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Executive Summary 

Greenwashing is undermining the credibility of companies claiming to be environmentally responsible, including Hilton Hotels, which has faced accusations of prioritizing profits over genuine sustainability efforts. Their 2030 report emphasizes reducing environmental impact and investing in green operations, yet skepticism remains regarding the sincerity of these initiatives. Consumer doubts about Coffee Co.'s environmental motives suggest a broader issue of trust in corporate sustainability claims. Despite Hilton's efforts appearing successful, a disconnect between stated goals and actual results has led to questions about their effectiveness and honesty. This situation underscores the importance of transparency, consumer awareness, and the critical examination of corporate social responsibility (CSR) practices to ensure authenticity. Sustainable technologies, such as renewable energy and electric vehicles, play a vital role in reducing environmental footprints but require careful consideration of their lifecycle impacts. Addressing greenwashing demands accountability and a genuine alignment of corporate actions with sustainability goals.
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[bookmark: _Toc160040368]Introduction 
Greenwashing is misrepresenting a firm as environmentally responsible when its actions may not support this assertion, eroding trust in sustainability initiatives (Flue et al., 2024). As environmental awareness becomes one of the basic needs, consumers now look for green companies (Suarez et al., 2018). On the other hand, what gives rise to greenwashing is seeking sustainability looks over real environmental ethics. Companies, may do it by retaining their desire to boost profits or attracting customer bases to improve their corporate image (Flue et al., 2024).
 Moreover, greenwashing allegations have emerged against Hilton Hotels for years. The company launched the “Travel with Purpose 2030 Goals” report in 2018, which defined its intention of minimising environmental imprint and doubling investments into environmentally oriented activities. On the other hand, some consumers argue that Hilton’s initiatives may rely more on profit motives than actual environmental concerns. One such example dates from 2007, when Tourism Concern accused Hilton of greenwashing. The organization alleged that Hilton, despite advocating for environmentally friendly practices, continued to cause environmental damage by uprooting the palm trees and mangroves in paving the way for the construction of its luxurious complex, the Hilton Complex Resort on Mandhoo Island. Regarding evaluations, Hilton performs self-evaluations and issues reports like the "Travel with Purpose 2030 Goals." Although these are some shortcomings of third-party evaluation, they provide valuable information about a company's efforts towards sustainability initiatives. Hilton's pledge to cut carbon emissions by 61 per cent and double investment in the environment indicates a rigorous evaluation framework (Majeed and Kim, 2022).
Nevertheless, the validity of such assessments is under question what with charges being laid on harm caused to environment in particular undertakings. Third-party certifications or independent assessments would be beneficial for Hilton to increase transparency and credibility. This would lead to a more objective evaluation of their sustainability activities (Wong and Kim, 2020). 
[bookmark: _Toc160040369]Critical analysis of CSR at Hilton corporate 
The company report, Travel with Purpose 2030 goals, demonstrates that Hilton's CSR initiatives appear to be sufficiently expansive on the surface, reflecting a desire for sustainability-oriented and responsible business activities. Still, when you critically analyse, both pros and cons surface. Among the key positive points, Hilton's approaches to minimizing its environmental footprint (Bothello et al., 2023).
 The objective of reducing carbon emissions by 61% and doubling the investments towards environmental activities by the year 2030 proves that sustainability is a long-term goal. Ethical emphasis on responsible sourcing, local partnerships and animal welfare in the supply chain also supports CSR principles (Muhammad, 2019). Nevertheless, such doubts arise when analysing projects like Bimini Bay Resort and Casino in the Bahamas or Hilton Maldives Resorts on Mandhoo Island. Environmental damage accusations, alongside failed pledges to local residents, bring into doubt the authenticity of Hilton's CSR commitment. The divergence between CSR commitments and the ground realities in these cases suggests that there needs to be more rhetoric compared to practice (Ahmad et al., 2023).
In addition, the failure of Hilton to respond promptly to these allegations is an issue of transparency. CSR should not only imply promising but also take accountability for the consequences. However, the lack of an evident response to accusations from organizations like Tourism Concern creates questions about whether Hilton is genuinely dedicated to corporate social responsibility. Another aspect to consider is the self-evaluation approach. Although Hilton's reports allow one to glimpse into their CSR undertakings, self-evaluations have an apparent subjectivity since third parties cannot be used (Ubeda et al., 2021).
[bookmark: _Toc160040370]The principle of greenwashing
Several crucial principles guide the greenwashing processes that present firms as socially responsible despite having no green, environmentally friendly organisational practices. A widespread strategy relies on ambiguous language, using such terms as eco-friendly or green without explaining them enough and needs concrete information about what the company does for environmental protection. This generalization allows interpretation and may need to be clarified for consumers who assume a broader agreement on sustainability (Janjusevic, 2022).
 Another aspect of greenwashing is the deceptive labels and imagery. Companies commonly use logos, signs or images associated with nature to create an image of eco-friendliness.  There is a set propensity that, these visual signals might not prove to be a solid aspect of actual environmentally responsible behaviours (Costa, 2020). The gap which is prevalent between the symbolic representations and the actual measurement for sustainability can cause misleading effects. Another principle of greenwashing is selectively highlighting the positive points while reducing or ignoring less environmentally friendly practices. Firms may concentrate on just one sustainability effort, for example, cutting down on carbon emissions, while disregarding other areas where their impact could be more praiseworthy. This selective framing permits a distorted image of overall environmental accountability (Costa, 2020). Greenwashing may also take advantage of consumer confidence in certification and endorsement. Companies could show eco-labels or affiliations with environmental associations to create an impression of legitimacy. Yet, these endorsements might be subjected to liberal standards or self-promotion, creating a deceptive sustainability veneer. The ideas of greenwashing focus on producing a façade impression about environmental accountability using hazy prose, ingenuine graphics, etc. Critical consumer awareness and scrutiny are crucial to exposing dishonest practices promoting authentic sustainability initiatives (Ines et al., 2023).
[bookmark: _Toc160040371]Greenwashing challenges for Hilton corporate 
Hilton possesses a notable position in the industry, is often facing the challenges in regard to the greenwashing perspective which is creating a question mark on its sustainability and ethical plan (Mangini et al., 2020). There are various challenges which are resultant of this accusation which dates back to 2006 when ‘’Tourism Concern’’ which is a corporate renowned for providing motivational aspect to ethical tourism created a question mark in regard to Hilton greenwashing. The case highlighted the development of the Hilton Complex Resort on Mandhoo Island. Though various eco-friendly activities existHilton was accused ofof uprooting palm trees and mangroves, which can be a significant factor behind environmental damage. This early accusation formulates the stage for ongoing scrutiny of Hilton's ecological practices. The release of the "Travel with Purpose 2030 Goals" report in 2018, commemorating Hilton's 100th anniversary, aimed to highlight the company's commitment to reducing its environmental footprint (Bothello et al., 2023). 
A vital dimension of the Hilton's greenwashing challenge also stems from a disconnection between CSR commitments and specific projects (Yang et val., 2020). For instance, the Bimini Bay Resort and Casino in the Bahamas and the Hilton Maldives resort on Mandhoo Island were accused of destroying nature, which could not be undone, as well as failure to deliver promised community projects (Costa, 2020). This deep discord between the rhetoric of CSR and actualities in practice raises doubts regarding Hilton's sustainability initiatives as efficient or at least honest. In addition, Hilton's approach to self-evaluation has also been criticized (Parguel and Johnson, 2021).
[bookmark: _Toc160040372]Hilton corporate self-evaluation technique 
The company introduces a self-evaluation practice as one of the activities within its CSR initiatives because many companies strive to evaluate their environmental and social impact. The self-evaluation process during the Hilton assessment is a broad evaluation and report on sustainability efforts at the company, which can be displayed by initiatives mentioned in reports such as "Travel with Purpose 2030 Goals." Companies assess themselves for various reasons. First, it allows them to demonstrate their environmental consciousness and sound business practices (George, 2021). Through internal evaluations and elaborate reports to stakeholders, Hilton can share its achievements, goals and initiatives with employees’ proxies such as customers, investors or the broader public. Self-evaluation allows businesses to direct the storyline regarding their social and environmental responsibilities (Mangini et al., 2020). It allows Hilton to highlight particular initiatives, metrics, and improvements that contribute towards its sustainability mission. This self-regulated communication is a chance to emphasize beneficial aspects of how business runs and showcase an active attitude towards environmental issues (Garcia et al., 2019).
On top of this, self-evaluation functions as an inbuilt control and development device. Hilton can systematically analyse several dimensions of its operations – including carbon emissions, responsible sourcing and animal welfare- whereby areas for improvement are identified and strategies to help improve the sustainability (Wong and Kim, 2020). This continuous self-evaluation allows the company adapt to new environmental standards and society's attitudes. Nevertheless, it is crucial to note the possible pitfalls of self-assessment (Latif et al., 2020). This situation raises the following questions: is reported data accurate and transparent if it is not subjected to external objectivity? To address this, some firms supplement self-assessment with third-party appraisals or certifications from well-known bodies. This external validation improves validity, showing a pledge to honesty and responsibility in CSR activities. In other words, such companies as Hilton undertake self-assessment not only to demonstrate their sustainability activities but also to use it as as an internal tool for improvement, adaptability and communication in their approach towards responsible business (Gurlek and Tuna, 2019).
[bookmark: _Toc160040373]Recommendations 
Green technologies are widely regarded as a more sustainable approach to various industrial and daily activities. Green technologies, often synonymous with environmentally friendly or eco-friendly technologies, aim to minimize their environmental impact, conserve resources, and reduce overall ecological footprints (Mohammed and Swidi, 2019). The sustainability of green technologies can be assessed through multiple lenses, encompassing environmental, economic, and social aspects. Environmentally, green technologies contribute to sustainability by reducing harmful emissions and pollutants (George, 2021). Renewable energy sources like solar, wind, and hydropower generate electricity with lower environmental impacts than traditional fossil fuels (Alyahia et al., 2024). Electric vehicles, another example of green technology, produce fewer emissions during operation, promoting cleaner air and mitigating climate change. Economically, the adoption of green technologies can lead to sustainable growth. For instance, investing in renewable energy projects creates jobs, stimulates innovation, and fosters economic resilience (Achimad and Yulianah, 2022). While the initial costs of implementing green technologies can be higher, the long-term benefits often include energy savings, reduced dependence on finite resources, and increased energy efficiency (Balluchi et al., 2022). Socially, green technologies contribute to sustainability by improving public health and overall well-being. Reduced air and water pollution associated with green technologies leads to healthier living environments (Suarez et al., 2018).
Moreover, advancements in sustainable agriculture technologies contribute to food security and promote responsible land use practices. However, it's essential to acknowledge that the sustainability of green technologies is context-dependent (Costa, 2020). Factors like manufacturing processes, resource extraction, and end-of-life disposal need careful consideration. For instance, producing certain renewable energy technologies may involve resource-intensive processes, impacting ecosystems (Ahmad et al., 2022).
[bookmark: _Toc160040374]Conclusion 
Ethical principles are essential to take into account to ensure the set goals are well accomplished. Sustainability managementSustainability is a strategic aspect that must be carefully and effectively managed. There are different sustainable approaches, and the circular economy is regarded as one of the most impactful sustainable approaches, which have a core goal to ensure that wastage is mitigated and make maximum use of resources by motivating product lifecycle management, recycling and reusing material. The hotel industry usually employs which is the best sustainable means prevalent for them to succeed in the long term. The greenwashing challenge Hilton corporate faces, together with the principles and self-evaluation technique adopted by the corporation, highlights the challenges of mitigating sustainability in the corporate world. The allegations framed regarding greenwashing, specifically related to specific projects, underscore the need for transparency and accountability in aligning CSR commitments with tangible actions. Hilton's self-evaluation approach, while highlighting a commitment to sustainability, raises questions about the impartiality of such assessments, emphasizing the importance of external validation for credibility. The diversified context of greenwashing and sustainability reflects a delicate balance between corporate interests, genuine environmental responsibility, and societal expectations. As customers increasingly ensure working as per eco-friendly practices, it becomes an integral aspect for companies to move beyond superficial commitments and engage in robust, accountable sustainability practices. The challenges Hilton faces work as a guiding factor of the broader corporate landscape, where critical analysis, transparency, and a holistic commitment to sustainable practices are essential for fostering trust and contributing meaningfully to environmental and social well-being. Therefore, the journey toward genuine sustainability demands rhetoric and a consistent and transparent alignment of actions with the principles of responsible business practices.
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