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Executive Summary
Marriott faces accusations of greenwashing despite demonstrating commitment to sustainability. Concerns arise from discrepancies in energy practices, adverse impacts of certain programs, and less ambitious climate targets compared to competitors. While self-evaluation and sustainability reports showcase transparency, external assessments could enhance credibility. Marriott actively integrates "green" technology but needs increased transparency and genuine environmental efforts to build and maintain stakeholder trust.
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Greenwashing, a term created to describe the deceptive practice of misleadingly presenting a company's environmental initiatives to appear more sustainable than they genuinely are, has become a notable concern within the hospitality industry. Greenwashing is when hotels say they're super eco-friendly, but their actions don't really match up. Greenwashing refers to the deceptive advertising, marketing, or public relations strategies employed by companies to portray an environmentally friendly image (Parguel et al., 2011). 
They might do this to attract guests who want to stay in places that care about the environment. When there is a tendency for a product to be manipulated to appear sustainable, consumers develop suspicions about the company, resulting in a reverse correlation between Greenwashing and trust (Braga Junior et al., 2019).
The practice of misleadingly employing marketing or public relations strategies to create a false perception of environmental friendliness is commonly known as greenwashing (Aji and Sutikno,2015). As consumers increasingly prioritize eco-friendly practices, hotels are under pressure to demonstrate their commitment to environmental responsibility. However, some establishments engage in greenwashing, employing tactics that may exaggerate or misrepresent their sustainability efforts. 
This report focuses on the phenomenon of greenwashing in the hospitality sector, taking the Marriott hotel as a case study. By examining how greenwashing manifests in the practices of Marriott and its potential impact, this report aims to provide insights into the challenges of ensuring genuine sustainability in the hotel industry and cultivating consumer trust.

[bookmark: _Toc160104590]Have the hotel been accused of greenwashing?

Marriott, along with numerous establishments in the hospitality sector, has shown a growing commitment to environmental sustainability. Several hotels, including those falling under the Marriott brand, have implemented various initiatives aimed at reducing their environmental impact. These efforts commonly include strategies such as improving energy efficiency, minimizing waste, conserving water, and actively engaging with local communities. 
Marriott International has been accused of participating in "greenwashing” (Review, 2023). Despite Marriott's commitment to acquiring 30 percent of its electricity from renewable sources by 2025 (Author, n.d.), there is a notable discrepancy in its reported energy practices. In 2018, The hotel chain did not report obtaining any renewable energy raising questions about the sincerity of its environmental goals, furthermore, while Marriott allocated $33 million for energy-saving projects like LED lighting retrofits, this investment is overshadowed by the substantial $3.4 billion returned to shareholders in the same period (Daily Kos, n.d.). Marriott's climate targets also appear less ambitious compared to rival Hilton. This situation exemplifies a classic instance of greenwashing, and unfortunately, it adversely impacts the workforce by cutting on their working hours (Daily Kos, n.d.).
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Marriott International has faced scrutiny in certain areas where it could be perceived that they are engaging in greenwashing. Critics have pointed out instances where the company's environmental initiatives may be construed as more for cutting labour costs. In 2015, the San Francisco Marriott Marquis embraced Marriott's "Make a Green Choice" program (Author, n.d.), encouraging guests to abstain from daily room cleaning in exchange for points in Marriott International's loyalty program. The implementation of "Make a Green Choice" has had adverse effects on housekeepers, with a significant 91% reporting a reduction in hours (Author, T n.d.). 
The company promoted this service as a means to reduce water waste and minimize chemical usage. However, they have faced allegations of attempting to reduce labour costs (Author, T n.d.). “When companies disguise job cuts as a sustainability measure, it hurts the cause of climate justice” (Author, T n.d.).
The introduction of a program offering loyalty points for reusing towels has also been accused of greenwashing, with critics suggesting that it may be more oriented towards cutting labour costs than genuinely contributing to environmental conservation. Business organizations may employ greenwashing tactics as a strategy to enhance customer support and increase profitability (TL Ling, NA Aziz. 2021). This scepticism, in turn, can diminish customer participation in a hotel's green initiatives, such as linen reuse programs, and reduce the likelihood of guests revisiting the hotel (Rahman, I., Park, J., & Chi, C. G. 2015).
Marriott, with approximately 7,200 properties and 1,362,000 rooms, emits a carbon dioxide volume comparable to that of a small town (Author, n.d.). This directly affects the environment, posing potential serious consequences in the future (Farčić et al., 2020). The hotel's carbon emissions, as estimated by (Santos et al. 2023), contribute to around 1% of the global carbon emission.While the hotel chain has managed a 3% reduction in carbon emissions per square meter since 2016, this progress falls short of the urgent requirements dictated by the global climate crisis. Marriott has established climate objectives, intending to reduce water consumption by 15%, carbon emissions by 30%, waste to landfill by 45%, and food waste by 50% by 2025 (Author, n.d.). Although a positive step, these targets remain relatively modest compared to industry competitors, with Hilton committing to a more ambitious 61% reduction in carbon emissions by 2030 (Author, n.d.).
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Marriott, like many companies, conducts self-evaluations and issues sustainability reports to assess its environmental and social performance. These reports typically include information on the company's sustainability initiatives, progress toward environmental goals, and efforts to address social and community-related issues.
In the 2022 report, Marriott shows their dedication to sustainability across its properties, focusing on energy, water, and waste management. In energy and emissions, the company employs advanced technologies, efficiency projects, and renewable energy to achieve a 30% reduction in carbon intensity by 2025 and aims for net-zero emissions by 2050 (Ocial, Overnance and Ppendices, 2022).  The water strategy involves tailored programs for each property, targeting a 15% reduction in water intensity by 2025. Waste reduction initiatives aim for a 45% decrease in waste-to-landfill and a 50% reduction in food waste by 2025 (Ocial, Overnance and Ppendices, 2022). 
Marriott collaborates with stakeholders and provides resources for waste reduction. The comprehensive approach reflects Marriott's commitment to sustainability and social impact. The report also showed that in 2021 their initiatives included local sourcing projects worldwide, engaging with small-scale fishing communities and promoting local products (Ocial, Overnance and Ppendices, 2022). 
The fact that Marriott publishes annual reports indicates a commitment to transparency and accountability, allowing stakeholders, including investors and the public, to assess the company's performance and efforts in various areas, including sustainability. These reports can serve as a means of self-evaluation and showcase the company's dedication to improvement and responsible business practices.
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Overall, self-evaluation is an active and forward-thinking procedure that enables companies to adjust to the constantly evolving business environment., meet stakeholder expectations, and contribute to their long-term success. In instances of greenwashing, the primary motivation for companies to conduct self-assessments is often to conceal fraudulent activities (Skerritt et al., 2023). 
Sustainability self-evaluation is an integral part of corporate responsibility, ensuring companies not only fulfil environmental and social expectations but also play an active role in fostering a more sustainable and resilient future. While some pursue genuine improvement and sustainability, others may misuse self-evaluation for deceptive practices, such as greenwashing, to project a positive image without actual commitment. 
Transparency and authenticity are crucial in utilizing self-evaluation for positive impact. Organizations can leverage self-evaluation for various purposes depending on their business intentions and values (Lv et al., 2021).
Marriott engages in comprehensive self-evaluation, evident through its annual reports, to assess and improve its sustainability practices. This evaluation encompasses environmental impact, resource management, compliance with standards, stakeholder expectations, innovation for sustainability, social responsibility, risk mitigation, reporting transparency, goal achievement, and continuous improvement. By conducting rigorous self-assessment, Marriott demonstrates its commitment to responsible business practices, adherence to sustainability goals, and a proactive approach to addressing environmental and social challenges.
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Marriott is actively integrating sustainable practices and "green" technology across its operations, based on the information from the  (Ocial, Overnance and Ppendices, 2022) report published by Marriot they are actively trying to implement renewable energy including on-site solar installations and EV chargers. The adoption of green technology in business can reduce the utilization of natural resources (Bilal et al., 2021).
Marriott implements waste reduction initiatives globally, exemplified by the establishment of a "Food Waste Laboratory" at London Heathrow. This innovative approach aims to repurpose potential food waste, resulting in substantial reuse achievements within a month (Ocial, Overnance and Ppendices, 2022). 
Marriott adopts a comprehensive global water strategy, customized for each property, to effectively manage water-related risks across the entire property lifecycle. It is crucial for companies to embrace a comprehensive green marketing orientation that extends throughout the entire organization (Dangelico & Vocalelli, 2017). Green technology examples, such as sustainable agricultural practices, play a crucial role in promoting eco-friendly production (Yang et al., 2020).
The company has also set ambitious renewable energy goals for 2025, targeting a minimum of 30% of overall electricity sourced from renewable sources. The company is actively exploring on-site solar installations, identifying over 800 properties in the U.S. with potential for such initiatives. Green technology serves as an overarching concept aimed at minimizing human impact on the natural environment (Rao et al., 2021).
The active pursuit of renewable energy goals, waste reduction strategies, and the use of innovative technologies align with the adoption of "green" practices, indicating a commitment to sustainability within Marriott's operations.
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Instead of self-evaluating, Marriott could consider engaging external third-party auditors or sustainability certification organizations to conduct independent assessments of its environmental and social performance. Companies should actively involve stakeholders from various sectors, to provide them with specific feedback on sustainability practices (Szabo and Webster, 2021). This external validation can provide additional credibility to Marriott's sustainability claims and demonstrate a commitment to transparency and accountability. 
Hotels can establish credibility with environmentally aware patrons by openly sharing information about their eco-friendly practices and initiatives. Additionally, when staff members exhibit a solid understanding and awareness of green issues, it further enhances this trust (Chen, M. F., & Tung, P. J. 2014). 
Independent audits or certifications from reputable organizations can bolster the company's standing and foster trust among stakeholders, encompassing consumers, investors, and the broader public. Green transparency signifies a genuine dedication to sustainability, demonstrating a company's readiness to be answerable for its actions, thereby fostering trust with consumers (Jang, K., & Hustvedt, G. 2014).
 Establishing trust is crucial for cultivating robust customer relationships Additionally, external assessments can bring fresh perspectives and insights, identifying areas for improvement that may not be apparent in a self-evaluation.

[bookmark: _Toc160104596]Conclusion

Marriott's commitment to environmental sustainability faces scrutiny amid accusations of greenwashing. Despite setting ambitious goals, discrepancies in energy practices and program impacts raise concerns. Accusations centre on initiatives perceived as cost-cutting measures rather than genuine sustainability efforts. While Marriott's self-evaluation, reflected in annual reports, demonstrates transparency, external assessments by third-party auditors could enhance credibility. The use of "green" technology aligns with sustainability goals, but addressing accusations requires increased transparency and a focus on genuine environmental practices to build and maintain stakeholder trust.
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