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The present essay aims to investigate the relationship between Corporate Social Responsibility (CSR) and sustainability in the hospitality industry, with a specific focus on the Marriott Hotel Group. CSR refers to a company's voluntary actions to improve its impact on society beyond legal obligations and self-interest. The goal is to effectively manage corporate operations to generate a favourable effect on society. "Sustainability" encompasses the ability to meet the current generation's requirements without jeopardising future generations' well-being. It involves considering the environmental, social, and economic aspects. The significance of CSR in tourism and hospitality is paramount, as it aids businesses in effectively controlling their impact on the environment, enhancing relationships with the community, and ensuring the continuity of economic growth. This debate will analyse Marriott's strategy to illustrate how carefully adopted corporate social responsibility policies may generate substantial advantages for the firm and the wider community. By doing so, these practices can effectively match economic aims with global sustainability goals.
Corporate social responsibility in the hotel business involves implementing various methods and initiatives to influence the environment, society, and economic welfare positively. The fundamental tenets of CSR in the hotel industry revolve around implementing sustainable operations, ethical business practices, and proactive engagement in community development. Franco et al. (2020) state that corporate social responsibility activities in the hospitality industry are used strategically to build strong relationships with stakeholders. These initiatives can affect a company's financial performance through both costs and advantages, depending on how they are implemented and how stakeholders are involved. 
The corporate social responsibility policies in the hotel sector play a crucial role in achieving sustainable development. This includes promoting environmental stewardship, social responsibility, and economic viability. Rhou and Singal (2020) emphasise that corporate social responsibility affects various stakeholders in the hotel sector, including employees, consumers, and the community. The reasons and justifications for implementing them in the hospitality industry are diverse and context-dependent (Rhou & Singal, 2020). Moreover, integrating CSR into business plans improves reputation, customer loyalty, and significant financial benefits, as corporate social responsibility initiatives often align with consumer demands for ethical and responsible business practices. This comprehensive view highlights the broad impact of CSR in the hotel sector.
Integrating corporate social responsibility in the hospitality industry is not without its challenges, particularly in aligning CSR programs with fundamental business goals and quantifying their direct influence on profitability and sustainability. Iyer and Jarvis (2019) propose that implementing corporate social responsibility in the hotel industry should consider the distinct cultural and operational aspects that exist in international settings, where stakeholder expectations can differ significantly (Iyer & Jarvis, 2019). This underscores the need for further research and innovation in this area.
Marriott's commitment to Corporate Social Responsibility is exemplified by its "Serve 360: Doing Good in Every Direction" framework. This strategy, based on four core principles, is a beacon of hope for the industry: Nurturing Our World, Sustaining Responsible Operations, Empowering Through Opportunity, Welcoming All, & Advancing Human Rights. The company's comprehensive approach is designed to create a lasting impact in all its locations, prioritising environmental responsibility, social influence, and ethical business conduct (Marriott International, 2022).
Marriott's energy strategy involves employing technology to oversee and diminish energy usage and release greenhouse gas emissions. Introducing the Ecopilot® system at the Halifax Marriott® Harbourfront Hotel was an impressive undertaking. This implementation resulted in a substantial decrease in energy consumption, with electricity usage cut by around 20% and natural gas usage reduced by 18% in 2021. These practices are consistent with the research conducted by Kang and Lee (2010), which indicates that targeted energy management efforts can improve operational efficiency and have a favourable impact on a hotel's financial performance.
Marriott has made significant waste management progress by reducing disposable plastics' usage and improving recycling initiatives. Their worldwide program to recycle guest room items and transition to larger toiletry containers showcases their commitment to minimising plastic waste. This method is gaining recognition as an environmentally friendly practice and has been supported by studies such as Uyar et al. (2020), which also highlight the financial advantages.
Marriott's dedication to social responsibility is demonstrated through initiatives such as the Marriott Disaster Relief Fund and other community-focused programs. Engaging in this activity benefits communities and strengthens brand loyalty and stakeholder trust, which are essential factors identified by Arian, Sands, and Tooley (2023) as contributing to improved financial performance in consumer-focused industries.
Marriott's water conservation policy exemplifies a proactive approach to sustainable water resource management by customising water-saving techniques to suit each property's unique requirements. This approach not only conforms to global sustainability objectives but also enhances operational efficiency, as stated by Singal (2014), who discovered that sustainable practices could reduce operational expenses and enhance profitability in the hotel industry.
The correlation between corporate social responsibility (CSR) and financial performance has been the subject of substantial academic discourse. Franco et al. (2020) propose that corporate social responsibility activities can enhance economic performance by cultivating robust stakeholder connections, particularly when integrated with high-quality management practices. These programs are highly effective in the hospitality business, where the growing significance of customer happiness and environmental responsibility is evident. This highlights the potential benefits of CSR in enhancing financial performance and stakeholder relationships, providing a strong motivation for its adoption.
Moreover, Babajee et al. (2021) stress that corporate social responsibility (CSR) initiatives in the hospitality industry can substantially influence financial performance. This is achieved by improving the company's brand reputation and operational efficiencies, crucial in the highly competitive hotel sector.
Marriott International demonstrates its dedication to environmental sustainability through various corporate social responsibility projects prioritising energy conservation, waste reduction, and water preservation. Implementing the Ecopilot® system as part of their energy management plans effectively minimises resource consumption, contributing to the worldwide efforts in transitioning to a low-carbon economy. These endeavours are consistent with the conclusions of Zhang et al. (2022), who observed that corporate social responsibility programs directly impact promoting environmentally friendly actions among employees, leading to decreased energy usage within the hotel industry.
Marriott's corporate social responsibility initiatives considerably influence social issues, including employment practices and community participation. Their endeavours not only improve the well-being of employees but also promote the advancement of the community, which is crucial for stimulating local economic expansion. Ertuna et al. (2019) highlight the need for multinational corporations to customise their CSR initiatives to match local requirements, improving social acceptance and community inclusion. Marriott's actions in response to the COVID-19 pandemic show a robust support system for communities. This aligns with Parker's (2011) research, which emphasised the need for hospitality leaders to be prepared to manage tourism growth while minimising environmental impact, thus promoting sustainable community development.
Moreover, Marriott's policies show that incorporating Corporate Social Responsibility into business models has demonstrated the capacity to enhance employee contentment and consumer allegiance, fostering the enduring viability of economic activities. Rhou and Singal (2020) conducted a study that examined the business case for CSR in the hotel industry. Their findings highlighted the positive effects of corporate social responsibility on many stakeholders, such as employees and the wider community.
Marriott encounters multiple obstacles in implementing efficient CSR policies, mostly related to financial repercussions and the alignment of stakeholders. The substantial expenses linked to sustainable practices, particularly upgrading outdated systems or introducing novel technology to enhance energy efficiency and minimise waste, cause considerable financial obstacles. Levy and Park (2011) found that the lodging industry frequently faces challenges balancing implementing expensive corporate social responsibility programs and ensuring profitability.
Also, reconciling the varied demands of stakeholders, which include investors, local populations, and environmental groups, can be challenging. According to Kitada and Ölçer (2015), effectively managing people and technology within the hotel sector within CSR frameworks requires dealing with several pressures that may contradict operational objectives.
Despite these difficulties, CSR presents significant prospects for Marriott to improve its brand, obtain regulatory benefits, and cultivate customer loyalty. Implementing CSR strategically may greatly enhance Marriott's brand image as a frontrunner in sustainable hospitality, appealing to customers who emphasise environmental and social accountability. According to Suryadinata et al. (2014), successfully communicating CSR actions can improve customer views and contribute to business success.
Proactive corporate social responsibility activities can provide Marriott with regulatory advantages by helping the company manage the growing number of stringent environmental regulations worldwide. This, in turn, may lead to cost reductions related to compliance and fines. Ilieva (2020) emphasises the advantages of corporate social responsibility (CSR) in aligning business activities with worldwide sustainability objectives, therefore reducing regulatory concerns.
Corporate social responsibility activities have the potential to cultivate strong loyalty among customers, who are increasingly seeking ethical and accountable company practices. Gnjidic and Vukovic (2018) examine the correlation between CSR and the development of customer trust and loyalty in the hospitality industry.
Circular thinking in sustainability pertains to an economic paradigm that aims to decrease waste and optimise resource utilisation. This method differs from the conventional 'take-make-dispose' model by prioritising the entire life cycle of resources, products, and services to achieve sustainability through reuse, repair, and recycling. Bux and Amicarelli (2022) examine the incorporation of circular economy tactics, such as the New Circular Economy Action Plan, within the hospitality industry. They highlight the significance of these strategies in diminishing food waste and enhancing energy and water consumption, which are vital for sustainable and economic progress in this sector.
Marriott has established explicit sustainability objectives that align with the circular economy concepts. They aim to decrease the amount of water used, the amount of carbon emitted, and the amount of garbage sent to landfills. These objectives align with their aim of reducing environmental footprint and promoting sustainable development. Julião et al. (2018) emphasise the increasing consumer desire for environmentally friendly practices in the hospitality industry, prompting corporations such as Marriott to implement Green Practices (GP) and Circular Economy (CE) principles.
Marriott has implemented significant recycling programs, increased energy efficiency, and taken measures to conserve water, demonstrating its dedication to the circular economy. Silva et al. (2021) note that circular economy methods are still in the early stages of development in the tourism and hospitality industry. Still, they provide substantial economic, social, and environmental advantages.
In addition, Marriott frequently participates in community-based initiatives that prioritise sustainability and resilience. These concepts align with the concepts of natural capital and circular economy, as discussed by Jones and Wynn (2019). They propose that implementing circular economy ideas can bolster the resilience of organisations such as Marriott and improve the efficient management of resources.
In conclusion, Marriott's corporate social responsibility (CSR) programs are crucial in strengthening its commitment to sustainability, showcasing significant effects on the environment, society, and economy. These measures, ranging from energy management to community participation, comply with sustainable principles and promote substantial operational efficiency and stakeholder confidence. Marriott's intentional incorporation of CSR into its fundamental business strategy improves its brand, fosters customer loyalty, and coincides with the growing consumer expectation for ethical business conduct. When considering the wider hospitality business, sustainable practices offer long-term benefits such as meeting regulatory criteria, increasing brand value, and achieving ongoing economic success. Marriott's dedication to these principles demonstrates a strong and effective model for the industry, emphasising that genuine sustainability is a business benefit and a corporate obligation.
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