. After visitor caps were put in place, fewer people visited the site every day, which relieved immediate pressure and made more sustainable management possible. It is still essential to keep an eye on visitor trends, environmental issues, and cultural effects. The Machu Picchu case emphasises the value of adaptive management techniques to guarantee the site's preservation in the face of changing difficulties. (Schlauderaff et al., n.d.)
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