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Part 1: Reflective Essay
Topic: Guest Experience
Title: “We paid for this” – Unsustainability All-Inclusive
















The travel and tourism industry is dominated by guest services and the dissatisfaction of consumer expectations can be the downfall of any cruise ship, hotel or restaurant business (Siteminder, 2021). Many organisations restrain from implementing more sustainable practices to their business operations worried that this step can negatively impact the guest experience and may result in dwindling sales (University of Central Florida, 2021).
Admittedly, the author grew up to believe that when on holiday, everything is allowed hence all the hotel, resort or cruise ship’s facilities should be made use of to the fullest. This attitude has previously resulted in many wasted plates of food, unnecessary energy and electricity usage during the day, and many thrown out clean towels during holidays. Now, some fifteen years later and working at the other end of the customer service chain, the author can see the negative impacts of this attitude on our environment, which has changed her attitude towards consumerism during holidaymaking.
Over the past few decades, all-inclusive holidays have become a major trend in the Western world (Kock, 2016). The basic premise of all-inclusive holidays is that everything is paid for in advance, meaning that the traveller can enjoy all facilities, activities, food and beverages of a holiday resort without the need for carrying any money to pay with them (Francis, 2021). This “we paid for this” attitude, however, tempt holidaymakers to develop a mindset of environmental carelessness and gluttony, where plates are being filled to the top during buffets, clean towels are being replaced daily, and aircons and lights are being switched on at the highest setting. 

What is often ignored is the fact that this all-inclusive concept leads to enclave tourism, which describes tourist resorts where guests remain during the entirety of their stay without the need for exploring the region or mingling with locals due to having everything, such as food and beverages or activities, provided in just one location (Kock, 2016). This however has a negative impact on locals, who do not profit from tourism in the area. Moreover, enclave tourism can result in local price inflation, high infrastructure costs and unemployment (UN Atlas of the Oceans, 2016). For the guest, on the other hand, all-inclusive enclave tourism can enhance their holiday experience as their can budget and limit the expenses in connection with their holiday, while simultaneously feeling a sense of safety when making holiday within a controlled environment (Kock, 2016).
Besides, clever corporate marketing strategies leave travellers under the impression that excessive tourism and lavish consumerism are a good thing, with many travel companies and businesses rewarding guests with free trips by earning the most air miles from environmentally damaging flights for example (Timperley, 2020). Moreover, travel companies do not inform their customers about the bigger picture of the impact of their trading such as contaminated sewage from cruise ship tourism or emissions from aircrafts, nor about the impact their “guest experience” may have on the environment.
Undeniably, many working-class families save and wait patiently for their once-a-year well-deserved holiday. This circumstance, however, develops a sense of entitlement with high expectations and the pursuit of luxury in these people. Instead of meeting their basic need for recreation in a holiday location through sustainable tourism, holiday makers forfeit to environmentally damaging consumerism.
Admittedly, the author used to share this general feeling of entitlement during holidays or getaways. This was reflected in taking less care about food waste, energy usage or emissions resulting from transportation during holidays compared to everyday life. Even a feeling of displeasure when a hotel that does not offer a full buffet five minutes before breakfast closing time was previously experienced by the author. Looking back, the author now feels a sense of discomfort and shame about having such feeling in the past.
One crucial experience that has changed the author’s attitude towards unstainable consumerism happened just after the reopening of the hospitality sector in 2020. The Eat Out to Help Out Scheme, which was introduced as part of a policy response from the UK government to help bars and restaurants to drive sales after a national lockdown (Office for National Statistics, 2020), is such an example of glorified consumerism. Under the scheme, participating venues could offer a 50 percent discount on food and non-alcoholic beverages consumed on the premises from Monday to Wednesday, up to the value of £10 per person, with the remaining 50 percent paid by the government (Office for National Statistics, 2020). From her own experience working in a bistro bar at the time of the scheme, the author has observed a sharp increase in customers ordering reams of dishes, knowing full well that they will not finish them. This has left the author with a feeling of disgust and sadness while scraping untouched plates of perfectly cooked meals into the food waste bin.



As a result of past experiences growing up, and now working in the industry herself, the author will put more emphasis on the environmental consequences of holidaymaking using the half-full, half-empty approach. Instead of criticising the half-empty breakfast buffet, the author will express gratitude for being able to eat a nutritious meal of leftovers five minutes before closing time (for which she is only self to blame) that will reduce the impact of food waste in the process. Additionally, more research about the negative consequences of all-inclusive enclave tourism, such as cruise ship holidays, will be conducted by the author to fully understand the negative consequences of these harmful enjoyments.
With regards to the wider implications of changing guest expectations, if organisations would start to carefully focus on what guests really need and customise their guest services accordingly, travel and tourism businesses can improve the environmental impact of their trading and can reduce their own fear of losing customers to unfulfilled guest expectations (University of Central Florida, 2021). The Hersha Hospitality Trust, for instance, successfully displays how guest experiences can be enhanced centred on triple-bottom line. By using smart thermostat technology in each room that allow guests to customise temperatures while lowering energy use, recycling options in very guest room and locally sourced food products that allow guests to support local vendors (Hersha Hospitality Trust, 2020), this hotel investor shows that businesses do not have to make trade-offs between guest experience and guest expectations to reach full guest satisfaction. Only if both consumers and producers change their attitudes to guest experience, a positive difference can be achieved.
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With travel more accessible than ever, tourist destinations have increasingly come under pressure to become more sustainable to mitigate against the negative impacts of tourism on local communities, economies and the environment (BBC Bitesize, 2021). Several key tourism hotspots have previously expressed concern about the negative impacts of tourism on their destinations, which has resulted in numerous closures of tourist destinations. Not only local communities and the environment, but also the environmental experience of guests, who choose a travel destination for their uniqueness, beauty and authenticity, is massively impacted by mass and over tourism causing the destruction of a tourist destination.

The term ‘sustainable development’ was first brought into public use by the United Nations (The Brundtland Commission) in 1987, who defined sustainability as “meeting the needs of the present without compromising the ability of future generations to meet their own needs” (United Nations, 2021). The concept of sustainable tourism covers the needs of all stakeholders involved in a tourist destination.

This essay discusses the principles of sustainable tourism development by presenting two case studies in which the positive and negative consequences on visitors’ environmental experience will be illustrated. The wider implications of environmental experiences in other industries will also be examined.




It is generally understood that tourism will never be completely sustainable as every industry has its impacts, however, it can work towards becoming more sustainable (Brandão et al., 2021). According to the UNWTO (2021), there are several key factors in sustainable tourism development building on the three pillars of sustainability. These involve the optimal use of environmental resources, strong political leadership, viable long-term economic operations as well as respect for the socio-cultural authenticity of host communities, which all require the informed participation of relevant stakeholders hence sustainable tourism is a continuous process. Moreover, it is pivotal that sustainable tourism development maintains a high level of tourist satisfaction in terms of their environmental experience since dissatisfaction of guest needs can ultimately result in the decline of a tourist destination.

Made famous by Leonardo DiCaprio’s movie “The Beach” from 2000, Maya Beach has become one of the most popular tourist destinations worldwide (Asher, 2020). The mass tourism associated with the island for nearly two decades, however, has had a significant environmental impact on this destination. Environmentalists suggest that over 80 percent of coral reefs have been destroyed by human activity, tourist boats and rubbish (Koh and Fakfare, 2019). In 2018, the local government has announced the indefinite closure of this tourism hotspot to the public as part of a rejuvenation programme designed for the ecosystem to recover (Cripps, 2018).
When tourist destinations become a victim of their own success, not only the environment and locals are being impacted, but also the overall guest experience will suffer since tourists do not receive the travel experience that they expect from a destination. 
It is not unusual that the rise of tourism in a destination leads to negative environmental experiences. According to Pollock (2013), mass tourism is generally associated with overcrowding, pollution, congestion as well as waste and sewage production. Besides the environmental impact, the anti-social behaviour in locals towards tourists can rise due to their annoyance with tourists in the area as well as crime rates. Overall, tourists will not experience the travel experience they expected as described in the Maya Beach case study.
The ecotourism concept, however, offers practical solutions for the above. The International Ecotourism Society (2019) defines ecotourism as “responsible travel to natural areas that conserves the environment, sustains the well-being of the local people, and involves interpretation and education”, referring to all stakeholders including tourists. The main principle of this concept is to build environmental and cultural awareness that leads to positive impacts on hosts and visitors alike.
Synonymously, the increased sensitivity towards the environment and host communities can inspire tourists to develop more sustainable practices in their home countries (reference). Many guests will demand for more practically implemented sustainability in their local hotels, restaurants and clothing stores, and entire industries will have to deliver to sustain economically in the future.
For those customers who remain either sceptical or uninformed about eco-friendly concepts, businesses must find ways to increase the environmental experience by proactively reminding guests about the good cause. The EcoHotels organisation, for example, actively trains staff to become a force for good and to guide hotel guests towards to environmentally friendly practices that enhance the environmental experience (EcoHotels, 2021). Full attention is given to every aspect of a hotel stay by carefully fine-tuning every guest service in an environmentally friendly manner.
In summary, a shift towards more sustainable tourism development, as shown in the ecotourism concept, will have a positively impact on all three pillars of sustainability, the people, the economy and the environment. As shown in the case of Maya Beach, mass tourism can not only have negative consequences on a destination environmentally, but also on the overall environmental experience (Pollock, 2013). Since the reopening of Maya Beach, tourists, locals and policy makers have become more mindful about the way they treat this pristine destination (Koh and Fakfare, 2019). Only the informed participation of all stakeholders involved in a tourist destination can positively impact tourist development (UNWTO, 2021). The ecotourism concept is classified as a flagship for maximising the environmental experience. If all industries would shift their focus towards educational experiences, the positive impact on the environment can be guaranteed.
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Executive Summary
The purpose of this report is to explore the benefits and risks of fiscal and economic incentives as well regulatory affairs by evaluating their respective success.
Incentive-based approaches, like payments for desirable behaviour, are identified as a successful tool for policy makers to instil change in the behaviour of organisations, while fines and charges for environmental misconduct are described as a less impactful way for driving behavioural change in industries. 
In the process, this report examines the concept of the Circular Economy as a potential solution for solving the current climate crisis. Regulatory barriers and a lack of investors are identified as the main obstacles for its success. 
















1. Introduction
When organisations or entire industries struggle to accept the benefits of implementing sustainable practices to their business operations, it is often policy makers that must take the responsibility for changing consumer and production habits in our society. The United States Environmental Protection Agency (2021) suggests that there are two ways for policy makers to do so. They can either use traditional regulatory approaches that set specific standards across polluters, or they can use economic incentives or market-based policies that rely on market forces to correct for producer and consumer behaviour.
A few weeks ago, the coverage of the proceedings at the COP26 climate summit in Glasgow has dominated our media channels. Almost 25,000 policy makers gathered to develop a global action plan for tackling climate issues. However, many climate activists contested the success of the summit and openly criticised politicians’ empty words while ignoring scientists and regulatory professionals, who have been urging policy makers for more practical solutions regarding the current crisis for decades.
By investigating the benefits and risks of fiscal and economic incentives as well as regulatory affairs, this report aims to identify the consequences of policy making on behavioural change in businesses and society. The report also explores the Circular Economy concept as a potential solution for solving the climate crises and explains the reasons why this approach has not yet reached its full potential from a political viewpoint.



2. Main Findings

2.1 The Carrot and Stick Approach
Fees, taxes, and charges for polluters are commonly used economic and fiscal incentives that aim to put a price tag on emissions such as carbon dioxide (World Resources Institute, 2021). The United States Environmental Protection Agency (2021), however, argues that the downside of using a carrot and stick approach in tackling environmental issues is that they cannot guarantee a reduction in emissions since punishments do not stop organisations from non-complying. This means that for some organisations the profits attained from unsustainable practices such as emissions prevails the additional fees imposed on them hence switching to alternatives is not even considered an option for these culprits (World Resources Institute, 2021).

2.2 The Incentive-Based Approach
In recent years, incentive-based approaches have grown in appeal to many policy makers in the private and public sector (Herrador, Carvalho and Feito, 2015). According to the World Resources Institute (2021), incentive payments, subsidies or tax credits, are economic instruments used to promote adoption of desirable environmental practices. As part of the UK government’s Sustainable Farming Incentive scheme, for example, farmers will get paid for producing public goods such as biodiversity or water quality, alongside food production (GOV.UK, 2021). 
Additionally, increased competitiveness can be a positive side effect of such market-based incentives in industries where being the profitable makes or breaks a market, as found in the airline industry or agriculture (Piñeiro et al., 2020).
2.3 The Circular Economy Concept
More and more businesses are adopting the Circular Economy approach. According to the Ellen Mac Arthur Foundation (2021), the Circular Economy is a model that extends the lifecycle of a product via leasing, sharing, reusing or recycling. In practice, this concept implies reducing waste to a minimum while creating value, and is associated with increasing efficiency and combating resource scarcity (European Parliament, 2021).
To boost industries’ eagerness to switch, Circular Economy approaches are now increasingly incentivised by European governments find Kovacic, Strand and Völker (2020). Nevertheless, the process remains relatively slow due to regulatory barriers that aggravate the transition despite the obvious positive impacts of adopting this concept across all industries and sectors.
The POLICE project, for example, is of many corporations that actively tries to accelerate the identification of policy instruments that foster the transition to more Circular Economy approaches among industries (EIT RawMaterials, 2020). Nevertheless, the regulatory barriers and lack of investors remain the key drawbacks for more organisations to initiate the transition.




2.4 The Importance of Incentives for Behavioural Change
Nowadays, more and more consumers no longer want to be associated with organisations that disregard sustainability as part of their corporate strategies. For consumers, however, it is often hard to determine whether sustainability means companies are focused on sustaining their profits, the industry, or the environments they operate in (Unnikrishnan, Biggs and Singh, 2020). It raises the question whether organisations incorporate sustainability to business strategies solely to sustain their image as a brand, to avoid punishments, or are genuine about their commitment to saving our planet.
Thus, it becomes even more important that policy makers increase the pressure on non-complying industries via better incentives and higher punishments. Likewise, regulatory incentives from policy makers that do follow regulatory guidelines can proactively encourage behavioural change in consumers across industries as shown in the UK government’s Boiler Upgrade Scheme, which will launch in 2022 (Ofgem, 2021).







3. Conclusion
It has been demonstrated that there are many ways for policy makers to implement change in industries towards more sustainable business operations. While fines and charges often only temporarily prompt industries to revaluate their environmental damaging operations (The United States Environmental Protection Agency, 2021), incentive-based approaches are found to be more successful for motivating change towards more sustainable organisational behaviour (World Resources Institute, 2021). 
The Circular Economy approach has been identified as a saviour for solving the environmental crisis through its concept of extending the lifecycle of products (Ellen MacArthur Foundation, 2021). Nevertheless, current regulatory barriers contain the transition towards its implementation as well as its popularity among industries.
Overall, this report has shown that only when every environmental misconduct is fineable, every policy loophole sealed, and every culprit identified and publicly displayed, then policies and regulatory affairs can really make a difference. As long as policy makers continue to hold their climate summits without putting theory into action with tangible affects, change among consumers and producers remains questionable.
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The current climate crisis has undoubtedly become one of the central issues on our planet and poses a major threat to human existence in the future with many of its side effects already being visible in the present (NASA, 2021). The main contributors to the climate crisis are often negligent organisations that value profits over responsible trading and taking care of the environment. The likes of Amazon, Volkswagen or Nestlé have previously demonstrated how their disillusioned approach to environmental matters has had a damaging effect on their reputation and long-term success as a business (Alonso, 2015). However, the momentum around sustainability is slowly gathering pace and more and more businesses are starting to recognise and incorporate sustainability to their company strategies (Valente and Atkinson, 2019).
This essay discusses the wider implications of sustainability in organisations by exploring a selection of recent case studies and explains the positive impact of integrating sustainable practices to corporate strategies on brand image.

It is generally understood that having a positive brand image can impact consumer behaviour and loyalty (Butler, 2018). If customers learn that a business does not take the necessary steps to significantly reduce its negative impact on the environment, their perception on the company brand can be greatly impacted (University of Central Florida, 2021). The Volkswagen emissions scandal from 2015 is a prime example of how misleading the consumer in environmental matters can negatively impact consumer behaviour and brand equity (Jung and Sharon, 2019). Once it came to light that the company was falsifying the results of pollutant emissions of several of its car types between 2008 and 2015 using a cheating software, the image of the once popular car brand has experienced a serious blow in the public eye.
This was reflected not only in plummeting car sales but also in a sharp increase in the number of Volkswagen Diesel car owners interested in trading their vehicle (Alonso, 2015).
Yet another company that just does not seem to get it right and continues to damage its brand image is the multinational manufacturer of processed foods Nestlé. In 2010, Nestlé pledged that it would reach net-zero deforestation in their supply chains as part of a ten-year strategy goal by acknowledging the ugly reality palm oil production (Rainforest Rescue, 2021). This deadline has now passed, yet over 30 percent of the company’s palm oil is still not free from deforestation (Rainforest Rescue, 2021). 
In fact, Nestlé continues to add to its list of scandals. The company’s 2018 commitment to tackle plastic waste, for example, was called ‘greenwashing’ by Greenpeace, who claims that Nestlé’s marketing spin is widely deceptive by being “full of ambiguous or nonexistent targets, relies on 'ambitions' to do better, and puts the responsibility on consumers rather than the company to clean up its own plastic pollution", according to Greenpeace oceans campaigner Graham Forbes (Chow, 2018). Thanks to its international scale and monopoly status, however, the company continues to trade successfully. Nevertheless, the negative headlines around the food and beverage giant continue to damage the brand image and it is only a matter of time until its environmental scandals will lead to yet another major boycott, predicts Saundry (2020).
Coffee giant Starbucks, for example, has recognised the wider implications of brand perception on maintaining a sustainable competitive advantage and to guarantee long-term brand success by reshaping its corporate strategy (Mohammed, 2018). By incorporating the three pillars of sustainability, namely social impact, healthy economic aspiration and the protection of the environment, the company has notably increased its brand reputation in recent years (Mohammed, 2018). The company recognises that even though sustainable practices can require initial spending, the combined effect of waste and water reduction with energy efficiency is likely to reduce their spending in the long-run. Thanks to its sustainable initiatives, including community support in regions of coffee farmers, Starbucks has positioned itself as a luxury coffee brand that is particularly popular among younger regenerations such as Millennials and Generation Z. 
A recent TripAdvisor survey found that 62 percent of Millennials travellers had opted for more environmentally friendly hotels, food and transportation while 69 percent intend to make even more environmentally responsible travel choices in the future (University of Central Florida, 2021). Similar findings were reported by Booking.com (2019), who claims that these generations are generally characterised as being more environmentally and socially conscious and are willing to spending more money on sustainable tourism.
With the travel and tourism industry being a serious contributor to environmental pollution, the impact of sustainable practices on consumer perception is therefore pivotal. Hotel and restaurant businesses can no longer ignore the impact an environmental repositioning can have on their businesses. The “farm-to-fork” movement, for example, has become increasingly popular among younger generations who, since the outbreak of the Covid-19 pandemic, have expressed increased interest in supporting local businesses (Morrissey, 2020).

All in all, it has become obvious that the times for organisation refusing to incorporate sustainable practices into their corporate strategies are over. Companies from every industry or sector must learn and embrace the positive impact that incorporating and implementing sustainable practices in their strategies has on their brand image, not only to obtain a competitive sustainable advantage, but also to maintain their viability in the long run. Millennials and Generation Z are known for increasingly supporting those organisations that genuinely care about taking care of the environment and are willing to spend more money on their products and services (Booking.com, 2018). With these generations making up the largest part of our workforce within the few years, the time for businesses to become green businesses is now overdue.
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Part 5: Reflective Essay
Topic: Staff Awareness
Title: Not So Grand – Sustainability Awareness at The Grand Hotel Swansea






























On the 23rd of October 2021, The Grand Hotel Swansea has publicly announced its plans for an hotel extension with an additional forty-two bedrooms, a roof-top bar as well as on-site gym facilities (Dalling, 2021). The overall goal of the hotel is to reclaim its long-lost four-star rating, which it was stripped off a few years prior under poor and negligent management.
As a major part in achieving this goal, the hotel has named the implementation of state-of-the-art sustainability practices within the business operations as a key driver to success (Thomas, 2019). According to its 2019 business plan – an outline of the planned hotel extension available exclusively to the author – The Grand Hotel intends to become “a leader and educator in sustainable practices and carbon reduction in Swansea” as part of its revised company mission statement (Thomas, 2019). During its most recent team meeting in November, however, the word ‘sustainability’ was not mentioned once. In fact, the term was not mentioned once during any of the hotel’s quarterly general staff meetings this year and appears exactly three times in the 20-page sustainability business plan 2019 document. Instead, the management department has congratulated the team to increased sales of its popular single-use afternoon tea takeaway card boxes, takeaway coffee cups (since the labour shortages in the Costa Coffee branch at Swansea train station has resulted in increased walk-ins) and proudly presented its new festive cocktail menu, whose drinks all include some form of single-use straw or gorgeous mini candy cane wrapped in plastic.
It is no secret that the Covid-19 pandemic has facilitated a sharp increase of single-use packaging and the use of PPE in hospitality businesses to restore a sense of protection against an invisible enemy in customers (Draven, 2020), whose overall impact on the environment is yet to be seen. Nonetheless, a line between carefully selected measures aiming to protect public health and utter carelessness in business practicing must be drawn.
Due to a backdrop of the pandemic, The Grand has since replaced its memorable “Plastic-free by ‘23” value statement slogan with a less catchy “Plastic-free by 2024” substitute. The current climate change crisis, however, does not grant humanity an alternative option and the time for all businesses to act is long overdue.
According to Chan et al. (2014), environmental awareness can influence employee’s intentions to implement green practices in a hotel since increased awareness increases the likelihood of sustainable actions. Being such a decisive factor for sustaining a competitive advantage, hospitality leaders must lift their workforce onto the sustainability bandwagon and inspire their teams to embrace sustainability as a corporate social responsibility by providing adequate training as they work toward meeting expectations (UCF, 2021).
As an independent business, The Grand Hotel relies heavily on customer feedback from online reviews. The author’s independent research on Google Reviews, TripAdvisor and Booking.com dating back until 2018 has found that the hotel’s current clientele hardly ever comments on the hotel’s use of plastic water bottles, single-use toiletries and daily replacement of towels. So, can the hotel staff really be blamed for sustainability blindness when neither management nor guests remind them of its importance? Even if they were aware, would the average minimum-wage, labour-shortage-exhausted employee truly care about trying to make a difference if there is no benefit to their own? If it does not come from guests or the staff themselves, it is ought to the management team to place the “green-coloured” glasses on each of their employees’ noses.
The Grand Hotel’s management loves team meetings – so why are they not being used as a platform to discuss the sustainable purpose via open communication, clear goal setting and by sharing new ideas with each other? It is generally understood that the involvement of employees in strategy planning fosters their wellbeing, motivation and loyalty to the organisation (Mullins, 2016).
As a new year’s resolution, the author will therefore start to urge management and fellow team members to incorporate emerging trends into the sustainability strategy, such as eliminating single-use plastics, creating paperless environments, sourcing from sustainable suppliers in line with the “farm-to-fork movement”, purchasing green cleaning products and developing a green waste management habit to name but a few.
If The Grand can use their social media profiles to post photos of the latest positive reviews or tasty afternoon tea compilations, why not using these platforms for sustainability content that will help enhancing their brand image (UCF, 2021). Have both management and staff ever thought about the possibility that the abundance of guests commenting on (un)sustainable practices in the hotel could originate from sustainability-minded guests not choosing the hotel at all from poor first impressions of (missing) green practices advertised online?
It all starts with making staff aware about the importance of embracing sustainability to the business agenda, which involves appropriate staff training and empowerment (UCF, 2021). Once this has been manifested, The Grand will be on the correct path not only to enhance the guest experience and improve their own brand image but also towards becoming “a leader and educator in sustainable practices and carbon reduction in Swansea” as a four-star “grand” hotel (Thomas, 2019). 
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