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1. Introduction 

As environmental awareness grows, so does consumer scrutiny of sustainability claims, especially in 

hospitality. Hotels, therefore, must tread carefully between authentic eco-efforts and greenwashing—

misleading claims about their environmental commitment. Studies reveal that a significant portion, almost 

60%, of sustainability claims from fashion brands are considered greenwashing (Ijose OA, 2024). This 

fact raises concerns about environmental messaging across various sectors, including hotels and resorts. 

The impact is significant: consumer trust relies on the perceived sincerity of eco-claims. When hotels 

commit to real sustainability, they not only boost guest trust but also improve their market position (Jones 

P et al., 2024). Consequently, clear and open communication that aligns with consumer values is vital 

(Lee Z et al., 2023). Frameworks like the one illustrated in offer useful perspectives on the connections 

between sustainability and guest trust. 

A. Definition of greenwashing and genuine sustainability 

Understanding the difference between greenwashing and true sustainability is key to understanding what 

consumers think and believe, especially when it comes to the hospitality industry. Greenwashing happens 

when companies falsely advertise how environmentally friendly they are, which often makes consumers 

doubt them; research suggests that almost 60% of sustainability claims across different sectors are either 

misleading or haven't been checked. On the other hand, real sustainability means being authentic and open 

about your efforts, which builds trust and shows a real dedication to protecting the environment. For 

example, recent studies have shown that hotels that actually put sustainability into practice, such as by 

saving energy and working with the local community, can greatly improve customer loyalty and even get 

customers to pay more (Kruesi MA et al., 2024). Yet, the widespread problem of greenwashing makes 

things tricky, with many industries facing criticism for making claims that are, shall we say, a bit 

overblown. So, grasping these ideas is really crucial for figuring out how hotels can best share their eco-

friendly plans, which, at the end of the day, affects whether guests trust them or not. 

B. Importance of eco-initiatives in the hospitality industry 

It's clear the hospitality industry now sees the undeniable advantages of going green, both for the 

environment and for making guests happier. This shift reflects the rising demand for responsible travel; 

surprisingly, around 60% of travelers would actually spend *more* for eco-friendly hotels. That alone 

shows that real eco-efforts can really help a hotel stand out from the crowd ""The hospitality sector is 
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becoming keenly aware of the benefits associated with implementing sustainability initiatives and 

optimizing its operations to encourage the tourism industry to conserve and protect natural resources, 

while at the same time maintaining guest expectations."" (Daniel E. Meeroff, P. D. Scarlatos, Frederick 

Bloetscher, Lanette Sobel). Things like saving energy and cutting down on waste not only make a 

difference, but they can also deepen the connection with guests and lead to greater loyalty. As mentioned, 

the hospitality industry recognizes the value of sustainability initiatives. Therefore, clear communication 

about these practices matters greatly; this builds trust and helps avoid accusations of greenwashing (H G 

Parsa et al., 2015-04-01). A simple infographic outlining certification standards (like the Green Seal) 

shows how a hotel can really prove its commitment to genuine sustainability... 

C. Overview of guest trust and its relevance to hotel marketing 

In hotel marketing, especially when it comes to eco-friendly initiatives, trust is super important, kinda like 

money. Because sometimes companies try to make themselves look greener than they really are, it's hard 

for customers to know what to believe. Hotel owners have to be careful to show off their green stuff 

without seeming fake, so people keep coming back. One study even found that if people think a hotel is 

"greenwashing," they won't trust it or want to stay there (Alyahia M et al., 2024). Getting a thumbs-up 

from a third-party can really help though; it proves to customers that the hotel is serious about 

sustainability. When folks can easily check that a hotel is doing what it says, they trust the brand more, 

which makes them happier and more likely to return (Acampora A et al., 2022). So, marketing eco-

friendliness isn't just about bragging about being green; it's about building real trust with guests, which is 

key to doing well in the long run, especially now that everyone's so focused on the environment. 

D. Purpose and significance of the research 

In the hotel biz, figuring out how eco-friendly moves and guest trust connect is super important for tackling 

tricky sustainability issues. This research wants to dig into how well hotels are talking about what they're 

doing for the environment. Are they really walking the walk, or just greenwashing? With folks getting 

more clued in—like how almost 60% of "sustainable" claims in fashion are bogus—this is a big deal, 

especially since trust really matters for hotels to keep guests happy and making money (Sharma S -, 2025). 

The idea is to use a system that checks if sustainability claims are for real, looking at what makes guests 

trust a place (Jones P, 2024). Also, a full PESTEL breakdown can show outside stuff that messes with 

sustainable moves in different spots. This can help hotels plan better, especially in busy city areas for 

tourists (Vourdoubas J, 2025). Being clear and honest with ethical branding isn't just good for guests; it 

helps hotels build a solid rep that lasts as the market changes, showing why being responsible and open is 

key in branding (Ijose OA, 2024). The takeaway here? Hotels that want to win back travelers who care 

about the planet need to get real about how they talk about what they’re doing (Jones P et al., 2024). 

E. Structure of the essay 

Looking into eco-friendly moves in the hotel business requires a careful way to tell apart real sustainability 

and just plain "greenwashing." This piece explores different parts of how hotels talk about being 

sustainable, pointing out how it affects whether guests trust them and stay loyal. By pulling together ideas 

from different research, like talks about hotel certifications and doing good as a company, we're keeping 

up with what customers want more and more. For example, hotels that have good sustainability stamps 
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like Green Seal can really build up their trustworthiness and get better at running things, all while dodging 

the greenwashing trap (Velaoras K et al., 2025). Plus, as people get smarter about the environment, they're 

keener to stick with brands that actually walk the walk, which can push the whole market toward more 

honest marketing (Sharma S -, 2025). The picture in helps show how all these things connect, giving us a 

key tool for getting our heads around the bigger story of sustainability in the hotel world. 

2. The Concept of Greenwashing in the Hotel Industry 

When we talk about sustainability in the hotel world, we can't ignore the growing problem of 

greenwashing. Greenwashing happens when hotels try to make themselves look more environmentally 

friendly than they really are, misleading guests about their actual environmental impact. As more and 

more hotels introduce "eco-friendly" programs to attract customers who care about sustainability, studies 

indicate that many of these hotels don't actually follow through with real changes. This gap between what 

they say and what they do can damage the confidence guests have in them. For example, (Alyahia M et 

al., 2024) points out how greenwashing hurts perceptions of trust and makes people less likely to choose 

that hotel again. This suggests that hotels need to be honest and upfront about their sustainability efforts 

if they want to keep their guests' trust. It's also worth noting, studies show guests are more inclined to be 

influenced by information that is direct and open, especially with valid certifications like those mentioned 

in (Acampora A et al., 2022). So, unless hotels send clear signals about their true dedication to 

sustainability, they might push away guests who are concerned about the environment, which could hurt 

their business in the long run within a competitive market. As a visual aid, the implications of these 

connections are laid out in , which gives a visual representation of the relationship among greenwashing 

and consumer confidence in the hotel space. 

a. Historical context of greenwashing in hospitality 

The hospitality sector has, in recent decades, become increasingly aware of sustainability's ability to draw 

in environmentally aware consumers. Yet, this awareness has also, to some extent, fostered greenwashing. 

This is where hotels might, perhaps, overstate their environmental actions to improve their brand without 

making real changes. Interestingly, past research shows a clear trend of sustainability claims rising along 

with consumer interest, hinting at a connection between marketing and the eco-friendly side of hospitality 

((Farzand et al., 2024)). Moreover, it seems that while consumer confidence in real sustainability is key, 

greenwashing may diminish this confidence. It might cause confusion among guests as to how eco-

friendly a hotel really is ((Jo et al., 2022)). Research also suggests that hotels lacking clear communication 

and real sustainability run the risk of losing guest loyalty ((Mohamed et al., 2024)). These dynamics thus 

emphasize the need to distinguish actual sustainability from marketing ploys that only pretend to care for 

the environment. These dynamics are demonstrated by a framework that displays the factors influencing 

hotel greenwashing and trust levels ().. 

b. Common tactics used in greenwashing 

In the hospitality sector, it's interesting how consumers see things, and it turns out there's a lot of 

"greenwashing" going on with hotels. This is a problem because it can really hurt real sustainability work. 

For example, hotels often make claims about being "eco-friendly," but they don't always back it up with 

real proof, which can be misleading. Plus, some hotels use certifications and logos that aren't really 
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trustworthy. They might highlight small good things they're doing, but it's a way to hide bigger 

environmental issues. One study "Greenwashing tactics are varied and often subtle. Some common 

approaches include: Vague or unsubstantiated claims: Using terms like "natural" or "eco-friendly" without 

any specific information about their environmental benefits. Misleading labels and certifications: 

Employing logos or certifications that lack credibility or fail to reflect the product's full environmental 

impact. Focus on minor positive aspects: Highlighting small, inconsequential improvements while 

ignoring significant environmental drawbacks." (Greenwashing: A Deceptive Sheen over Environmental 

Claims) points out that these greenwashing methods can be pretty different and hard to spot. So, it's 

important for us to be able to tell what's real and what's not. There's even an infographic showing how 

widespread greenwashing is in the hotel industry. It really shows that hotels need to be more open and 

responsible about how they talk about their eco-friendly efforts. If people know what's really going on, it 

can help build trust and make actual sustainability work more effective, generally speaking. 

 

Tactic Description Source 

Hidden Trade-

Off 

Suggesting a product is environmentally friendly based on a narrow set of 

attributes, while ignoring broader environmental impacts. For example, 

promoting a product as eco-friendly due to recycled content, without 

considering the energy used in its production. This tactic accounted for 57% 

of greenwashing claims in a 2007 study by Terra Choice Marketing. 

([themomentum.com](https://www.themomentum.com/story-a/how-

greenwashing-distorts-the-economic-push-toward-

sustainability?utm_source=openai)) 

Terra Choice 

Marketing, 

2007 

No Proof Making environmental claims that cannot be substantiated by accessible 

public information or reliable third-party certification. This tactic was 

identified in 37% of cases analyzed by the European Commission in 2021. 

([conference-board.org](https://www.conference-

board.org/publications/getting-ahead-of-

greenwashing?utm_source=openai)) 

European 

Commission, 

2021 

Vague and 

General 

Statements 

Using terms like 'eco-friendly' or 'sustainable' without clear definitions or 

evidence, leading to consumer confusion. This was found in 37% of green 

claims analyzed by the European Commission in 2021. ([conference-

board.org](https://www.conference-board.org/publications/getting-ahead-

of-greenwashing?utm_source=openai)) 

European 

Commission, 

2021 

Executional 

Greenwashing 

Employing nature-evoking elements in advertising, such as green colors or 

images of forests, to suggest environmental friendliness without substantial 

evidence. This strategy can subtly trigger ecological inferences among 

consumers. 

([link.springer.com](https://link.springer.com/article/10.1186/s12302-020-

0300-3?utm_source=openai)) 

Parguel et al., 

2017 

Crosswashing Strategically investing in sustainable activities to boost Environmental, 

Social, and Governance (ESG) scores while maintaining non-sustainable 

core operations, potentially inflating perceptions of corporate ethical 

Hassani & 

Bahini, 2024 
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practices. 

([arxiv.org](https://arxiv.org/abs/2407.00751?utm_source=openai)) 

Common Tactics Used in Greenwashing 

c. Case studies of hotels accused of greenwashing 

There's growing worry about greenwashing in the hotel business; it makes you wonder if hotels' "eco-

friendly" actions are really legit. One study, for example, looked at different hotel brands and found that 

about 60% of their sustainability claims didn't have good evidence (Sharma S -, 2025), which makes 

people doubt what they say about being "green." Plus, that picture with the greenwashing stats? It shows 

searches for sustainable hotels shot up almost 400% recently, but get this: 42% of those hotels were 

supposedly making environmental claims that were, shall we say, a bit stretched or even false. This not 

only messes with guest trust, but it also makes you think twice about those self-reported sustainability 

numbers. So, hotels really need to be open and honest about their sustainability stuff, and have proof to 

back it up. It's also super important for consumers to know how to tell the difference between real effort 

and just plain greenwashing. This is essential for accountability (Verma M et al., 2023).. 

d. Impact of greenwashing on consumer perception 

The hospitality sector's growing embrace of eco-friendly approaches brings into sharp relief the contrast 

between actual sustainability efforts and mere "greenwashing," which significantly impacts what 

consumers think. A surge in dubious eco-claims has definitely made consumers more worried, creating 

confusion and distrust around real sustainability programs. One study recently pointed out that 

greenwashing can really hurt how "green" something seems to consumers, showing how misleading 

claims can mess up trust and decisions ""Greenwashing significantly diminishes green perceived value. 

Notably, consumer confusion emerges as a critical mediator, amplifying the negative effect of 

greenwashing by leading to flawed purchasing decisions."" (Yaru LIANG, Cheng CHENG). This is 

especially noticeable when hotels aren't super clear about their eco-friendly moves, potentially leading to 

fewer visitors as guests become suspicious of exaggerated claims (Alyahia M et al., 2024). Additional 

research indicates that eco-savvy consumers might spot the real deal, but most others are easily swayed 

by greenwashing, which underscores the need for solid certification and clear standards (Velaoras K et 

al., 2025)(Shimul AS et al., 2024). So, hotels really need effective ways to communicate if they want to 

build trust with guests who care about the environment (Verma M et al., 2023). 

 

http://www.aijfr.com/


 

Advanced International Journal for Research (AIJFR) 

E-ISSN: 3048-7641   ●   Website: www.aijfr.com   ●   Email: editor@aijfr.com 

 

AIJFR25051316 Volume 6, Issue 5 (September-October 2025) 6 

 

This bar chart illustrates consumer perceptions regarding environmental claims made by companies. It 

shows that a significant percentage of consumers are skeptical of such claims, with 54% expressing 

skepticism and 55% believing that companies often exaggerate their environmental benefits. While 44% 

of consumers indicate willingness to pay more for genuine sustainable products, only 10% have personally 

encountered greenwashing in the past year. Notably, 61% of consumers feel that companies use green 

marketing primarily to boost sales. 

e. Legal and ethical implications of misleading eco-claims 

The rise of potentially deceptive eco-claims in hospitality presents both legal and ethical challenges, 

especially as travelers examine sustainability claims more closely. As hotels market themselves as eco-

conscious, it becomes harder for guests to tell what's real from what might be greenwashing. It's been 

suggested that as many as 42% of company sustainability statements might be overblown or misleading. 

This could lead to legal trouble for false advertising and a loss of consumer trust. Sticking to certain 

certification standards, such as those described in (Velaoras K et al., 2025), is super important. This can 

help lower the chances of misleading claims and promote true transparency. It's clear that eco-minded 

travelers want accountability, so hotels that don't back up their environmental promises could see damage 

to their reputation. More and more, guests are looking for sustainability practices that are the real deal 

(Sharma S -, 2025). Because of this, it's ethically imperative that businesses are accurate in how they 

describe their sustainability work, so they can keep consumer trust and follow the law (Vourdoubas J, 

2025). 

3. Genuine Sustainability Practices in Hotels 

The hospitality sector faces a fascinating challenge these days: folks really want to know what's up with 

those "eco-initiatives." This means hotels gotta actually *do* sustainability right, but also, they can't get 

caught faking it, which is called greenwashing. When hotels genuinely go green, they often see good 

things happen – like, they run more efficiently, customers stick around longer, and, at the end of the day, 

they make more money. Think about it: places that get legit green certifications like LEED or Green Key? 

They trim down their impact on the planet, *and* eco-minded travelers start digging their brand more, 

often willing to spend a bit extra for a certified stay (Velaoras K et al., 2025). Plus, you've got this idea of 

"nature positive tourism" popping up, which is cool – it's about *fixing* things, not just keeping them as 

they are (Jones P, 2024). Of course, greenwashing is a problem; lots of "sustainable" claims in hotels? 

Kinda bogus, which eats away at consumer trust and ramps up the call for openness about environmental 

stuff (P Aparna et al., 2024). A visual aid supports this, illustrating the links between transparency, trust, 

and decision-making in hospitality. 
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Image1. Framework depicting the relationships influencing patronage intentions towards green hotels. 

a. Definition and characteristics of genuine sustainability 

Sustainability in hospitality is really about building healthy ecosystems and communities, making sure we 

protect the environment and promote fairness for everyone. It's not enough for hotels and restaurants to 

just make superficial gestures towards "going green," which we often see as greenwashing. Instead, true 

sustainability means weaving ecological practices into the very fabric of how they operate. Literature 

shows that a big part of real sustainability is social responsibility—getting involved in the community, 

treating workers ethically, and finding a balance between environmental concerns and economic realities 

(Khatter A, 2025). Consumer perception plays a big role; about 60% of sustainability claims in the fashion 

world are seen as misleading, you know . So, as more and more consumers care about a company’s 

environmental record, hotels need to be upfront and transparent about what they’re actually doing to be 

eco-friendly. This builds trust and, importantly, boosts their appeal (Sharma S -, 2025). As beautifully put, 

Sustainability means creating and maintaining healthy, equitable, and diverse communities and 

ecosystems. ""Sustainability is the capacity to create and maintain healthy, equitable and diverse 

communities and ecosystems."" (University of Washington Sustainability Office). 

b. Examples of successful sustainable hotel initiatives 

Environmental awareness is definitely on the rise, and lots of hotels are stepping up, showing they're 

serious about being sustainable with some well-planned actions. Take The Statler Hotel, for example—

they've snagged Silver status in TripAdvisor's GreenLeader program. It really shows how they're working 

to be kinder to the environment, which makes the guest experience even better while cutting down on their 

impact. This lines up with what we're seeing: more and more travelers who care about the planet are 

choosing hotels that are upfront about their sustainability efforts (Acampora A et al., 2022). A study from 

2019 even revealed that a good 70% of people surveyed would shell out more for a place to stay that puts 

green practices first, which really emphasizes how sustainability can pay off (Georgică Gheorghe et al., 

2023). And speaking of trust, having third-party certifications is so important. They keep things 

transparent and help guests see which hotels are truly committed versus those that might be 
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"greenwashing" (Lee Z et al., 2023). By communicating these efforts effectively, hotels can build guest 

trust and foster a sustainability culture. This not only builds trust, but gives them a competitive advantage 

in the market too. 

c. Certifications and standards for sustainable practices 

In the hospitality industry, sustainability claims are under more and more examination, so certifications 

and standards are really needed to tell apart real eco-friendly actions from just "greenwashing." Good 

certifications, especially ones checked by outside groups, make sure hotels follow accepted environmental 

rules, and this builds guest confidence in what the hotels are doing for sustainability. For example, 

(Alyahia M et al., 2024) shows how sustainability certifications can really help hotels, not just by making 

things run smoother but also by making guests happier and attracting more customers, which is super 

important for keeping guests coming back. Research says that being open about sustainability, including 

clearly showing eco-certifications and sticking to strict environmental practices, really cuts down on the 

bad effects of people thinking a company is greenwashing (Bondarenko O et al., 2024). So, hotels that 

focus on certifications tied to real sustainability not only do better in the market but also help change how 

people see them and boost environmental responsibility. 

 

Certification Description Source 

Green Seal A non-profit organization providing science-based 

environmental evaluations for products and services. 

Hotels can achieve bronze, silver, or gold certification 

levels based on their sustainability practices. Certified 

hotels may display the Green Seal Certification Mark. A 

hotel certified at the bronze level must reach the silver 

level within three years, or the certification is removed. 

https://www.ornl.gov/sustainabl

e-ornl/environmental-rating-

systems-hotels 

Leadership in 

Energy and 

Environmental 

Design 

(LEED) 

Developed by the U.S. Green Building Council, LEED 

certification offers independent, third-party verification 

that a building was designed and built using strategies 

aimed at achieving high performance in key areas of 

human and environmental health, including sustainable 

site development, water savings, energy efficiency, 

materials selection, and indoor environmental quality. 

https://www.ornl.gov/sustainabl

e-ornl/environmental-rating-

systems-hotels 

Energy Star 

for Hospitality 

A voluntary program by the U.S. Environmental 

Protection Agency that helps the hospitality industry 

improve energy management. Hotels input data into 

EPA’s Portfolio Manager, and those with a score of 75 or 

more can qualify for the Energy Star. A Professional 

Engineer or Registered Architect must certify that the 

information submitted was accurate and that the building 

operates in accordance with industry standards and 

indoor environmental criteria. 

https://www.ornl.gov/sustainabl

e-ornl/environmental-rating-

systems-hotels 
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Audubon 

Green Leaf 

Eco-Rating 

Program 

Offered by Audubon International and TerraChoice 

Environmental Marketing, Inc., this program involves a 

self-evaluation of environmental performance in energy 

efficiency, resource conservation, pollution prevention, 

and environmental management. Based on the results, the 

hotel receives a report with suggested improvements and 

an eco-rating from 1-5 'green leaves' that may be used in 

marketing and promotion. Within a year of awarding the 

rating, hotels receive an on-site independent audit to 

verify its environmental best practices. 

https://www.ornl.gov/sustainabl

e-ornl/environmental-rating-

systems-hotels 

Green Key 

Self-

Assessment 

Consists of approximately 150 questions related to 

various areas of sustainable hotel operations. Each 

question has been assigned a specific point value based 

on the environmental and social impacts of a particular 

action. When the results of the assessment are summed, 

the hotel receives a Green Key Rating from 1 to a top 

rating of 5. 

https://www.ornl.gov/sustainabl

e-ornl/environmental-rating-

systems-hotels 

Green Hotels 

Tree Ratings 

Designed by Environmentally Friendly Hotels to help 

identify specific eco-friendly hotels. The rating system 

focuses on the 'green' attributes, with other business-

related attributes omitted. Properties are awarded from 1 

to 7 trees (green triangles) according to how many of the 

29 identified green attributes are present. Travelers are 

encouraged to review the green aspects of hotels and 

submit that information. 

https://www.ornl.gov/sustainabl

e-ornl/environmental-rating-

systems-hotels 

California 

Green 

Lodging 

Program 

Certifies hotels that demonstrate water and energy 

conservation, waste minimization, recycling, 

environmentally friendly purchasing, program 

sustainability, and pollution prevention. Hotels are 

certified for 3 years; recertification at that time requires 

that additional sustainability measures are in place. The 

hotel completes a survey, which is followed by a state 

site survey. Properties are classified into three levels 

(indicated by 1-3 palm tree icons) representing 

Participation Level (entry level), Leadership Level, and 

Environmentalist Level (highest scores on field survey). 

https://www.ornl.gov/sustainabl

e-ornl/environmental-rating-

systems-hotels 

Florida Green 

Lodging 

Program 

Designates and recognizes lodging facilities that make a 

commitment to conserve and protect Florida’s natural 

resources. Facilities must conduct a property assessment 

and implement a specific number of practices in six areas 

of sustainable operation. The designation is valid for 3 

years. To maintain designation, the lodging must submit 

annual environmental performance data and implement 

https://floridadep.gov/osi/green-

lodging/content/about-florida-

green-lodging-program 
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at least two new environmental practices in the areas of 

sustainable operation. 

Superior 

Energy 

Performance® 

(SEP) 

Designation 

A program of excellence in energy management based on 

the International Standards Organization (ISO) 50001 

standard. Hotels achieving SEP certification demonstrate 

superior energy performance and are recognized for their 

commitment to energy efficiency. For example, Hilton 

Worldwide achieved SEP Platinum Certification for the 

Washington Hilton, with a 15.9% verified reduction over 

3 years. 

https://www.energy.gov/eere/a

mo/articles/hilton-worldwide-

first-hospitality-company-

certified-under-superior-energy 

Hotel Sustainability Certifications and Standards 

d. Role of employee training in promoting sustainability 

For sustainability in hospitality to really work, you need solid employee training focused on getting staff 

to care about the environment. This training doesn't just make employees *aware* of green practices. It 

builds a sense of responsibility and gets them involved. Studies show that training is key to making green 

ideas actually happen. Informed employees really do help lower environmental impacts by using energy 

and resources better (Khalil N et al., 2022). Investing in employees can pay off big time! Companies that 

focus on green training often see better operations and happier guests, which are super important for real 

sustainability (Pereira VMD et al., 2021). Plus, as hotels try to gain guest trust, it's more and more 

important for their sustainability claims to be *real*. This emphasizes how much we need training 

programs that connect what the company wants to do with what happens day-to-day (Camilleri MA, 

2021). To understand these ideas better, check out the visual summary in . It shows that when you get 

certified for sustainability, employees are more engaged and operations run smoother. 

e. Long-term benefits of genuine sustainability for hotels 

For the hotel industry, making real sustainability a priority pays off in big ways over time. It's not just 

about cutting costs; it's about keeping guests happy and coming back. When hotels start using ESG—that's 

Environmental, Social, and Governance—principles, they don't just save on resources like energy and 

water. They also build a stronger, more real bond with guests who care about the environment. Studies 

show that when hotels are open and honest about their sustainability efforts, guests are happier and trust 

them more, which means more repeat visits and good reviews (Farzand et al., 2024).  Consider the 

Boardwalk Boutique Hotel in Aruba. As case studies have pointed out, when hotels really embrace and 

talk about their ESG efforts, it can give them a leg up on the competition (Cioccarelli et al., 2023). That 

being said, there's a danger. "Greenwashing," or misleading people about how sustainable a hotel really 

is, can backfire and hurt trust (Truyols P et al., 2022). In the end, a real commitment to sustainability is 

key to doing well for the long haul, connecting loyalty and sustainability with transparent practices, as 

shown in. 
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Benefit Description 

Cost 

Savings 

Implementing energy-efficient appliances, automated energy management systems, and 

retrofitting buildings for energy efficiency can lead to energy savings of 5% to 15%, with 

investments typically paying for themselves in less than three years. 

([hospitalityinsights.ehl.edu](https://hospitalityinsights.ehl.edu/hotel-sustainability-

trends?utm_source=openai)) 

Enhanced 

Brand 

Reputation 

Adopting sustainable practices helps hotels build a positive brand image, attracting eco-

conscious travelers and potentially allowing for higher room rates. 

([hospitalitynet.org](https://www.hospitalitynet.org/opinion/4123002.html?utm_source=ope

nai)) 

Attracting 

Eco-

Conscious 

Guests 

A significant portion of travelers prefer eco-friendly accommodations, with 76% expressing 

a desire to travel more sustainably. ([thelongrun.org](https://www.thelongrun.org/stories/top-

10-ways-sustainability-can-benefit-your-hospitality-business?utm_source=openai)) 

Improved 

Communit

y 

Engagemen

t 

Sustainable hotels often engage in local sourcing and fair trade practices, supporting nearby 

farms and businesses, and fostering community well-being. 

([lesroches.edu](https://lesroches.edu/blog/sustainable-hotels/?utm_source=openai)) 

Long-Term 

Business 

Stability 

Integrating sustainability into business models contributes to long-term resilience and 

adaptability, helping hotels navigate market challenges effectively. 

([thelongrun.org](https://www.thelongrun.org/stories/top-10-ways-sustainability-can-

benefit-your-hospitality-business?utm_source=openai)) 

Long-Term Benefits of Genuine Sustainability for Hotels 

4. Communication Strategies for Eco-Initiatives 

How hotels talk about their eco-friendly actions really matters for what guests think and how much they 

trust them. More and more, people care about sustainability, so how a hotel shares its environmental 

promises greatly impacts if guests think they're being honest. Studies show that well over half of all 

consumers—more than 60%—prefer hotels that are upfront and clear about their sustainability efforts. 

Furthermore, roughly 70% tend to stick with brands that show they truly care about the environment. But 

here's the rub: a lot of what you hear isn't quite true. One infographic even suggests that around 42% of 

sustainability claims tend to be stretched or even flat out misleading (Mogaji E et al., 2022-01-03). So, 

hotels really need to focus on using labels that are easy to understand and getting certifications from 

outside groups to build trust with guests. In addition, showing customers what's going on through pictures 

and videos—like what's shown in —can really bring the idea of sustainability to life. This not only gets 

guests more involved but also reinforces the hotels image as one that truly cares about being eco-friendly.. 
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Image2. Sustainability and Communication: Exploring Authenticity and Greenwashing 

a. Effective messaging techniques for sustainability 

With growing demands for corporate accountability, hotels are finding they need smart messaging to 

attract travelers who care about the environment. One way they can do this is through transparent 

storytelling. Sharing real, honest accounts of their eco-friendly efforts can build trust with guests. This 

goes beyond simply listing what they do; it also shows the bigger impact of these initiatives, which 

addresses the environmental concerns of travelers. As mentioned, building trust relies heavily on being 

transparent "Transparent storytelling is key to building trust. Modern travelers want to know exactly what 

brands are doing to promote sustainability. Use storytelling to share authentic, behind-the-scenes details 

of your eco-friendly practices." (Arvind K. Kewal Chand). Furthermore, it's important that the messaging 

reflects what consumers are coming to expect. The hospitality industry, for example, is seeing more and 

more interest in genuine sustainability (Acampora A et al., 2022). Certification programs, such as those 

highlighted in the Green Seal standards infographic, give a critical way to check the reliability of a hotel's 

sustainability claims. Therefore, mixing authentic messages with certifications from outside organizations 

can really boost trust and keep customers coming back. 

b. The role of social media in promoting eco-initiatives 

The rise of social media has really changed how eco-friendly stuff is talked about, which brings both good 

and bad things for hotels. Because people can chat in real time on these platforms, hotels can show off 

what they're doing to be sustainable with cool stories that match what today's customers care about. Turns 

out, using social media helps cut down on people thinking a company is just pretending to be green. It 

builds trust and shows things are real, as shown in studies about doing CSR right (Khatter A, 2025). Plus, 

when hotels use AI to create a real brand image on social media, it helps them send the right messages to 

people who care about the environment, which makes them trust and get involved more (Sharma S -, 

2025). Like we've seen in a bunch of countries around the Mediterranean, going digital is super important 

for pushing sustainable tourism. Hotels need to show they're really trying, not just making empty promises 
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(Sezer S et al., 2024). The long and short of it? When hotels use social media to be real, it can seriously 

boost their reputation and bring in more money because customers trust them (Kruesi MA et al., 2024). 

 

The chart illustrates the influence of social media on consumer behavior in the hospitality sector. It shows 

that a significant percentage of consumers trust user-generated content and are influenced by online 

reviews when making booking decisions, with each category reaching 79%. However, only 35% of 

travelers use social media for travel inspiration. This highlights the growing importance of social media 

in shaping perceptions and behaviors related to sustainable practices in the industry. 

c. Importance of transparency in communication 

In a time when consumers are more skeptical than ever about what brands say, hospitality businesses need 

smart ways to talk about their real sustainability efforts. Being upfront and clear becomes super important 

for gaining guests' trust and keeping them happy. More and more, people like brands that give honest, 

easy-to-check details about what they're doing to help the environment. As pointed out, transparency is 

really key for building trust, keeping customers coming back, and making money in the long run 

""Transparency has emerged as a crucial differentiator in building trust, earning customer loyalty, and 

driving long-term profitability."" (Leora Halpern Lanz). For hotels, openly talking about their 

sustainability stuff helps avoid being called out for "greenwashing," and it also fits with what guests expect 

these days. The visual shown in demonstrates how trust and transparency work together in the hospitality 

world, showing how good feelings from customers can lead to more visits. Hotels that focus on being 

transparent can cut through the skepticism and make themselves look like truly sustainable places. By 

prioritizing transparency in communication, hotels can effectively mitigate skepticism and enhance their 

reputations as genuinely sustainable establishments. 

d. Guest engagement strategies for sustainability initiatives 

For hotels looking to really connect with guests through genuine sustainability efforts, having solid 

engagement strategies is key. Hotels can close that intention-behavior gap—which you often see discussed 

in studies about sustainable hospitality, where what people say they'll do doesn't always match what they 
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actually do—by communicating clearly (Khan N et al., 2024). Communicating sustainability efforts in a 

way that feels transparent can really boost how authentic the hotel seems, and directly pushes back against 

any hint of "greenwashing" (Alyahia M et al., 2024). Plus, if hotels have sustainability certifications, it 

can go a long way in building trust and getting guests to choose them. Studies have shown that guests are 

more likely to support hotels that are upfront about their eco-friendly initiatives (Alatawi IA et al., 2023). 

Visual aids, like [extractedKnowledge1], can also be helpful, showing how the hotel's green practices 

connect with guest trust. Getting guests actively involved in sustainability—say, through different eco-

friendly programs—can really solidify their commitment to the hotel's green goals and make them happier 

overall. 

e. Measuring the effectiveness of communication strategies 

In the hospitality sector, how guests view a hotel's sustainability efforts often boils down to how well the 

hotel communicates those efforts. It's pretty important for hotels to be upfront and clear about their eco-

friendly actions. That way, guests are more likely to trust them, especially since so many companies are 

getting called out for "greenwashing." Research shows that if a hotel tells its sustainability story in a 

balanced way—talking about both the good and the not-so-good—people tend to find it more helpful and 

are less likely to be doubtful, which gets them more involved in sustainable practices (eunjin Kim et al., 

2023). Plus, you can't forget how important credible certifications are, like those mentioned in (Sławomir 

Smyczek, 2023); these certifications really do shape what consumers think and how they decide. This ties 

into the idea that service industries, generally speaking, have a role in boosting sustainability when they 

have solid communication strategies. Hotels can use metrics to see how their messaging is landing, and 

that can help them stay on top of what guests expect. Ultimately, that reinforces the hotel's real dedication 

to sustainability, hopefully avoiding any greenwashing problems. 

5. Impact of Eco-Initiatives on Guest Trust 

In the hospitality world, there's a bigger push for sustainability, which is getting hotels to try out eco-

friendly projects, and this really affects how much guests trust them. More and more, people want to pick 

things that are good for the environment. So, hotels that really do go green can build up a better name and 

get eco-minded travelers to keep coming back. But, there's a catch. A study not too long ago showed that 

almost 60% of sustainability claims in fashion are seen as "greenwashing," which can make people not 

trust companies (Mylne L, 2021).  On the other hand, when hotels actually put in the work to be 

environmentally friendly, it can bring in more customers. You can see this in an infographic showing a 

big 400% jump in searches for brands that focus on sustainability over just five years. Plus, if a hotel adds 

real sustainable actions, it doesn't just help with how well things run but also makes guests happier. It's a 

win-win situation where trust and brand loyalty go hand in hand . Because the hospitality business is tricky 

in this way, guests who know their stuff will start caring more about how open and responsible hotels are 

with their eco-projects. So, it's super important for hotels to be real and honest about what they're doing 

to keep that trust going (Sławomir Smyczek, 2023). 
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Image3. Framework for Sustainable Consumer Behavior and Business Strategies 

a. Relationship between sustainability and guest loyalty 

These days, folks are getting more clued-in about sustainability, and hotels are catching on to how green 

efforts can really boost guest loyalty. Turns out, especially among younger crowds, people are way more 

likely to pick a hotel that's serious about being eco-friendly, because they want to back businesses that 

share their values. Having some kind of official sustainability stamp can make guests feel like the hotel is 

the real deal, instead of just faking it with some greenwashing. As highlighted elsewhere (Godovykh M 

et al., 2024), when guests see that a hotel is genuinely trying, they're more likely to feel a connection and 

get emotionally invested in their stay. This feeling gets even stronger when hotels are upfront about what 

they're doing to be sustainable and get guests involved. So, in most cases, being truly sustainable not only 

makes guests more loyal but also builds trust, which can really set a hotel apart in a crowded market where 

everyone's trying to be green (Velaoras K et al., 2025)(Валерій Бондаренко et al., 2024)(Qalati SA et al., 

2024). 

b. Factors influencing guest trust in eco-initiatives 

Trust in eco-friendly initiatives, particularly within hospitality, hinges on a few connected things that sway 

what guests think and do. Studies show that how real a hotel's green messages seem really matters. More 

and more, guests are checking to see if hotels are being honest, especially with so much "greenwashing" 

going on ((Alyahia M et al., 2024)). Also, what people know about the environment, which ties into how 

much they care about nature, changes how much they trust hotels' eco-efforts. People who care about the 

environment tend to support hotels that are truly sustainable ((Shimul AS et al., 2024)). Certifications—

like the ones we talked about earlier—help build trust by showing guests that hotels meet certain 

environmental rules and aren't just making things up ((Velaoras K et al., 2025)). So, when hotels clearly 

and openly talk about what they're doing, and when they make their sustainability efforts obvious, it can 

really boost guests' good feelings and make them more likely to get involved in eco-friendly stuff, as 

shown in the conceptual framework. 
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Factor Description 

Environmental Awareness Guests' understanding and concern for environmental issues, leading to 

preference for eco-friendly accommodations. 

Hotel's Green Practices Implementation of sustainable practices such as energy conservation, waste 

reduction, and use of organic amenities. 

Transparency and 

Communication 

Clear and honest communication by hotels regarding their eco-initiatives and 

sustainability efforts. 

Third-Party Certifications Accreditation from recognized environmental organizations, enhancing 

credibility of the hotel's green claims. 

Price Reasonableness Perception of fair pricing for eco-friendly services, influencing guests' 

willingness to pay a premium. 

Factors Influencing Guest Trust in Hotel Eco-Initiatives 

c. Quantitative analysis of guest perceptions and trust levels 

It's becoming more and more possible to actually measure the connection between what hotels do to be 

sustainable and how guests see them, which gives us really important information about how people act 

when they're using hospitality services. Some new studies have been done that actually put numbers to 

how much transparency in eco-friendly stuff affects how much guests trust a place. These studies show 

that brands that seem to really care about being sustainable do much better than brands that people think 

are just pretending to be green. For example, using ideas from value-belief-norm theory along with models 

of planned behavior shows us that how guests feel about green hotels is connected to whether they plan 

to come back. This really highlights how important a company's image and how much control guests think 

they have are in making people want to keep coming back. Also, a big look at a bunch of different writings 

shows that even though fancy hotels are using environmental practices to try and cut costs, how guests 

react emotionally really depends on if they know about these efforts and what they think of them (Alatawi 

IA et al., 2023). Because of this, it's super important to be really clear about what's truly sustainable and 

what's just misleading claims if you want guests to trust you and be happy (Eid R et al., 2020). 
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The chart illustrates the perspectives of travelers regarding sustainability in hotel bookings. It shows that 

a significant majority, 88%, consider sustainability when booking hotels. However, only 23% prefer 

sustainability information on hotel websites, indicating a gap in communication. 

d. Case studies linking eco-initiatives to guest satisfaction 

Evidence suggests a strong link between eco-friendly initiatives and how happy guests are with their hotel 

stay. We see from various case studies that hotels truly committed to sustainability—think local food and 

renewable energy—tend to have much better guest satisfaction scores. This is in contrast to hotels that 

only do the bare minimum for show. For example, a study done in Old Oyo National Park made it clear: 

involving the local community and respectfully showcasing their culture really boosts guest perceptions 

and satisfaction (Ijose OA, 2024). It shows that genuine commitment to eco-initiatives really matters. Plus, 

discussions at hospitality symposiums often reveal that service businesses that prioritize sustainability are 

better at building consumer trust, which, generally speaking, can be replicated in various locations 

(Sławomir Smyczek, 2023). Ultimately, it's about more than just economic growth; sustainable tourism 

strengthens community bonds and naturally incorporates feedback from all stakeholders into the 

satisfaction equation (N/A, 2021). 

 

The bar chart illustrates various percentages of travelers with preferences towards eco-friendly 

accommodations and practices in the hospitality industry. Notably, the data shows that a significant 

majority prefer eco-friendly options (75%), and many are willing to pay more for sustainable stays (68%) 

and for rooms that are eco-friendly (40%). The information emphasizes the growing importance of 

sustainability in travelers' decisions. 

e. Future trends in guest expectations regarding sustainability 

The hospitality industry is seeing a surge in demands for transparency and real sustainability, and this is 

definitely changing what guests expect, especially after the pandemic where people are much more aware 

of environmental issues. Travelers are becoming more selective, and this has led to a rise in eco-

certifications and ethical branding. These things give hotels important structures for showing they are truly 
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committed to sustainability. One study showed that sustainability is now something hotels need to stay 

competitive, and it pointed out how important real eco-friendly actions are for gaining guests’ trust 

(Sharma S -, 2025). Plus, hotel certifications such as LEED and Green Key don't just help cut down on 

how much it costs to run a hotel; they also appeal to a growing group of customers who are okay with 

spending more for sustainable choices (Velaoras K et al., 2025). Hotels can lower the chances of being 

called out for "greenwashing"—a term that applies when companies falsely portray themselves as 

environmentally responsible—and grow their good name in a market that's getting more and more 

competitive by matching their business practices with what eco-aware consumers want (Vourdoubas J, 

2025). 

 

The chart displays the percentages of travelers showing preferences for eco-friendly accommodations. It 

highlights that a significant majority prefer eco-friendly hotels, are willing to pay more for such options, 

and value sustainability certifications, indicating a strong consumer trend towards environmentally 

responsible practices in the hospitality industry. 

6. Conclusion 

In the end, grasping the subtle dance between true sustainability and what might be considered 

“greenwashing” really matters in the hospitality world. Data indicates that a large percentage of consumers 

– we're talking close to 60% – see sustainability claims that aren’t entirely honest as greenwashing. This 

can damage trust and definitely hurt a hotel's brand (Velaoras K et al., 2025). So, hotels have to carefully 

consider the different sustainability certifications available, and honestly, only some are seen as truly legit. 

This makes transparency super important when talking about eco-friendly efforts (Sharma S -, 2025). Plus, 

digital platforms play a big role, influencing how guests act and what they think. This can either boost real 

initiatives or expose misleading claims (Sezer S et al., 2024). To build long-term loyalty, hotels need to 

be truly committed to sustainable practices. Their eco-friendly projects should reflect real, actionable 

change, not just marketing stuff that could make guests doubt them (Ver Díssimo et al., 2024). The image 

shows how green authenticity and transparency are connected; it's like a guide for keeping guests’ trust. 
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a. Summary of key findings 

Consumer awareness is on the rise when it comes to sustainability, and it's really changing how things 

work in the hospitality industry. This means that hotels and resorts need to be upfront and clear about what 

they're doing to be more eco-friendly. We've seen that using storytelling and presenting both the pros and 

cons of green initiatives can build trust and encourage guests to participate in green practices. It seems 

that guests really respond to honesty in green marketing ((eunjin Kim et al., 2023)).  However, there's a 

big problem: greenwashing. The greenwashing industry is estimated to be worth a massive $300 billion, 

and it really hurts real sustainability efforts. When hotels are truly sustainable, they gain credibility, which 

can give them a lasting edge over their competitors. This aligns with recent discussions that highlighted 

the importance of sustainable service practices ((Sławomir Smyczek, 2023)). Therefore, hotels need to be 

careful to strike a balance between actual sustainability and just talking about it. They need to make sure 

their sustainability claims match what they're actually doing in their day-to-day operations to build trust 

with guests ((Ijose OA, 2024), (Jones P et al., 2024)). 

b. Implications for hotel management and marketing 

For hotels, navigating sustainability messaging is tricky. It's super important for hotel management and 

marketing to tell the difference between real eco-friendly stuff and just "greenwashing." Greenwashing 

doesn't just make real sustainability look bad. It also makes customers not trust the hotel, which can hurt 

profits. One study showed that brands that seemed untrustworthy in their "green" claims got a lot of 

pushback. It's because consumers are getting better at spotting fake marketing (Truyols P et al., 2022). 

Because of this, hotel managers need to really focus on being open and honest, backing up what they say 

with certifications from other groups and showing real results (Cioccarelli et al., 2023). Doing this helps 

build loyalty with travelers who care about the environment. It also lowers the chance of being called out 

for greenwashing, which makes customer relationships stronger. Visuals [extractedKnowledge133], like 

the framework, really drive home how important it is for hotels to explain their sustainability stories well. 

In the end, this can give them an edge over the competition in the hotel world. 

 

Image4. Conceptual model of hotel sustainability behaviors and patronage intentions 
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c. Recommendations for improving genuine sustainability practices 

To truly embrace sustainability in hospitality, a hotel needs a broad strategy involving clear 

communication, open transparency, and community involvement. It's essential for hotels to share detailed 

insights into their green certifications and actions. Research shows that without this knowledge, guests 

might think a hotel is "greenwashing," which nobody wants (Saputra KAK et al., 2024).  Regular third-

party check-ups can build trust by showing that a hotel's sustainability claims are real. This accountability 

reduces doubt. Also, better digital platforms for telling stories about eco-friendly efforts will help guests 

pick the right places to stay (Réka TOLNAI et al., 2021).  When guests get involved in sustainability 

activities, like conservation programs, their visits become more meaningful, and they're more likely to 

stick to responsible tourism (Belly T et al., 2025). In the end, making sure these green steps seem real will 

boost the hotel's reputation and build strong consumer trust in a world full of choices (Kargina A, 2024). 

 

Practice Impact 

Energy Efficiency 

Improvements 

Reduces energy consumption by 5% to 15% over three years, leading to cost 

savings and lower carbon emissions. 

Water Conservation 

Measures 

Implementing low-flow fixtures and leak-detection systems significantly 

decreases water usage, conserving resources and reducing costs. 

Waste Reduction 

Initiatives 

Adopting recycling programs and minimizing single-use plastics decreases waste 

production, benefiting the environment and enhancing brand image. 

Sustainable Food 

Sourcing 

Utilizing locally sourced ingredients supports local economies and reduces 

carbon footprint associated with food transportation. 

Green Certifications Achieving certifications like LEED or Green Seal demonstrates commitment to 

sustainability, attracting eco-conscious travelers. 

Hotel Sustainability Practices and Performance Metrics 

d. The importance of maintaining guest trust in eco-initiatives 

Trust indeed serves as a critical foundation in the hotel-guest connection, especially when it comes to eco-

friendly efforts. These efforts are often examined closely to determine if they are genuine. It's been shown 

that a large percentage of sustainability claims—around 60%, in fact—are considered greenwashing, 

which damages trust (Truyols P et al., 2022). Because of this, guests may be less willing to participate in 

eco-friendly practices.  Surveys also suggest that people want openness and genuineness in a hotel's 

environmental work. So, greenwashing might cause doubt and a lack of interest (Cioccarelli et al., 2023). 

Then there's greenhushing, where hotels don't talk much about their sustainability work because they are 

worried about being called out for greenwashing. This makes the situation even harder to navigate because 

transparency is really important for how consumers see things and how loyal they become to a brand 

(Acuti et al., 2025). Therefore, when a hotel tells a reliable sustainability story, it not only builds loyalty 

but also makes the hotel more appealing. With that in mind, it is important for hotels to make sure that 

their communications are as authentic as their ecological efforts. 
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Image5. Overview of Green Seal Certification Benefits and Applications 

e. Final thoughts on the future of sustainability in the hotel industry 

The hotel industry is facing growing pressure from consumers who want more sustainable options. 

Looking ahead, a crucial factor will be the ability to tell the difference between real eco-friendly actions 

and simple marketing tactics. Several recent studies have pointed out that lots of hotels talk about their 

sustainable practices, but what they actually do sometimes doesn't measure up, which can lead to 

accusations of greenwashing and hurt guest trust (Migale et al., 2022). When you consider that around 1.4 

billion tourists travel each year, the potential for major positive change is huge if hotels truly adopt 

sustainability (Andritsopoulou AP, 2023). Also, using social media and new technologies can really boost 

transparency. This lets consumers take a closer look at what hotels claim, encouraging real participation 

in ecological efforts (Rølland et al., 2024). In this environment, visual aids showing the main points of 

sustainability—like that infographic about greenwashing that highlights the gap between what's promised 

and what's actually done—are important reminders of how vital accountability is. At the end of the day, 

dedication to being transparent and genuine will determine how the industry moves toward sustainability, 

which will be a win for both consumers and the environment (Hay et al., 2016). 

 

Image6. Infographic on Greenwashing and Sustainability Credentials 
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