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Think of a globe in which hotels are not temporary accommodations but integrate living spirits that create a tapestry of woven fabric across the surrounding ecology. Instead of dumping waste into landfills, it is used to build dynamic furniture or turned into compost to sustain the natural world. Rather than generating energy unethically or losing it to the world, the sun-kissed panels can be implemented to power every room with electricity. It is not a cybernetic landscape but the aspirational mission of circular economy and Marriott International acts as a catalyst towards the mission’s achievement (Jones and Wynn, 2022). Established in 1927, Marriott embraces a circular economy across its corporate social responsibility (CSR) policy. The essay highlights Marriott’s ways of redefining waste, incorporating renewable energy, and cultivating community associations to cease the circle associated with environmental implications. Starting with the exclusion of single-use plastic to altering catering waste into fertile soil, this essay will delve into the creative activities, setting the stage for long-term sustainability across all of Marriott International’s operations (Marriott International, 2023). The essay’s main motive is to dismantle how Marriott, a hospitality sector titan, integrates the principles of circular economy across its CSR policy. First, the essay will unwrap the fundamentals of the circular economy and afterwards create a correlation between CSR and the phenomenon. Subsequently, it emphasizes Marriott International’s pledges and promises regarding the circular economy and the effectiveness of the practices. To further reinforce the discussion, the essay highlights vital instances from other sectors’ leading companies encompassing champion circularity.
As it happens, the conventional regressive model of ‘Take, Make, and Dispose’ is stressing the environment beyond repair. Increasing resource deterioration, escalating waste generation, and the forthcoming climate change repercussions require a radical transformation (Esken, Franco and Fisscher, 2021). This is where the circular economy plays a key role. The phenomenon’s regenerative scheme is designated to retain resources utilised for a prolonged period through the elimination of waste and optimising value. Across the tourism sector, in which resource exploitation ecological consequences are severe, correlating CSR objectives with circular economy principles provides the roadmap for an eco-friendly future. According to Reuter (2023), circular economy refers to the reuse and regeneration of resources or goods, specifically through the medium of maintaining production in a sustainable and eco-friendly manner. To rise above the negative environmental impact, hotels are necessitated to move their focus from consumers of resources and become proactive agents in a closed-looped circle. Recycling and composting should become a priority to save the world from major damages associated with resource depletion, mounting waste mountains, and environmental degradation.
Aside from the ecological advantages, the circular economy reinforces the fundamental beliefs of CSR. Primarily, responsible resource management occupies a prominent space since hotels focus on effectiveness and pursue alternative origins. Besides, environmental stewardship is highlighted via a decline in waste creation, a decrease in greenhouse gases, and the conservation of natural deposits (Inkson and Minnaert, 2018). Most importantly, circularity nurtures an ethical code of conduct, underscoring accountability by developing resilience and instating employment opportunities in recycling and upcycling sectors while empowering local communities through collaboration and cooperation (Wickham, Donnelly and French, 2021). This creates a strong bond between CSR and the circular economy. Even more so, Marriott International is not a lone soldier in the battle to implement a circular economy. For example, Accor Hotels proactively seeks zero waste objectives via composting material, recycling resources, and local community associations. As per Kiezel, Grant and Wiechoczek (2022), in 2022, Accor Hotels reached its target of a 21% decline in its collection waste creation. Moreover, the company targets to accomplish a 50% waste decline by 2025. On the other hand, InterContinental Hotels Group (IHG) prioritises waste preservation with a greywater recycling programme and customer knowledge incentives. Predominantly, IHG adheres to a purpose of a 30% decrease in waste generation by 2030 (Reuter, 2023). Furthermore, another objective is to reduce 10% of water consumption associated with each customer by 2030.
Marriott International, a renowned global giant, has aligned itself as a leading phenomenon in the art of ecological protection across the hospitality sector. The ‘Serve 360’ CSR policy functions as a glimmer of hope, emphasising aspirational targets and all-inclusive incentives oriented toward sustainability for the long term (Marriott International, 2023). Evaluating the CSR policy from the circular economy’s perspective provides invaluable information into its prospects and underscores regions for future development. Essentially, the ‘Serve 360’ encompasses four fundamental components that contribute to the practices, which are ‘Nurture Our World’, ‘Sustain Responsible Operations’, Empower Through Opportunity’, and ‘Welcome All and Advance Human Rights’. In fact, ‘Nurture Our World’ particularly prioritises building sustainable ecology and cohesively collaborates with the circular economy’s core guidance. If anything, incentives such as ‘Food for the Planet’, are targeted to decrease food waste and environmentally friendly procurement through ethical sourcing while on the flip side, ‘Reduce, Reuse, Recycle’ main purpose is to decline operational waste, reinforcing the pledge (Sloan, Legrand and Chen, 2017).
At present, the company has reduced 30% of food waste collectively. However, Marriott pledges to decrease an impressive 50% of its food waste by the year 2025 (Shykina, 2019). By encompassing these circular economy activities into the fundamentals of corporate social responsibility policy, the company showcases a transparent comprehension of the significance of accomplishing prolonged sustainability. More than anything, Marriott International focuses on ethical sourcing, collaborating with supply chains that entail sustainable activities. The hospitality firm uses recycled resources in reformations and facilities, on the contrary, the ‘Eliminate Single-use Plastics’ incentive proactively diminishes plastic surplus. According to Yu (2023), in 2022, Marriott successfully abolished the usage of single-use plastics in all its operations, which contributed to a whopping 2.3 billion decrease in overall plastic utilisation.
Consequently, expanding the lifecycle of products and resources is a crucial aspect of Marriott’s circular economy. The company proactively restores and renews furniture and tools, reducing waste and increasing resource usage. Moreover, to diminish waste accumulating in landfills, the hospitality giant adheres to furniture upcycling. Not only that, Marriott International targets to lessen landfill waste by 45% in 2025 (Kane, 2022). This phenomenon is reinforced by the ‘Reduce, Reuse, Reclaim’ initiative, which prioritises deflecting resources from landfills through upcycling practices. For instance, the company also ensures disposed towels are altered into bathrobes, highlighting the innovative prospect of the circular economy. Furthermore, other discarded textiles are recycled into goods, such as insulation resources or cleaning textiles, significantly diminishing wastes associated with clothes (Haski-Leventhal, 2018). As opposed to that, on the topic of partnerships and collaborations, through the recognition of the force of shared practices, Marriott International cultivates collaborations and partnerships with a range of stakeholders. If anything, the company associates with local communities to collect food through ethical sourcing and indulge in upcycling traditions, building mutually beneficial exchange and profitability while reinforcing area-wise resilience. On top of that, the organisation’s efforts, and collaborations with Non-Governmental Organisations, such as the World Wildlife Fund concerning water preservation and maintainable seafood procurement emphasize the company’s positive implications (Korstanje, George and Nedelea, 2020).
In addition, Marriot International maximises the resource usage criteria, which retains the title of overarching focus. The organisation incorporates water conservation tactics, such as the ‘Greywater Recycling Programme’ and ‘Customer Knowledge Incentives’. Additionally, by implementing reductive water consumption technology, the organisation attained a 10% decrease in overall consumption per customer. Shortly, Marriott targets to reduce an additional 5% in its water intensity. Not only that, eco-friendly energy optimisation techniques integrate apportioning to renewable energy resources, such as solar panels. Currently, Marriott International, since 2009, conforms to a 29% reduction in its carbon footprint associated with every customer (Marriott International, 2023). In the bargain, the company commits to accomplish an increment of 30% at least in its renewable energy usage (Jenkins, 2022). Moreover, the company plans to reduce its GHG emissions by 50% by 2025. If anything, the ‘Water and Energy Targets’ incentive establishes aspirational objectives for additional decline, highlighting the pledge to continuous improvement.
There is still room for development for Marriott International. The company conforms to limitations in transparency as information on advancement and particular implication measurements are not present. This phenomenon results in the jeopardization of accurate evaluation, inhibiting stakeholders’ trust (Management Association, 2018). Similarly, the hotel conglomerate refrains from offering comprehensive personnel training programmes for skill enhancement, which leads to a high employee turnover rate. In addition, the company conforms to scaling challenges as incentives, such as upcycling are only present in a few brands. However, incorporating it across the supply chain can reduce negative impacts considerably. Besides that, Marriott International prioritises retained and managed properties, excluding franchised assets, which prospectively hinders collective implications on circular economy activities (Edgell, 2020). On the other hand, efficient resource usage is praiseworthy, however, it is vital to attend to customer consumption trends via awareness initiatives or behavioural programmes, resulting in a significant decline in waste secretion (Jauhari, 2021).
As mentioned earlier, both Accor Hotels and InterContinental Hotels Group (IHG) are firmly determined to abide by its circular economy incentives. Considering the sustainability advantages, the gains associated with the shift are multi-dimensional. When it comes to cost-savings, the reduction in waste, extension of product lifecycles, and maximising resource intake converts into monetary profit. According to Yu (2023), the hospitality company Hilton’s ‘Three Rs’ incentive, for example, apparently averted a £55 million loss annually. Subsequently, circular economy initiatives improve brand reputation. Chiefly, customers are progressively attracted to sustainability-responsible companies, positioning circularity as the primary driver for brand image and customer satisfaction. For example, as per Esken, Franco and Fisscher (2021), after confirming its commitment to food waste reduction by 50% by 2030, Britannia Hotel conformed to a 47% rise in customer acquisition. Not only that, by encompassing domestic sources for food generation, hotels can build distinctive encounters that appeal to eco-friendly tourists. For example, Travelodge incorporated locally sourced food in all its branches, attracting 31% more customers.
However, challenges are also a major part of the circular economy. If anything, preliminary investment expenses in infrastructure alterations or sustainable innovations can result in a blockade. For example, The Savoy is an old hotel, which necessitates renovations, however, the infrastructure restrictions are hindering the process (Costa and Costa, 2022). Maybe the largest difficulty is altering customer preference. Therefore, stimulating customers to encompass reusable alternatives or adapt conscious consumption behaviour needs efficient communication and targeted marketing strategies. Nevertheless, the difficulties must not dominate the massive potential. For instance, technological innovations, such as smart accommodations, which improve energy usage predicated on customer liking that is applied by Premier Inn at some branches caught the attention of customers. Not only that, partnerships are equally important. If anything, collaborating with local communities, NGOs, and recycling firms can escalate the transformation to a circular economy across the hospitality sector (Batabyal, 2018). As for the future perspective, the demand for low-impact and responsible travelling is increasing, which highlights the circular future. The world can anticipate rising adaptation to renewable energy resources, a broad spectrum incorporating zero-waste incentives, and creative collaborations urging efficient resource usage. Hotels may turn into the centre for local food manufacturing and upcycling programmes, additionally implanting themselves across the local communities they operate. In addition, bestowing knowledge to the customers and involving them will turn into crucial tools, cultivating ethical consumption preferences and stimulating travellers to be proactive applicants of the circular economy (Cooper, 2021).
In essence, the hospitality sector is on the verge of a transformative revolution through the integration of a circular economy. This regenerative measure, focusing on resource preservation and a closed-loop cycle commits to battle against environmental degradation and brings forth economic benefits and improved customer satisfaction. The selected organisation, Marriott International, the dominant company represents the circular roadmap via its ‘Serve 360’ CSR policy, highlighting incentives, such as Nurture Our World and Reduce, Reuse, Recycle. However, challenges are an integral part, including scaling up upcycling across the supply chain and tackling changing customer preferences. In addition, collaboration and transparency provide a committed roadmap for the future. Aside from Marriott, industry legends, such as Accor and IHG also showcase determination in dealing with food waste, water conservation, and carbon emissions, highlighting the adoption of circularity. Not only that, the future seems distinctly circular, with the focus on innovations, such as smart rooms, an imminent phenomenon across the hospitality industry in the future. The circular economy is far from a trend but a paradigm shift. By encompassing this phenomenon, the hospitality industry can change its resource consumption by becoming proactive agents in a closed-loop system, resulting in diminished emissions, and creating an immersive customer experience.
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