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This essay analyses the impact of corporate social responsibility (CSR) on sustainability in the hospitality industry, with a specific emphasis on the Marriott International case. The investigation aims to assess critical domains in which corporate social responsibility (CSR) initiatives can yield the most substantial effects on sustainability practices within the hospitality industry, as well as examine the obstacles and prospects linked to the effective implementation of CSR policies. In the context of climate change, businesses bear the obligation of effectively managing their ecological impact. The United Nations’ Brundtland Commission, in 1987, provided a definition of sustainability as the act of fulfilling the requirements of the present generation while safeguarding the capability of forthcoming generations to fulfil their own wants (Brundtland, 1987). Therefore, it is imperative for firms to implement commercial systems that adhere to socially responsible standards, ensuring sustainable and ethical operations in the long term. Corporate social responsibility is the concept that organisations are obligated to conduct their operations in a manner that promotes societal well-being and takes into account the concerns of different stakeholders rather than solely focusing on profit maximisation (Pfajfar et al., 2022). It encompasses proactive measures that surpass legal obligations and actively contribute to the betterment of society, the environment, and the economy (Pfajfar et al., 2022), which are informally known as people, planet, and profit. CSR comprises a diverse set of responsibilities, including adhering to ethical standards, promoting environmental sustainability, engaging in philanthropic activities, and satisfying the needs and demands of employees, consumers, local communities, and government (Pfajfar et al., 2022).
Climate change is currently exerting its influence on all regions across the globe. The UN (2024) warns that millions of people are already being affected by alterations such as deviations in precipitation patterns, increasing sea levels, the retreat of glaciers, a warming ocean, and heightened occurrences of severe weather phenomena. The impacts of climate change extend to various domains, including shelter, safety, and employment. Climate change is already impacting the hotel business in this context. The increase in extreme weather conditions is causing a rise in operational costs and a decrease in visitor numbers in specific locations (World Sustainable Hospitality Alliance, 2024). Additionally, towns and countries worldwide are implementing municipal and national environmental rules and fines. The hotel industry contributes approximately 1% of global carbon emissions, and we anticipate a rise in this percentage. The hospitality sector, like other industries, bears the obligation of effectively managing its ecological footprint (World Sustainable Hospitality Alliance, 2024).
Various sources of data, such as perceptual-based ratings and performance-based indicators, can assess the application of good CSR tactics by the players in the hospitality sector (Pfajfar et al., 2022). CSR is increasingly recognised as a strategic approach that integrates social and environmental considerations into a firm's core business and long-term planning (Galbreath, 2006). It is also associated with value creation, as companies that prioritise CSR can benefit from improved relationships, reputations, and financial performance (Phillips, Thai, and Halim, 2019). Purchasers are often inclined to pay a premium for offerings from socially responsible firms, and CSR initiatives can contribute to building stakeholder relationships and enhancing the company's overall performance (Peloza and Shang, 2011). Stakeholder theory is commonly used to explain and guide CSR practices, emphasising the significance of considering the interests and expectations of all stakeholders in decision-making (Pfajfar et al., 2022). Overall, CSR is about businesses taking responsibility for their impact on society and actively working towards creating positive social, environmental, and economic outcomes (Masum, Aziz, and Hassan, 2020).
Sustainability in tourism refers to the practice of considering and managing the economic, social, and environmental effects of hospitality business, both in the present and in the future (UN Tourism, 2024). This approach aims to meet the demands of tourists, the tourism industry, the natural environment, and the local people who host tourists. As a result, in order to promote sustainable tourism, environmental resources, which are vital for the expansion of the industry, must be utilised effectively, while natural heritage and biodiversity are protected and vital ecological processes are maintained. Furthermore, it is critical to respect and safeguard the authentic socio-cultural attributes of the communities, conserve their historical and cultural landmarks, and foster intercultural understanding and tolerance. In addition, it is imperative for hospitality enterprises to ensure profitable and sustainable economic operations that provide fair socio-economic benefits to all participants, including stable employment, income prospects, and social services for local communities, all while contributing to poverty reduction (UN Tourism, 2024). The main challenges in this industry include food waste, water consumption, and energy consumption. Furthermore, the sector impacts the environment through pollution, increased usage of natural resources, disturbance of wildlife, and degradation of the natural environment. Furthermore, tourism has significant effects on society and culture. Tourists frequently commodify or alter local cultures and traditions to meet their expectations, which can lead to their erosion (Ryan and Aicken, 2005). In contrast, tourism could enhance cultural pride by promoting and safeguarding local traditions, arts, and crafts. It has the potential to offer local communities the chance to exhibit their cultural history and generate revenue (McKercher and Ho, 2011). Furthermore, tourism has the potential to influence indigenous communities' conduct and way of life (Carr, Ruhanen, and Whitford, 2016). Interacting with tourists from diverse cultures can result in the assimilation of novel customs, principles, and conduct, encompassing both advantageous and detrimental aspects. Moreover, tourism can serve as an avenue for educational enrichment for both tourists and local residents. It facilitates cultural interchange, enables the acquisition of knowledge about diverse practices and traditions, and promotes mutual understanding and respect (McKercher and Du Cros, 2002). Conversely, tourism can occasionally lead to a rise in crime rates in popular tourist locations. Tourists' arrival and the existence of valuable assets can entice criminal activities such as theft, fraud, and illicit actions. It is crucial to acknowledge that the effects mentioned can differ based on the particular circumstances and the administration of tourism and hospitality operations in a given location.
Marriott International, established in 1927 by J. Willard and Alice Marriott in Washington, D.C., is a renowned American tourism brand known for its exceptional services. With a vast network spanning across the globe, Marriott operates over 8,700 properties in 139 countries and territories, offering a diverse range of more than 30 brands (Marriott International, 2024a, 2024b).
Marriott International asserts that due to their large size and extensive reach, they bear a global obligation and possess a distinct chance to make a positive impact. Marriott International is committed to achieving their 2025 Sustainability and Social Impact Goals, which are in line with the UN Sustainable Development Goals. They aim to create positive and long-lasting impacts in all aspects of their company operations. Their approach is based on four goals, synthesised under ‘nurture, empower, sustain, and welcome’ strategies (Marriott International, 2024c).
The goal of 'nurture our world' is to increase the quality of life, employment opportunities, and travel in the communities in which they are active. In order to promote the durability and long-term growth of these communities, Marriot makes investments in the well-being of their children and environemental resources while also granting aid and support, mainly during times of crisis. The company asserts that the vitality of its children is critical for every community's long-term stability and development. As a result, they rally their guests and colleagues to offer assistance to a specific set of charity organizations that are at the forefront of helping children globally. Furthermore, Marriott's "Serve Our World" is a fundamental principle that shapes their business practices. Marriott Hotels and their workers worldwide strive to significantly impact their communities via volunteerism, fundraising, cash, and in-kind donations. Moreover, this CSR goal includes disaster relief (Marriott International, 2024d). During times of calamity, Marriott collaborates with nearby hotels and established relief organisations to assess the situation, take action, and offer assistance. In addition, Marriott invests in biodiversity programmes, including coral restoration, rainforest protection, and forestry efforts, to promote sustainability and enhance the resilience of the communities in which it operates. In conclusion, this goal named 'nurture our world' includes CSR programmes related to people and communities. Marriott has set an objective to provide 15 million hours of volunteer work by 2025 to support its company values and community involvement plan (Marriott International, 2024d). Marriott will dedicate half of this service to supporting children and youth. During the same period, 80% of the hotels under management will engage in community service endeavors (Marriott International, 2024g).
Marriott's CSR strategy, which is also related to people and communities, employs a strategy to empower through opportunity (Marriott International, 2024e). In order to tackle the significant challenges of inequality and lack of opportunity that contribute to unemployment and underemployment, Marriott has established partnerships with prominent nonprofit organisations. These partnerships aim to improve business readiness and access to opportunities throughout the supply chain, with a particular emphasis on youth, diverse populations, women, individuals with disabilities, veterans, and refugees. Marriott endeavours to contribute to the resolution of the worldwide concern surrounding youth unemployment and secure a more promising future for the younger generation by establishing collaborations with non-profit organisations that identify, instruct, and mentor young individuals in preparation for significant professional paths within our sector. Additionally, the organisation's business practices reflect an inclusive culture that prioritises individuals and embraces diversity. By generating prospects for their employees, visitors, proprietors and licensees, and suppliers, they possess a fundamental capability that bolsters diversity, equity, and inclusion. Collaborating with nonprofit organisations to cultivate possibilities and enhance skills for women, endorsing hotels owned by women, procuring from businesses owned by women, and offering growth and development prospects for their staff are all integral elements of their CSR approach that empowers women. Marriott also actively collaborates with prominent organisations, including Bridges from School to Work, to provide assistance in the areas of skill development, training, employment placement, and business opportunities for individuals with disabilities. Additionally, the organisation offers assistance by facilitating connections to purposeful professional paths, endorsing and procuring products from veteran-owned small enterprises, and extending monetary, in-kind, and volunteer resources to preeminent military and veteran organisations. Furthermore, by providing job-related training and skill development, Marriott enables refugees to establish a prosperous future that benefits not only themselves but also their families and communities. Their goal is to expand and strengthen partnerships and programs that provide opportunities and hospitality skills to youth, diverse populations, women, individuals with disabilities, veterans, and refugees by investing at least $35 million by 2025 (Marriott International, 2024g).
Marriott's other strategic goal is to sustain responsible operations (Marriott International, 2024c). As they include sustainability throughout their whole supply chain and address the risks associated with climate change, Marriott is actively striving to decrease the ecological footprint, construct and manage environmentally friendly hotels, and procure resources in a responsible manner. Marriott International aims to achieve a reduction of 15% in water intensity, 30% in carbon intensity, 45% in waste sent to landfills, and 50% in food waste by 2025. Additionally, they plan to achieve a minimum of 30% renewable electricity use. In addition, all Marriott hotels will be certified for sustainability by 2025, with 650 properties actively pursuing LEED certification or a similar accreditation. They utilise cutting-edge technologies to strategize, execute, monitor, and communicate their responsible operations in order to minimise climate-related risks while enhancing their business and improving the communities in which they operate. Additionally, sustainability is an integral component of Marriott's business strategy, encompassing every aspect of the establishment, from design to the guest experience. Marriott collaborates with several stakeholders, including staff, hotel owners, franchisees, brands, suppliers, business partners, and consumers, to actively develop and operate sustainable hotels. This collaboration aims to minimise the environmental impact and potential risks to the company. Additionally, they dedicate themselves to forming alliances with suppliers who share their commitment to conducting environmental and social strategies and integrating them into their supply chain. In order to address the harmful environmental and social consequences of its operations, Marriott prioritises procurement that is responsible, sustainable, and locally sourced. Therefore, the company has set goals to tackle the primary sustainability-related challenges in the hospitality industry.
In order to foster a global community that is secure and inclusive, Marriott advocates for travel policies that promote well-being and provides assistance to initiatives that facilitate cross-cultural understanding and immersion (Marriott International, 2024f). The company demonstrates its dedication to upholding and respecting human rights through various means, including working in collaboration with nonprofit organisations, developing and executing training initiatives, advocating, and holding suppliers accountable. Thus, Marriott addresses the negative impact that tourism has on society and culture (Ryan and Aicken, 2005).
In conclusion, this essay has analysed the impact of CSR on sustainability in the hospitality sector, with a specific emphasis on the Marriott International case. Marriot's CSR strategy includes goals to address the main sustainability challenges in the hospitality business. Marriott International asserts that due to their large size and extensive reach, they bear a global obligation and possess a distinct chance to make a positive impact. With their 2025 Sustainability and Social Impact Goals, which are in line with the UN Sustainable Development Goals, they commit to creating positive and long-lasting impacts in all aspects of their business operations. Their approach is based on four goals, synthesised under ‘nurture, empower, sustain, and welcome’ programmes.
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