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[bookmark: _Toc222681854]Abstract
The management of food waste in hotel businesses has emerged as the pressing issue of sustainability because of the rising environmental questions, governmental pressure, and the expectations of the stakeholders. Hotels are major causes of food waste whose operational elements include uncertainty in demand, standards of service and menu variety. With sustainability emerging as a key factor of organisational success, hospitality organisations are coming to realise the strategic importance of conducting responsible food waste management practices in an effort to improve operational efficiency, build stronger brand identity and to address the demands of environmentally conscious customers. The paper presents a critical review of the effects of sustainable food waste practices on the reputation of the brand and customer perception in the hospitality industry and considers Delta Hotels by Marriott Newcastle as a case study.
The study uses a secondary qualitative approach, which uses the academic literature, industry and sustainability reports, and customer feedback publically available to research the connection between food waste reduction efforts and stakeholder views. Major patterns linked with the following areas of sustainability strategies, reputational outcomes, customer awareness, and communication practices were identified through thematic analysis. The research is being guided by the Triple Bottom Line framework, which offers an insight into the interaction of the environmental, social, and economic aspects of sustainability to generate organisational value.
The results reveal that food waste minimisation is both an environmental issue and a cost control mechanism, and therefore, can help hotels to optimise on resource usage and display a sign of dedication towards sustainability. Sustainable practices are a positive contribution to brand reputation since they indicate organisational integrity and environmental responsibility. Nevertheless, the study also shows that there is a considerable disconnect between the introduction of sustainability programs and consumer knowledge, which is that operational activities may not be converted into reputational rewards until done in a way that is communicated and transparent.
The results highlights that inclusion of sustainability in the process of strategic decision-making, increased transparency and close contact with customers can generate a stronger trust and competitiveness. Applying property-level practices to the corporate sustainability frameworks, in the case of Delta Hotels by Marriott Newcastle, the opportunities to increase the credibility of the hotel and to strengthen the reputation of the hotel in the competitive market are offered.
This study is of significance to the body of knowledge that has been previously established, as it aims at offering a qualitative synthesis of the relationship between sustainable food waste practices and organisational performance as well as the views of stakeholders at the hotel level. The research concludes that sustainability programs have profound positive benefits but their success is pegged on their sustainability through a steady implementation process, good communication and constant monitoring. Real-life suggestions are also given to assist hospitality organisations in improving sustainability performance and use food waste practices as a source of brand value and customer participation.
Keywords: Food Waste Reduction, Corporate Sustainability, Stakeholder Perception, Hotel Sustainability Strategy, Environmental Responsibility
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[bookmark: _Toc222681855]Chapter 1: Introduction	
[bookmark: _Toc222681856]1.1 Background to the Study	
Food waste has become one of the major sustainability issue in the global hospitality industry (Ersoy, 2024). There are operational complexities that cause hotels to produce large volumes of food waste e.g. buffet operations, uncertainty in demand, sizes of portions, and inefficiencies in the supply chains. Growing environmental consciousness, regulatory forces, and expectations of the stakeholders have driven hospitality organisations to embrace sustainable food waste management procedures. In addition to environmental advantages, these practices are also being perceived as strategic tools that have the capability of affecting brand reputation, customer trust, and competitive advantage (Lyu et al., 2022). Increasingly environmentally conscious consumers, the attitude towards sustainability performance of a hotel is relevant in creating satisfaction, loyalty and brand choice. Thus, the correlation between food waste behaviours and customer perception is important to the hotel operators who are interested in realigning their operational performance with the goals of sustainability.
[bookmark: _Toc222681857]1.2 Industry Context	
The UK hospitality industry is based on a fast-changing sustainability environment, influenced by governmental policies, including net-zero targets, waste minimization policies, and the growing interest in responsible tourism (R Sucheran, 2024). The Marriott International and other large hotel chains have launched corporate sustainability models like the Serve 360 programme which seeks to minimize environmental impact by activities like food waste management, responsible sourcing and community activities (Marriott Bonvoy, 2025). In the competitive hotels business, such as the one in Newcastle, a hotel is no longer subjected to the demand of operating within the standard operation requirements, but also to show responsibility to the environment to the guests, investors, and the authorities (Marriott Bonvoy, 2025). Sustainability is not just a concept in the periphery but it must be core to brand authenticity and address the demands of environmentally conscious travellers. Nevertheless, the degree to which the practices affect the customer perceptions at this property level has not been explored (Stojkanović, Zdravka Petkovic and Zuber, 2025).
[bookmark: _Toc222681858]1.3 Research Problem	
Despite ongoing investment in sustainability efforts, little is known about how particular organizational operational practices, including food waste management, can be converted into perceived brand value and customer trust. Although the corporate sustainability reporting presents the achievements in the area of environment, it was unclear how the customers could recognise or react to these achievements in a positive manner. Moreover, the research does not concentrate on specific hotel properties, especially in the UK setting, which leaves a gap in understanding how sustainability practices influence reputation in the reality of operations.
[bookmark: _Toc222681859]1.4 Research Aim 	
This study will aim to critically analyze the impact of sustainable food waste practices on brand reputation and customer perception in the hospitality industry, the case study of Delta Hotels by Marriott Newcastle.
[bookmark: _Toc222681860]1.5 Research Objectives	
· To explore sustainable food waste practices discussed within hospitality literature.
· To examine the relationship between sustainability initiatives and brand reputation.
· To analyse how customers perceive sustainability efforts based on secondary evidence.
· To evaluate the effectiveness of food waste practices in enhancing organisational credibility.
[bookmark: _Toc222681861]1.6 Research Questions
· How do sustainable food waste practices influence brand reputation in hotels?
· How do customers perceive sustainability initiatives within hospitality settings?
· What evidence exists regarding the effectiveness of food waste reduction strategies?
· How can hotels improve the visibility and impact of their sustainability efforts?


[bookmark: _Toc222681862]Chapter 2: Literature Review	
[bookmark: _Toc222681863]2.2 Food Waste in the Hospitality Industry	
Food waste is a major operation and environmental issue in the hospitality sector (ZZ Zarezadeh, 2026). Hotels are known to produce very large amounts of waste which are caused by buffet service model, unpredictable demand, food safety requirements, variety in menu, and the aspect of overproduction. According to the research, hospitality companies are among the biggest sources of commercial food waste, and decreases of inefficiencies arise at the stages of procurement, preparation, and service (Panuschagone , 2022). Although it is said that waste is the natural by-product of keeping quality and customer satisfaction levels high in service provision, other scholars point out that waste build up is mostly caused by ineffective forecasting and operational procedures.
Environmental implications are also significant, since food waste leads to greenhouse gas emissions, resource depletion and landfill strain. In financial terms, waste means lost profit, high operational expenses, and hotels are trying to find ways of maintaining sustainability, and making a profit at the same time (Iranmanesh et al., 2022). Nonetheless, the literature also points out that organisational culture and management commitment are very important in ensuring that initiatives aimed at waste reduction are well implemented. This implies that food waste needs both technical and behavioural change in the hospitality organisations.
[bookmark: _Toc222681864]2.3 Sustainable Food Waste Practices
The issue of sustainable food waste management has become more and more popular as hotels aim to enhance their environmental performance and operational efficiency (Law et al., 2023). The literature has identified the use of waste measurement systems, menu engineering, portion control, staff training, food donation programmes, and use of digital technologies in monitoring waste patterns as some of the common strategies. Specifically, waste audits are deemed as very important aids to determining areas of inefficiencies and influencing decision-making.
Other researchers note the necessity to implement the principles of the circular economy, according to which excess food can be reused or recycled to reduce the negative effects on nature (Ratna et al., 2023). One of the methods that have been found to be useful in preventing overproduction is the use of technological advancements like artificial intelligence-based predictive systems. But the literature shows current mixed results about the effectiveness of the practices. Whereas there are some studies that claim a drastic decrease in wastes and cost savings, the research also notes that challenges faced in the implementation such as staff resistance, lack of training, and limitations of resources can be limiting the success.
More importantly, it is increasingly understood that sustainability efforts need to become part of organisational strategy and not just a single set of operations (Kim and Kim, 2022). This brings out the importance of ensuring that hotels place sustainability objectives on the same platform as their overall business objectives such as brand positioning and customer interaction.
[bookmark: _Toc222681865]2.4 Brand Reputation and Sustainability
The fact that brand reputation is a valuable intangible asset that affects the organisational success in the hospitality industry is well-known (Marchisotti and Farias Filho, 2022). Sustainability efforts are now being regarded as key sources of corporate image as the stakeholders demand organisations to exercise environmental responsibility and ethical behavior. Research indicates that hotels that are communicative in terms of sustainability efforts have a higher chance of increasing customer trust, attracting environmentally aware travellers, and improving the competitive positioning (Amjad Almusaed, Asaad Almssad and Ibrahim Yitmen, 2025) .
Nevertheless, the literature also reveals what risks related to sustainability communication might be, especially the so-called greenwashing as an exaggeration or a misrepresentation of what organisations are doing regarding the environment (Hussain and Soni, 2024). This may cause a reputation blow when stakeholders feel that there is something inconsistent or unrealistic. Credibility and consistency, therefore, are relevant aspects in ensuring that sustainability initiatives have a positive effect on brand reputation. Moreover, the studies have shown that the sustainability performance could have an effect on investor confidence and employee engagement, which serves as an additional strategic value of environmental practices among the customers (Nand et al., 2025). In spite of this, other researchers believe that the connection between sustainability efforts and reputation is complicated and situation-specific and that additional research should be conducted to determine how certain practices, like food waste reduction, can add to brand value.
[bookmark: _Toc222681866]2.5 Customer Perception and Behavior
The perception of customers regarding sustainability programs is one of the key factors that can help identify how successful sustainability efforts in hospitality environments are. More and more travellers are considering eco-friendly accommodation opportunities and are more keen to patronize brands that can prove their sustainability (Amicarelli et al., 2021). It has been proposed that sustainable practices are viewed by the customers as signs of integrity and social responsibility by organisations, which in turn can lead to improved levels of satisfaction and loyalty.
However, it is possible to note that there is a gap in the literature between customer expectations and awareness. The guests are not informed of the sustainability efforts unless it is explicitly stated, which restricts their power in behaviour (Demir and Demir, 2025). Other studies also believe that customers have good sentiments about sustainability, but price sensitivity and convenience usually prevail as the decision-making criteria. It means that sustainability would not necessarily provide a competitive advantage unless it is combined with high service quality (Lyu et al., 2022).
Moreover, the perceived authenticity is found to be an influential factor of customer reaction. Customers would respond better when sustainability activities are considered authentic and consistent with organisational values (Kasavan et al., 2022). On the other hand, initiatives implemented superficially or with poor communication messages will not have an impact on perceptions. This highlights the need of transparency and good communication in the development of customer attitudes.
[bookmark: _Toc222681867]2.6 Theoretical Literature: Triple Bottom Line	
The Triple Bottom Line (TBL) framework is a valuable tool to consider sustainability in the hospitality sector in terms of embedding environmental, social, and economic aspects of performance (Khatter, 2025). On the environmental aspect, the reduction of food waste helps in resource conservation as well as reduction of emissions. On the social front, the community well-being is taken care of through the food donation programs and the waste reduction improves the cost efficiency and profitability on the economic front.
According to the TBL framework, organisations, which balance these dimensions, are in a better position to sustain sustainability and gain the trust of stakeholders in the long term (A Lee, 2025). When it comes to hospitality, the idea of TBL implementation allows focusing on the ways food waste initiatives may increase both the efficiency of the operation and the brand image. Nonetheless, critics state that it is not always easy to attain a balance on all three dimensions, as competing priorities and resource limitation can be problematic.
Nevertheless, TBL is still prevalent in sustainability studies due to the fact that it promotes the multidimensional view and contributes to addressing environmental aspects in strategic decision-making (Dogru et al., 2023). The use of sustainable practices within the organisational context is explained in this study with the help of the framework that explains the effect of sustainable practices on the organisational value creation and the stakeholder perceptions.
[bookmark: _Toc222681868]2.7 Research Gaps and Justification	
Despite the fact that the available literature offers some useful information on the subject of food waste management, sustainability measures and customer attitudes, there exist a number of gaps (Ahuja and Alavi, 2022). To begin with, a lot of the studies concentrate on overall sustainability endeavors instead of analyzing how the practice of food waste impacts brand reputation. Second, limited sysnthesis has been conducted qualitatively on the relationship between operational sustainability and perceived value at the hotel level, especially in the UK context. Third, there is a lack of critical studies on the awareness of or impact of sustainability initiatives within the framework of practice among customers (Hussain and Soni, 2024).
Also, the correlation between sustainability communication and customer perception has not been thoroughly investigated particularly with regards to the large hotel chains that function at the property level. These gaps are discussed in this research by performing a secondary qualitative analysis combining academic literature, industry reports, and organisational disclosures to offer a comprehensive insight into the way food waste practices affect reputation and customer perceptions (Jia et al., 2023). The study provides context-based information that is highly valuable in the academic field of knowledge and in the practical decision-making process in the hospitality industry as it examines Delta Hotels by Marriott Newcastle.
	

	
[bookmark: _Toc222681869]Chapter 3: Methodology	
[bookmark: _Toc222681870]3.1 Research Design	
The research design applied in this study is secondary qualitative research to investigate how sustainable food waste practices influence brand reputation and customer perception (Jia et al., 2023). The qualitative design is suitable as the study aims to explore meanings, perceptions, and relationships but not quantify the results (Abraham, 2024). The research article employs the Delta Hotels by Marriott Newcastle as a case study to present contextual information regarding the perceptions of sustainability initiates and communication towards the same at the property level. The synthesis of previous knowledge based on the academic literature, industry reports, corporate sustainability reports, and feedback obtained by the customer is possible through secondary research and it makes it possible to have a comprehensive view of the phenomenon without necessarily collecting primary data. This method is specifically applicable in studying the organisational practices that are complicated and require various views to be taken into account (Amicarelli et al., 2021).
[bookmark: _Toc222681871]3.2 Research Approach	
The interpretivist philosophy is used to guide the research and focus on the interpretation of subjective meanings and experiences to understand the social phenomena. This philosophical position concurs with the goal of the study to investigate how sustainability practices are viewed by the stakeholders as opposed to establishing causal relationships. The inductive approach is utilized to enable themes and patterns to occur when the secondary data are analyzed (Amjad Almusaed, Asaad Almssad and Ibrahim Yitmen, 2025). The study will focus on creating a understanding of the connection between food waste management, brand image, and consumer perceptions in hospitality setting by analysing and interpreting various resources.
[bookmark: _Toc222681872]3.3 Data Sources		
This research is based on various reliable secondary sources to be able to draw in-depth and reliable data (Anil Bilgihan et al., 2024). They consist of peer-reviewed journal articles related to hospitality sustainability, the management of food waste, and consumer behaviour, and industry reports by WRAP and UNEP that offer information about waste reduction behaviour (Cain, Legendre and Baker, 2025). The strategy and commitments of the organisations in environmental performance are investigated in corporate sustainability reports and public disclosures of Marriott International. Moreover, the customer reviews that are publicly accessible in addition to web-based feedback platforms are interpreted to understand how guests percieve the sustainability practices. Triangulation is facilitated by the utilization of a variety of data sources that increase the validity of the results and allow analyzing the topic of the study in various ways (Campos et al., 2022).
[bookmark: _Toc222681873]3.4 Data Analysis Method	
In the study, the thematic analysis technique is used to find patterns and repetitive patterns in the data gathered (Chen et al., 2025). This approach has various steps such as familiarisation with the data, coding of the information of interest, formulation of themes as well as interpretation of finding against the research objectives. Thematic analysis is an appropriate method in case of a secondary qualitative study because it permits the systematic organisation and interpretation of written information and leaves the possibility of investigating emerging insights (Chen and Chen, 2021). Such themes as sustainability communication, operational practice, customer awareness, and reputational outcomes are also considered to realize the impacts of food waste initiatives on the perceptions of the stakeholders. The results are then contrasted with the available literature to give critical interpretation and theoretical implication.
[bookmark: _Toc222681874]3.5 Ethical Considerations	
Since the research is based on publicly accessible secondary data, the ethical risk is low. However, the principles of ethics are observed through proper presentation of the sources, the correct reference of all the materials and the prevention of misinterpretation (Demir and Demir, 2025). The study follows academic integraity since it has been conducted critically to access information and acknowledge potential biases in source of information. No confidential or proprietary information is involved and all data are managed in a responsible manner that promotes transparency as well as credibility.
[bookmark: _Toc222681875]3.6 Methodological Limitations	
Although this methodology is strong, it has limitations. This is due to the fact that the use of secondary data implies that the research is not able to obtain timely data about the views of hotel employees or clients, which can limit the scope of the knowledge (Dogru et al., 2023). Moreover, there might be biases or inconsistencies in the secondary sources, which can affect the interpretation. Also restricting to a single case study means that one cannot generalise the findings to other hospitality settings. The limitations are however countered by adoption of several sources of data and application of critical approach of analysis in order to strengthen reliability and validity (Diogo and Manuel, 2025).


[bookmark: _Toc222681876]Chapter 4: Findings and Discussion	
[bookmark: _Toc222681877]4.1 Findings	
[bookmark: _Toc222681878]4.1.1 Food Waste Reduction as Cost and Sustainability Strategy
The secondary literature analysis and industry reports show that the reduction of food waste is becoming more and more established as an environmental concern and a cost management instrument in the hospitality industry. The environment that hotels work in is very competitive, where both operational costs and the quality of service offered are only to be controlled. Food waste is a significant financial loss because of the cost of procuring, storing, preparing, and disposing food (Ersoy, 2024). Subsequently, waste minimization does not only lead to environmental sustainability but also to improved efficiency. As noted by scholars, it is possible to achieve significant cost reductions through waste minimization programs like portion control, better demand forecasting, and inventory management, as well as contribute to sustainability goals (Dzhumelia et al., 2023).
Moreover, the concept of sustainability is turning into a strategic focus due to the reputational and regulatory risks that come with the environmental performance. Food waste reduction is considered by many hospitality businesses as a wider part of corporate sustainability measures that have the objective to reduce the environmental impact and show social responsibility (Fnais et al., 2022). Incorporation of sustainability in the operations implies the change in the operational practices to the proactive environmental management as opposed to the reactive compliance. This strategic orientation is going to be in line with global sustainability objectives and compliant with increasing demands of stakeholders such as customers, investors and regulators (Tripadvisor, 2025).
Nevertheless, the literature also indicates that the introduction of the strategies aimed at reducing the waste is not one-sided (Foroudi et al., 2025). The unpredictable customer demand, service standards maintenance, and balancing the food safety regulations normally frustrate any attempts to reduce waste. Moreover, organisational culture is also important, as it requires employees and management assistance to maintain long-term improvements. It reveals that technological solutions, effective training, and commitment of the leadership are needed to achieve successful waste reduction (Ghani et al., 2022).
The reduction of food waste in the context of Delta Hotels by Marriott Newcastle may be interpreted as the expansion of overall sustainability principles related to the Marriot brand. Corporate sustainability programs promote operations that aim at waste minimization by managing its presence in the system through monitoring and accountable sourcing (Goldschmidt and Matthews, 2022). Such practices at the property level will not only serve to contain costs but can also help strengthen the hotels stance as an environmental responsible organisation, especially in a competitive local market whereby operational effectiveness and sustainability performance are being given more priority (Booking.com, 2025).
[bookmark: _Toc222681879]4.1.2 Sustainability and Brand Reputation Enhancement
The results indicate that sustainability programmes are relevant in the process of developing organisational image in the hospitality sector. Brand reputation is directly associated with the image of corporate responsibility, ethical behavior, and environmental care (Gursoy, Malodia and Dhir, 2022). Hotels actively showing their sustainability commitments are seen as much more reliable and socially responsible which can help boost customer loyalty and stakeholder trust. According to the literature, sustainability efforts help in creation of a positive corporate image as it signals that an organisation is in line with the larger societal values (Marriott Bonvoy, 2025).
In addition, sustainability performance has the ability to make hotels stand out in competitive markets as they can establish a separate brand image based on environmental responsibility (Helmefalk, Eklund and Akhshik, 2025). Once consumers become more aware of environmental concerns, they will give a greater preference to brands that are willing to minimise their environmental impact. The studies suggest that such initiatives as sustainability efforts such as food waste reduction can lead to an increase in perceived value and increase emotional bonds with customers and brands. This is especially so in the hospitality sector where experiential elements and brand perceptions play a major role in consumer decision making.
However, the correlation between sustainability and reputation is complicated and relies on the feeling of authenticity (Hussain and Soni, 2024). Sustainability initiatives might not produce good reputational results, especially in case they are considered to be superficial or non-consistent. The literature underlines that to ensure that sustainability endeavours are converted into reputational gains, transparency, consistency and credible communication are vital aspects. This implies that organisations need to incorporate sustainability in their values and not as a marketing instrument (Booking.com, 2025).
In the case of Delta Hotels by Marriott Newcastle, the sustainability campaigns related to the issue of food waste management help to uphold the Marriott brand as the global hospitality entity that cares about reducing potential risks (Iranmanesh et al., 2022). By complying with the business models of sustainability and having an environmentally sound business, the hotel enhances its reputation to the guests and other stakeholders. Locally, showing corporate dedication to sustainability would also improve the competitive positioning strategy of the hotel, as well as strengthen the presence of positive brand associations (Jawabreh, Mahmoud and Ali, 2024).
[bookmark: _Toc222681880]4.1.3 Customer Awareness and Perception Gap
The review indicates the presence of a significant discrepancy between sustainability programs that hotels take and customer knowledge of such programs. Although most hospitality organisations spend on waste management and environmental programmes, the customers are never informed about these business initiatives unless they are done explicitly (Jia et al., 2023). Literature indicates that even though the consumers have a positive attitude towards sustainability, the perception depends on the visibility and transparency of organisational practices. This shows that the role of operational improvement by itself might not be enough to affect customer behaviour without the way of successful communication strategies.
Also, the perception of customers is influenced by authenticity and consistency expectations (Jiang, 2022). The more sustainability initiatives are infused in the general experience of the guests, i.e. by bringing visible waste-reduction measures or sustainability communications into the experience, the more the guests will respond positively. Nonetheless, research also indicates that other elements in the choice of customers like cost, at the point of sale, and the quality of service still perform leading roles. This implies that sustainability should augment and not surrogate classic service anticipations.
The other important observation is that sustainability awareness does not cut across on all customer segmentations. When it comes to environmental awareness, it is possible that the green traveller will actively demand the hotel to provide information on their sustainability performance, but for others, comfort and value may be more important than the environmental aspect (K Hoad, 2016). This diversity makes it important to make different customer groups respond to different communication strategies to maximise the contribution of sustainability initiatives.
Regarding Delta Hotels by Marriott Newcastle, the perception disparity might indicate the trends in the industry in general where guests do not necessarily know much about sustainability practices in the background (Kasavan et al., 2022). Although corporate sustainability promises are a solid basis, the more food waste programs should be brought into the limelight, with the participation of guests and communication as the possible tools, to improve customer awareness and reinforce positive attitudes towards the environmental responsibility of a hotel (Trip.com, 2025).
[bookmark: _Toc222681881]4.1.4 Communication and Transparency Challenges
Communication proves to be a key issue in the success of sustainability initiatives (Kasim et al., 2022). Throughout the literature, it has been repeated that transparency is crucial in developing trust and being sure that the stakeholders can see organisational efforts. Communication of sustainability efforts ought to be done in a clear manner by the hotels through use of websites, sustainability reports, in-house messages, and staffs to show their commitment and accountability. Open communication does not only maximise customer knowledge but also strengthens the organisational legitimacy.
Nonetheless, transferring sustainability is not an easy task, specifically, evading the perception of greenwashing (Khan et al., 2024). Exaggerate a success, or lack thereof, in environmental protection can destroy trust and ruin reputation. This, therefore, requires organisations to be accurate, evidence-based, and in line with real practices in communication. Another aspect of sustainability that the literature emphasizes is the need to involve employees as the sustainability ambassadors since frontline employees are important in conveying initiatives to guests.
Moreover, the process of maintaining transparency and operational complexity may be challenging because the sustainability activity, in some cases, takes place in the background and can no longer be easily observed by the customers (Khatter, 2025). This poses a problem of operational endeavors that creates meaningful customer experiences. Organisations need to thus come up with communication strategies to render sustainability real and familiar and ensure services delivery is not compromised.
In the case of Delta Hotels by Marriott Newcastle, transparent reporting about the food waste reduction efforts would enhance stakeholder confidence and strengthen the sustainability efforts of the hotel (Kim and Kim, 2022). An improvement in the gap in between the present operational practices and how the customers view them can be achieved by relying on corporate sustainability reporting and property-based levels of communication (Trip.com, 2025). Through a proper injection of its sustainability efforts, the hotel would be able to solidify trust and illustrate a positive leadership in the responsible hospitality in the local market.
[bookmark: _Toc222681882]4.2 Discussion	
The critical interpretation of the findings in this section is done concerning the available literature and theoretical points of view to gain insights into the impact of sustainable food waste practices on brand reputation and customer perception (Law et al., 2023). The discussion also assesses the strategic implications based on the analytical models such as SWOT analysis, PEST analysis, to analyze the internal and external forces impacting sustainability performance at Delta Hotels by Marriott Newcastle. Also, the shortcomings of the secondary qualitative methodology are also addressed, and future research recommendations are given.
[bookmark: _Toc222681883]4.2.1 SWOT Analysis
A SWOT analysis helps to understand the internal strengths and weaknesses of the company, external opportunities and threats involved in introducing the sustainable food waste practices to the case study hotel (Liang, Watters and Lemański, 2022).
Among the key strengths, the strong brand loyalty to Marriott International can be recognized that offers well-developed sustainability frameworks and company support. The hotel enjoys the known sustainability efforts that increase their credibility and provide a base on which they can introduce environmentally responsible practices. Additionally, the sustainability aspect facilitating operational processes assists in addressing the aspect of cost-efficiency by reducing waste and optimising the use of resources, which is comparable to the literature harboring the economic rewards of sustainable practices (Lyu et al., 2022).
The other strength is that there is a growing consumer awareness of environmental concerns, which makes sustainability initiatives the useful tool to build stronger customer relations. By showing interest in decreasing food waste, the hotel will be able to strengthen the image of responsibility and ethical behavior, which will contribute to the improvement of brand image.
Nonetheless, there are some weaknesses that are visible. The results indicate that the level of customer awareness regarding sustainability efforts is low, which is an indication of the gap between the way the operations are carried out and how the guests are perceived (Marchisotti and Farias Filho, 2022). It means that the sustainability measures can be implemented internally, but the effects they have on the perception of the customers rely significantly on the communication. Also, the process of waste minimization can involve employee education and implementation of changes, which can impose a limitation in resources and can be met with resistance.
The opportunities are seen in the increasing demand towards sustainable tourism and the rise in the significance of environmental performance in consumer choices (Mariani and Baggio, 2021). The hotel can stand out in the competitive Newcastle hospitality industry by increasing the rates of transparency and incorporating sustainability messages into the guest experience. Other opportunities to enhance efficiency and enable data-driven decision-making include technological improvements, including the use of digital waste tracking systems.
On the other hand, some of the threats are an increase in regulatory burdens, escalating operation expenses, and reputational losses in the event that the sustainability arguments are seen to be inadequate or deceptive (Mohsin, Brochado and Rodrigues, 2022). There is also the possibility of undifferentiation due to other hotels implementing similar sustainability programs unless differentiation is sustained through constant improvement. All in all, the SWOT analysis shows that Delta Hotels by Marriott Newcastle has good potential to achieve the goal of sustainable food waste practices, but to achieve the greatest reputational returns, it will be necessary to mitigate the lack of communication and guarantee periodic interaction with stakeholders.
[bookmark: _Toc222681884]4.2.2 PESTLE Analysis
The PESTLE model gives a bigger picture of the external forces that affect sustainable food waste practices and their brand reputation implications (Mousavian, Miah and Zhong, 2023).
A political angle to this is that government policies that encourage waste management and ecology present hospitality organisations with pressure to be environmentally friendly. Waste management and sustainability reporting regulations promote enhanced performance of hotels and compliance. In the case of the hotel considered in the case study, adherence to these policies is beneficial in terms of legitimacy and minimizes regulatory risks.
Economic influences are also important because the reduction of food waste is a contributor to cost-saving and enhanced operational effectiveness (Munir, 2021). Nonetheless, uncertain economic factors and increased supply prices might make the process of resources allocation in regard to sustainability efforts difficult. The capability to strike a balance between the cost management and the environmental responsibility is thus vital in sustaining the competitive edge.
Social forces contain the rise of social awareness of environmental concerns and the rise of consumer demands that the company should act responsibly (Nand et al., 2025). The sustainability initiatives that are based on ethical values are more likely to be appreciated by the guests, and it should be emphasized once again that the operational practices should be coherent with the expectations of customers. Simultaneously, customers have different levels of environmental awareness so that the sustainability messages should be precisely customized.
The technological development provides a chance to improve the sustainability performance with the help of various possibilities like waste management systems, data analytics, and online platforms (Nzuva, 2022). These devices can help the hotels monitor waste trends, manage their operations, and share sustainability stories. The implementation of this type of technologies is also able to enhance operational and reputational performance.
Legal factors entail adherence to environmental laws, health and safety laws, as well as waste disposal laws. The inability to comply with them can lead to financial fines and damage to reputation. It is therefore important to ensure that legal requirements are met to guarantee the stakeholder trust (Olga, 2025).
Environmental factors form the fundamental driving force behind food waste minimization, whereby the issue of climate change, depletion of resources, and the degradation of the environment are major forces that lead to the necessity of sustainability. In the case of Delta Hotels by Marriott Newcastle, responsible waste management as a way of solving environmental issues will help achieve the long-term sustainability of the business and the overall corporate responsibility (Omar et al., 2024).
In general, it is shown in the PESTLE analysis that external pressures and opportunities define the implementation of sustainable food waste practices and impact on how such initiatives can help the organisations build reputation.
[bookmark: _Toc222681885]4.2.3 Limitations of Secondary Qualitative Analysis	
Although the secondary qualitative approach offers some important information through synthesis of literature and evidence in the industry, there are a number of shortcomings that need to be admitted (Panuschagone , 2022). The use of already published information is one of the greatest limitations because they may not be comprehensive enough to reflect the actual operational realities behind the case study hotel. The study will not be able to examine more nuanced views or first-hand experiences that will illuminate, since it will not involve direct interaction with employees or consumers.
The other weakness is associated with the possibility of bias in secondary sources. Academic literature, business reports and customer feedbacks can contain specific perspectives or organisational histories, which can be interpreted in ways. To illustrate, the corporate sustainability reports can highlight positive results and ignore challenges, which can compromise the objectivity of the analysis (Pereira-Moliner and Molina-Azorin, 2023).
It is also possible that using secondary data does not provide opportunities to create a causal relationship between sustainability practices and customer perceptions. The conclusions are descriptive and not conclusive, describing trends and themes and not quantifiable effects. The restricted scope of generalisability is also related to the single case study, since the practices of sustainability and customer reactions might be different in various organisational settings (R Sucheran, 2024). These limitations notwithstanding, it is possible to increase credibility by using a number of data sources and relying on critical evaluation. The secondary qualitative method is suitable to investigate complicated associations and find themes which could be used in further research and practice.
[bookmark: _Toc222681886]4.2.4 Directions for Future Research	
The study results can be extended to future research by including primary sources of data collection, including interviews with hotel managers and questionnaires among guests, to obtain more information about the perceptions of sustainability practices (Ratna et al., 2023). Primary research would allow a better insight to how the stakeholders make sense of sustainability initiatives and how these senses translate to behaviour.
Comparative research conducted in most hotels or regions might also take the wider picture of the best practice and what would make the implementation of food waste reduction strategies successful. This type of research would assist in finding out whether the results can be generalised to various organisational backgrounds or determined by the local market circumstances (Razzak and Mahmud, 2025).
A longitudinal study of how perceptions of the customers change with time would be insightful in bringing an insight on the long-term effects of sustainability initiatives on brand image. This solution may sense that lasting communication and constant improvement will result in greater trust and loyalty among customers.
Also, the impact of digital technologies and innovation on improving sustainability performance and communication could be explored in the future. This type of research into the use of technology by the hotels to connect with the customers and track the effects of environmental impact would help in knowing the changing nature of sustainability in hospitality management (Ritterbusch and Teichmann, 2023). Generally, more studies should be conducted to advance the insights on the intersections between sustainable practices, customer perceptions, and organisational outcomes especially as sustainability is becoming increasingly a core strategic agenda in the hospitality industry.


[bookmark: _Toc222681887]Chapter 5: Conclusion and Recommendations	
[bookmark: _Toc222681888]5.1 Conclusion	
This paper aimed to critically analyse the effect of sustainable food waste policies on brand image and customer perception in the hospitality sector through the case of Delta Hotels by Marriott Newcastle (Ruiz Molina et al., 2021). The research presents findings on the strategic importance of sustainability in developing the perception of stakeholders and organisational value by relying on secondary qualitative analysis of academic literature, industry reports, and organisational disclosures. The results indicate that waste minimisation of food is not only an environmental issue but also an important operating and reputational factor of hospitality organisations (Salun M and Tymoshenko K, 2024).
The discussion shows that the food waste management practices are associated with the cost-effectiveness and environmental performance and support the idea that sustainability can be a strategic asset but not an absolute mandatory. Through resource efficiency, hotels will be able to achieve operational efficiency, minimise wastage, and be aligned to long term sustainability objectives, which consequently fosters long-term competitiveness. The results align with the current literature that stresses the need to incorporate sustainability in core business strategies with the aim of achieving value to organisations and the stakeholders (Sann et al., 2022).
One of the main findings of the work is that sustainability programs such as food waste management can positively influence the brand image due to their ability to indicate the responsible attitude, ethical behavior, and environmental consciousness. When properly adopted, such practices can be able to enhance customer loyalty and reinforce positive brand associations. Nevertheless, the study also discloses that perceived authenticity and perceived transparency are the conditions of reputational benefits (Santos et al., 2023). Sustainability efforts will not be visible to the customers without effective communication, and the customers will have limited ability to influence the perceptions and behaviour. This discovery highlights the need to align operational practices and the effective communication strategies to maximize the impact.
The research also reveals the lack of consistency between the implementation of sustainability and the understanding of the customers (Sarker et al., 2024). Although hotels can implement several waste minimisation strategies, the customers do not always know about these efforts unless they are properly conveyed by demonstrating them or using written messages. This implies that sustainability should not be used to build the perceptions of customers on its own unless it is applied to the guest experience. The results show that organisations should be more proactive in communicating with customers and give them clear information to make sure that sustainability initiatives should be realised and appreciated (Siyal et al., 2023).
In terms of theory, the implementation of the Triple Bottom Line framework proves the benefits associated with the application of sustainable food waste practices in the areas of environmental protection, social responsibility, and economic performance at the same time. The results confirm the idea that the balance of these dimensions helps to increase organisational legitimacy and reinforce stakeholder relations. Simultaneously, the paper also admits that the balance may be difficult to maintain because of the operational constraints and the competing priorities in the hospitality space (Sloan, Legrand and Chen, 2022).
The study, in the case of Delta Hotels by Marriott Newcastle, implies that the alignment between the practices at the property level and the corporate approaches to sustainability contributes to the increase in credibility and helps the hotel to be placed in the competitive hotel market. Using the sustainability frameworks that are already developed and improving the communication with guests, the hotel may improve its image as responsible and progressive organisation even more.
In general, this paper finds that sustainable food waste management is one of the most important factors that define brand image and brand perception in the hospitality sector (Stojkanović, Zdravka Petkovica and Zuber, 2025). Operational initiatives, as a solid background, are influenced by transparency, stakeholder involvement, and constant improvement. Embracing a sustainability approach in both the operations and the strategic decision making process can help hospitality organisations to attain meaningful value, enhanced competitive edge and also towards overall environmental objectives.
[bookmark: _Toc222681889]5.2 Recommendations and Practical Strategies
Based on the results of the present study, a number of strategic and practical suggestions are made to promote the efficiency of sustainable food waste practices and their impact on brand reputation and customer perception in Delta Hotels by Marriott Newcastle (Timalsina, 2025). These suggestions will help the organisation focus on continuous enhancement, ensure sustainability is aligned to the organisational goals, and operational efforts that are meaningful to the stakeholders.		
[bookmark: _Toc222681890]5.2.1 Strategic
On the strategic level, the hotel is to incorporate the reduction of food waste into its overall sustainability and brand positioning strategy further. Although corporate systems like the sustainability promises of Marriott are a guideline, converting them into concrete property-level plans can increase accountability and transparency (Touni et al., 2022). A formal sustainability roadmap with specific objectives, action plan, and accountability would be an indication of interest and endorsement of planning of the long-term.
One of the other ways through which the hotel can enhance the integration of sustainability and marketing is by promoting environmental success in branding communications (Troisi, Visvizi and Grimaldi, 2023). This is able to strengthen the hotel as a responsible hospitality supplier and attract environmentally-conscious travellers. There is also an opportunity to build collaborations with local organisations, e.g. food redistribution charities, community organisations, etc. and contribute to the improvement of social impact as well as strengthen the image of the hotel as socially responsible.
It is also significant to include sustainability into the leadership decision-making process (Unal and Tascioglu, 2022). Occasionally, the senior management is supposed to assess sustainability performance and make sure that environmental concerns are incorporated in operational planning, procurement policies, and investments. Such strategic focus can be used to achieve the consistency and organisational commitment towards sustainability objectives.
[bookmark: _Toc222681891]5.2.2 Operational
The reduction of food waste initiatives can only be effective and sustainable through operational improvements (Velaoras et al., 2025). The hotel can consider deploying sophisticated waste management systems that will give real-time information on the amount of waste being generated allowing the managers to understand the inefficiencies and make sound decisions. Continuous improvement can be supported with such systems pointing out the trends and areas to intervene.
The staff training programmes should be enhanced so that employees can know the significance of reducing food waste and are given the practical skills to apply sustainable practices (Veloso and Gomez-Suarez, 2023). The areas that can be trained on include portion control, inventory management, and waste segregation and this will create an environment of environmental responsibility within the organisation.
The menu planning and the procurement processes are also to be examined in order to reduce overproduction and optimize the use of the resources (Verawati et al., 2023). The wastage can be minimized by including seasonal foods, changing the serving size, and enhancing forecasting without affecting the quality of service. Moreover, to reduce environmental impact, the possibility of donating or redistributing food as an alternative can help improve the welfare of the community.
[bookmark: _Toc222681892]5.2.3 Customer Engagement
Improving customer interaction is also essential in filling the gap between sustainability practices and customer perceptions. The hotel needs to make its food waste efforts more visible with the help of transparent communication, which can be provided in-room, Web-based, and in-dining areas (Vrontis et al., 2020). Informing the guests about the sustainability actions will increase awareness and strengthen the positive image of the environmental concern of the hotel.
Engagement can be reinforced further by interactive programmes, like requesting guests to join sustainability programmes or offering them the opportunity to minimize food waste throughout their stay. As an example, it can be considered providing flexible portions, informing the guests about how certain practices are eco-friendly, or responsible behaviour without regard to the guest experience.
Trust also requires transparency in its development (Yikilmaz et al., 2025). Posting updates on the progress and sustainability performance via the Internet or sustainability reports can help to demonstrate the accountability and strengthen the credibility. The hotel can engage the guests in sustainability activities to develop meaningful experiences that would improve satisfaction and loyalty.
[bookmark: _Toc222681893]5.2.4 Monitoring
The sustainability initiatives should be effectively monitored to guarantee that they produce the intended effects and enhance constant progress. The hotel ought to develop key performance indicators (KPI) associated with the minimization of food waste, including the volumes of the waste, cost reduction, and customer satisfaction levels. Performance reviews should be conducted regularly to determine areas of weaknesses and to make sure the performance is consistent with the organisational goals (Zahidi, Kaluvilla and Mulla, 2024).
Regular audits and comparing the performance with industry rates can prove helpful in terms of monitoring the progress and identifying the areas where the innovation might be considered (Yöruk, Akar and Özmen, 2023). Evidence-based decision-making may be used to facilitate more efficient resource distribution and accountability between departments.
Besides, the creation of feedback systems to absorb the feedback provided by personnel and guests can facilitate the improvement of the perception of sustainability practices and pinpoint the areas of improvement (ZZ Zarezadeh, 2026). Such continuous monitoring and evaluation will help Delta Hotels by Marriott Newcastle to achieve momentum, react to the challenges that arise and be at the forefront of sustainable hospitality practices.
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