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Hotel visitors are increasingly concerned about greenwashing. Unless halted or examined, this might undermine green hotel appeal. Fighting climate change is hampered by greenwashing (Mohd Suki & Suki, 2022). Greenwashing makes a company seem to be more environmentally friendly than it is. This encourages fake climate solutions that distract from and postpone serious action. The mainstream hospitality literature has not thoroughly explored greenwashing; it is important to study how it influences consumers, confidence and behaviour. Our analysis fills this gap and affects many businesspeople. Green is growing increasingly popular. This research examines how hotel greenwashing impacts prospective guests' green trust, which may influence their intentions to return, share, and participate in green activities. Premier Inn Limited was chosen. Read the study to learn why greenwashing is essential and how it may improve the hotel.
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More than 800 hotels with more than 72,000 rooms make up the British limited-service hotel group Premier Inn Limited. It is the biggest hotel name in the UK. It competes with hotels like Travelodge and Ibis by running hotels in city centres, suburbs, and airports, among other places.
Whitbread began the business in 1987 as "Travel Inn" to compete with Travelodge. The current company, "Premier Travel Inn," was formed when Whitbread bought "Premier Lodge" and Travel Inn in July 2004. The name "Premier Travel Inn" was changed to "Premier Inn" in October 2007. 70% of Whitbread's income comes from Premier Inn. For example, a hotel might tell its guests to reuse blankets but not buy energy-efficient machines or sources of clean energy (Kaven, 2022).
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Most of the information about how customers view greenwashing comes from hotel owners, green efforts, such as making claims about saving resources, using green marketing, sharing green knowledge, giving out green information, and getting environmental certification (Miller & Maxwell, 2017). Hospitality workers may use the mental model to understand why clients may not believe in hotels green activities. With this study as a foundation, hotel greenwashing research may continue. Shehrin et al. (2017) define greenwashing as corporate fraud in which corporations misrepresent their environmental friendliness or product benefits. It's misrepresenting the environment by seeming like they care but just saving and making money. Companies utilize "go-green", "environmentally friendly", and "eco-friendly" to seem environmentally conscious when they don't. This is "greenwashing". Hotel greenwashing is deceiving customers with phony environmental measures, according to the literature. Some hotels may utilize misleading marketing to entice customers to participate in eco-friendly initiatives like recycling towels and linens and conserving water and energy, even when the purpose is to save expenses and earn more money in the name of sustainability. Miller and Maxwell (2017) also define greenwashing as inflating the hotel's green image and solely communicating positive eco-friendly facts. The hotel's environmental impacts are also hidden or blamed on other factors.
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A self-report survey was initiated utilizing two real-life green hotel practices: reusing towels and energy-saving indicators. The findings suggest that believing in greenwashing negatively affected green faith, which was associated with the intention to return, the intention to participate in green activity, and unfavourable word of mouth (Shahrin et al., 2017). 
Many hotel guests realize that some of their green practices are really cost-cutting. Greenwashing is when a company uses deceptive marketing or PR to seem environmentally conscious. Greenwashing occurs when a corporation avoids negative facts to promote a favourable image (Chandra & Verma, 2018). 
Hotel and tourism literature have studied greenwashing less than public opinion and marketing. Statistics show that 60% of hotel guests are unsure whether they are eco-friendly. However, greenwashing by a hotel may not reduce faith in its environmental measures. Hotel customers who support green practices may be more likely to return and participate or less likely to disseminate negative word of mouth (NWOM) (Chandra & Verma, 2018). 
Previous experience with green hotels influenced the association between green confidence and the three behavioural objectives. This implies that experienced consumers have weaker ties. But moderation only worked when the towel was reused. Marketing and hotel owners face several repercussions. Premier Inn uses guest data for environmental measures. Even if they publish an ESG report and claim to meet GRI criteria, self-reported data that hasn't been verified may raise suspicions of greenwashing (Corrêa & Ribeiro, 2020).
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Global concerns regarding greenwashing financial commodities are growing. This is mainly because labels aren't always obvious and there's no widely accepted taxonomy. The International Organization of Securities Commissions and international authorities have noted this issue. The IOSC's Sustainable Finance Task Force investigates greenwashing and other concerns to safeguard investors. Rahman (2023) states this working group includes ASIC. 
A new EU regulation classifies investments and corporate activity as ecologically or sustainably favourable. The US Securities and Exchange Commission maintains a task force to uncover gaps or incorrect information in ESG reports and issues with funds' ESG programs. 
whether the product supplier doesn't explain how they determine whether the product is socially or ecologically responsible, or if they overestimate their green credentials in ways that don't match how they conduct their company, they may be deceptive. 
Misrepresented products threaten a fair and functioning financial system. This falsehood alters key information that investors may need to make good ESG-based investing decisions. Dealing with this threat will improve market governance and accountability.
ASIC is looking into how greenwashing might be seen in the fund's management space. This comes after our look at how big, listed companies talk about climate risk. When we looked at climate-related disclosures again a few years later, we found that standards had risen. For example, many publicly traded companies voluntarily followed the advice of the Financial Stability Board's Task Force on Climate-related Financial Disclosures. However, it was found that some companies' disclosures about sustainability had a "marketing" feel to them.
Boards should be aware that the Corporations Act 2001 (Cth) forbids deceptive and misleading behaviour as well as making false or misleading claims. These rules also apply to financial goods like stocks and bonds. So, we tell boards to be careful of greenwashing and to check if their company's information about environmental risks and opportunities or their fund's advertising of ESG-focused investment products really shows how they work in this area (Rahman, 2023).
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Self-evaluation is a big part of Premier Inn's environmental program. There are holes in this when it comes to being honest and trustworthy (Howard & Howard, 2022).
Control from outside sources and stricter standards set by reputable organizations like LEED or BREEAM make greenwashing less of a problem.
A lot of people who stay at hotels know that some of the things they do are green on the surface but are just ways to save money. Greenwashing is the dishonest use of marketing or public relations to make a business look like it cares about the environment. It is so important that one-third of tourists are worried about it (Sun et al., 2023): companies that greenwash try to put on a good business image by only publishing positive information and not publishing bad information.
Public opinion and marketing literature have written a lot about greenwashing, but there hasn't been as much study in the hotel and tourist literature. According to the numbers, 60% of people who stay in hotels are not sure if they are eco-friendly. But it's not clear if greenwashing by a hotel would make people less likely to trust its environmental practices. It's also not known if hotel customers who believe in green practices will be more likely to stay there again and take part in those practices or less likely to spread bad word of mouth (NWOM) (Howard & Howard, 2022).
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Premier Inn spends money on "green" technology like LED lights and fixtures that use less water. Still, the general effects of these technologies rely on things like how the trash is disposed of and the energy sources that are used.
To be sustainable, you need a plan that covers everything, like how to handle trash, how to use water, how to use energy, and how to get things in a decent way. It's not just one type of technology. Low-carbon and environmentally friendly green and sustainable technologies are growing quickly and will likely rule the world in the future. Unfortunately, the terrible effects on the environment, health, and the economy of choices that aren't sustainable are getting worse all the time. To build a strong global society (Saber, 2020), it's clear that green technologies need to be used more quickly.
To do this, we need to use more storage ideas and sustainable energy sources like solar, wind, water, tidal, and geothermal power. We also need to use more recycling, industrial symbiosis, and industrial ecology technologies to process green materials. The way people get around needs to be made less carbon-based. All of the world's unstable systems need to be replaced with green, robust systems, and new green technologies need to be grown to fix the damage done to the environment. To build a strong society, we need to think ahead about problems and world disaster risks and get ready for them. Free and open-source technology creation has been shown to be one of the best ways to come up with new ideas and get them to a lot of people quickly. So, open-source green technologies are especially interesting because they combine the speed with which open-source innovations can be made with the need to speed up the adoption of green technologies. 
The international, open-access magazine Green Technology, Resilience, and Sustainability is about engineering and study in green technology that focuses on finding ways to make the world more resilient and sustainable. Saber (2020) says that the magazine wants to be the best place for peer-reviewed original studies and studies on Green Technology, Resilience, and Sustainability.
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· Look for a fair combination of key factors for sustainability.
· More information needs to be shared about energy sources and how to use green energy. Get detailed reviews from sustainable experts who aren't biased.
· More weight should be given to broad sustainable practices than to specific technologies. Visitors should be able to choose to join programs like reusing towels.
· Premier Inn has taken steps to be more environmentally friendly, but some people may be worried about greenwashing because the company relies on its own figures and doesn't let anyone else check them. They might improve their image and environmental impact by being more open, accepting third-party approval, and having a complete plan for sustainability.
· Premier Inn raises concerns about greenwashing in some places, even though it promotes its "Force for Good" program and eco-friendly activities. Because they self-reported the data and didn't get it checked by someone else, there is reason to be worried.
· There is a need for clarity because of programs that reuse towels and vague claims about green energy. Even if they use green technology, they need an all-encompassing plan that is open and can be looked at from the outside. If Premier Inn really wants to be green, it could offer guest choice, independent verification, and a focus on more eco-friendly methods (Rahman, 2023).
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Greenwashing is a big problem when it comes to fighting climate change. Greenwashing is when a business or other group falsely leads people to think that they are doing more to protect the environment than they really are. This leads to fake answers to the climate problem that take attention away from real action and delay it. A lot of hotels now offer "green" trips and other things on their grounds that they say are good for the environment. It's not always true that hotels, spas, and ships offer "eco-friendly" services or perks. Greenwashing is when a business says something good about the environment about something it's doing that isn't true. The goal is to make the business look better than it really is. The green claim usually has something to do with how the product or service helps the earth. The hotel Premier Inn should start green cleaning to reach its goal.
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