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[bookmark: _Toc148201058][bookmark: _Toc150169974]Introduction
Corporate societal accountability is the term that organisations possess a responsibility to function in a socially and ecologically accountable manner, above their lawful and monetary commitments (M.Tamvada, 2020). It is specifically apposite for the travel industry since they function in a segment that possesses a noticeable effect on the innate and cultural assets, the domestic inhabitants, and the international matters of the locations where they organise their tours (Lund-Durlacher, 2015). Travel companies can gain advantages by embracing Corporate social responsibility (CSR) initiatives as they can increase recognition, competency, and gainfulness ( J. Fernando, 2018 ). 
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Milton Friedman was a popular economist who supported free market economies and the least interference of governments (A. Beattie, 2022 ). He debated that the societal accountability of a business is to enhance its gains until it obeys the regulations of the play and is not involved in fraudulent activities. It was stated in his book Capitalism and Freedom in 1962 (B.J. Caldwell, 2023 ). The principle idea behind the statement was that corporations need to concentrate on enhancing their output for their stockholders, who possess the ownership of the business (Fieldman, 2017). He believed that firms that attempted to chase societal objectives like decreasing contamination or standing against inequality, would be less effective and fierce than the businesses that are concentrated on enhancing profit. In the mid-198s, his view that the only social responsibility of business is to increase its profits became dominant in business and academia (L. Zingales, 2020). Several individuals comply with this and suppose that corporations need to be solely aware of gains and that societal matters are to be left in the hands of authority or any other personnel. In recent years, there has been a shift towards a stakeholder-centric approach to corporate social responsibility (CSR) (T. Topper, 2020). Many companies do not comply with his statement and assume that corporations have a bigger part to play in society and that they need to take the effect of their activities on the ecosystem, individual prerogatives, and other interested parties into account. They debate that firms can enjoy advantages from being accountable by seeking the attention of more consumers, staff members, and venture capitalists. Large tech companies such as Apple, Dell, Amazon, and Google have made pledges to reduce their carbon footprint and improve other sustainability initiatives  (The Triple Play, 2023 ). These goals make a difference in customer experience and brand loyalty. A recent report from Aflac said that 77% of consumers are more willing to purchase from a company  (WEF, 2020).  CSR pledge
[bookmark: _Toc148201060][bookmark: _Toc150169976]The relevance of the statement in the modern days
The issue of moral standards and corporate societal accountability is still apposite in modern times since corporations encounter several difficulties and chances in the international and modern world. Several existing trends in this field are stated below.
Feasible advancement: Corporations are progressively cautious of the necessity to stabilise economic, societal, and ecological objectives, and to provide donations to the UN's feasible advancement objectives (Noor et al., 2015). For instance, a few corporations are embracing discoid economy frameworks, which focus on abating squandering and reprocessing assets.
Shareholder involvement: Corporations are identifying the significance of involving their shareholders and other concerned parties like consumers, staff members, raw materials providers, venture capitalists, localities, and authorities, and inscribing their demands and necessities. Involving stakeholders in decision-making can lead to better outcomes for the company and its stakeholders. For example, companies that prioritise sustainability and ESG (environmental, social, and governance) issues tend to be more profitable and enjoy a larger market share (P. Nolan, 2021). By involving stakeholders in decision-making, companies can also improve their reputation and brand image, which can lead to increased customer loyalty and sales.
Variety and insertion:  For instance, several corporations are actualising regulations and actions to encourage equitable scopes, fend off prejudice and pestering, and nourish amalgamation and creativity. One reason is that companies that prioritise diversity and inclusion tend to have more creative and innovative work environments (CareQualityCommission, 2022).
[bookmark: _Toc150169977]Justification of the Initial Appearance of Finance 
CSR is an integrated method that takes the interconnectivity of ecological, societal, and governing (ESG) forces into account in terms of making business choices. Finance is a significant dimension of corporate societal accountability, but not necessarily the sole ingredient. It can hold up and allow corporate societal accountability activities, but it is also able to compel or sabotage them. Thus, finance must be lined up with the rest of the pedestals of corporate societal accountability and not be categorised above them (Galant & Cadez, 2017). For instance, a corporation that desires to decline its carbon emission might put its money into reusable energy origins like solar or wind power. Likewise, a firm that desires to encourage variety and involvement might contribute to charitable funds or firms that hold up disparaged communities. Anyway, if a similar firm is involved in tax fraud, it would be a sample of monetary accountability that disrupts governing duty (Galant & Cadez, 2017). An organisation that desires to be societally accountable needs to adjust its monetary goals with its ecological, societal, and governing responsibilities, and wish to generate merit for all the interested parties of the organisation.
[bookmark: _Toc150169978]Companies' accountability for being sustainable and balanced and the contribution of the clients in this matter
Companies are increasingly recognising the importance of being accountable for their actions and decisions. One way that companies can demonstrate accountability is by prioritising sustainability and ESG (environmental, social, and governance) issues (World Economic Forum, 2021 ). Companies that prioritise sustainability tend to be more profitable enjoy a larger market share and have more innovative work environments. Companies are the manufacturers and providers of items and facilities, while clients are the purchasers and consumers of those goods. Both the organisations and clients possess an effect on the ecosystem through their decisions and initiatives, and the two sides can motivate one another through their needs and forecasts (Liang & Renneboog, 2020). By involving stakeholders in decision-making, companies can improve their reputation and brand image, which can lead to increased customer loyalty and sales. Many people believe that organisations have a fundamental responsibility to be environmentally friendly. For example, companies can contribute to climate change by emitting greenhouse gases, polluting water sources, and producing waste (Ames, C., 2022). Many companies are taking steps to become more environmentally friendly. For instance, IKEA has invested in sustainability throughout its entire business operations, including things customers can readily see and things they cannot. Another example is the 15 most environmentally friendly and sustainable companies in 2023, which include companies like Patagonia, Seventh Generation, and Ben & Jerry's. Organisations need to be environmentally friendly not only because it is the right thing to do, but also because consumers are increasingly concerned about the environment and are more likely to support environmentally responsible companies. Simultaneously, numerous firms are acknowledging the significance of satisfying client assumptions and choices, and they are constructing tactics and actions to embrace ecological feasibility into their fundamental merits and initiatives. It indicates that organisations are progressively reactive to the economic indicators and scopes generated by clients (Desjardins, 2018). Thus, a further stable and pragmatic manner to reply to this query is to accept that both corporations and clients possess common accountability for being ecologically well (Han, 2021). Finally, both organisations and clients possess a stake in the well-being of the earth and local communities, and they can play a critical part in inscribing the ecological adversities of modern times.
[bookmark: _Toc148201063][bookmark: _Toc150169979]A few probable future suggestions
· Incorporate digitalisation and utilisation of CSR applications to facilitate and make the best use of CSR procedures, information, and documentation. It may assist in accelerating a firm's effectiveness, translucency, and determination of impacts. For example, companies can use digital technology to automate routine tasks and improve communication and collaboration to enhance customer experiences.
· Involve the business's staff members in corporate societal accountability activities and generate a favourable culture of motive and societal welfare. It can facilitate improving the morale of staff members, reduce turnover, and enhance performance (Forsyth, 2017).
· Imagine globally, actualise domestically. Line up the business's CSR tactics with the international adversities and scopes like the UN's feasible advancement objectives, but also alter the CSR functions to the domestic environment and necessities of the stakeholders of the business. For example Climate Change: The Earth`s climate is changing rapidly due to human activities such as burning fossil fuels, deforestation, and industrial processes.  This has led to rising temperatures, sea level rise, and more frequent extreme weather events (E.S. Huberty, 2022).
· Make sure of the fulfilment of the entire logistics duty and accountability. Supervise and maintain the ecological, societal, and governing perils and effects of the raw materials providers and associates, and integrate with them to boost CSR productivity and quality.
[bookmark: _Toc148201064][bookmark: _Toc150169980]Can the tourism sector ever be perfectly eco-friendly?
The tourism sector is one of the biggest and most assorted industries globally and it possesses a noticeable effect on the ecosystem, locality, and economic condition. As per the WTO, becoming perfectly eco-friendly denotes adjusting a triple-end margin technique that stabilises ecological, societal, and monetary feasibility. It indicates that the tourism business must both diminish its asset usage, squander production, and CFC outflows, and preserve biovariety, honour domestic norms, safeguard fundamental prerogatives, and labour qualities (Windsor, 2011). There are numerous samples of how the tourism business can embrace and nourish feasibility initiatives in several fields, like diminishing food squanders, preserving water, reducing the utilisation of plastic, and inspiring visitors to take part in the journey of achieving feasibility (Thomas et al., 2016). Nevertheless, several difficulties and obstacles fend off the tourism sector from becoming perfectly eco-friendly:
· Scarcity of cautiousness among shareholders and other parties regarding the significance and advantages of sustainability.
· Scarcity of unambiguous, strong measures and governance for determining and documenting feasibility output.
· Deprivation of sufficient assets and compensations for putting money into feasibility operations.
Thus, becoming perfectly eco-friendly is not a simple or uncomplicated objective for the tourism sector. It needs a comprehensive and appropriate method that includes several aspects, shareholders, and operations.
[bookmark: _Toc148201065][bookmark: _Toc150169981]Is financial flexibility important for achieving feasibility?
Financial flexibility is one of the major forces required to attain the feasibility of a corporation but it is not necessarily the sole factor and indicates the capability of a firm to handle and revive from monetary crises like economic downturns also changes in consumer demand. It is interconnected with feasibility. It can increase the degree of feasibility by diminishing threats and expenses that can leave an impact on the organisation's financial productivity (Chong, 2015). From another point of view, sustainability is also quite important in achieving financial flexibility. A feasible company can establish faith and devotion among its shareholders and other interested parties and increase its recognition and competency. Financial flexibility is key to acquiring the monetary feasibility of the firm, but it is not adequate to attain the inclusive feasibility of the firm (Chong et al., 2015). 
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Elkington's triple bottom line is a theory that suggests that organisational productivity needs to be assessed both by its monetary outputs and its ecological and societal effects. It proposes that organisations need to focus on generating merit for all the concerned bodies, not only their stockholders, and stabilise the financial, ecological, and societal aspects of feasibility (Elkington, 2017). The triple-bottom line mentioned by Elkington can be categorised into three P’s namely People, Profit, and Planet. An example of a company that has incorporated the Triple Bottom line method.
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An international tourism business named Intrepid Travel provides small team adventures to different visiting locations across the globe. It is devoted to generating favourable effects for the people, the profit, and the planet through its accountable tour operations.
People: The travel company honours and holds up the domestic norms and localities in which it organises its tours, by recruiting regional docents, and utilising domestically owned residences and transportation.
Planet: The hospitality business reduces ecological footsteps and encourages the preservation and reprocessing of innate assets by eradicating its entire carbon outflows, diminishing its plastic utilisation, and holding up the security of wildlife.
Profit: The company produces and hands out its monetary profits properly and translucently by generating jobs and earning scopes for domestic inhabitants, holding up domestic ventures, and documenting its financial output and societal effect yearly.
[bookmark: _Toc148201067][bookmark: _Toc150169983]Doxey's Irridex Model 
Doxey's Irridex framework is a method that suggests the behaviour of domestic inhabitants toward the travel business and visitors evolve from favourable to unfavourable since the location advances and the effects of hospitality and tourism become more popular (Strzelecka, 2017). The framework proposes that there are 4 phases of the domestic inhabitant's responses such as euphoria, unresponsiveness, irritation, and hostility.
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The framework is very significant for maintaining ecological feasibility as it denotes the probable unfavourable impacts of the travel industry on the natural and ethnic assets of the location, as well as the living standard of the domestic inhabitants (Strzelecka, 2017). The Irritation Index is important because it helps identify the stages of a destination's life cycle and the corresponding attitudes of residents towards tourism. This can help tourism planners and policymakers develop strategies that are more responsive to the needs and concerns of residents (H. Stainton, 2023). The tourism industry can learn from the Irritation Index by understanding the changing attitudes of residents towards tourism and developing strategies that are more sustainable and responsible. For example, tourism planners can work with local communities to develop tourism products that are more aligned with local values and traditions. They can also work to minimise the negative impacts of tourism on the environment and local communities ( S. Hendrickson, 2022). Overall, the Irritation Index is a useful tool for understanding the complex relationship between tourism and local communities. By taking into account the attitudes and concerns of residents, tourism planners and policymakers can develop more sustainable and responsible tourism strategies that benefit both tourists and local communities.
[bookmark: _Toc148201068][bookmark: _Toc150169984]Butler's Tourism Area Life Cycle Model
Butler's life cycle framework is a theory that suggests that visiting locations advance through several phases of advancement and degradation as time goes by. It recommends that the travel industry possess an effect on the ecosystem, locality, and economic condition of the tourist location and that these effects evolve as the travel industry advances or debases (Choy, 2012). 
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The framework recognises six phases of travelling location evolution such as exploration, engagement, advancement consolidation, stagnation, and debasement. For example, Bali, an island located in Indonesia has been a quite famous location since the early 20th century. It can be regarded as a paradigm of the debasement phase of the model since it has endured ecological decline, cultural disaster, and economic reliance on the travel industry. Bali has further encountered external crises like terrorism, natural calamities, and epidemics that have left a deep impact on the travel industry of Bali.
[bookmark: _Toc148201069]
[bookmark: _Toc150169985]Conclusion
[bookmark: _Toc148201070][bookmark: _Toc150169986]This report has researched different dimensions of corporate societal accountability and feasibility in the context of the tourism sector. The report has scrutinised several concepts, frameworks, and instances that exhibit how organisations can stabilise their economic, ecological, and societal objectives and effects. It has further spotlighted a few of the advantages and adversities of becoming an accountable and feasible company.
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