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Abstract
The study is a critical investigation of sustainability practices applied to Wedding operations of the Wivenhoe House Hotel, which is a Grade II listed heritage property and which is situated in Colchester in Essex. With the wedding and events industry still undergoing examination regarding its environmental impact, namely large waste volume, energy usage, and material utilisation, the research initiative will analyse how environmentally responsible practices can be integrated within boutique and heritage hotels, without undermining customer experience or profits. In qualitative case study research, the study combines secondary and documentary reviews, and personal experiences of the researcher during his time in the working environment in the hotel to offer an applied experience on sustainable event management within a heritage setting.
The analysis of the paper is organized with the purpose to discuss the implementation of sustainable practices in Wivenhoe House in terms of the green wedding programme; to evaluate whether these actions correspond to the sustainability schemes on the global level, including the UN Sustainable Development Goal 12 (Responsible Consumption and Production); and to study the role of sustainability in customer perception and competitive advantage. The thematic analysis was performed according to the framework by Braun and Clarke (2006), with the findings showing three major themes, namely, operational resource management, sustainable supply chain integration, and guest engagement.
The results show that Wivenhoe House has already incorporated many environmentally friendly practices, such as the abolition of single-use plastics, encouragement of local and seasonal sourcing of food, collaboration with the Guardians of Grub waste minimisation initiative, and the creation of an on-site herb farm. The initiatives are very much within the commonly agreed green event management frameworks (Mair and Jago, 2010) and the modern research on responsible hospitality. Employee involvement and open communication with the clients are also mentioned in the research as factors that encourage successful sustainability implementation. Nonetheless, it outlines issues with the standardisation of transport policies, quantifying carbon footprint, and obtaining official green certification.
The paper concludes that behavioural innovation, community-based cooperation, as well as strategic incorporation of the principles of the circular economy, can lead to significant sustainability results of heritage hotels despite the constraints of historic buildings. Such recommendations as seeking third-party environmental certification, data-driven performance management, guest transport, and intensive community-level relationships have been recommended. The study can benefit both scholarly and practitioner discourse through the provision of a situational paradigm of sustainable wedding management of a boutique and heritage venue to facilitate overarching shifts towards hospitality in an environmentally conscious environment in line with sustainability objectives in the world hotel industry.
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[bookmark: _Toc211987047]Chapter 1: Introduction
The wedding and events industry is increasingly being put under a series of pressures to reduce its ecological footprint (Ahmed and Tuan, 2021; Dodds and Jolliffe, 2016; Elkington, 1997). Celebrations are associated with excessive use of energy, great amounts of waste from decorative materials and flowers and protracted food and material supply (Mair and Jago, 2010). To this end, it poses a challenge and an opportunity to hotels holding weddings: to become more sustainable, this should be integrated into the operations of the venue, experience to the guest and brand positioning (Kim and Ko, 2020); (Font and Lynes, 2018).
The proposed study is based on a heritage hotel location, Wivenhoe House Hotel, which is found at Wivenhoe Park, Colchester, Essex. The Grade II listed accommodation started life in 1759 as a Georgian country house, and today it is a four-star hotel with 220 acres of parkland (University of Essex / Wivenhoe House site, 2025) and caters to its wedding clients in a luxury heritage venue. The distinctive background of the hotel, i.e., the historicism and a large territory with a range of contemporary hospitality activities, makes the establishment a perfect case to investigate the application of sustainability to wedding ceremonies by boutique and heritage businesses.
The main aim of the research is to investigate the manner in which the hotel applies its sustainability messages in the delivery of the so-called green wedding facilities and also to examine the environmental and business impacts of such practices. 
The research is structured into three goals:
· To determine green practices embraced in the organisation of greener weddings- including energy and environmental conservation, local sourcing (local foods and flowers), local waste minimisation, and the experience of the guest.
· To analyse the alignment between such measures and the overall hospitality sustainability design, including international standards like the Sustainable Development Goal 12: Responsible Consumption and Production by the UN.
· To identify the contribution of green wedding programmes in customer perception, venue choice and long-term competitive achievements, relying on industry reports, reviews and scholarly literature, which will be supplemented by the personal testimony of the author, as the place of the venue.
This study is opportune since weddings and events form a disproportionately large portion of hotel carbon and waste footprint, but have not received much academic focus on how the hotel can instil the concept of sustainability into the wedding delivery (Jones, Hillier and Comfort, 2014). The case study methodology enables exploration of operational, strategic and guest-facing aspects of guest and constituency sustainability in the context of a real-life heritage hospitality environment. It is also a source of practitioner wisdom through the placement of the author, whose contribution will be offering a unique view of how sustainability is to be communicated to guests, should it be implemented by the operations, and how it should be perceived by the client.
[bookmark: _Toc211987048]Chapter 2: Literature Review
The trend towards sustainability in weddings is also becoming a prominent trend in the wide domain of hospitality (Roders and Van Oers, 2014). There are scholarly and commercial studies about the ways in which event venues can incorporate green practices, align them with international initiatives like SDG 12, and report on sustainability in order to appeal to environmentally conscious consumers (Gultom, Rinaldi and Setiawati, 2025); (Font and Lynes, 2018). 
[bookmark: _Toc211987049]Theme 1: Green Management in Sustainable Wedding and Event Management
The wedding and event management sector has come up with sustainability as one of the major aspects of change, whereby the venue aims at minimising its ecological footprint without compromising customer satisfaction (Allen et al., 2022). In their conceptual model of greening business events, Mair and Jago (2010) state that a successful strategy should have an extensive coverage of nine areas that need to be considered, including policy development, venue activities, waste, water, energy, transport, supply chain, event content, and engagement with the community. Likewise, Draper, Dawson and Casey (2011) emphasise venue selection to be highly reliant on green practices, as a study of meeting planners has noted that recycling of items has been given the greatest status among green items out of 20. Additional high-priority elements were the use of energy-efficient lighting and sourcing locally. Such actions not only help improve the event image by reducing the carbon emissions but also make the event image more environmentally responsible (Anas et al., 2020; Kasim, 2009; Grant, 2017). Hjalager (2010) has suggested that green management of sustainable weddings can be manifested through: use of buffet-style service of locally sourced, seasonal food items to reduce food waste; use of locally sourced produce, including herbs, which are grown in its on-site garden, which will minimise transport emissions; as discussed later in the section.
These operational green practices are supported by empirical studies. In Hanani, Triyuni and Trisnayoni (2023) analysed one of the largest resorts in Bali and discovered that sustainable wedding event management was practised on an environmental, social, and economic basis, and the core practices received an evaluation scale of 4.21 to 5.00 as "very well implemented' practices. Susyarini et al. (2024) also subdivide these practices within the Balinese environment, introducing such core elements as green food (local sourcing), green design (local materials as the means of decoration), and waste management as the key elements of the efficient green event model. Wee, Mustapha and Anas (2021) found that the repeated, crucial signs of sustainable events in the MICE tourism industry were waste reduction, resource conservation and local sourcing.
Nevertheless, the literature tends to have a bias towards big corporate or MICE events. Although Meng et al. (2024) focus on the importance of internal motivation as a contributor to sustainability, their research was based on the data of 325 hotel workers and is centred around more extensive hotel corporations. This is an indication that there is a loophole in utilising and experimenting with these holistic models in the smaller and niche sub-sectors, such as heritage wedding venues (Kaur, 2016).
[bookmark: _Toc211987050]Theme 2: Identification with Global Sustainability Frameworks and Hospitality Paradigms
The sustainable wedding practices should also be integrated with international frameworks, especially the UK Sustainable Development Goals (SDGs), as they would be more relevant and accountable (Buathong and Lai, 2017; Lee and Hsieh, 2016). In particular, SDG 12, responsible consumption and production, offers the steps on how all this waste can be reduced and how much the hospitality business can be resource-effective (Jones, Hillier and Comfort, 2014; Mason, 2021). The authors propose that although a substantial number of hotels have implemented sustainability discourses, not all efforts proceed past the marketing discourses to achieve real ecological change, as initiatives are frequently motivated primarily by business efficiency as opposed to a real interest in the environment and stakeholders.
This assumption is supported by Wadippuli Arachchi and Nawarathna (2021), who elaborate that sustainable event practices in Sri Lanka are in line with the national policies of sustainability, but at severe implementation barriers due to four factors: expenses, client mentality, government support and insufficient infrastructure facilities. This is an empirical result of 15 event managers that shows that there is difficulty in turning policy into effective operation. In the meantime, the case study presented by Sirivadhanawaravachara (2025) in Thailand demonstrates the fact that SDG 12 can be achieved in practice in the country in its full extent once green activities, including the implementation of energy-efficient technologies and a stable and thorough system of waste management, are internalised in the operational culture something which lacked in case of Wivenhoe hotel according to the observation of the author.
Moreover, Susyarini et al. (2024) claim that sustainability in meeting and event planning involves the paradigm shift of the linear consumption pattern with the ideas of the circular economy; the new paradigm should be organised in the model of the green event, which can be presented as a reference to the hospitality sector. Literature continually shows that one more key to success is the ability to combine environmental, social, and managerial forces into one framework (Mair and Jago, 2010). However, little has been undertaken regarding how smaller or locally based event spaces, especially those that specialise in weddings, can contrast their local activity (e.g. use of distinctive local food supplies and utilisation of traditional decor material) with the high language of the SDGs or the pre-existing models of green event planning (Mihalic, 2016). The study will attempt to evaluate this congruency in a poorly represented type of venue.
[bookmark: _Toc211987051]Theme 3: Customer Perception and Competitive Advantage
Another important dimension that is critical in determining the success of sustainable weddings and events is customer perception and behavioural influence (Bohdanowicz, 2006). According to Doppler, Dawson and Casey (2011), clients are becoming more conscious of the environment in their venue choice. They concluded that visible commitment and supply chain responsibility are important, as a result of their study that the existence of an environmental policy and the use of suppliers who participated in green products and services were ranked as important or very important by meeting and convention planners, as it is also found by Sarkis (2020). Mair and Jago (2010) also mention market demand for sustainable choices as a strategic driving force of hotels, which points out that sustainability adds to brand placement and consumer commitment in addition to the strategic motivators of ethical duty and economic savings. Perez-Calderon, Milanes-Montero and Ortega-Rossell (2020) consider that it is possible to achieve ecological and financial efficiency through sustainable event practices, which involve the integration of measurable environmental performance correlating with guaranteed reduction of disposal costs and quantifiable sustainability results of wedding catering services offered by the facility under consideration, which will be presented in subsequent sections.
The authors noted by Hanani, Triyuni and Trisnayoni (2023) discovered that visitor satisfaction with the green aspects of the venue was higher among the guests when the venue communicated these features clearly, which is in line with the notion that consumer education is a decisive factor, again, which is congruent with the study of Sheldon and Koesler (2022). Simultaneously, Meng et al. (2024) offer empirical grounds for the internal drivers and discover that the Corporate Social Responsibility (CSR) initiatives of a hotel have a considerable impact on the Energy-Specific Sustainable Behaviour (ESBE) of a particular employee, which is reinforced through the intrinsic motivation of employees to green behaviours and personal environmental norms. This shows that sustainability not only helps in attracting customers but also establishes employee engagement and trust, thus developing a competitive advantage in the long term (Siu, Zhang and Kwan, 2020).
However, as Dilhani (2018) and Wadippeli Arachchi (2021) note, green practices may be counterproductive when they are perceived as either being drawn to the superficial world or being driven by cost considerations, and when the real steps are taken instead of symbolic ones. Although there is increasing empirical evidence, the majority of research is on generalised hospitality sectors or MICE sectors (Butler, 1999; Swarbrooke, 2019; UNEP and UNWTO, 2017).
[bookmark: _Toc211987052]Research Gap and Problem Formulation
Although the concept of sustainability in the hospitality industry has received extensive study, a gap has been narrowed when it comes to the application of sustainability in the industry in an integrated and practical form in the sub-sectors that are specialised and small, which as wedding venues (Christodoulidou, Brewer and Countryman, 2013). The literature review defines the strong principles of sustainable event management, such as energy conservation, waste minimisation, domestic sourcing, and a wide range of different contexts (Mair and Jago, 2010; Draper et al., 2011; Wee et al., 2021). Nevertheless, the literature is reviewed by authors who study large corporate hotels and MICE events, which creates a particular conceptual and empirical gap when it comes to smaller, characterised hotels such as a boutique or heritage one. These smaller ones are characterised by subtle constraints, including architectural restrictions and a high-touch premise of personalised service that marks their difference in implementation from the operational strategies of the large scope, as measured by Sirivadhanawaravachara (2025) and Hanani et al. (2023).
Moreover, operational barriers that were experienced by event managers, which include customer mentality, cost, and absence of infrastructure, highlight the little knowledge of how smaller venues have overcome these barriers relatively easily (Coles, Fenclova and Dinan, 2013); (Darnall and Edwards, 2006). Although there are models that can be used to correlate internal motivation (Meng et al., 2024) and green operational factors (Susyarini et al., 2024), the literature does not immerse in a holistic practitioner-focused study of how the two concepts can be converted into an organised eco-friendly wedding program at the grassroots level. This project is thus also very critical in that it offers first-hand placement information within a real hotel setting. The perspective implies a mediation between theoretical frameworks (understanding of SDG 12 alignment, of the Nine Areas as developed by Mair and Jago) and lived experience, which will be context-specific and will provide a description and analysis of how a smaller venue conceptualizes, operationalizes, and presents its sustainable wedding concept on an organisational and competitive basis to realise its ecological and competitive objectives.
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The research design is a qualitative case study in which the single unit of analysis is Wivenhoe House Hotel, as the study aims to investigate the processes of embedding sustainable practices within the operations of a wedding. The specified method is appropriate to research a contemporary phenomenon in a real-life scenario, as Yin (2018) underlines, which will enable examining the application of theory to practice. The research work assumes an interpretivist philosophical approach (Stake, 1995), which rewards context-related knowledge and interpretation as opposed to statistical generalisation.
Why a Case Study Approach
The case study approach was chosen as it enables a deep analysis of the way and reason why sustainability efforts are developed in a particular organisational context. The problem of heritage hotels like Wivenhoe House is quite different because the hotel is restricted by the architecture and the necessity to preserve the cultural authenticity, along with the attainment of the environmental objectives (Mair and Jago, 2010). Thus, one case study will allow delving into specific examples of sustainability practices, e.g., the one-wedding-per-day policy of the hotel, the herb farm on its location, and cooperation with Guardians of Grub. The practices furnish a concrete example of the ways through which the principles of sustainability can be successfully implemented in the context of a small-scale hospitality environment.
Strengths of the Case Study
The primary strength of the approach is its depth, richness of context, and insightfulness. It allows studying the ways in which the global sustainability theories, like SDG 12 (Responsible Consumption and Production), can be applied in a small-scale, heritage-based business (UNEP and UNWTO, 2017). The fact that the author used his personal observations is based on his professional experience in Wivenhoe House, which gives the analysis a practitioner aspect to fill the gap between the theoretical knowledge and its practical application (Font and Lynes, 2018). In addition, the qualitative technique can enable the researcher to pick out small and yet important variables such as behavioural change, staff motivation and cultural sustainability (Hjalager, 2010) that would not otherwise be detected through quantitative research.
Limitations of the Study
The research has various limitations, although it has its strengths. Rapid time management of the project did not allow carrying out the main collection of data, including interviews or surveys of staff and guests, which would have enhanced the validity and richness of the results (Meng et al., 2024). It could also lead to an aspect of subjectivity due to the dependency on the observation of the author, but it was eliminated by using the critical reflection and triangulation with documentary evidence. Moreover, the results cannot be extended to all heritage or boutique hotels since it is just a one-case study (Kaur, 2016). Nevertheless, the results are quite insightful in terms of smaller venues innovatively changing sustainability frameworks to cope with the realities of their operations.
Sources of Data and Analysis
The research relies on the secondary sources of data (hotel sustainability reports, brochures, supplier codes of conduct, and academic literature) and the personal observations made by the author throughout the placement. This combination makes the methodological triangulation more credible and comprehensive (Yin, 2018). The thematic analysis introduced by Braun and Clarke (2006) was used, and the data were coded into the following themes: energy efficiency, waste minimisation, local sourcing, and customer engagement. These were subsequently adjusted to the sustainability strategy and global frameworks of SDG 12 of the hotel to make theoretical sense.
Ethical Considerations
No ethical practices were violated during the research. No personal or recognisable details were given out, and the hotel's confidentiality was taken care of. The author acknowledged that he had dual roles as a researcher and a placement student, which makes sense of the reflexivity and transparency in the interpretation of findings.
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[bookmark: _Toc211987056]4.1 Findings
This part tells the results of the case study of the eco-friendly wedding programme of Wivenhoe House Hotel. The results are structured based on the developed themes of the project and dwell upon the conceptualisation of sustainability practices, their operationalisation, and communication in the frames of this particular heritage hotel setting. The evidence herein could have been obtained through the analysis of documents (public policy and marketing materials) and placement observations.
The main themes that emerged from the thematic analysis are given in the appendix section, which will help us to understand how the main themes are created in relation to the project’s three specific objectives.  
[bookmark: _Toc211987057]4.1.1 Operational Practices and Resource Management
Wivenhoe House Hotel has been efficient in the consumption of resources, especially in the management of power, water, and waste, which directly interprets the areas of waste, water, and energy proposed by Mair and Jago (2010). The hotel takes advantage of its relationship with the Edge Hotel School and the University of Essex to promote a company-wide sustainable programme that guides all the working sectors.
Waste Reduction and Management: One of the key discoveries in that aspect is the keen internal orientation to the plastic removal and enhanced recycling throughout the hotel, as well as, even in event areas. This focus was confirmed through observation in the course of the placement, where systematic elimination of single-use plastic items was observed. An example is that plastic pens would be taken off bedrooms and plastic water bottles would be substituted with reusable glass bottles. The proposed operational change is directly correlated with the main goal of resource conservation revealed by Wee, Mustapha, and Anas (2021) in the MICE sector.
In the wedding scene, this would mean taking the initiative to push the couple to less as far as their decor is concerned and towards using reusable or biodegradable tableware. Moreover, the pledge goes to post-event management as the hotel is categorical to donate or repurpose flower and decoration arrangements, as a direct response to the large amount of donations of dry floral arrangements and decorations commonly blamed in conventional events. The author noted a committed sorting and recycling section of that place, which, although not perfect since it was involved with guests, had clear management intentions of reducing the waste related to the event.
Energy and Venue Operations: The venue is a Grade II listed Georgian country house and has a structural limitation in terms of energy efficiency. This is, however, mitigated by the operational approach to the hosting of events. One of the notable observations is that the policy of the hotel is to organise one wedding a day. This is not a green policy per se, but it saves an awful lot of the energy, water and labour resources that could be consumed, unlike the high-volume venues, and as a direct consequence, the resource consumption is reduced. The structural shortcomings that the hotel mitigates include the provision of shampoo and shower gel dispensers in the rooms and the installation of specific guest recycling stations. This targeted strategy is in contrast to the wide-level investment in energy saving technologies that is generally found in the research of new-building and high-rise foreign hotels. Wivenhoe House is instead based on behavioural change and internal process control by the management. The enthusiasm of the staff that was spawned by the sustainability programme that cut across the company was an important determinant noted by the author. The students at Edge Hotel School who were engaged in the hotel made regular contributions to ideas on how to exclude plastics and how to reduce energy, demonstrating that intrinsic motivation to green is promoted and used by the members of staff to initiate the positive changes in the work.
[bookmark: _Toc211987058]4.1.2 Supply Chain and Food Sustainability
The second theme explores the hotel handling the wedding supply chain and specifically the food supply and catering of the hotel; an area that has been significant in the supply chain and core event content area in Mair and Jago (2010).
Local Sourcing and Menu Design (Green Food): The culinary philosophy of the hotel may be characterised by a sense of using local and seasonal ingredients in case they are available. This is further than a mere rhetorical statement; some of the crucial findings involve:
Shortened Food Miles: The hotel also embraces local farmers to lower the carbon footprint related to the transportation of food.
On-Location Production: The culinary department uses an on-location herb farm, created in collaboration with the students, which allows the elimination of the transportation and packaging of herbs, as well as saves the kitchen in terms of carbon footprint.
Ethical Seafood: The hotel very specifically gives preference to sustainable seafood. This focus on local and seasonal food options highly agrees with the element of green food in the model-structured green events in the literature.
Food Waste Management: One of the critical findings in regard to social responsibility is the involvement of the hotel in the organisation of Guardians of Grub to minimise food waste in the kitchens. The management grants this partnership an indication of focused measurement of performance in terms of waste, going beyond the claims about generality to specific action-based programs. The placement observation attested that the culinary team adopted the use of portion control and records of the waste, which attested to operational rigour in this aspect. Besides, should there ever be significant leftovers of high quality, then it would be worthwhile to seek donations to the local food banks, where feasible, instead of just letting them go to waste.
Supplier Accountability: The hotel says it collaborates with suppliers to cut down on packaging and come up with plastic options. Although the exact requirements of green suppliers in the wedding industry were not included in the publicly-facing documentation, local sourcing was understood to be promoted by the hotel as part of environmental friendliness, which is in line with the results that the aspect of using green suppliers is a high-ranking factor for eco-aware clients.
[bookmark: _Toc211987059]4.1.3 Customer Engagement and Program Communication
In this part, we discuss the way the hotel has converted its operational sustainability at the internal level into a saleable green wedding programme that would affect the decisions of clients.
The hotel not only provides general sustainability, but also has an organised list of options that couples can embrace, which can be viewed as a sustainable planning tool. These choices include:
Eco-Friendliness: Where invitations are used, suggest that printed materials be eco-friendly by using digital invitations or using recycled paper and soy inks.
Green Favours: Recommending potted plants, seed packets, or handmade gifts, packaged in an environmentally-friendly material.
Transportation: Promoting the use of shuttle services and reducing the carbon emissions of the guests by encouraging them to share a car.
Observation on the Interaction with the Customers: The author found out that the wedding sales team was active in offering a brochure or webpage on Eco-Friendly Weddings to customers who were interested in sustainability. More importantly, the communication did not focus on these decisions as a compromise but as a means of bringing about a more meaningful, personalised, and elegant celebration. This is an essential marketing strategy, where researchers have concluded that the effect of providing clear information on the environmental attributes has a positive effect on the satisfaction of the guests. Such an approach, where the hotel promotes certain physical acts, is what renders the intangible notion of green a memorable aspect of the wedding. This observation is also reflected in their ratings on TripAdvisor and other external review websites. 
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Figure 01: Review of TripAdvisor 
https://www.tripadvisor.com/Hotel_Review-g790313-d502275-Reviews-Wivenhoe_House_Hotel-Wivenhoe_Colchester_Essex_England.html 
As it is seen, the rating is very high, which showcases customer satisfaction and their overall engagement with the hotel. 
Competitive Positioning: One of the facts is that a competitive differentiator among hotels within the local market is the sustainability programme of the hotel. Offering the attraction of a Grade II listed heritage house, and an active environmental policy with a sense of consciously seeking a niche, the hotel will aim to attract a niche segment of the market that values uniqueness and distinctive offerings. The company has a defined environmental policy, which is an established aspect of the venue choice, and this aspect has been exploited by the hotel, which includes the plant's success in its brand story, which is evident in its advertising content and sales meetings.
Table: Additional Key Observations from Author’s Placement 
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This part is a critical interpretation of the research results that were obtained due to the environmentally friendly wedding programme of the Wivenhoe House Hotel.
[bookmark: _Toc211987062]4.2.1 Operational Findings and Literature Alignment
Operational results of Wivenhoe House Hotel reveal the high level of correspondence with the theoretical frameworks, differentiating how the theory of managing green events, nevertheless, the main areas of mismatch because of the heritage context are also presented.
Conceptual Model of Mair and Jago: The strategic plan of the hotel can be considered in terms of structural similarity with the overall model of Mair and Jago (2010), as it is demonstrated that the organisation managed to engage all nine major areas of greening.
Policy: The policy development domain is satisfied by the company-wide sustainability programme (Wivenhoe House Hotel, 2025).
Operations and Resource: Removal of plastic, application of energy-saving efforts, and water/waste management systems directly address the venue operations, waste efforts, water, and energy spheres.
Supply Chain: The Guardians of Grub programme and explicit local sourcing domain deal with the supply chain and core event content (catering) domains.
Dissimilarity in Scale and Scope: The major difference regarding dissimilarity is the implementation scale and system. The bulk of the literature is concerned with the large volume-based organisations such as MICE centres or international hotel chains (Wee, Mustapha, and Anas, 2021; Meng et al., 2024). On the contrary, Wivenhoe House is a traditional, boutique business. In the case of a big hotel, where the integrity of this quality virtually requires major capital outlay to satisfy the requirements of LEED certification, or scope waste management (Draper, Dawson and Casey, 2011; Sirivadhanawaravachara, 2025), Wivenhoe House practices behavioural change and process control led by the management. An example of such a structural decision is the one wedding at a time policy, which, by nature, minimises resource requirements and complexity, which is not commonly discussed in the literature in the area of large-scale event management based on maximisation of throughput. This helps the argument that the small-scale venues are forced to harmonise the standardised models by making localised operational decisions of impact.
In addition, the observations of the author on the ground added some literal proof of such cultural sustainability in action. When preparing the wedding setup, the banqueting supervisor advised the workers to turn off up lights and reduce unnecessary use of electricity in heritage rooms, but housekeeping workers were observed competing amongst themselves to reach a zero-bin shift, through recycling of hazardous materials, informally. These measures indicate that sustainability awareness has become an institutionalised, normalised behaviour of staff, and therefore agree with Hjalager's (2010) argument that operational innovation in small hotels can commonly be traceable to behavioural change and not advanced technology. The example also helps to underpin Meng et al. (2024), who propose that continuous improvement of the environment is promoted by intrinsic motivation and internal commitment. These little steps taken demonstrate that Wivenhoe House has made sustainability a part of everyday life, as opposed to making it the main focus of a policy.
[bookmark: _Toc211987063]4.2.2 Food and Waste: Pragmatism vs. Best Practice
The food sustainability of the hotel is one of the positive examples of the industry's best practices. The fact that the locally sourced products, seasonal menu, and on-site herb farm perfectly match the aspects of the Balinese model regarding green food (Susyarani et al., 2024), and meet the indicator of resource conservation (Wee, Mustapha, and Anas, 2021). In the case of the herb farm, in particular, the hotel will go beyond just purchasing to active production at the local level, which is a high-grade level of green design, which combines the grounds of the venue as part of the event experience.
The applicability of Guardians of Grub to food waste monitoring is an essential discovery that brings up a significant concern of the critics in the literature about marketers basing their sustainability claims on marketing, and not on actual, quantifiable results (Jones, Hillier and Comfort, 2014). Through participation in an established, evidence-informed programme, Wivenhoe House has proven its prioritisation of responsibility that supports the credibility of the sustainability package in general. Such a choice mitigates the threat of the so-called greenwashing (Wadippuli Arachchi and Nawarathna, 2021).
Similar principles were also realised in live operations where the author was placed. The Executive Chef was observed talking to one of the local herb suppliers regarding how to plan weekly volumes not to over-order and minimise waste, which clearly aligns with the idea of circular sourcing and short food miles as proposed by Susyarini et al. (2024). In another witnessed case, a weekday wedding was also provided with a zero-waste plan in which excess buffet was documented, and used to provide staff the following day- reflecting the feasible waste management objectives of the Guardians of Grub collaboration. This demonstrates that sustainable supply chains can be accessible despite small but heritage contexts based on a system of collaboration and adaptive management, and not a strict corporate one (Jones, Hillier and Comfort, 2014).
[bookmark: _Toc211987064]4.2.3 Breaking Down Barriers to Implementation and Customer Mentality
The results of the placement provide an intriguing contrast to the barriers common to the rest of the event management literature, especially the problem of cost and customer mentality (Wadippuli Arachchi and Nawarathna, 2021; Dilhani, 2018).
Overcoming Customer Mentality: The literature has mentioned that customer mentality, in turn, is the most significant obstacle: it is either resistance to change or an emphasis on tradition (Wadippuli Arachchi and Nawarathna, 2021). Wivenhoe House conquers this by taking initiative when communicating in a manner that proves sustainability as an augmentation of the wedding experience, rather than a diminution. When the hotel can digitise invitations as an alternative present in the modern and sustainable menu as personalised favours, the hotel emphasises the perceived value and personalisation of the sustainable option, as an effective tool to include the green choice within the high-touch service that the boutique wedding industry is supposed to offer. This confirms the results that unambiguous and transparent information about green features positively correlates with guest satisfaction (Hanani, Triyuni, and Trisnayoni, 2023).
· Reducing Cost Disincentives: Although the literature mentions high cost as a major barrier (Dilhani, 2018), Wivenhoe House applies several measures that make sustainability cost-efficient.
· Digital Communication: highly promotes e-invitations, saving couples and the administrative overhead of the hotel, a printing and postage expenses.
· Resource Efficiency: The energy consumption decreases, getting rid of plastic and food waste (Guardians of Grub), all result in quantifiable cost reductions in the hotel, which corresponds to the driver of business efficiency mentioned by Jones, Hillier and Comfort (2014).
Practically, such communicative and behavioural principles were readily apparent in a pre-wedding consultation witnessed by the author, in which it was noted that a couple was presented with a traditional decor choice and a variant of the same decor based on recycled jars and pieces of flowers. Having looked at images and heard how the environmental issue was happening, the couple made the sustainable choice, which further supports the suggestions of Font and Lynes (2018) and Siu, Zhang and Kwan (2020) to use clear sustainability messaging to connect with the emotions of the audience. In the same vein, employee attitude also took an encouraging turn due to guest validation: initially, certain workers believed that recycled material is worthless, but when guests started giving positive feedback on social media and the hotel guests spoke highly of the hotel, employees started to take pride in the hotel as an eco-friendly brand. The observed change is consistent with Wadippuli Arachchi and Nawarathna (2021), who emphasise the ability of social learning and recognition to overcome inner resistance to sustainability.
These observations made by the author implied that such efficiencies are handled internally, and the hotel can offer its eco-friendly offerings at a competitive price without transferring such high costs to the customer. This positioning has been able to counter the cost barrier, which was observed in the wider regional studies.
[bookmark: _Toc211987065]4.2.4 Implications for Wivenhoe House Operations and Future Strategy
This has a number of life-threatening implications for the operations and business strategy of Wivenhoe House Hotel.
Defining the Heritage-Sustainability Niche: The competitive strength of the hotel is currently anchored on the unwritten and unspoken tradition of a heritage-based site and an active sustainability campaign. The second important aspect is to market this unique niche formally. As operational alignment has been indicated, the hotel would be in a good position to seek third-party green certifications (e.g. Eco Smart, Green Tourism) or, more strategically, align its documented practices directly with the UN Sustainable Development Goals (SDGs), especially SDG 12 (Responsible Consumption and Production) as suggested by Jones, Hillier and Comfort (2014). The given formal alignment would put the hotel on a higher level of claims in terms of local marketing coverage, giving the international credibility and acting as a better standard in future advancement.
Operational Implication: Transport and Community Engagement: Although the hotel promotes sustainable transport and advocates community involvement through charities (Wivenhoe House Hotel, 2025), the two areas are still the weakest in the work of the Mair and Jago (2010) model application.
Transport: The car-sharing requires guests to share a car, which is a passive strategy in the hotel. An even more proactive approach would be to provide a formally calculated average carbon footprint of the travel of guests in an event, and provide an occasional wedding on a carbon offset programme at a subsidy to the couples.
Community: Although the hotel also gives gifts to charities, the main content of the event can be more incorporated with the community, such as establishing a partnership with the local university to provide the wedding favours created by the students with recycled materials.
The placement experience of the author, however, showed a difference between the hotel’s brand marketing effort itself and the SDG 12 alignment and its implementation in its daily wedding programme. Though sustainability is proactively explained to the guests, internal seminars, workshops, and briefings of the staff to relate the daily activities to the SDG framework did not take place. That means that there is a partial application, in which operational sustainability is present without a formal institutionalised global standard (UNEP and UNWTO, 2017). To enhance the level of staff knowledge and approach the alignment of practical work with the discourse of international sustainability, the introduction of SDG-related training or co-working sessions with the University of Essex might help.

4.2.5 Relating Findings to Research Objectives
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4.2.6 Reflection on Research Aims, Theoretical Integration, and Best Practice Learning
Revisiting the Research Objectives
In relation to the general purpose to analyse the implementation of sustainability in the wedding business of Wivenhoe House Hotel, one can acknowledge that the research has covered its goals to a significant extent. The original goal, to find out the green practices, was completely achieved by discussing plastic extermination, waste management and local sourcing activities. They are in tandem with the conceptual model of greening presented by Mair and Jago (2010), which highlights nine operational areas of sustainable event management. The second goal, that of evaluating consistency with such global frameworks as SDG 12, has been achieved at least partially. Wivenhoe House illustrates the responsible consumption quite clearly with such programmes as the Guardians of Grub and but has not developed formal measurement systems, certification and carbon accounting (Jones, Hillier and Comfort, 2014). The third aim, which is to investigate the contribution of sustainability to customer perception, has been met exhaustively, as the results indicate that sustainability is seen as an element of personalisation and brand authenticity, in line with the evidence provided by Font and Lynes (2018) and Siu, Zhang, and Kwan (2020).
Alternative Theoretical Integration and Implications
Findings will confirm the argument presented by Hjalager (2010) that innovation with regard to sustainable hospitality is frequently the result of behavioural and cultural adjustment, but not massive investment in technology. The internal motivation and engagement of the employees at the Wivenhoe House also lead to the conclusion made by Meng et al. (2024), according to which the intrinsic environmental values promote successful CSR results. However, other theoretical frameworks, especially those which focus on leadership and organisational learning (Chan and Hawkins, 2012), might have been incorporated to understand how the smaller boutique hotels institutionalise sustainability culture.
Best Practices in Larger Hotel Chains
In making a comparison of Wivenhoe House with mainstream hotel chains, a number of learning opportunities arise. As an example, the Hilton Travel (Hilton, 2025) with Purpose programme includes quantifiable waste, water, and energy savings targets that have been audited by a third party, which serves as an example of the principle advanced by Jones (2018) according to which verified reporting increases credibility and stakeholder trust. The same model might be applied to Wivenhoe House through the development of quantifiable Key Performance Indicators (KPIs) and the release of an annual sustainability summary because, according to Hall (2019), this practice is the best way to create transparency in the management of sustainable tourism.
Additionally, the brand Six Senses Hotels has good levels of guest involvement in sustainability, wherein the guests take part in the eco-education and community-based activities. This reflective strategy is also empathetic and aligned with Becken and Dolnicar, not only on the focus on the environmental awareness via experience 2016, but also with Grant (2017), who provides the idea of green engagement as improving both learning and brand loyalty. Wivenhoe House might implement these practices by hosting sustainability-related workshops or tours of their heritage garden, or tastings of local products as part of a wedding stay and achieve an experience that puts both experiential and educational elements of sustainability into practice.
Synthesis and Future Positioning
Overall, the entire three research objectives have been covered, with global alignment being the area of development. Wivenhoe House is a good example of proper operational sustainability, but it can be improved by adding measurable performance indicators, open reporting, and involvement of the guests. Based on the experiences of larger hotels, the property will be able to change an operational green venue into a strategically sustainable heritage leader. This coincides with the opinion of Font and Lynes (2018) that the real sustainability in the hospitality industry should be realised through the integration of ethical responsibility, engagement of the stakeholders, and open communication.
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The analysis of the eco-friendly wedding programme of the Wivenhoe House Hotel indicates that sustainability of the business or brand in the boutique and heritage hotel industry is not only feasible, but also a beneficial strategy to adopt, where executing the programme has integrative and specific contexts. The study discovered that the efforts of the hotel, including waste reduction and local sourcing, fit well with the models of greening suggested by Mair and Jago (2010) and SDG 12 to confirm that even minor venues could make a significant impact on the purpose of responsible consumption and production (UNEP & UNWTO, 2017; Hall, 2019). Wivenhoe House, though its sustainability culture is ensconced with creative low-cost operational frugality like one-wedding-day and local supply partnership, depicts how heritage sites can overcome structural constraints with innovative creative approaches (one-wedding-day and local partnership on suppliers) (Kasim, 2009; Mensah, 2019).
The experience and results of the placement indicate that the requirements of sustainability in the wedding industry have not only to do with the frameworks but with the behavioural involvement and the organisational culture (Font and Lynes, 2018; Morrow and Hensley, 2022). The use of employee enthusiasm and training turned out to be essential sources of enablers, in line with Hsieh (2012) and Mihalic (2016), who observe that internal motivation is the key factor to sustainable hospitality success. In addition, the fact that Wivenhoe House is involved in engaging with Guardians of Grub implies a shift in the emphasis on symbolic sustainability to a measurable impact, which is what Dahl (2010) and Ramus and Montiel (2005) discuss in the context of the risk of greenwashing.
In comparison, the results are broader than other studies carried out with MICE evidence in the past, such as those by Anas et al. (2020) and Gultom, Rinaldi and Setiawati (2025) and show that the smaller event venues can realise sustainability without the massive investment in capital. This augments the arguments of Chan and Hawkins (2012), who suggest that the role of managerial leadership and the environmental management systems can be used as substitutes for the large-scale interventions with technology. It is also evident that the decision by the hotel to reveal green choices proves the findings made by Hanani, Triyuni and Trisnayoni (2023) and Siu, Zhang and Kwan (2020), who note that open communication boosts customer satisfaction and perceived value.
Moreover, the exemplification of local food and design practices proves the increased topicality of the circuit economy models in the hospitality industry (Gossling and Hall, 2019; Sarkis, 2020). Local sourcing and growing herbs on the premises lowers environmental imprint and helps to develop regional economic sustainability, which is why Cvelbar and Dwyer (2013) underline the multi-stakeholder benefits. This is in line with Becken and Dolnicar (2016), who explain that there is synergy between environmental responsibility and market competitiveness.
In this case study, the authors confirm the claim made by Raj and Musgrave (2021) and Brown, Getz and Pettersson (2015) that events in the name of sustainability create emotional experiences and brand equity. Ethical practices are also becoming associated with authenticity, trust, and immersion by the guests (Hudson and Miller, 2005; Kim and Stepchenkova, 2020). Wivenhoe House successfully builds a two-sided story of cultural but at the same time environmental policies by balancing heritage aesthetics and sustainability ethics (Kumar and Shekhar, 2023; Roders and Van Oers, 2014) and (Bramwell and Lane, 2011; Sharpley, 2020). Nonetheless, some issues have yet to be overcome- especially transport and uniformity of policies. According to Andersson and Lundberg (2013) and Wadippuli Arachchi (2021), expensive logistical emissions and uneven policy frameworks tend to interfere with the overall implementation. 
This project will constitute a body of knowledge on sustainable wedding management at the Boutique and heritage hotels, making contributions to the ways in which the green initiatives would be operational and marketed in a practical manner. Hopefully, such findings will enable Wivenhoe House Hotel and the hospitality industry, in general, to be environmentally responsible in the long run and gain a competitive edge and customer satisfaction.





[bookmark: _Toc211987067]Recommendations and Practical Strategies
The findings are enhanced with several recommendations to improve the sustainability performance and leadership of Wivenhoe House Hotel in the industry.
Benchmarking and Formal Sustainability Certification
Recognised certifications like Green Tourism or Eco Smart should be sought by the hotel, and this is in line with what Jones (2018) and Grant (2017) argue that third-party validation will increase the credibility of the company and consumer confidence. Benchmarking against the global sustainability standards would also be viable with certifications (Laing and Frost, 2010; Hall, 2019).
[bookmark: _Toc211987068]Enhance Carbon and Waste Measures
Even though such efforts as Guardians of Grub show the improvement, having measures of carbon accounting of events would provide the opportunity to be transparent and make decisions based on the information (Darnall and Edwards, 2006; Perez-Calderon, Milanes-Montero and Ortega-Rossell, 2020). The continuous monitoring could be facilitated with the help of implementing the life-cycle analysis tools or collaborating with the local universities (Swarbrooke, 2019; Walker and Walker, 2022).
[bookmark: _Toc211987069]Transport Environment effort
Guest travel is a poor performance indicator. The hotel can work with local authorities to encourage the use of electric vehicles or offer a carbon-offset alternative (Sheldon and Koesler, 2022; Zeppel, 2011; Walker and Walker, 2022). Developing shuttle collaborations or even providing discounted group formats will be similar to the results reported by Andersson and Lundberg (2013) regarding the reduction in event transportations in terms of emissions.
[bookmark: _Toc211987070]Improved Community participation
The creation of partnerships with other local artisans, florists, and food cooperatives would also help to incorporate the hotel into the regional system of sustainability (Robertson and Rogers, 2014; Gossling and Hall, 2019). Organisation of sustainability workshops either in pairs or for a general audience would help the relationship with the community, as well as enhance the recognition of the brand (Raj and Musgrave, 2021; Becken and Dolnicar, 2016).
[bookmark: _Toc211987071]Sustainability Marketing through Digital Innovation
The hotel ought to increase digital narrative concerning its sustainability process via social media and engaging material. According to Gretzel et al. (2015), digital engagement plays a significant role in green credibility perception. The adoption of virtual tours displaying sustainable wedding offerings is one way to draw sustainable audiences (Grant, 2017; Kim and Stepchenkova, 2020).
[bookmark: _Toc211987072]Employee Training and Reward Programmes
The further introduction of sustainability into the culture of the employees via organised workshops, incentives, and reward schemes will be used to guarantee consistency as well as motivation (Hjalager, 2010; Font and Lynes, 2018). Sustainable behaviours can be reinforced through training modules on waste segregation, engagement with guests, and resources (Walker and Walker, 2022).
[bookmark: _Toc211987073]Research Collaboration and Continuous Improvement
Last but definitely not least, the active research projects in partnership with hospitality institutions and organisations involved in sustainability are the efforts that will ensure that Wivenhoe House remains the leader in the area of innovation (Hudson and Miller, 2005; Mason, 2021). Running research into carbon footprint or consumer behaviour in sustainable weddings alongside co-development would enable the venue to be a thought leader in regards to responsible event management (Raj and Musgrave, 2021; Grant, 2017).
Following these suggestions, Wivenhoe House can become not only an operationally neutral location but also a model of responsible hospitality based on heritage initiatives, and it can also improve its image in the market and promote its role in increasing global sustainability (UNEP & UNWTO, 2017; Mihalic, 2016).
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Appendix 
Table: Thematic Analysis – Development of Key Themes in Sustainable Wedding Practices at Wivenhoe House Hotel
	Keywords / Codes
	Initial Meaning / Pattern Identified
	Sub-Themes
	Key Sources (Data/Observation)
	Final Theme

	“Plastic removal”, “Recycling bins”, “Energy-saving operations”, “One wedding per day”, “Behavioural change”
	Emphasis on operational sustainability, efficient use of resources, and internal behavioural change rather than capital-intensive measures
	• Waste and energy efficiency 
• Behavioural and cultural sustainability 
• Low-impact heritage operations
	


Observation notes; Hotel sustainability policy; Mair & Jago (2010); Wee, Mustapha & Anas (2021)
	


Operational Resource Management

	“Water efficiency”, “Room dispensers”, “Guest recycling”, “University collaboration”
	Integration of resource-saving methods suitable for a heritage site
	• Staff involvement and innovation 
• Constraints of heritage structure
	Edge Hotel School observation; Yin (2018); Meng et al. (2024)
	

Operational Resource Management

	“Local sourcing”, “Seasonal menu”, “Herb farm”, “Sustainable seafood”, “Guardians of Grub”
	Environmentally conscious supply chain reducing carbon footprint and waste
	• Local and ethical sourcing 
• Circular food economy 
• Waste accountability
	Hotel catering documentation; Guardians of Grub programme; Hanani, Triyuni & Trisnayoni (2023); Susyarini et al. (2024)
	


Sustainable Supply Chain Integration

	“Supplier collaboration”, “Reduced packaging”, “Food donation”, “Community relations”



	Suppliers engaged in sustainability and social responsibility
	• Green supplier partnerships 
• Community contribution
	Hotel supplier codes; Wadippuli Arachchi & Nawarathna (2021); Jones et al. (2014)
	Sustainable Supply Chain Integration

	“Eco-friendly décor”, “Digital invitations”, “Recycled materials”, “Seed favours”
	Promotion of eco-friendly wedding components integrated into the sales process
	• Sustainable wedding design 
• Digitalisation and waste avoidance
	Hotel eco-wedding brochure; Wivenhoe House (2024); Hanani et al. (2023)
	Guest Engagement and Program Communication

	“Sales team interaction”, “Guest education”, “Brochure communication”, “Eco-choice framing”
	Guests perceive sustainability as part of personalisation, not compromise
	• Sustainability communication 
• Emotional engagement and satisfaction
	Observation; Siu, Zhang & Kwan (2020); Font & Lynes (2018)
	Guest Engagement and Program Communication

	“SDG 12 alignment”, “Circular economy”, “Responsible consumption”, “Measurement and reporting”
	Efforts linked to UN Sustainable Development Goals and circular principles
	• Strategic policy alignment 
• Quantifiable sustainability reporting
	UNEP & UNWTO (2017); Jones, Hillier & Comfort (2014); Wivenhoe House (2025)
	Alignment with Global Sustainability Frameworks 
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Based on the Suffolk, Essex border this hotel boasts a fantastic location,
and there is plenty to see and explore in the local area. The hotel has a
stylish brasserie offering a perfect combination of classic dishes and
modern cuisine, in a relaxed, informal setting, and an outdoor terrace for
dining alfresco on those balmy summer evenings. The brasserie and bar
is open every day for lunch and dinner, or if you fancy something a little
more special, why not enjoy our impressive afternoon teas, available all
week. With luxury bedrooms suitable for families, to contemporary
classic rooms perfect for a couple’s getaway, Wivenhoe House also
offers incredible balcony rooms with views overlooking the breath-taking
grounds and picturesque countryside. If you are searching for the
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Free High Speed Internet (WiFi)
Squash offsite
Taxi service
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Seating area

Flatscreen TV

Non-smoking rooms

Family rooms
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Research Objective

Practical Example

Objective 1: To determine
green practices embraced in the
of

organisation greener

weddings

Observation 1: During pre-wedding setups, the banqueting
supervisor reminded staff to switch off uplighters and unused
lighting in heritage rooms. Housekeeping teams competed to
achieve a “zero-bin” shift by segregating recyclables and

reducing waste.

Observation 2: A weekday wedding trialled a “zero-waste”
setup where leftover buffet food was recorded and

repurposed for staff meals the following day.

Objective 2: To analyse the

alignment  between  these

measures and global
sustainability frameworks (SDG

12)

Observation 3: Although Wivenhoe House publicly aligns its
sustainability message with SDG 12, the author found no
formal seminars, workshops, or reporting structures during
the placement that actively linked staff or guests to the UN

framework.

Objective 3: To identify how

green  programmes  affect

customer  perception  and

competitive advantage

Observation 4: In a pre-wedding consultation, a couple chose
a “green décor” package using recycled jars and repurposed
flowers after viewing photos and hearing about waste

reduction benefits.

Observation 5. Initially sceptical staff later embraced eco-

decor after positive guest feedback and social media praise.
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Research Objective | Key Findings Theoretical Link / Discussion | Status
1. To determine | Wivenhoe House implements | Aligns with Mair and Jago’s | Fully
green practices | practical sustainability | (2010) nine areas of greening, | addressed
embraced in the | measures such as one- | emphasising waste, energy, and
organisation of | wedding-per-day scheduling, | venue operations. The
greener weddings plastic  elimination, waste | behavioural approach mirrors

recycling, and on-site herb | Hjalager (2010), who highlights

farming. innovation through cultural and

operational adaptation rather
than capital intensity.

2. To analyse the | The hotel aligns its eco- | Reinforces the sustainability | Partially
alignment between | wedding practices with SDG | integration proposed by UNEP | addressed
such measures and | 12 through circular economy | and UNWTO (2017) regarding
global principles, waste | responsible consumption and
sustainability accountability, and ethical | production. = However, the
frameworks (SDG | sourcing, but how they did it is | absence of carbon accounting
12) neither stated on the website | and certification limits its global

nor it has been observed by the | comparability.

author.
3. To identify how | Guests perceive sustainability | Supports Font and Lynes (2018) | Fully
green programmes | as a form of personalisation | on CSR-driven hospitality and | Addressed

affect customer
perception and
competitive
advantage

and elegance rather than
compromise. The eco-wedding
brochure and “Guardians of
Grub” partnership enhance
authenticity which is reflected

in their ratings on TripAdvisor.

Siu, Zhang and Kwan (2020) on

customer engagement.
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Element

RESEARCH

STRUCTURE

PROOFREADING

WRITING

CREATIVE

PROGRAMING

NONE

Description

For this assessment, you can use Generative Al to support you in
research and data analysis.

For this assessment, you can use Generative Al to support you in
structuring your submission, including creating a draft argument
structure, identifying parts and headings, etc.

For this assessment, you can use Generative Al to check your own
text/creation for grammatical and syntactical mistakes, including
getting suggestions to rephrase your work.

For this assessment, you can use Generative Al to create text for
submission.

For this assessment, you can use Generative Al to create creative
materials, such as images.

For this assessment, you can use Generative Al to create and check
code.

For this assessment, you are not allowed to use any type of Generative
Al support. This includes research support, structure support,
writing/proofreading support and creative support.
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Yes No
Yes No
Yes No
Yes No
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