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Executive Summary

The report discusses in depth the implications of the unscrupulous practice of greenwashing that many organisations within the hospitality sector resort to. With the escalating demand for environmentally sustainable products, these organisations make exaggerated claims about their products' eco-friendliness or the sustainability measures they undertake. This is a disconcerting issue that not only misleads consumers but also undermines the efforts of businesses that are genuinely environmentally conscious. The report has critically analysed the greenwashing practice, offering examples from the industry, and has also proposed a model for future sustainable tourism and hospitality.














1. Greenwashing Overview 

1.1 Greenwashing Definition 

Jay Westerveld, an environmentalist, and researcher was the pioneer of the "greenwashing" concept, in the year 1986. This is the practice of companies portraying themselves as environmentally conscious while engaging in unsustainable practices. Greenwashing is a deceptive practice that conveys a false sense of environmental responsibility through misleading marketing and claims (Mahoney et al., 2013).
A recently conducted study has deciphered another relevant concept, contractors' Greenwashing Behaviours, and focused on the contributory factors. These behaviors refer to making positive environmental claims while failing to deliver on the promised environmental performance. The study revealed that contractors who indulge in such behaviors are influenced by several factors, including pressures, opportunities, and rationalizations (He et al., 2022).
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Fig No 1: Greenwashing Behaviours Factors
(Source: https://journals.sagepub.com/)
The association between economic pressures and environmental costs has received considerable interest in recent years. Contractors under pressure to reach financial and non-financial targets may resort to unethical practices to achieve ecological goals with limited budgets (Harrison et al., 2018). 
Hengst et al. (2020) have highlighted the predicament faced by contractors who invest in the implementation of environmental practices. According to their findings, such contractors often encounter significant costs and resource expenditures which can pose a challenge to their profitability.
In cases where managerial circumstances are inadequate and lack necessary oversight, contractors may find opportunities to bypass controls. While prioritizing high-valued objectives, such as project duration and quality, it is important to note that there may be fewer resources available for environmental supervision. Adequate controls and resources would mitigate any potential negative impacts on the environment (Harrison et al., 2018). 
It is critical for all industries, especially the hospitality sector, to conduct analyses of the factors that contribute to the greenwashing phenomenon. Consequently, companies will avoid the risk of greenwashing and provide valid, and trustworthy sustainable claims.

1.2 CSR Overview

Ensuring transparency and sustainability in business operations is critical to building trust within the community and avoiding misleading consumers through greenwashing. As such, companies must be open and honest about their environmental practices. 
Martín de Castro and González-Masip posit that businesses must develop a comprehensive Corporate Social Responsibility (CSR) program as a necessary component in avoiding greenwashing. A well-designed CSR program guides companies in adopting responsible policies, incentivizes ethical behavior, and penalizes irresponsible practices (Gardetti and Torres, 2016). 


1.3 CSR Advantages and Disadvantages

Businesses can demonstrate their commitment to environmental responsibility by implementing a CSR program. Such a program includes initiatives aimed at reducing the carbon footprint of an organisation, increasing energy efficiency and conservation, reducing waste, and promoting sustainable practices. However, it is important to carefully consider the advantages and disadvantages of enforcing a CSR program (Makaros, 2015). 
	Advantages
	Disadvantages

	· improving a business's image 
	· can be costly

	· retaining employees
	· increases shareholders' resistance

	· getting regulatory approval
	· promotes greenwashing

	· attracting new shareholders
	



In the present era, endeavors towards sustainability have become increasingly significant, especially considering the growing number of eco-conscious consumers. It is worth noting that, as per statistical data, approximately 60% of hotel consumers express skepticism regarding the authenticity of eco-friendly practices implemented by hotels. Furthermore, a noteworthy finding from a Statista.com report in 2022 revealed that over 80% of the travelers surveyed want to pay a higher price to stay at an eco-friendly accommodation, which boosted the ecotourism industry to an impressive global market share of 172.4 billion dollars (Statista.com, 2024). 
According to Skift Research, a staggering 83% of global tourists believe that eco-friendly tourism is a crucial aspect of the future of travel. Furthermore, Booking's Sustainability Report for 2021 highlights that 73% of travelers are more inclined to select accommodations that have implemented sustainable practices. Moreover, a recent study conducted by Futtera (in the US and UK) reveals that 88% of consumers expect brands to support their efforts to enhance their environmental and social impact. These figures serve as a clear message to hoteliers to base their business plans and strategies on sustainability and adapt to provide more opportunities for sustainable travel (Barreiros, 2021). 
It is concerning to note that there is a discernible gap between the professed aims of companies to offer environmentally friendly travel options and their actual commitment to sustainability. As per a report by Skift, less than 10 percent of travel managers in the United States considered sustainability a priority, according to a poll conducted in March 2023 (Jorden, 2023). 
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[bookmark: _Hlk150945124][bookmark: _Hlk151212657]Fig No 2: Skift Research Survey on Sustainability as a Priority
(Source: https://skift.com/)

Therefore, it is incumbent upon organisations to move beyond superficial gestures and take concrete steps toward reducing their carbon footprint while promoting eco-friendly practices.









2. Greenwashing Phenomenon   

2.1 The Seven Sins of Greenwashing  
TerraChoice Environmental Marketing, a reputable Canadian company, survey aimed to identify the deceptive tactics used by companies to create a false impression of environmental responsibility. The UK survey revealed that a staggering 98 percent of products were found guilty of at least one of the Seven Sins of Greenwashing (Spaulding, 2009).
The Seven Sins are:
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2.2 Green Marketing Strategies

Green marketing is a complex form of marketing that has gained worldwide attention. It benefits businesses but consumers may be skeptical of green alternatives, viewing them as manipulative and potentially harmful. Greenwashing behavior is often employed as a marketing tactic to appeal to environmentally conscious consumers (Naidoo and Verma, 2019).
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Fig No 3: Green Marketing Strategies
(Source: Aisling_Branley.pdf (thea.ie))








2.3 Greenwashing Industry Examples 

The hospitality industry is known for having a significant carbon footprint, and hotels are actively pursuing sustainability strategies. Nevertheless, the challenge of operating hotels in remote locations, coupled with the carbon emissions associated with fly-in guests, presents a significant hurdle to achieving true sustainability. It is important to acknowledge that hotels that claim to be "green" without addressing these challenges may risk engaging in greenwashing (Reid, 2023). 
Marriott Hotel has implemented a Water Conservation Campaign to demonstrate its commitment to environmental sustainability and discontinued the complimentary distribution of water bottles at check-in. However, guests can still purchase water on-site from gift shops if they require it (Wright, 2023).
It is important to eliminate the sale of plastic water bottles. Instead, providing in-room glass water bottles and water refill stations would be an excellent measure to curb plastic waste. Notifying guests would encourage them to bring reusable water bottles. This change can significantly contribute to protecting the environment. 
Bottled water, a globally growing market, has generated significant revenue, amounting to approximately 342 billion U.S. dollars in 2023. Market projections reveal that the bottled water market will continue to grow in the future (Ridder, 2023). 
[image: A screenshot of a hotel policy

Description automatically generated]
Fig No 4: Hotels Water Policy
(Source: Schlappig, https://onemileatatime.com)
2.4 Greenwashing Threats

· to sustainability
· reputational damage  
· loss of credibility
· to public scrutiny 
· monetary loss (due to guest confusion and indecisiveness) 
· legal action 
· regulatory penalties 
It is of utmost importance for organisations to prioritize transparency and authenticity in promoting sustainability, while also abstaining from greenwashing practices that pose significant threats. A survey conducted on over 3,000 consumers in the lodging industry revealed that they tend to be skeptical of hotels' environmental claims and hidden motives of profit, which could have a direct impact on their participation in sustainability programs or their decision to revisit the hotel (Rahman, 2015).

3. Hotel Greenwashing Case Study – Hilton

According to a survey of 1,491 executives from various industries conducted worldwide, more than 50% of brands indulge in greenwashing (Peters, 2022). 
The Hilton group's Hotel Marcel New Haven is an impressive example of sustainable design, as it is the first net zero hotel. However, it is notable that the group has not confirmed this to be a clear objective across its portfolio. Hilton's Chief ESG Officer, Kristin Campbell, has stated that the target of achieving net zero is extremely challenging and requires significant transformational adjustments, technological advancements, and substantial investment in renewable infrastructure (Otley, 2022).
Furthermore, there is a tendency to focus on a singular aspect of sustainability, leading to distorted perceptions of eco-friendliness. For instance, establishments may invest heavily in energy-saving technology and market themselves as green, without considering other environmental factors (Gössling and Hall, 2006). 
While Hilton has implemented noteworthy environmental initiatives, it may still be susceptible to greenwashing in some areas. According to a recent announcement made by Hilton, the company has undertaken a noteworthy commitment to attain a 25% level of ethnic diversity, as well as global gender parity in management positions across the United States before the year 2027 (Hilton Culture, 2021).
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Fig No 5: Ethnic Diversity at Hilton Hotel
(Source: Schlappig, https://onemileatatime.com)

Hilton has developed an LED lighting technology that can not only serve as a platform for digital art but also help create immersive virtualized environments. As the organisation pursues technological innovation, the leaders of the hotel need to remain mindful of the potential environmental impact of these advancements (Hyatt Regency Austin, TX, 2024).
A study conducted recently estimates that the development of one AI model has the potential to generate more than six hundred pounds of CO2 emissions, which is more than the greenhouse gas emissions of a vehicle. Moreover, cloud gaming, which is essential for virtual reality, could raise carbon emissions by 2030. Given the importance of sustainable practices, the innovative technology used by Hilton could potentially hurt the environment (Rosenberg, 2022). 
The lack of uniform criteria and concrete measurement standards for sustainability in the hospitality industry can make it difficult to discern what is truly sustainable. This lack of consistency can allow businesses to choose only the easy sustainability practices, without addressing the broader aspects of sustainability (Gössling and Hall, 2006).
While various hotels choose to self-evaluate as a method of diversion from less sustainable practices, Hilton is prioritizing environmental responsibility and has recently achieved the esteemed Green Key certification (The Hilton Garden Inn London Heathrow) which is a prestigious standard for sustainable operation within the tourism industry (GreenKey.Global, 2022).
In the future, Hilton Hotel aims to provide property-wide transparent data. Additionally, Hilton has partnered with hotel groups, such as Marriott International, Accor, IHG Hotels & Resorts, and Hyatt to design a unique Hotel Waste Measurement Methodology. This innovative methodology provides a standardized framework for individual properties and major brands to set meaningful goals for waste reduction and to track progress over time (The Sustainable Hospitality Alliance, 2021).
4. Other Theories
4.1 Whitewashing

The deliberate practice of whitewashing involves concealing and distorting facts, often presenting a favorable version that can be harmful and misleading. Cooley (2018) explores the significance of whitewashing in the context of "laundering one's reputation." Hotels must address this issue to prevent the distortion of facts and biased views, thus maintaining honesty and transparency. 
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Fig No 6: Model of Unsustainable Dimensions – Food and Beverage Department
(Source: Simões, https://www.mdpi.com/)
4.2 Greenhushing 

Greenwashing is the practice of selectively communicating a limited number of sustainable actions. A study of thirty-one lodging businesses reveals that out of more than one thousand sustainability statements audited, only 407 were shared by the hotels (Ettinger, A. et al., 2021).
It can result in a lack of transparency and accountability. Hence, businesses must demonstrate transparency in all their sustainable actions (Font et al., 2017).
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Fig No 7: Firms Profile - dependent on environmental conduct and disclosure.
(Source: https://www.tandfonline.com/)





5. Sustainable Tourism and Hospitality - Future Approach

Given the growing concern regarding the planet's future, businesses need to move beyond superficial greenwashing practices and embrace genuinely sustainable measures. A prime example is the Memmo Hotel Baleeira in Portugal, which has earned Earth Check Benchmarking Certification. The certification process evaluates vital habitat criteria, the total amount of waste produced, and the community commitment. Similarly, the Crowne Plaza Hotel in Denmark's remarkable features, including the largest European integrated solar panel park and an innovative cooling and heating system, which is groundwater-based, are commendable (Barreiros, 2021).
Another sustainable business is the Fuerteventura Biosphere Reserve. The reserve has extensively promoted sustainable tourism by highlighting its cultural, natural, and historical resources. Furthermore, it has implemented sustainable development strategies in various areas such as social, economic, educational, tourism, and recreation. The Plan "Canary Islands: A Volcanic Experience", a collaborative initiative, will promote sustainable tourism. This is an impressive plan with a budget of over two million euros (González-Morales et al., 2019). 
[image: A screenshot of a data sheet

Description automatically generated]
Fig No 8: Financial contributions for sustainable activities - Fuerteventura Island
(Source: https://www-igi-global-com)

Tourism businesses face challenges that require sustainable solutions. It is essential to ensure responsible and sustainable tourism practices that balance the environmental impact, cultural and social aspects of the host communities, and the economic benefits for all stakeholders. As per the Brundtland Commission's principle of meeting current needs while preserving resources for future generations, the development and management of tourism destinations should follow sustainable practices (Brundtland, 1987).
Effective destination management is imperative for promoting sustainable tourism practices. To achieve this, it is necessary to invest in infrastructure and educate tourists about sustainable behavior. Moreover, it is imperative to comprehend the local community to devise an adequate business strategy. Two frameworks that can guide this process, Butler's model and Doxey's Irridex model, explain residents' emotional states impacted by tourism. By considering the requirements of the resident population, a more responsible and sustainable tourism industry can be established (Kwon and Vogt, 2010).
Prioritizing the reduction of emissions ahead of offsetting is another crucial step for companies in mitigating the impact of carbon emissions. Also, the offsets must comply with strict standards of environmental integrity. They ought to reflect measurable, genuine, supplementary, and long-term emission reductions. In this regard, it is worth considering air travel as an area that requires particular attention when attempting to offset carbon emissions. 
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Fig No 9: Passenger Emissions - per km traveled 
(Source: https://www.bbc.co.uk/)

Conclusion 

Businesses must be transparent and provide evidence of their sustainable efforts to avoid greenwashing, which can result in customer backlash and legal sanctions. This is particularly important for companies in the hospitality and travel industry, regardless of their size. To develop a successful business in modern times, it is crucial to address environmental impacts, climate change, destination management and decarbonisation, human rights, and animal welfare.
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Gössling, S. and Hall, C. M. (2006) Tourism and global environmental change: ecological, social, economic, and political interrelationships. Routledge. Available at: Tourism and Global Environmental Change : Ecological, Economic, Social and ...: EBSCOhost (uwtsd.ac.uk) (Accessed: 05 February 2024).
GreenKey.Global (2022) ‘First Hilton Hotel in England to receive Green Key certificate’, Certifications, News 2022. Available at: Green Key — First Hilton Hotel in England to receive Green Key certificate (Accessed: 05 February 2024).
Harrison, A. et al. (2018) The effects of the dark triad on unethical behavior. Journal of Business Ethics. Available at: doi:10.1007/s10551-016-3368-3 
He, Q. et al. (2022) ‘The Dark Side of Environmental Sustainability in Projects: Unravelling Greenwashing Behaviors’, Project Management Journal. Available at: https://doi.org/10.1177/87569728211042705 
Hengst, I.-A. et al. (2020) Toward a process theory of making sustainability strategies legitimate in action. Academy of Management Journal. Available at: doi:10.5465/amj.2016.0960 
Hilton Culture (2021) ‘Q&A: Hilton CHRO Laura Fuentes Reflects on Hilton’s New Commitments to Advancing Diversity & Inclusion in the Hospitality Industry’, stories.hilton.com. Available at: Q&A: Hilton New Diversity, Inclusion Commitments (Accessed: 05 February 2024).
Hyatt Regency Austin, TX (2024) ‘Future Hospitality Trends: Hilton Building The Hotel of the Future’, Digital Travel, 07-08 October. Available at: https://digitaltravel.wbresearch.com/blog/hilton-virtual-reality-sustainable-tech-hotel-future-strategy-research (Accessed: 05 February 2024).
Jorden, R. (2023) A Short History of the Travel Industry’s Sustainability Efforts  Available at: A Short History of the Travel Industry's Sustainability Efforts (skift.com) (Accessed: 05 February 2024). Efforts
Kwon, J. and Vogt, C. A. (2010) ‘Identifying the Role of Cognitive, Affective, and Behavioral Components in Understanding Residents’ Attitudes toward Place Marketing’. Journal of Travel Research, 49(4), 423–435. Available at:  https://doi.org/10.1177/0047287509346857 
Mahoney, L. S. et al. (2013) A research note on standalone corporate social responsibility reports: Signalling or greenwashing? Critical Perspectives on Accounting. Available at: A research note on standalone corporate social responsibility reports: Signaling or greenwashing? - ScienceDirect (Accessed: 05 February 2024).
Makaros, A. (2015) Corporate Social Responsibility: Practice Models for Building Business Community Collaborations. In Empowering Organizations through Corporate Social Responsibility (pp. 191–208). IGI Global. Available at: https://www-igi-global-com.ezproxy.uwtsd.ac.uk/gateway/chapter/121286 (Accessed: 05 February 2024).
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