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Preface
In front of you is the master’s thesis ‘Beyond green practices: How the Dutch hotel sector
contributes to a more sustainable world’. I have written this thesis as part of my master’s program
Environment and Society Studies at the Radboud University. I examined how hotels implement
sustainability measures, and to what extent they aim to involve their guests in this. The research
was carried out by means of interviews with hotels in Amsterdam. From February 2019 until
December 2019 I have been working on this thesis. Altogether, it has been a very educational
process for me.
I conducted my research in combination with an internship at Raad voor de Leefomgeving en
Infrastructuur (RLI). My thesis was carried out in addition to their advisory report about tourism,
called ‘Desirable tourism: Capitalising on opportunities in the living environment’. This internship
introduced me to the professional world; it was the first internship I ever had to do for my study.
It was interesting to see the ‘behind the scenes’ of the writing of an advisory report.
There are a few persons I would like to thank that have contributed to the final version of this
thesis. Firstly, I would like to thank the RLI for giving me the opportunity to write my thesis there
and providing the first experience in the job field. In particular, I want to thank Douwe Wielenga,
my internship supervisor, for his enthusiasm and helpful insights. Especially when constructing
the conceptual framework, and the preparing of the empirical research, Douwe helped me with
translating my ideas into a workable concept.
Of course, I would like to thank the participating hotels for making time available to help me
with collecting data. Many interesting ideas came forth from the interviews. Also, I would like to
thank my friends Amber, Diego and Lotte for critically reading my thesis and providing me with
feedback.
Lastly, I would like to thank my thesis supervisor Rikke Arnouts for giving feedback and
examining my thesis.
I hope you enjoy your reading!
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Abstract
The tourism sector is growing fast. This brings some downsides, among which is the negative
impact on the environment. Therefore, the demand for sustainable goods and services –
including sustainable lodging facilities - has increased in the past few years. This increasing
demand led to a sustainability trend among hotels. By means of implementing green practices,
hotels can reduce their negative environmental impact. At the same time, there is a gap between
attitude and behaviour among the hotel guests. This means that hotel guests have a prevalent
positive attitude towards, but do not always behave accordingly. Therefore, involving guests in
sustainability measures is a complex task for hotels.
Hotels in Amsterdam are examined in order to find out what they do about
sustainability, how they involve their guests in this, and how choice architecture techniques are
used. Furthermore, this research points to the roles of hotel guests, governmental instances,
eco-labels and the hotels in accomplishing sustainability in hotels. Based on the empirical
research, this thesis distinguishes two strategies to successfully implement sustainability. The
first one is that sustainability is successful when guests are convinced to voluntarily cooperate in
green practices, whereas the other one is that sustainability is successful when guests do not
notice anything of the green practices.
Keywords: green hotels, sustainability measures, green practices, choice architecture, strategies
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Chapter 1

Introduction
1.1 Research problem
The tourism sector is growing fast. Worldwide, the sector is expected to be doubled in size by
2030, compared to 2010 (UNWTO, 2011). In the Netherlands this growth is especially visible in
inbound tourism. Ten years ago, approximately 10 million tourists from abroad visited the
Netherlands. Today this number has already risen to 17,6 million (Vermeulen et al., 2018). If this
trend continues, tourism in the Netherlands might even face a larger proportional growth in the
future than the tourism sector worldwide. From an economical perspective, this seems to be a
positive development. In the Netherlands tourism already represents 3,9% of the GDP
(Vermeulen et al., 2018). Also, tourism creates employment and contributes to social and cultural
developments. However, there are downsides to tourism as well. Certain Dutch destinations are
already experiencing a situation of ‘overtourism’; a form of tourism, in which its impact exceeds
physical, ecological, social, economic, psychological, or political capacity boundaries (Peeters et
al., 2018). In the Netherlands, ‘overtouristic’ places are Amsterdam, Scheveningen, Giethoorn,
Maastricht, Kinderdijk and Zaanse Schans.
A prominent downside of tourism is its impact on the environment. Worldwide, the
tourism sector is accountable for 8% of all emissions (Lenzen et al., 2018). In this way, tourism
makes a considerable contribution to climate change. This can - in turn - influence tourism in
the long run, for example when a water surplus or shortage occurs due to climate change. What
makes tourism a complex subject for policy making as well, is that the sector is constructed by
other sectors. In tourism, a distinction is roughly made between three sub-sectors:
transportation, lodging and entertainment. According to a report published by the UNWTO,
UNEP, and WMO (Scott et al., 2008), 75% of all CO2emissions related to tourism comes from the
transportation sector. The second largest emitter is the hospitality sector with 21% of all
emissions. At the same time, the hospitality sector provides 38,9% of all value-added by tourism
in the Netherlands (CBS, 2018).
These conflicting interests make tourism a complex target for policy making. Therefore,
most governments do not take regulatory action on tackling negative effects of tourism (Juvan
& Dolnicar, 2016). Because of these complexities, tourism is often not engaged in general
planning processes, but also does not tend to self-regulate. After all, implementing sustainability
measures in the tourism sector would increase operating costs, which would especially be
challenging for small and medium businesses in the tourism sector (Juvan & Dolnicar, 2016).
Yet, the demand for sustainable goods and services is increasing. With the current
situation of global warming, environmental protection is gaining importance in society. This
leads to a growing awareness among people of the environmental impact of their behaviour
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(Manganari, Dimara & Theotokis, 2016). Correspondingly, sustainable tourism is becoming more
popular. Sustainable tourism is defined by the World Tourism Organisation (n.d.) as a form of
tourism that “takes full account of its current and future economic, social and environmental
impacts, addressing the needs of visitors, the industry, the environment and host communities”.
Sustainable tourism itself is not a specific form of tourism, but a concept used to make tourism
in general more environmentally, socially and economically beneficial (Lozano-Oyola, Blancas,
González & Caballero, 2012). Consequently, according to Han and Yoon (2015), the demand of
guests for greener lodging has increased rapidly. Therefore, hotels are implementing
sustainability practices, such as energy-efficient lighting, low-flow water fixtures, programs to
reuse linens, and recycling gray water from sinks and showers for landscaping purposes (Choi,
Jang & Kandampully, 2015). Ultimately, this development of ‘greening’ has led to the
establishment of so-called ‘green hotels’; hotels that are about “savings for reducing material
use, electricity use, water consumption, waste generation, and ultimately reducing greenhouse
gases often assessed as carbon dioxide equivalents which all add up to saving money and the
environment” (Tsai, Wu & Wang, 2014, p. 1091).
Surprisingly, people do not feel the urge to perform sustainable behaviour when
travelling, despite their prevalent positive attitude towards sustainability. This phenomenon is
referred to as the ‘attitude-behaviour gap’. The attitude-behaviour gap seems to be stronger
present in the travel context compared to the home context. According to Baker, Davis and
Weaver (2014), 92% of hotel guests felt they should behave environmentally friendly at home.
While on vacation, this was only 25%. Barr, Shaw, Coles and Prillwitz (2010) studied sustainable
behaviour on vacation compared to at home. The results showed that priorities often lie
elsewhere when travelling. People go on holiday to “relax and do their own thing” (p. 475) and
thereby often do not think much about the environment. This is worrying, because it
undermines the effectiveness of hotels’ green practices. Also, holiday activities often have a
higher impact on the environment than everyday activities. For example, in holiday settings,
people use significantly more water than at home (Juvan & Dolnicar, 2017).
One of the main causes of the attitude-behaviour gap is believed to be the dual model
of behaviour. This model assumes that the human mind consists of two systems; the Automatic
System (system 1) and the Reflective System (system 2) (Thaler & Sunstein, 2008). The Automatic
System is based on fast thinking, which is mostly automatic and intuitive. The Reflective System
involves slow thinking, which is mostly deliberate and conscious. Daily routine behaviour is
mostly a result of Automatic System thinking, whereas Reflective System thinking is used in
making more important choices. Lehner, Mont and Heiskanen (2015) state that about 45% of
our daily behaviour is not reflected upon, thus a result from Automatic System thinking.
Eventually, a gap between attitude and behaviour could lead to a situation of cognitive
dissonance. Cognitive dissonance refers to the discomfort that is experienced when people’s
cognitions about themselves, and their behaviour is inconsistent. A condition for cognitive
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dissonance to occur is that a person must aim to achieve a certain outcome, and value that
outcome (Juvan & Dolnicar, 2014). The cognitive dissonance theory assumes that people tend to
correct inconsistencies, either through adapting their cognitions, or adapting their behaviour.
According to Juvan and Dolnicar (2014), people are more likely to adapt behaviour if they are
privately reminded of their inconsistency of attitude and behaviour. When publicly reminded,
people are more likely to change cognitions. Through different forms of choice architecture,
such as nudging, hotels could respond to the attitude-behaviour gap and stimulate guests to
participate more in green practices.
However, the fact that hotels could stimulate guests to participate in green practices,
does not mean they always do so. According to Yusof, Awang, Jusoff and Ibrahim (2017)
customer satisfaction is the number one priority in hotels, and the whole hospitality sector alike.
This is where an area of tension exists. ‘Asking’ for a certain type of behaviour could be at odds
with customer satisfaction. When a guest is asked to do something, this could interrupt the socalled ‘hedonic’ motive that is present during a holiday. Eventually this could be at the cost of
the positive experience of the hotel. That is the last thing a hotel would want. Thus, it could be
said that the attitude-behaviour gap is not only present among hotel guests, but also among
hoteliers.

1.2 Research aim and questions
This master’s thesis aims to examine what strategies hoteliers use for implementing
sustainability. More specifically, it aims to examine how hoteliers deal with the apparent tension
between hospitality and sustainability. In order to deal with this tension, hotels can make use of
a certain strategy. In this research, a strategy involves (1) what green practices a hotel takes, (2)
to what extent hotels involve their guests in this and (3) what the underlying motives are for
making these choices. These different building blocks are covered by the sub-questions.
The research aim leads to the following research question:
‘What strategies do hoteliers in Amsterdam use for implementing sustainability,
while taking into account the tension between sustainability and hospitality?’
The research question is supported by the following sub-questions:
1. What is done about sustainability in hotels?


This sub-question involves how (and if) sustainability is implemented in hotels.
First, it distinguishes what is done about sustainability in hotels in the general
sense – this is based on the literature. Then, this is reflected upon the results of
the empirical research of this thesis. Among other things, the broad range of
green practices is discussed.

2. What are the underlying motives for implementing green practices in a hotel?
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This sub-question involves why hotels implement sustainability, or why they do
not. Motivators as well as barriers are taken into account. In this sub-question,
the role of outside parties such as governmental instances are taken into account,
as they can play a role in motivating hotels to become more sustainable. Also, the
tension between hospitality and sustainability as a barrier to become more
sustainable is involved in this question.

3. (How) are guests involved in sustainability in hotels?


This question aims to find out if, and how sustainability is communicated in
hotels. This involves how sustainability is incorporated in the hotels’ marketing
strategy. Also, this question involves how the green practices a hotel has
implemented are communicated to the guests, and to what extent guests are
actively involved in green practices.

Altogether, this thesis involves sustainable behaviour of hotel guests on the one hand, and
strategies of hotels for stimulating sustainable behaviour among guests on the other hand.
However, it should first be clear what is meant with the term ‘sustainable behaviour’. Sustainable
behaviour, also referred to as eco-friendly behaviour, environmentally-friendly behaviour or
green behaviour, involves all forms of behaviour that are (in)directly beneficial for the
environment. Sustainable behaviour contributes to the concept of sustainable development,
defined by the Brundtland Commission (1987) as the “development that meets the needs of the
present without compromising the ability of future generations to meet their own needs” (p. 292).
Homburg and Stolberg (2006) distinguish four categories of sustainable behaviour. These are (1)
environmental activism, (2) non-activist behaviour in public sphere, (3) private sphere
environmentalism and (4) behaviour in organisations. This thesis focuses on private sphere
environmentalism, which includes voluntary behaviour of hotel guests, and behaviour in
organisations, which includes the behaviour of the hoteliers.
The research is delimited to the impact on the hotel guests inside the hotel. Impact on
behaviour that takes place outside hotels, such as which tourist attractions the guests visit, is
thus excluded. Also, post-stay impact is excluded, as there is a large difference between the
extent to which people behave sustainably when travelling, and the extent to which people
behave sustainably in their everyday life (Baker, Davis & Weaver, 2014).
Before doing in-depth research on hotels, more insight is obtained on the formation of
environmentally friendly behaviour of hotel guests. This is done by means of a literature review.
The literature review also addresses how hotels can adapt to the formation process of behaviour
of hotel guests, and what role sustainability plays in hotels generally. The main focus of the
research lies on the role of hotels rather than the guests, due to the occurring attitudebehaviour gap among hotel guests.
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Through conducting interviews, the role of sustainability among green and non-green
hotels in Amsterdam is researched, which involves how sustainability is implemented in the
hotels. Among other things, so-called ‘green practices’, factors that stimulate the sector to
become more sustainable, and barriers to achieving this, are taken into account. This is relevant,
since hoteliers could help guests to behave more sustainably by implementing certain measures.
The main focus of this research lies on green practices in which guests participate. Of both
hotels that are profiled as green and hotels that are not, this thesis examines where they find
themselves in the sustainability continuum. The literature serves as a basis for this. The
participating hotels are compared and reflected upon, to examine where the strengths and
weaknesses lie. In this way, it should become clear what the different hotels can learn from each
other. Eventually, this thesis aims to provide recommendations for greening the Dutch hotel
sector. Roles of different actors, such as the government, are taken into account.

1.3 Relevances
Considerable research on stimulation of sustainable behaviour in the lodging sector has already
been done (Terrier & Marfaing, 2015; Lee, Hsu, Han & Kim, 2010; Barber & Deale, 2014;
Kallbekken & Sælen, 2013; Lee & Oh, 2014; Juvan, Grün & Dolnicar, 2018; Goldstein, Cialdini &
Griskevicius, 2008; Cvelbar, Grün & Dolnicar, 2017; Schultz, Khazian & Zaleski, 2008). In this
specific thesis, however, there is a focus on Amsterdam, as it is the most popular tourism
destination in the Netherlands (NBTC, 2018). This aspect distinguishes this research from
previous research. In tourism, there is no one-fits-all solution, since destinations are never
identical, and therefore require customised approaches.
This research is done based on the principles of the goal-framing theory (Lindenberg &
Steg, 2007), combined with the theory of planned behaviour (Ajzen, 1991). The theory of
planned behaviour is often used for explaining behaviour in the hotel setting. However, this has
not yet been combined with the goal-framing theory. Only Miao and Wei (2013) have made use
of the goal-framing theory in their research on the behaviour of hotel guests, however not
combined with the theory of planned behaviour.
What makes this research relevant as well, is that it takes differences between tourists
into account in stimulating green behaviour, such as whether they are leisure or business-related
tourists. This is done because different kinds of tourists might demand different approaches in
order to be stimulated. Also, in most similar studies, only one ‘green practice’ is taken into
account, such as reuse of towels and linen. This research provides a broader overview of green
practices. Lastly, previous research focuses on either green or non-green hotels. However, none
focuses on both green hotels and non-green hotels, whereas this research does.
Furthermore, this thesis is societally relevant, because it aims to limit negative effects of
tourist behaviour in order to protect the environment. This is, of course, beneficial for everyone
living on this planet. With the results of this research, governments and hoteliers could be
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informed on how sustainable behaviour of tourists can be stimulated in the lodging sector.
Efforts could then be made to overcome the existing attitude-behaviour gap of sustainable
behaviour in hotels. This way, being more sustainable could become easier for everyone. The
focus does not only lie on hotels and hotel guests that are already interested in acting green,
but also on the generic tourist. This is done on purpose, so that the gap between green and
non-green hotels can be mapped out and ultimately lowered. In this way, hotels can hopefully
learn how to become more sustainable without giving up on other important aspects of the
sector, such as comfort and costs.

1.4 Reading guide
Chapter 1 introduced the issue of tourism and its harmful impact on the environment. It should
be clear by now what the research aims to achieve. The thesis continues with chapter 2, in which
relevant literature is discussed. In chapter 3 the research strategy and methodological choices
are described. Chapter 2 and 3 serve as a foundation for the research. Chapter 4 presents and
analyses the results of the research. Lastly, chapter 5 provides a conclusion and discussion,
including recommendations.
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Chapter 2

Theoretical framework
The aim of this chapter is to provide a theoretical foundation in order to eventually help answer
the research question ‘what strategies do hoteliers in Amsterdam use for implementing
sustainability, while taking into account the tension between sustainability and hospitality?’. This
chapter explores the existing literature regarding the topics that contribute to finding answers to
the research sub-questions. Therefore, the sections of this chapter correlate with the subquestions. First, green practices in hotels are discussed in section 2.1, followed by drivers for
implementing sustainability measures in section 2.2. In section 2.3, the way in which guests are
involved in sustainability in the hotel context and how sustainability is communicated is
discussed. Finally, section 2.4 provides a summary of the literature, ending with the conceptual
framework.

2.1 Green practices
This section is a literature review on the topic of sustainability in the hotel context. It provides an
overview of what hotels do in order to become more sustainable. In other words, green
practices are discussed. This section addresses sub-question 1: ‘what is done about sustainability
in hotels?’.
As mentioned, 21% of all tourism-related emissions comes from the hospitality sector.
On top of that, the sector relies on large amounts of water, energy and non-renewable
resources, causing harm to the environment (Manganari, Dimara & Theotokis, 2016). Providing
comfortable services and supplies are among the primary purposes of hotels. This often
happens through provision of energy intensive facilities, such as hot water, food, drinks, linens,
towels, lighting and air-conditioning. Consequently, hotels emit an average of 20,6 kg carbon
dioxide per night (Oleskow-Szlapka, Stachowiak & Golinska, 2011).
However, environmental issues are increasingly gaining importance among people,
leading to a shift towards more environmentally friendly forms of tourism. Eventually,
environmental friendliness is expected to become an important competitive advantage among
hotels, especially when given positive public attention (Han, Hsu, Lee & Sheu, 2011). Against this
background, so-called ‘green hotels’ are established. A green hotel is a hotel that aims to reduce
its harmful impact on the environment, in reaction to the enormous polluting activities of
conventional hotels. Green hotels attempt to follow sustainable guidelines, and adopt measures
to carry out their environmental concerns (Han, 2015). Green hotels, as well as non-green hotels
are increasingly making efforts to become more environmentally friendly through implementing
‘green practices’.
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Green practices include all processes and procedures that direct activities and programs
of a hotel towards sustainable purposes. Examples of green practices in the hotel context are
energy efficiency procedures, solid waste management practices, water conservation programs,
eco-cuisine, energy efficient lighting, and checking in using the internet instead of paper (Yusof,
Awang, Jusoff & Ibrahim, 2017). According to Punitha and Rasdi (2013), the resource use of
hotels can be reduced with 20-40% by implementing green practices. This thesis mainly focuses
on green practices which involve behaviour of hotel guests.
Hoteliers can become more sustainable through supply-side measures, or through
demand-side measures. Supply-side green practices are implemented top-down. Examples are
the use of a key card to activate electricity, water-efficient taps and showerheads, the use of
energy efficient lamps and the use of sustainable building materials (Cvelbar, Grün & Dolnicar,
2017). Other supply-side measures could be sustainable behaviour of employees, and the use of
defaults. Hoteliers can also provide demand-side measures. This approach focuses on
convincing guests to behave in a sustainable way. This can be done through the use of choice
architecture techniques. Choice architecture techniques are further discussed in section 2.3.
For hotels, it is important to know what practices their guests value (Verma & Chandra,
2016). Recycling bins, green certification and energy efficient lighting are widely accepted by
hotel guests (Punitha & Rasdi, 2013). Green practices that are less welcome are refillable amenity
dispensers, organic food, and sustainable towel and linen reuse policies (Verma & Chandra,
2016). According to Manganari, Dimara, and Theotokis (2016), room prices are 5,15% higher for
each green measure. Yet, green practices are not always communicated on the hotel websites,
implicating that tourists staying in a green hotel are not even always aware of it. In a study by
Han, Hsu and Sheu (2010), 30% of all respondents did not know whether they had ever been to
a green hotel.
On the next page, a list of green practices is composed, combining lists of green
practices by several studies (Baker, Davis & Weaver, 2014; Yusof, Awang, Jusoff & Ibrahim, 2017;
Verma & Chandra, 2016; Kallbekken & Sælen, 2013). This list serves as an indicator for
measuring the level of sustainability in the hotels. It has to be noted that some green practices
require more effort to adopt than others, resulting in these practices being more widely used.
Such practices are so-called ‘low-hanging fruits’. Also, it should be noted that this list is not
exhaustive, meaning that the research is still open for other green practices which have not
already been mentioned in the literature. Therefore, an updated version of table 1 is composed
as a result from the interviews with the hotels. This table is presented as table 3 in chapter 4.
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Table 1 Green practices in hotels
Green certifications
Awareness programs
Use of green energy sources*
Towel reuse program
Sheet reuse program
Organic food on the menu
Food waste program
Energy efficient lighting*
Water efficient technology*
Programmable thermostats
Refillable amenity dispensers
Waste recycling program
Key card to control power use
Occupancy sensors*
Support local and sustainable businesses
(Baker, Davis & Weaver, 2014; Yusof, Awang, Jusoff& Ibrahim, 2017; Verma & Chandra, 2016; Kallbekken&Sælen, 2013)

*These practices do not necessarily involve participation of hotel guests but are still relevant as hotel guests might
have an opinion about them.

2.2 Motivators and barriers for implementing sustainability measures
Now that it is clear what can be done about sustainability in hotels, this thesis now discusses
why hotels would implement green practices - or why they would not. This section touches
upon sub-question 2: ‘what are the underlying motives for implementing green practices in a
hotel?’.
As mentioned in the introduction, increasing concern about environmental issues led to
a greening trend in the hotel sector (Han & Yoon, 2015). Of course, this is not the only driver for
greening the hotel sector. Tsai, Wu and Wang (2014) mention a total number of five motivators
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for implementing environmental practices in hotels. These are (1) legislation and codes of
practice, (2) fiscal policies, (3) public opinion, (4) consumer pressure, and (5) financial advantages
resulting from saving resources. However, the extent to which environmental practices are
implemented is not only determined by motivators, but also by barriers. These are identified as
(1) lack of knowledge and skills, (2) lack of professional advice, (3) uncertainty of outcome, (4)
certifiers/verifiers, (5) lack of resources, and (6) implementation and maintenance costs (Tsai, Wu
& Wang, 2014). Kasim (2007) adds that implementation of green practices could be at the
expense of the service quality of a hotel. For example, when a lower temperature is handled for
laundry, it could lead to a lower level of hygiene, or when low-pressure shower heads are used
in order to reduce water use, it could negatively affect guests’ experiences. Also, in luxury hotels
the use of defaults regarding towel and linen reuse is not always welcomed, as guests expect a
high quality service. Reuse of towels detracts from the luxury experience, according to some
(Cvelbar, Grün & Dolnicar, 2017). This is where a tension between hospitality and sustainability
exists, as mentioned in the introduction. Customer satisfaction is the number one priority of
hotels (Yusof, Awang, Jusoff & Ibrahim, 2017), and therefore anything that hoteliers think might
negatively influence this satisfaction is often unwelcome, including sustainability measures.
The extent to which specific motivators and barriers are applicable, depends on
characteristics of the hotels. According to Manganari, Dimara, and Theotokis (2016), larger
hotels are often more likely to engage a green scheme and communicating this through its
website. In smaller hotels, this depends on the hotelier’s beliefs. In this way, larger hotels may
benefit more in the long run (Tsai, Wu & Wang, 2014). Kasim (2007) studied the environmental
responsibility of small and medium enterprises (SMEs) in the hotel sector. The main reason why
SMEs experience more difficulty with implementing sustainability measures is their smaller
budget. Implementing sustainability measures requires high costs, which are often beyond the
capability of SMEs. For instance, SMEs experience more difficulty with implementation of supplyside measures such as water-efficient taps and showerheads, the use of energy efficient lamps
and the use of sustainable building materials. These usually come at an additional cost, which
not all hotels can afford (Cvelbar, Grün & Dolnicar, 2017). Because of the lack of financial
resources, only SMEs that have sustainability high on the agenda implement sustainability
measures. However, there are other reasons for the failure of SMEs in adopting sustainability
measures. One of the reasons is a lack of consumer pressure, because the priority of guests of
smaller hotels lie elsewhere; in price, value for money, experience, and comfort (Kasim, 2007).
This contradicts the studies of Han, Hsu and Sheu (2010) and Foster, Sampson and Dunn (2000),
who state that hotels are under pressure to become more sustainable, with as main reason of
the increasing demand of consumers. Besides, visibility plays a role in the lagging of SMEs.
Compared to large hotels, pollution of smaller hotels is less visible.
A prerequisite for a hotel’s willingness to implement green practices is that
environmental issues – or at least the public concerns about them - should be acknowledged.
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This corresponds to the barrier of lack of knowledge on the one hand, and the motivator of
public opinion on the other hand. According to a study by Bohdanowicz (2005), hoteliers think
environmental issues are problematic for the hotel sector. Strikingly, in some cases, hoteliers
believed environmental issues are important for nature-based tourism, but not for urban
tourism. This is well illustrated with the following quote: “the environment is important for
tourism but not in the centre of Paris” (Bohdanowicz, 2005, p. 192). On top of that, hoteliers
believe that hotel guests have an indifferent attitude towards sustainability, and therefore
implementing green practices has a low priority in their strategy (Bohdanowicz, 2005).
2.2.1 Motivating the hotels: the role of outside parties
Outside parties can be motivators or barriers for a hotel to become more sustainable. An
example of a motivator is an eco-label. Eco-labels that are often used in the hotel sector are
Ecotel, Green Leaf, Green Key, Green Hotelier, Nordic Swan and EU Flower (Oleskow-Szlapka,
Stachowiak & Golinska, 2011). In the Dutch hotel sector, Green Key is used the most frequently
(Green Key, n.d.). Eco-labels aim to minimise the environmental impacts of the hotel industry.
They formulate guidelines and award hotels that meet the requirements. Besides, the use of
eco-labels can help potential guests to distinguish real green hotels from ‘green washing’ hotels
(Punitha & Rasdi, 2013). In this way, eco-labels create more trust between hotels and potential
guests, which is helpful for both the hotels and the guests. At the same time, they stimulate
implementation of green practices in hotels, as hotels need to meet certain requirements in
exchange for a ‘green’ certification.
Altogether, green hotels are only a small fraction of all hotels, mostly located in Western
Europe and North America. The majority of hotels remain laggard (Kasim, 2007). Of course, in
reality there is no strict line between green and non-green hotels. Rather, it is a continuum in
which different hotels could be placed. Therefore, most eco-labels handle different levels of
‘greenness’. For example, a hotel that only implemented energy efficient lighting is categorised
in the lowest level, whereas a hotel that implemented a broad range of green practices is
categorised in a higher level (Verma & Chandra, 2016). Green Key handles numerous criteria,
divided under 12 topics: management, communication, social involvement, water, cleaning,
waste, energy, building, mobility, food and drinks, procurements and textile (Green Key, n.d.).
Each topic has mandatory criteria and optional criteria for the hotels.
Besides eco-labels, governmental instances can fulfil a role in motivating the hotel sector
as well. As mentioned, tourism is a complex subject for policymaking (Juvan & Dolnicar, 2016).
In the Netherlands, tourism is interwoven in policymaking on the national, provincial and
municipal level (Raad voor de Leefomgeving en Infrastructuur, 2019). Regarding this thesis,
regulation on the municipal level is the most relevant, as hotels are generally managed on the
municipal level. Because of the complex nature of tourism, municipalities generally do not have
a separate tourism department. Rather, it is subdivided into other categories such as transport

18

or economics. Yet, some larger municipalities do have a separate department for tourism, such
as Amsterdam (Gemeente Amsterdam, n.d.). According to Bramwell (2012), there are four ways
in which governmental instances can motivate the tourism sector to become more sustainable,
which are (1) encouragement, (2) financial incentives, (3) expenditure and (4) regulations. By
means of encouragement, tourists are directly targeted, in order to be stimulated to voluntarily
behave more sustainably. Also, encouragement involves assessing ‘green’ tourism businesses,
which could be hotels. With financial incentives - such as taxes and subsidies – municipalities
can encourage sustainability, or discourage unsustainability. For instance, certain sustainability
measures in hotels can be subsidised. Expenditure involves the use of state-owned agencies to
increase the level of sustainability. This type of policy generally does not involve hotels. Lastly,
regulations can stimulate hotels to become more sustainable. An example is a mandatory waste
recycling policy.

2.3 Involving guests in sustainability measures
This section revolves around sub-question 3: ‘(how) are guests involved in sustainability in
hotels?’. First, this section discusses co-creation of green practices, the role guests can fulfil in
greening the hotel sector. Also, the concept of choice architecture, as well as the concept of
green marketing and other aspects of communication are included in this section. In order to
provide a complete overview, it should first be clear how behaviour is formed. Therefore, box 1
and box 2 are added. Then, it could be argued why some choice architecture techniques fit
better in certain situations than others. After all, hoteliers can only effectively stimulate
behaviour of guests if they know how.
2.3.1 Co-creation of green practices
Tsai, Wu and Wang (2014) stated that implementation of green practices in the tourism sector is
currently driven by supply rather than demand. However, demand is of great importance as well.
Demand does not necessarily contribute to the development of green practices, but rather to
co-creation. This includes booking a green hotel, participating in green hotel practices (such as
towel and linen reuse), paying premiums to support green practices and generating positive
word-of-mouth for green hotels (Manganari, Dimara & Theotokis, 2016). In other words, cocreation of green practices involves the creation of sustainability in hotels, by means of a
bottom-up approach (Cvelbar, Grün & Dolnicar, 2017).
Perhaps not surprisingly, people with a positive attitude towards green practices, tend to
be more likely to visit or recommend a green hotel, and pay more for it (Han, Hsu, Lee & Sheu,
2014). Overall, tourists have a positive attitude towards sustainability (Juvan & Dolnicar, 2014).
Manganari, Dimara and Theotokis (2016) have researched perceptions of green practices among
hotel guests. It appeared that green certification and towel and linen reuse were the most
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important decisive factors for choosing a green hotel. Other important factors were recycling
and composting waste (Manganari, Dimara & Theotokis, 2016). Yet, for the conventional
tourists, environmental aspects appeared to only play a minor role in the decision-making.
According to Tzschentke, Kirk and Lynch, sustainability is not viewed as an essential attribute in
hotel decision-making, but rather as “an extra, affordable in a time of plenty, but disposable when
hard times come” (p. 127). Attributes that are regarded as more important are the location,
service quality, reputation, friendliness of staff, price and room cleanliness (Dolnicar & Otter,
2003). Among older guests, value of money and availability of entertainment-related services are
the most important attributes (Verma & Chandra, 2017).
Research has been done on characteristics of different hotel guests in relation to
sustainability. Outcomes suggested that gender, ethnicity and culture (Kang & Moscardo, 2006),
age, education level and income level (Han, Hsu, Lee & Sheu, 2011) are relevant to a person’s
degree of environmental concern and behaviour. In general, women tend to be more conscious
about the environment. This is also applicable to the hotel context (Han, Hsu, Lee & Sheu, 2011).
This can be explained by women being differently socialised. Also, younger hotel guests tend to
make more environmentally friendly choices. Furthermore, people with higher levels of
education and income are more conscious about the environment. Specified to the hotel
context, business travellers are more likely to have a positive attitude towards sustainability,
where 40% are willing to pay more for green hotels, and 95% think that the hotel industry
should become more sustainable (Baca-Motes, Brown, Gneezy, Keenan & Nelson, 2012). Culture
is a more complex determinant of sustainable behaviour. According to Hofstede (1997), a
culture is constructed by four dimensions. These are (1) power distance, (2) uncertainty
avoidance, (3) individualism and (4) masculinity. According to Minton, Spielmann, Kahle and Kim
(2018), these can be complemented with two more dimensions, namely indulgence/restraint (5)
and pragmatic/normative (6). How each dimension is shaped in a culture, has implications for
the sustainability implementation.
As mentioned, the role of hotel guests could be to co-create sustainability in hotels. For
instance, this includes participation in green practices. Manganari, Dimara and Theotokis (2016)
mention three motivators that stimulate participation in green practices among hotel guests.
These are (1) consumers’ perceptions regarding the magnitude of environmental degradation,
(2) consumers’ environmentalism and (3) mindfulness. These are dispositional motivators for
behaving sustainably. Consumers’ environmentalism refers to the extent to which consumers are
concerned about how their actions influence the environment. Mindfulness is defined as “a
receptive attention to awareness of present events and experiences” (Barber & Deale, 2014, p.
100). According to Barber and Deale (2014) mindful tourists appreciate the natural environment
more and tend to be more likely to behave in an environmentally friendly way. These motivators
should be kept in mind in the process of choice architecture.
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Nevertheless, some barriers stand in the way as well. This might explain why most
tourists who claim to attach importance to environment in tourism-related decision-making, in
reality fail to do so (Cvelbar, Grün and Dolnicar, 2017). The barriers are defined as (1) a decrease
of luxury, (2) a decrease of comfort and (3) perceptions of cost cutting, of which the last two are
the most significant (Baker, Davis & Weaver, 2014). The first two barriers illustrate the tension
between hospitality and sustainability well; these show that hotel guests might be afraid that
sustainability measures decrease the comfort and luxury of staying in a hotel. The third barrier,
perceptions of cost cutting, refers to whether hotel guests view green practices as a
sustainability measure, or merely as a savings mechanism for the hotel. This is relevant in their
willingness to participate.

Box 1: The theory of planned behaviour
The theory of planned behaviour (TPB) is often used in explaining environmental behaviour.
The TPB was introduced by Ajzen in 1985, as an extension of the earlier developed theory of
reasoned action (TRA). The TPB assumes that a person’s behavioural intention is
independently determined by that person’s attitude, subjective norm and perceived
behavioural control. The attitude refers to “the degree to which a person has a favorable or
unfavorable evaluation or appraisal of the behavior in question” (Ajzen, 1991, p. 188). The
attitude is believed to be a result from a person’s salient beliefs, which includes the perceived
consequences of behaviour, and the attached significance of these consequences. The
subjective norm can be described as “the perceived social pressure to perform or not to perform
the behavior” (Ajzen, 1991, p. 188). This includes the opinion of other people, especially those
who are important to the person in question. Lastly, Ajzen (1991) described the perceived
behavioural control as “the perceived ease or difficulty of performing the behavior” (p. 122). In
other words, the perceived behavioural control refers to the extent to which a person controls
his/her behaviour in a certain situation. For example, the presence of barriers, such as a lack of
time or money, can diminish a person’s perceived behavioural control. This is the only aspect
of the TPB that involves conditional factors.
Together, attitude, subjective norm and perceived behavioural control determine a
person’s behavioural intention. Following the TPB, intention eventually leads to behaviour
(Han, Hsu & Sheu, 2010). However, as Miao and Wei (2013) stated, sustainable behaviour is
not consistent across different settings. In the hotel setting, a positive attitude towards
sustainable practices does not necessarily lead to sustainable behaviour (Juvan & Dolnicar,
2014). The TPB does not take the circumstances into account.
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Box 2: The goal-framing theory
The goal-framing theory distinguishes three motives for behaviour; normative, hedonic and
gain motives (Lindenberg & Steg, 2007). A different motive is expected to dominate in a
different setting. However, when a motive dominates, this does not mean that the other
motives are absent. The normative motive is based on personal norms, as a driver for acting
‘appropriately’. When performing behaviour based on a normative motive, one feels morally
obligated to do so. The normative motive is often used in explaining sustainable behaviour.
The hedonic motive refers to motivation to ‘feel better right now’ (Miao & Wei, 2013). In this
case, one sees pleasure, comfort of excitement as a direct result of their behaviour. Instead of
moral obligations, this motive focuses on personal enjoyment. Lastly, the gain motive refers to
improvement of a person’s resources. For instance, people use this motive in order to save
costs, for example in the form of economic incentives. The hedonic motive is believed to
predominate in the tourism context (Miao & Wei, 2013). After all, people go on holiday to
“relax and do their own thing” (Barr, Shaw, Coles & Prillwitz, 2010, p. 475). Also, hedonic needs
such as comfort and enjoyment, are satisfied as a part of the experience in hotels. On the
other hand, the normative motive is believed to predominate in the household setting (Miao
& Wei, 2013).
However, in both hotel settings and household settings, the gain motive is an
important determinant. Economic incentives can motivate people to act sustainably. This can
be illustrated by an example mentioned by Miao and Wei (2013); in countries with a high
gasoline tax, people drive significantly less compared to countries with a low gasoline tax.
However, in the hotel context, the gain motive acts slightly different. For example, taking a
shorter shower or reusing towels does not save costs for a tourist, yet it does at home.
In this research, a combination of the theory of planned behaviour and the goalframing theory is used as a reference point. These theories could help to find drivers of
behaviour to which hotels can anticipate using choice architecture techniques.

2.3.2 Choice architecture
In section 2.1, green practices were discussed. Some of these do not involve guests and can go
unnoticed, such as the use of green energy resources. However, some green practices do involve
guest participation. Often, these practices make use of choice architecture techniques. By means
of choice architecture techniques, hoteliers can promote co-creation of green practices among
hotel guests. Choice architecture involves the presentation of choices (Johnson et al., 2012). In
every decision-making process, choice architecture is - intentionally or not - involved. Thus, the
question is not if there has been made use of choice architecture, but how. There are numerous
ways to present a choice to a decision maker. Which choice the decision maker eventually
makes, often depends on the presentation. In this way, ‘choice architects’ have the power to
influence the process of decision-making. Choice architecture tools are often used in promoting
healthy food choices, retirement savings and organ donation (Nisa, Varum & Botelho, 2017).
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Choice architecture can anticipate to the Automatic System and the Reflective System of
the human mind (Thaler and Sunstein, 2008). Both systems are relevant in the choice
architecture process but should be handled differently. In the case of intended behaviour,
approaches focused on intentional factors are often more effective, whereas in the case of
unintended behaviour, it is more effective to focus on contextual factors (Juvan & Dolnicar,
2016). According to Miao and Wei (2013), the effectiveness of current communication strategies
of hotels for sustainable behaviour are questionable. Most hotels target their communication
strategies on the Reflective System, based on the notion that better knowledge leads to better
behaviour. Therefore, most hotels use information provision in order to accomplish certain
behaviour (Cvelbar, Grün & Dolnicar, 2017). However, studies have shown that increasing
knowledge is often not an effective way of stimulating behaviour, especially in the field of
sustainability. This can also be explained by several reasons, including lack of self-control, or an
overwhelming load of information (Lehner, Mont & Heiskanen, 2015).
2.3.3 Green marketing
The choice architecture process can be influenced by green marketing. Green marketing is
defined as “the development and marketing of products designed to minimise negative effects on
the physical environment or to improve its quality” (Manganari, Dimara & Theotokis, 2016, p.
223). In the hotel context, green marketing involves the effective creation, communication and
delivery of green value through product and service offerings. In the first place, green marketing
is a tool to attract guests. Green marketing makes use of commercial marketing concepts and
techniques in order to achieve a higher level of sustainability. Green marketing focuses on
drivers of environmental behaviour and translates this into an effective communication
approach. It stimulates people to make a more sustainable choice without setting rules. In the
hotel setting, green marketing can appeal to the target market with pro-environmental
messages and information on the green attributes of the hotel (Han, Hsu & Lee, 2009). With
green marketing, guests can be educated about the benefits of staying in a green hotel. Often
this takes place in the process prior to the guests’ stay. In this way, perceptions of the hotel can
be influenced. The ultimate goal is to encourage guests to participate in a hotel’s green
practices.
Green marketing can take place in different contexts. The most common context is on
the internet. On websites, green practices can be communicated in order to appeal to current
and potential customers. Tools are eco-labels, or videos throughout the hotel’s operation (Han,
Hsu & Sheu, 2010). Through internet, green marketing can help people make better informed
decisions on where to stay. Thus, green marketing fits well with hoteliers that want to attract
guests who are concerned about the environment. Green marketing can also take place in the
hotel room context (Lee & Oh, 2014). This one is different, since guests are free to behave in the
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hotel room as they want; there is no social control. Therefore, green messages in hotel rooms
could easily be ignored.
2.3.4 Nudging
Nudging is a tool for making purposeful changes in the choice architecture process. ‘Nudging’ is
a collective term for the aspects of decision-making that aim to change people’s choices without
forbidding any options or changing economic incentives (Balz, Sunstein & Thaler, 2014). A
‘nudge’ is a change in the decision-making environment, that guides people to make certain,
often desirable choices (Balz, Sunstein & Thaler, 2014). Nudging has successfully been applied
by governments, for example on public health campaigns. Therefore, nudging is believed to be a
promising tool for achieving more sustainable behaviour as well (Lehner, Mont & Heiskanen,
2016). According to Lehner, Mont and Heiskanen (2016), nudging is effective because it corrects
biases and errors in behaviour. Roughly, there are two ways of nudging. The first way is nudging
to oppose other actors' (such as the media and businesses) attempts to influence undesirable
human behaviour. The second way is nudging to promote certain desirable behaviours (Lehner,
Mont & Heiskanen, 2016).
Mostly, nudging is used for influencing Automatic System behaviour. Therefore, it can
also fit hoteliers that do not want guests to clearly notice their green practices. Nudging can for
instance be done by simplification of the provided information, offering default choices,
changing layouts, or the use of prompts, guiding to socially desirable decisions. A prompt could
be a sticker in a building reminding people to turn off the light when leaving (Lehner, Mont &
Heiskanen, 2016). Nudging does not focus on increasing a person’s knowledge or changing a
person’s values, but on enabling certain behaviour and decisions. Therefore, it fits well in the
hotel sector. Hotel guests usually have positive attitudes towards green practices (Juvan &
Dolnicar, 2014), and therefore choice architecture should not focus on that, but on enabling the
behaviour instead. According to Lehner, Mont and Heiskanen (2016), nudging is especially
promising when supporting other influencing strategies. For instance, informative or political
instruments can be designed with the help of nudging, in order to make them more salient and
intuitive.
However, for nudging to be effective, two criteria should be met (Filimonau, Lemmer,
Marshall & Bejjani, 2017). The first criterion is that options should not be restricted. People
should have the opportunity to choose freely. When people are feeling like their choice is
coercive, it could lead to public opposition, resulting in the opposite effect of what was tried to
achieve. This can be illustrated by an example from Finland, where schools implemented a
compulsory vegetarian day. However, the effect was that pupils left school for lunch instead of
eating a vegetarian lunch. Eventually, the schools were left with a higher plate waste (Lehner,
Mont & Heiskanen, 2016). The second criterion for nudging to succeed is that it should not
create too much distraction, so that no additional effort from the decision maker is needed.
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Choice architecture techniques are only effective if they fit well in the context of the
behaviour and respond to the type of behaviour and psychological processes of the person
concerned. In this light, hoteliers should be aware of the fact that one sustainable action is not
necessarily related to another (Han, Hsu & Sheu, 2010). Today, information provision is still the
widest used technique among hoteliers. This technique relies on the rational behaviour principle,
which assumes that people have perfect information processing capacities. However, already
starting in the 1950s, scientists started to question this assumption (Lehner, Mont & Heiskanen,
2016). People are subject to internal and external influences. Only informing (potential) guests
on the importance of environmental protection in order to stimulate green purchase behaviour
is likely not enough.
There are numerous techniques through which nudging can be carried out, of which not
all are relevant for this thesis. Therefore, it is not relevant to provide a complete overview of all
nudging techniques. Instead, the following section aims to provide insight in the main nudging
techniques. These are examples of techniques that could be used in the hotel context. While this
text presents these as separated techniques, they could be combined in reality.
2.3.4.1 Simplification and framing of information
Not only the amount of information presented matters, but how it is presented as well. One
choice architecture tool is the simplification of information. This means that information is
presented in a way that fits human information processing. Simplification is especially relevant in
complex decision-making environments.
Information can be shaped using ‘framing’. Framing is defined as “the conscious phrasing
of information in a way that activates certain values and attitudes of individuals” by Lehner, Mont
and Heiskanen (2016, p. 138). Studies showed that this is effective on a restaurant menu, when
changing an informative plate name to a descriptive plate name (an example given by Lehner,
Mont and Heiskanen (2016) is ‘Zucchini Cookies’, that was changed into ‘Grandma’s Zucchini
Cookies’). Another example of framing information on a menu is giving behavioural feedback
information, for example related to sustainability (Filimonau et al., 2017). This could help people
make a more educated choice.
Framing has already effectively been used in hotels, for instance regarding towel and
linen reuse. A message can be formulated either in a way that emphasizes the positive effects of
the behaviour, or a way that points out the negative effects of not performing that behaviour. A
positive framing example as given by Lee and Oh (2014) is the message “if you reuse towels, you
conserve natural resources”. A negative framing example is “if you do not reuse towels, natural
resources will not be conserved”. According to Lee and Oh (2014), both have the same effect on
behaviour. Another criterion which framing can consider is the construal level of a message,
focusing on now or tomorrow (Lee & Oh, 2014). A message can be self-focused or othersfocused as well.
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2.3.4.2 Changes to the physical environment
The physical environment influences a person’s decision-making process. Changing the physical
environment is often done in marketing, for instance by placing products in a store closer to the
cashier, which increases the sales (Lehner, Mont & Heiskanen, 2016). In the sustainability field, a
well-known example is that of Kallbekken and Sælen (2013), in which they showed that a smaller
plate size significantly reduces food waste in hotel buffets. Additionally, they placed a sign near
the buffet that said: “Welcome back! Again! And again! Visit our buffet many times. That’s better
than taking a lot once”. This indicates that people take plates as a reference frame. The same
amount of food looks less on a larger plate, therefore people tend to overserve larger plates. In
contrast, people tend to underserve smaller plates. However, a buffet could be visited as much
as a person wants (Juvan, Grün & Dolnicar, 2018).
A technique that has not often been touched upon in literature, is the use of fun in the
choice architecture environment (Loket Gezond Leven, n.d.), also referred to as gamification
(Peeters et al., 2013). The aim of this technique is to appeal desirable behaviour with something
refreshing, amusing or funny in the physical environment. The most famous example is the
‘piano stairs’. This experiment took place in Stockholm, where a staircase was transformed into a
piano, and made a piano sound with every step (Peeters et al., 2013). Another example, more
related to the environment, is ‘Holle Bolle Gijs’ in Dutch amusement park ‘De Efteling’ (Peeters,
Snoeijen & Jacobs, 2012). Holle Bolle Gijs is a garbage bin that looks like a man. When
something is put into his mouth, he says ‘thank you’. However, it should be noted that the fun
technique is only effective if it is not in the everyday context. It only works when people come
across it occasionally, for example on an event. Otherwise, it might create the opposite effect; it
could start to annoy people, so that they eventually avoid it instead. However, as the tourism
context differs from the everyday context, using the gamification technique could still be an
option.
2.3.4.3 Changes to the default policy
When changes to the default policy are made, it could lead to certain behaviour. People often
tend to make a choice that requires the least effort. For every choice, there is a default option. A
default option is the standard option if the decision maker does not actively choose. Studies
showed that many people end up choosing the default option. When the decision-making
environment suggests that the default option is recommended, even more people tend to
choose it (Balz, Sunstein & Thaler, 2014). An example of default policy in the sustainability field
is with single-sided printing. Single-sided printing is the default option on most printers, which
leads to a higher amount of paper used. Lehner, Mont and Heiskanen (2016) mention that 30%
of all paper used is determined by the single-sided printing default. When the double-sided
option becomes the default, this could be significantly reduced.
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Default policy often makes use of ‘opt-in’ versus ‘opt-out’. In an opt-out situation,
people have the sustainable choice as a default. Opting out is still an option. When an opt-in
situation occurs, people are likely to keep the default option, which is sometimes less
environmentally friendly. For instance, studies have shown that people with opt-out setting for
green energy, more than 95% stayed green instead of switching back (Lehner, Mont &
Heiskanen, 2016). Beside the low effort, it can be explained by the idea that the default option is
perceived as the legitimate option, or the option that represents the choices of all other people
(Theotokis & Manganari, 2015). Despite the fact that opt-out situations lead to a higher level of
sustainable choices, most situations are still opt-in, because of people’s need for perceived
control.
Besides the opt-in and opt-out policies, there is also another alternative; the required
choice. Some scientists argue that the required choice is the best option (Lehner, Mont &
Heiskanen, 2016). In this situation, decision makers are forced to make their own choice. When
all choices, green and non-green, are presented, it results in higher compliance. Nevertheless,
people often find this a nuisance and prefer the default option.
The default technique can only be used in simple decisions instead of more complex
choices. In hotels, default behavioural modes for guests could be set. A good example is the
opt-out strategy with towel reuse. In this system, people have to ask for fresh towels instead of
that the towels are automatically refreshed everyday (Miao & Wei, 2013). However, this could
have a negative effect on the hotel guests’ experience.
2.3.4.4 The use of social norms
Another technique is the use of social norms. This involves the use of other people’s behaviour
as a standard. When social norms are used in a message, people are reminded of the value of
their behaviour, and it emphasizes that the majority of people perform this behaviour (Terrier &
Marfaing, 2015). Studies have shown that the use of social norms is highly effective in the
formulation of messages. An example in the hotel context is that of messages convincing guests
to reuse towels (Goldstein, Cialdini & Griskevicius, 2008). In different rooms, messages with
different approaches were placed to stimulate towel reuse. The most effective one was the social
norms message, with the text “the majority of guests reuse their towels”, whereas the message
that informed people about the environmental value of towel reuse were less effective. The use
of social norms has also been proven effective in the physical environment. A well-known
example is the placement of a picture displaying watching eyes in areas where theft often took
place (Nettle, Nott & Bateson, 2012). After the placement of the picture, the number of thefts
had significantly been reduced. The social nature of people is the reason why social norms can
influence behaviour. However, for a social normative message to be effective, it should be
salient and visible for the decision maker (Lehner, Mont & Heiskanen, 2016).
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2.4 Summary and conceptual framework
In figure 1, chapter 2 is summarised. The figure represents the factors involved in achieving
sustainability in hotels, and the relationships between them. In the conceptual framework,
different colours are used. As mentioned in section 2.4 (Juvan & Dolnicar, 2014), all blue blocks
are dispositional factors, whereas the orange blocks are situational factors. The green blocks
represent (parts of) the desirable outcomes. Finally, the ‘goal frames’ block is coloured pink,
because it does not fit in one of the other categories.
In the centre part, the theory of planned behaviour can be seen; subjective norm,
attitude and perceived behavioural control lead to intention, which eventually leads to
behaviour (Ajzen, 1991). However, several factors are added. Personal characteristics, such as
culture and gender, influence the subjective norm and attitude (Han, Hsu, Lee & Sheu, 2011).
Knowledge influences attitude and perceived behavioural control (Lehner, Mont & Heiskanen,
2015). This is important to mention, since hotels could keep that in mind with designing a
suitable choice architecture strategy.
Goal frames have an impact on the relationship between intention of hotel guests and
sustainable behaviour. As discussed, people with a positive attitude towards sustainability that
behave environmentally friendly in everyday life, do not always do so while travelling (Baker,
Davis & Weaver, 2014). Also, the intention is not the only determinant of behaviour. External
barriers and motivators are influential as well. Barriers are (1) decrease of luxury, (2) decrease of
comfort and (3) perceptions of cost cutting (Baker, Davis & Weaver, 2014). Motivators are (1)
consumers’ perceptions regarding the magnitude of environmental degradation, (2) consumers’
environmentalism and (3) mindfulness (Manganari, Dimara & Theotokis, 2016). Hotels can play a
role here. Implementation of a green practice and the use of choice architecture techniques
could be external motivators for the hotel guest, or could help overcome a barrier.
External motivators influence the perceived behavioural control. For instance, when a
hotel does not offer environmentally friendly food options at breakfast, the perceived
behavioural control is lowered. Implementation of green practices also directly influences
sustainability in hotels, for instance through the use of energy efficient lighting.
Moreover, the implementation of green practices by hotels can be influenced by external
factors. Defined barriers are (1) lack of knowledge and skills, (2) lack of professional advice, (3)
uncertainty of outcome, (4) certifiers/verifiers, (5) lack of resources, and (6) implementation and
maintenance costs. Motivators are (1) legislation and codes of practice, (2) fiscal policies, (3)
public opinion, (4) consumer pressure, and (5) financial advantages resulting from saving
resources (Tsai, Wu & Wang, 2014). A last factor that influences the implementation of green
practices is the intention of the hotelier. At small and medium hotels, the intention plays a more
important role, since the external conditions are less favourable (Kasim, 2007).
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Figure 1 Summary of the literature

Now that the relevant literature is discussed, the conceptual framework is presented in figure 2.
The conceptual framework serves specifically as a tool to help answering the research question
‘what strategies do hoteliers in Amsterdam use for implementing sustainability, while taking into
account the tension between sustainability and hospitality?’. In order to answer this question, it is
important to know how to ‘measure’ a strategy. As mentioned, the sub-questions cover the
aspects of a strategy for implementing sustainability. These are (1) ‘what is done about
sustainability in hotels?’ (2) ‘what are the underlying motives for implementing green practices in a
hotel?’ and (3) ‘(how) are guests involved in sustainability in hotels?’. It should be noted that the
conceptual framework primarily aims to examine which strategy the hotels are attached to, and
not to examine to what extent the hotels have implemented sustainability measures at all.
Therefore, the conceptual framework aims to find out more specific information than the subquestions.
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In order to use the sub-questions for measurement, they should be translated into
practical tools. Regarding the first sub-question, the visibility of the green practices is pointed
out for all hotels. This involves whether or not hotels use green marketing. Also, it involves the
choice of the hotels of which green practices they have implemented. For example, a visible
green practice is a towel reuse program, especially when it is communicated why they handle
that program. A non-visible green practice could be the use of green energy sources, on the
condition that it is not communicated through green marketing. Regarding the second subquestion, the perceived tension with sustainability is measured as a motivator/barrier for hotels
to implementing sustainability measures. In section 2.2, several motivators and barriers have
been discussed. However, regarding the research question this is the most important one. Lastly,
the role of the guest is measured. This involves to what extent hotels have implemented green
practices in which the guests are actively involved. An example is a waste recycling policy in the
hotel rooms where guests have to recycle their waste themselves.
In chapter 4, all hotels are placed on a continuum regarding the mentioned factors.
Together, these form the strategy of a hotel. It is expected that the hotels will be placed on a
similar point in all three continuums. For example, when a hotelier chooses to only implement
non-visible green practices, it is likely that the perceived tension between sustainability and
hospitality has something to do with that. Then, the guests have automatically no role to fulfil.
Such a strategy is expected to be found in hotels that are not profiled as green, as sustainability
is not something that they advertise with. On the other side, when a hotelier chooses to
implement visible green practices, there is probably not much tension perceived between
sustainability and hospitality. Then, it is likely that the role of the guests in green practices is
larger. Such a strategy is expected to be found in hotels that are profiled as green.
Figure 2 Conceptual framework
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Chapter 3

Methodology
This chapter discusses the research strategy and methodological choices of the thesis, in order
to answer the research question ‘what strategies do hoteliers in Amsterdam use for implementing
sustainability, while taking into account the tension between sustainability and hospitality?’.

3.1 Research strategy
This section discusses the research strategy; the general orientation of the conduct of social
research (Bryman, 2016). This master’s thesis conducts a research through an embedded case
study. A case study is a detailed analysis of one or multiple cases. Case studies are contextdependent, and therefore relevant in the field of tourism. A case study is used for providing a
better understanding in a real-life context phenomenon. Through different methods, detailed
information is collected (Creswell, 2009). In order to explore the current state of sustainability in
the Dutch hotel sector, this research primarily uses a case study design. In particular, this
research uses an embedded case study, which means that multiple sub-units are studied. An
embedded case study could use both qualitative and quantitative research methods (Scholz &
Tietje, 2002).
The case of this research is hotel sector of Amsterdam, and the sub-units are the
different hotels. This choice is made, because Amsterdam is the most popular destination in the
Netherlands, with 36,7% of all inbound tourism of the Netherlands taking place there. The city
has 505 lodging accommodations, of which 95% are hotels (NBTC, 2018). The research is limited
to one case, in order to avoid contextual differences. Legislations on sustainability are often
arranged on the municipal level, think for instance about recycling policies or building
restrictions. Also, this research is limited to a single case since different types of tourism have
different impacts on the environment. This could influence the extent of sustainable behaviour
(Juvan & Dolnicar, 2017). For example, tourists in other cities could be a different type of tourist
than tourists in Amsterdam. Such factors should not influence the research. After all, this
research does not aim to compare different cases. The lessons learnt could eventually be
transferred to the rest of the country, and perhaps even to other countries. Overall, the topic
focuses not only on Amsterdam, but on the Netherlands as a whole. This choice is made
considering the final recommendations, which - besides on the municipal level - likely operate
on the national level.
A research can show aspects of several research designs (Bryman, 2016). The time scale
of this research complies with a cross-sectional design. This means that the research focuses on
a single point in time. The research is a snapshot of a situation, so nothing is said about
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developments over time. For this research, this implies that all data should be collected in the
same holiday season, which is the peak season of 2019. Also, this research shows similarities
with a comparative research strategy (Bryman, 2016), since green hotels and non-green hotels
are compared. However, this is not the focus of this research. This choice is made in order to
find out if there are differences in the way sustainability is implemented between hotels that are
presented as green and hotels that are not.
Every research is conducted according to a certain philosophy, also referred to as a
research paradigm. This research fits in the critical theory paradigm. Critical theory provides
critique on the existing social order (Hoffman, 1989), which would be the unsustainability of the
hotel sector in this research. The aim of critical theory research is transformation of structures,
which corresponds to the aim of this thesis. Epistemologically, the critical theory assumes that
the researcher and the research objects are linked (Guba & Lincoln, 1994). This means that the
construction and processing of the research is inevitably influenced by the researcher’s view on
reality. However, a true reality does exist according to the critical theory paradigm, although it is
shaped by social, political and cultural factors (Guba & Lincoln, 1994). This notion corresponds
to this research. Sustainability is viewed as something that exists and can be observed, although
the perceptions can differ among people. The view that there are different groups of people to
whom different things appeal, is typical for the critical theory paradigm (Hoffman, 1989).

3.2 Research methods
The research question are answered by means of two methods. The first method is an empirical
literature review. Through an empirical literature review, the sub-questions are answered partly.
The role of both hotels and hotel guests in accomplishing sustainability in the hotel context are
discussed, however not yet specified to the case of Amsterdam. The literature review discusses
existing strategies of hotels in stimulating sustainable behaviour. Also, attitudes of hoteliers and
hotel guests are mentioned, as well as literature on actual behaviour of hotel guests. In this part,
numerous relevant concepts regarding sustainable behaviour in hotels are taken into account.
These include the concepts of green marketing, choice architecture, and nudging, for example.
The findings of the literature review serve as a starting point for the data collection, to which the
collected data eventually is reflected. The literature review aims to provide insight.
Qualitative methods is used for data collection (Bryman, 2016). This is done in the form
of interviews. Both green and non-green hotels are examined, in order to find out what
differences there are and what they can learn from each other. Green hotels are examined to
map out what the frontrunning hotels do about sustainability. These serve as an example, but it
is acknowledged that these are not representative for the conventional hotel sector. It should
however be noted that whether a hotel is green or not is solely based on how they are profiled
on the internet. This might differ from the reality. Additionally, non-green hotels are examined in
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order to gain insight in regular hotel practices. With examining non-green hotels,
representativeness is of higher importance; these should represent the average hotel in
Amsterdam. The final step of the research is looking at how green hotels could become the new
‘regular’ hotels, by comparing qualities of green and non-green hotels. Whereas the literature
review aims to provide insight, the interviews provide in-depth information.
Overall, the research has a deductive approach. This means that the research is based on
existing literature and theories (Bryman, 2016). The literature review serves as a directory of the
data collection. This means that aspects of discussed literature are used in the topic list for the
interviews. However, there are some inductive aspects to it as well. For instance, the research is
open for green practices that have not been mentioned in the literature yet.
3.2.1 Data collection
This section provides further explanation about the choice of the research units. As stated
before, this master’s thesis focuses on the lodging sector. This choice is made because the
lodging sector is the best documented sub-sector, and the second most polluting one. Despite
the transportation sector being the most polluting one, it is also trans-boundary, and therefore
not fitting for this research. Hotels are examined in particular, because the majority of tourists
stay in a hotel; 79% of all inbound tourists (CBS, 2018). Hotels thus have the biggest reach.
Besides, other accommodation types, such as campsites and holiday parks do not fit in this
research. The reason for this is the difference in setting. This thesis focuses on tourism in an
urban context, and campsites and holiday parks are generally not located in an urban area.
Moreover, hotels often serve a more functional purpose. For example, hotels are widely used by
business travellers. This is usually not the case for other lodging accommodations.
3.2.1.1 Interviews
This research is conducted through semi-structured interviews. Interviews are chosen in order to
provide in-depth information on motives and choices of hoteliers (Scheepers, Tobi &Boeije,
2016). Semi-structured interviews are chosen in particular, because they provide guidance, but
also allow flexibility in the conversation (Baarda et al., 2013). The interview is initially directed by
a topic list, which is added to this thesis as appendix 1. A total amount of 14 interviews are held,
of which two are digitally held.
The interviews help answer the sub-questions (1) ‘what is done about sustainability in
hotels?’, (2) ‘what are the underlying motives for implementing green practices in a hotel?’ and (3)
‘(how) are guests involved in sustainability in hotels?’. In these interviews, it should become clear
what the hotels do and do not do in order to provide sustainability, and what their drivers are.
The hoteliers are contacted via email. After that, they are called to further explain the content of
the interview. Most interviews are carried out face-to-face. In two hotels, no one was able to
make time for a face-to-face interview. Here, the interview was carried out through email.
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Additionally, two interviews are held with overarching parties. This is done as a part of
sub-question 2: ‘what are the underlying motives for implementing green practices in a hotel?’.
Two overarching parties are interviews that can fulfil a role as motivator (or barrier) for a hotel to
become more sustainable. One of the interviews is Green Key, the most widely used eco-label
among hotels in the Netherlands. This interview is done in order to find out what role eco-labels
play in achieving sustainability in hotels. Green Key is chosen, since it is the most frequently
used eco-label in the Dutch lodging sector (Green Key, n.d.). The other interview is held with the
municipality of Amsterdam. This interview should give insight in the research topic from the
governmental perspective. Legislative, as well as facilitative measures are discussed. As stated on
their website, the municipality of Amsterdam facilitates cooperation between sustainable hotels
in the city. This is called the Koplopergroep Circulaire Hotels (Frontrunners Circular Hotels)
(Gemeente Amsterdam, n.d.). By means of the interview, more information is provided about this
initiative.
3.2.1.2 Selection of hotels
A total amount of twelve hotels is selected, of which four hotels are presented on the internet as
a ‘green hotel’. Roughly, this means that for every green hotel, two ‘regular’ hotels are selected.
Of these hotels a manager is interviewed. If no manageris available for an interview, another
employee of the hotel with sufficient knowledge about sustainability in that hotel is interviewed.
This is done in Dutch, unless the interviewee’s command of the Dutch language is not sufficient.
When an interviewee is quoted in the thesis, it is translated to English.
The research units should be a proper reflection of hotels in which the average tourist in
Amsterdam stays. Some hotels have more business-related guests, whereas other hotels serve
mostly leisure tourists. Tourism is defined by the UNWTO (1994) as “the activities of persons
travelling to and staying in places outside their usual environment for not more than one
consecutive year for leisure, business or other purposes”. In this definition, business-related
tourists are taken into account as well. Therefore, it is important that these are included in this
research as well.
It is not always easy to tell whether a hotel could be categorised as ‘green’ or not. In
reality, there is not a strict division between green and non-green hotels. Rather, they can be
placed on a continuum. Four green hotels are chosen based on how they are profiled on the
internet. This is done because hotels mainly appeal to their potential gueststhrough the internet.
Searching terms used were ‘green hotel Amsterdam’ and ‘eco hotel Amsterdam’.
As mentioned, for each green hotel two representative non-green hotels are selected.
The reason why there are two non-green hotels chosen for every green hotel, is that the green
hotels aim to serve more as an example of a frontrunner. With choosing the non-green hotels, it
is more important to examine representative hotels. Two hotels are chosen to prevent that the
research gets interrupted by an outlier. The non-green hotels should be comparable with the
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green hotels. For choosing the comparable hotels, several determinants are taken into account
in order to enhance representativeness. These are size, location, price and star ratings. Size is
relevant, since large hotels appear to be more likely to adopt green practices (Tsai, Wu & Wang,
2014). In this thesis, size is measured by the amount of rooms the hotel offers. Moreover, the
price category is an important determinant, since it makes the green and non-green hotels more
comparable to potential guests. Also, the location is included in order to not let it interfere in
the decision-making process of the guests for a green or non-green hotel. Lastly, ratings in the
form of stars are taken into account. The number of stars a hotel has, says something about the
level of facilities, which is linked to the hotel’s resource use. The price category, star ratings,
location and number of rooms are found on TripAdvisor (n.d.).
Of all green hotels, non-green equivalents are chosen based on the determinants
mentioned in the previous section. Of all comparable hotels (same star ratings, comparable price
category and comparable size) the nearest hotels are chosen. In this process, some difficulty was
experienced. In some cases, no hotel could be found with the exact same determinants. When
this occurred, the criteria were relaxed. On top of that, some difficulty was experienced with
finding hotels willing to cooperate. This difficulty increased as the peak season approached. This
is not unexpected, since a busier schedule means less available time. The total response rate of
the hotels was around 20%. This explains why not all hotels in table 2 are sharing all
characteristics. Table 2 shows the characteristics of the hotels that were included in the research.
The names of the hotels are pseudonyms in order to ensure the interviewed hotels’ privacy. This
is further explained in section 3.3.2. However, the true names of the hotels are known by the
Radboud University.
Table 2 Characterisation of interviewees
Hotel

Classification

Price category

Stars

Rooms

Edward

Green

€44 - €175

2

19

Simone

Non-green

€21 - €139

2

10

Eva

Non-green

€119 - €355

3

61

Brigitte

Green

€110 - €233

2

18

Miriam

Non-green

€87 - €268

3

36

Oscar

Non-green

€80 - €290

4

165

Quinten

Green

€57 - €245

3

84

Petra

Non-green

€97 - €230

4

252

35

Zoé

Non-green

€168 - €327

4

133

Joeri

Green

€148 - €356

4

385

Rick

Non-green

€165 - €360

4

284

Isabel

Non-green

€181 - €408

4

149

3.2.1.3 Characterisation of the hotels
All selected hotels are very different in nature. Some of them are located in the touristic centre,
while others are located in business areas or on the edge of the city. Some hotels are situated in
large glass buildings, whereas others are situated in small historic buildings. These
characteristics can show a connection to the extent of sustainability. Hotels in the city centre,
which are often smaller, historic buildings, could experience difficulty with implementing
sustainability measures. Especially isolation and energy-related measures can be difficult. Also, it
is more difficult to recycle since recycling requires space to store the various waste streams.
Generally, these buildings do not have that space. Besides, newly built hotels have to be
sustainable according to regulation on the municipal level. This is a requirement in order to gain
permission for building, as is the case with hotel Joeri and hotel Rick. These hotels are located
just outside the city centre of Amsterdam.

3.3 Data analysis
3.3.1 Interview coding
The analysis of the retrieved data is carried out in a qualitative manner. First, the interviews are
all recorded, which is important for the process of analysis. After all interviews are held, the
interviews are transcribed. Then, the interviews were coded with Atlas.ti. By means of coding,
trends can be found in things the interviewees agree or disagree on. The codes are the basis of
the coding scheme, which helps to provide an overview of the data. This research makes use of a
thematic coding strategy (Baarda et al., 2013). This means that all codes are subdivided into
overarching themes. These themes are (1) characterisation, (2) green practices, (3)
communication and (4) responsibility, as seen in the coding scheme. The coding scheme is
attached to this thesis as appendix 2. During the process of interviewing and coding, remarkable
results were noted. These are supplemented with the results as presented by the coding scheme.
Eventually, the results are linked to the literature as discussed in chapter 2.
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3.3.2 Ethics
With processing data, ethics should be taken into account (Scheepers, Tobi &Boeije, 2016).
Therefore, several requirements should be met. Firstly, all respondents should explicitly consent
to the research. Therefore, the respondents should be properly informed about the research.
Before starting the interview, the interviewee is informed about the content of the research, and
asked if he/she agrees. The names of the interviewees are not mentioned. In this way, the
privacy of the interviewees is protected. For example, ethical questions arise when the outcome
of a research has negative effects for the respondent (Scheepers, Tobi & Boeije, 2016). In the
case of this specific research, the highest risk is that of damage to a hotel’s reputation. To deal
with this, the research does not criticise the hotels, but only analyse and understand them. Also,
by not mentioning the names of the hotels, the research aims to decrease the risk of portraying
the hotels in a bad light.
To keep the thesis legible, interviewees are given a pseudonym, which they may choose
themselves if they want. If they do not, the pseudonym is made up by the researcher. As seen in
table 2, all pseudonyms are names of a (fictional) person. This choice is made to improve the
legibility of the quotes. After all, the interviewees are quoted numerous times in chapter 4 to
illustrate the results. With the additional interviews with Green Key and the municipality of
Amsterdam, the interviewees’ names remain anonymous as well. However, it is inevitable that
the answers can be traced back to the organisation. Therefore, the interviewees are asked
whether he/she agrees before starting the interview.

3.4 Validity and reliability
Validity and reliability are important criteria in assessing the quality of a research. Validity
consists of internal and external validity (Bryman, 2016). Internal validity refers to the credibility
of the research. Through ensuring internal validity, a research deals with causality. Internal
validity is ensured in this research through carefully testing the topic list first before using it.
Also, twelve distinctive hotels are examined, to prevent the outcomes of the research from being
influenced by an outlier. An internal valid research should not interfere with the researcher’s
personal values. Complete objectivity is not possible in qualitative research. However, maximum
effort is made to not allow personal values influence the research process. External validity refers
to the extent to which a research can be generalised (Bryman, 2016). This is also called
transferability. In this research, that would mean that the outcomes are representative for the
whole Dutch hotel sector. Usually, a case study cannot be generalised, since it is contextdependent. Consequently, the situation of sustainability in the hotels might not be completely
generalisable. After all, some destinations might attract different types of tourists than other
destinations. Nevertheless, lessons learnt can be transferred to hotels in other Dutch areas, and
perhaps even to other countries.
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Reliability refers to the extent to which a research is repeatable by other researchers, in a way
that the outcomes are consistent (Bryman, 2016). This includes unambiguous definitions of
concepts. A reliable research tool should produce consistent results. Reliability is ensured by
carefully documenting all steps in the research process. For example, all recordings and
transcripts of the interviews can be obtained from the researcher.
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Chapter 4

Analysis
In this chapter, the results are discussed as they came forth from the empirical part of the
research. In this way, the last pieces are put together in order to be able to answer the research
question ‘what strategies do hoteliers in Amsterdam use for implementing sustainability, while
taking into account the tension between sustainability and hospitality?’. The interviews with 12
hotels, the municipality of Amsterdam and Green Key are here used as the main reference point.
This chapter is structured following four themes. These are (1) green practices, (2) motivators
and barriers for implementing sustainability measures, (3) involving guests in sustainability
measures and (4) strategies. The first three themes cover the sub-questions, which together
result in a strategy. Therefore, the fourth theme covers the main research question. In order to
illustrate the analysis, respondents are quoted.

4.1 Green practices
In this section, sustainability in hotels is discussed. This is done in order to answer sub-question
‘what is done about sustainability in hotels?’. From the interviews it could be said that all hotels
are taking sustainability into account to a certain extent. This varied from hotel Edward, which is
fully based on the fundamentals of sustainability, to hotel Miriam, which does not explicitly take
sustainability into account, but does handle a waste recycling program and uses energy-efficient
lighting.
Remarkably, hoteliers consider social practices as sustainability as well. Most hotels have
a special CSR (Corporate Social Responsibility) program, especially the ones that are part of a
franchise. CSR involves social practices as well as environment-related practices, which causes
these concepts to be mixed up often. Among hoteliers, a broad definition of sustainability is
thus handled. Some examples of ‘sustainability measures’ mentioned by the hotels are working
with handicapped people and cooking for the neighbourhood, for instance. In this research, that
is not involved in ‘sustainability’.
In the coding scheme, attached as appendix 2, the green practices as they emerged from
the literature are listed. There is a broad variety of green practices used in the hotels, of which
some are more original than others. Referring back to table 1 in section 2.1, all of the green
practices have been mentioned in the interviews. Analysing the interviews, even a larger range
of green practices could be listed. A supplemented version of table 1 can be seen in table 3. The
bold green practices are added, based on the interviews.
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Table 3 Supply-side green practices in hotels
Green certifications
Awareness program
Use of green energy sources
Organic food on the menu
Food waste program
Reduction of energy consumption*
Water efficient technology
Waste prevention program**
Waste recycling program
Support local and sustainable businesses
Parking spots for electric cars
Sustainable uniforms
Sustainable cleaning products
Environmental cleanup activities
Waste shredders
Eco-certified materials
Recyclable packaging
Garden
(Electric) bike rental
(Baker, Davis & Weaver, 2014; Yusof, Awang, Jusoff& Ibrahim, 2017; Verma & Chandra, 2016; Kallbekken&Sælen, 2013)

*This one was originally referred to as ‘towel/sheet reuse program’, ‘energy efficient lighting’, ‘key card to control
power use’, ‘occupancy sensors’ and ‘programmable thermostats’, but could better be categorised as ‘reduction of
energy consumption’. This overarching term involves - besides the mentioned practices - isolation, innovative
heating/cooling systems, energy-efficient elevator among other things.
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**This one was originally referred to as ‘refillable amenity dispensers’, but could better be categorised as ‘waste
prevention program’. This overarching term involves - besides refillable amenity dispensers - digital check-in, bamboo
straws and second-hand furniture among other things.

Some green practices are more common than others. The most common (implemented by six
hotels or more) are waste recycling programs, waste prevention programs, food waste
programs, water efficient technology, reduction of energy consumption and green certifications.
Other green practices are more far-fetched, such as the garden. Just having a garden is not
considered a green practice per se. However, hotel Isabel is working on a garden to encourage
bees. Also, a garden promotes the absorbing capacity of the ground, which is important in a
built urban area. Another ‘rare’ green practice is bike rental. Hotels that rent bikes stated that
they deliberately chose to rent bikes, in order to stimulate guests to travel sustainably - while
also serving a nice experience. Bike rental is a green practice that has not been mentioned in the
literature yet. A possible reason for this is that cycling is a ‘typical Dutch’ thing to do, and
therefore it is popular among tourists in the Netherlands. In other countries, it could be less
successful for that reason.
A remarkable thing is that most green practices do not involve guests’ participation. Only
(electric) bike rental, parking spots for electric cars and awareness programs necessarily involve
guests’ participation. Some green practices could involve guests’ participation, but not
necessarily, such as waste recycling programs, food waste programs and reduction of energy
consumption.
A fairly new development is the creation of a sustainable network. Frontrunners in
sustainability are looking for options to cooperate with sustainable linen distributors (for
uniforms etc.), bicycle distributors or laundry services. For instance, hotel Joeri arranged with the
distributors that linen are delivered not in plastic packaging, but in reusable packaging. This
topic has been on the agenda of a meeting of the Frontrunners Circular Hotels, which implicates
that it is an increasing issue. Also hotel Simone attaches value to a sustainable network:
“You really need the suppliers. Especially regarding circularity, you can’t do that on your
own. The whole chain has to work together to achieve that.” - Hotel Simone

4.2 Motivators and barriers for implementing sustainability measures
This section touches upon sub-question ‘what are the underlying motives for implementing green
practices in a hotel?’. There are several motivators for becoming more sustainable, apart from
regulations. Motivators mentioned in the interviews are cost-efficiency, enthusiasm of the
manager and going along with the trend of sustainability. This last one involves increasing
attractiveness

for

(business)

guests.

According

to

some

hotels,

government-related

organisations and certain other businesses only book eco-certified hotels. This is a motive for
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becoming more sustainable, especially in hotels where a large part of the guests are business
guests, such as hotel Quinten and hotel Petra. It could be said that co-creation of sustainability
in hotels, as discussed by Manganari, Dimara and Theotokis (2016) already happens among
business guests. Also, some hotels are part of a franchise where sustainability is a key element.
Six of the interviewed hotels are part of a franchise. In that case, the choice for sustainability is
made top-down. Often, the true motivation to become sustainable is a combination of the
mentioned motivations. This can be well illustrated by the following quote:
“The general manager thinks sustainability is important and interesting. She is someone
who wants to go along with every trend, to renew and to look at good options. She passed
that feeling to the rest of the management team, which caused them to think about
sustainable practices too. The sustainability guidelines are coming from the top down, but
the tie that binds is the general manager. Because of her, we’re doing more than we would
otherwise be doing.” - Hotel Isabel
In this quote, the importance of the role of the general manager is emphasized. The role of the
franchise is important for setting guidelines. However, an enthusiast manager can make the
concept of sustainability more vivid. Altogether, all motivations as presented in the research of
Tsai, Wu and Wang (2014) (legislation and codes of practice, fiscal policies, public opinion,
consumer pressure, and financial advantages resulting from saving resources) have been
mentioned in the interviews, except for consumer pressure.
Also, there are some barriers to implementing sustainability. The most common barriers
are that of money, and effort. Also, tension with the essence of hospitality was mentioned. This
turned out to be an issue most hotels are dealing with. This is further discussed in section 4.4.
Sometimes, there is not an explicit reason why a hotel does not implement sustainability
measures. For example, this was the case with hotel Miriam, as could be read in the following
quote:
“I mainly think our priorities lie elsewhere, and that we don’t think much about it,
unintentionally. But I think that we won’t turn it down if an eco-label would approach us.
We would probably go along with it.” - Hotel Miriam
Sustainability is not one of the priorities of hotel Miriam. However, they do have a positive
attitude towards it. Thus, it could be said that the attitude-behaviour gap occurs here. Hotels like
hotel Miriam have potential, but might need a little push in order to actually go along with
sustainability.
Also, barriers were mentioned to joining an eco-label in particular. The most frequently
heard barrier is the costs. Being connected with an eco-label is expensive, according to the

42

hotels. Sometimes this does not weigh up to the benefits. This also became clear of the
interviews with green hotels. According to hotel Brigitte and hotel Simone, eco-labels are often
not ambitious enough to add value, and therefore they made the choice to discontinue with
Green Key. From the perspective of Green Key, this is not a problem. Green Key stated that they
target hotels that are just starting with implementing sustainability. Thus, they do not focus on
the sustainable frontrunners. Being connected to an eco-label does not only cost money, but
also effort, which could be intensive for smaller hotels. Smaller (green) hotels often do not have
a particular employee that is working on sustainability issues. Rather, a general manager
involves sustainability as a ‘side task’. This was the case in hotel Brigitte:
“We are going to stop with Green Key, as you might know it is a lot of paperwork. It cost
me so much time last year, all that fussing with rules. We support the vision, but it costs a
lot of time. We feel like we can do without Green Key now.” - Hotel Brigitte
Sometimes, the latter can be applied to implementing sustainability measures in general as well.
Implementing sustainability measures could demands a high investment - think for instance
about solar panels. This corresponds to the research of Kasim (2008), which indicated that SMEs
experience more difficulty with implementing sustainability measures, as they often lack the
capability. For SMEs, to implement sustainability, it has to be high on the agenda. However, not
all sustainability measures have to be expensive and/or time-consuming. For instance, hotel
Brigitte and hotel Edward are smaller hotels, but they still find the chance to be sustainable only in different ways.
4.2.1 Municipality of Amsterdam
As mentioned in the literature, there are outside parties that can fulfil a role as motivator for
hotels to become more sustainable, of which one is the government. This section discusses the
role of the municipality of Amsterdam in accomplishing sustainability in hotels. Twelve years
ago, the municipality started working on sustainability in hotels. Back then, Amsterdam reached
out to hotels in order to stimulate Green Key certification. Hotels connected with Green Key in
exchange for less interference on the municipal level. About 60 hotels cooperated with this. For
the last three years, the municipality started looking for the next step. Then, the group
Frontrunners Circular Hotels was established.
Frontrunners Circular Hotels is a group of several hotels, among which hotel Simone and
hotel Joeri. This group, inherently motivated hotels are brought together. In this way, forces are
combined of sustainable frontrunners. Again, this movement was made to the initiative of the
municipality; the municipality contacted the hotels. Overall, the participating hotels are 3-5 star
hotels. These hotels are often already part of a network, and are already known by the
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municipality. However, not all hotels are part of a network. For Amsterdam, it is difficult to reach
hotels that are not.
Mainly, the municipality aims to provide a facilitative and supportive role. With the
Frontrunners group, projects are organised by the municipality. An example of a project is one
to prevent packaging. During these projects, hotels are put in touch with suppliers. In this way,
sustainable agreements can be made between both parties. Eventually, a project could result in
concrete steps, such as banishing certain materials. In a project, frequent meetings are
organised with the hotels. In the first meeting after the interview, involving guests in
sustainability measures was the topic discussed, which is what this thesis is about. This means
that at least the frontrunning hotels think about it. Approximately once a year, a seminar is
organised by the municipality in which the Frontrunners group shares its findings with a broader
public. In these seminars, mainly practical causes are discussed. Also, workshops are held.
According to Amsterdam, this is what the hotels demand; practical solutions for sustainability
issues. In this way, the barriers of lack of professional advice, and lack of knowledge and skills
(Tsai, Wu & Wang, 2014) could be overcome. An example from the interviews illustrates how
such communication between hotels can be useful; one hotel stated that their sustainable
uniforms are more expensive than regular uniforms, whereas another hotel stated that their
sustainable uniforms are not. Perhaps, when exchanging knowledge, it could help more hotels
choosing sustainable uniforms, as this does not necessarily have to be more expensive.
Frontrunners Circular Hotels could be categorised as an encouragement-type of intervention, as
has been discussed in the literature review (Bramwell, 2012).
Regarding sustainability, the municipality of Amsterdam does not want to set too many
rules, despite some of the remarks of the hotels. According to Amsterdam, enough restrictions
are already set. For example, the sustainability restrictions for newly built hotels are quite high,
as mentioned earlier. Before setting rules, a support base should first be created. According to
the municipality, regulations need a whole program; they cannot just set rules. However, they
should offer support where needed.
In short, the municipality of Amsterdam provides a facilitative and supportive role. A
network of hotels (and suppliers) is created by the municipality to help each other tackle
sustainability issues. It has to be noted that with Amsterdam being the capital of the
Netherlands, it is one of the most innovative cities in the country. Also, there is room and
budget for a sustainability department. In smaller municipalities, this will probably not be the
case. Therefore, it might be harder for them to organise something similar. A possible solution
could be a cooperation between municipalities. However, this might be difficult to organise,
since someone has to take the first step. Perhaps, this is where the national government could
fulfil a role.
4.2.2 Green Key
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This section discusses the role of another outside party as motivator for hotels to become more
sustainable; eco-label Green Key. Green Key’s role represents the role of all eco-labels in the
hospitality sector. Green Key, founded in 2007, is the most frequently used eco-label in the
Dutch hospitality sector. It is distributed worldwide, but concentrated in Europe. In Amsterdam,
there are already more than 80 Green Key locations. Besides hotels, Green Key also involves
other types of hospitality companies, such as restaurants, campsites and wellness centres. Of the
interviewed hotels, Hotel Petra, hotel Brigitte and hotel Zoé are connected with Green Key. Hotel
Simone, hotel Joeri and hotel Rick are certified with another eco-label. Hotel Rick is working on
becoming connected with Green Key in the future.
With Green Key, hotels that are interested in becoming certified reach out first. Then,
Green Key offers a list of criteria that should be met, and if the location is ready, they can be
inspected. This is done by an independent organisation. If the hotel meets the criteria,
certification follows. In every case, the location contacts Green Key - not the other way around.
Green Key states that they search the middle ground regarding strictness of the criteria. Thus,
frontrunners are not their target group. Besides providing criteria, Green Key does not help
meeting the criteria substantively. Only, they recommend products that are eco-labelled on their
intranet, such as cleaning agents or amenities. However, they do try to meet the national
regulation. For instance, they include energy saving measures in the criteria, to help locations
prepare for new governmental regulations in the coming years.
According to Green Key, a sustainability certification is especially useful when attracting
business-related guests, since organisations take sustainability often into account. Also, tour
operators tend to book certified hotels more often; in this case Green Key also reaches leisure
tourists. However, among leisure guests in general, Green Key is not very well-known yet. Still,
eco-labelling could help people who are interested in it choose a plausible ‘green’ location.
Rather, this would be an exception.
Especially 3-5 star hotels are connected with Green Key. Green Key noted that the
certification grade is much lower in 1-2 star hotels. This corresponds to what the municipality of
Amsterdam also said; these are the most difficult hotels to reach. Green Key also noted that
reaching smaller locations is their biggest challenge. This is because smaller hotels often cannot
find the time or budget to work on sustainability.
Despite Green Key being an eco-label, it still puts quality in the first place, since that is
the most important aspect of hospitality.
“We’re talking about the hospitality sector, which is all about quality, service and
indulgences. We should look at how we can implement sustainability measures in a way
that the quality of a hotel does not deteriorate. The shower is the best example. Imagine
that, due to water saving measures, only little water comes out of the showerhead, the
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guest will experience that in a negative way. They want it different, or they won’t come
back. The same thing goes for cleaning, food and beverage as well.”
Something similar is also seen in the interviews. Hotel Quinten mentioned that they used
sustainable cleaning products in the past. However, these products left their kitchen equipment
dirty after cleaning. Consequently, everything had to be cleaned twice which is not sustainable.
This corresponds to the research of Kasim (2007), which states that sustainability could be at the
expense of the positive experience of guests. However, there may often be good alternatives
that work better.
According to Green Key, the best situation would be one in which the guests do not
notice they are at a Green Key location. The entrepreneur can handle sustainability in creative
ways. Green Key mentions several examples regarding food and beverage; the design of the
menu, biological or fair-trade products, local products and seasonal products. In short,
sustainability does not necessarily have to be at the expense of quality, it only is something
hoteliers should be careful with.
4.2.3 Responsibilities
During the interviews, all interviewees were asked who they consider as the main responsible
actor for accomplishing sustainability in hotels. Almost unanimously, the hotels said the hotels
themselves are the main responsible - only one hotel thought otherwise. In particular, the
managements of hotels are responsible according to the interviewees. Besides the hotels, the
government is believed to carry an important role. This role lies especially in facilitation, and to a
lesser extent in regulation. An often-named example is that of recycling; the municipality should
set stricter rules with recycling.
“Eventually, it’s the main responsibility of the hotels. (...) The government has an important
role as well, as they are able to establish and accelerate things. They have the tool of
regulation.” - Hotel Simone
The opinion of hotel Simone is typical for most of the hotels. Hotel Edward believed the
government has a bigger responsibility, as could be read in the following quote:
“I think some rules should apply for all accommodations. Recycling and reuse should be
supported. Tourists are smart people nowadays. Especially millennials are aware of the
environment. The government has to realise that there’s a large demand for it, and that
they should facilitate that.” - Hotel Edward
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In short, hotels think that they have the most important role when it comes to sustainability,
supplemented by the government. However, both should have a mainly facilitative role,
according to the hotels.

4.3 Involving guests in sustainability measures
In this section, the results regarding sub-question ‘(how) are guests involved in sustainability in
hotels?’ are discussed. The guests in a hotel serve an important role in accomplishing
sustainability. Therefore, it is important to provide some understanding about it. Despite the fact
that no hotel guests were interviewed for this research, things still could be said about the
attitudes and behaviour of the guests. However, since it is based on second-hand information,
nothing can be said about underlying motivations.
Overall, the hoteliers had the idea that the guests have a positive attitude towards
sustainability in hotels. Sometimes, guests make (positive) remarks about the sustainability
measures in the hotels. However, this is an exception rather than a rule; most of the time
nothing is said about it. Also, hotel Simone held a questionnaire among guests from which was
concluded that guests have a positive attitude towards sustainability.
According to the hoteliers, the guests carry a responsibility regarding accomplishing
sustainability in hotels, but only in a passive way. This role is dependent on the actions of the
hotels. The responsibility of the guest could be to cooperate with the green practices. It is
something they ‘should’ do, but if they do not, they will not be rapped on the knuckles. In other
words, hotels hope guests cooperate willingly, but are in most cases not willing to actively
stimulate them.
“Guests may have a responsibility in [creating sustainability in hotels] as well, but we [the
management and staff] have to offer facilities for our guests, or stimulate them to recycle
their waste.” - Hotel Brigitte
Therefore, some hotels try to create an environment in which hotel guests are stimulated to
participate in green practices. Often, this includes some form of choice architecture.
4.3.1 Communication
To what extent sustainability measures are communicated, differs for each hotel. The most
hotels do have a message that informs the guests about the towel change policy (when a towel
is put on the floor, it will be changed - when a towel is hung up on a hook, it will not be
changed). A similar message is often placed about the bed linen change policy and water use in
the bathroom too. However, for most hotels this is all communication they have. Most hotels do
not use nudging techniques as they have been discussed in chapter 2.
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Remarkably, most hotels - including the green hotels - noted that their communication
to the public about sustainability should be improved. This corresponds to the research of Han,
Hsu and Sheu (2010), which implicated that guests often do not know if a hotel is ‘green’ or not.
At the same time, when a hotel communicates clearly, people are more likely to cooperate.
Hotels experience difficulty in communicating sustainability through marketing, but also in
communicating about their green practices in the hotel. In the literature, it is noted that green
marketing can stimulate sustainable behaviour without setting rules (Han, Hsu & Lee, 2009).
Therefore, it would fit well in the hotels’ demands.
Hotel Joeri is known as a ‘green hotel’. Their marketing to the outside is not a real
problem. However, some green practices are still not communicated well inside the hotel, which
might cause incomprehension among guests. The following quote is a good illustration of this:
“To be honest, that is our biggest struggle, the storytelling. A good example is the elevator.
We have very slow elevators, which frustrate the guests and me as well. Our elevators
produce energy as they start, so it takes more time for them. You can compare it to a
hybrid car. When I’m in the elevator with guests, I explain that to them. They find it nice
and funny. They think it’s good, even. But if you don’t tell them, they don’t know why the
elevator is slow. Sending the message - actually the marketing of the concept - is
sometimes difficult.” - Hotel Joeri
Another example in hotel Joeri is that they keep plastic bottles of water in the refrigerator in the
guestrooms. These bottles are made of plastic that is fished out of the Wadden Sea, and
recycled afterwards. For every purchased water bottle, hotel Joeri donates 10 cents to the
organisation that cleans the Wadden Sea. A difference with the example of the elevator, is that
the story of the Wadden Sea recycled plastic actually is communicated. On the label of the
bottle, its story is told. This form of communication is an example of framing of information, as
discussed in chapter 2. Still, guests sometimes make a remark about the hotel keeping plastic
bottles in the refrigerator. Likely, the packaging is not always read by the guests, and perhaps a
different communication strategy works better in this case. A few weeks after the interview,
hotel Joeri published a booklet with all their sustainability measures explained. Because of this
timing, this booklet has not been included in the research.
As told, hotel Joeri has some issues with communicating green practices. Some of the
researched hotels have issues with the broader concept of communication. The best example is
hotel Simone. When hotel Simone was picked out, it was assumed to be a non-green hotel.
From the interview however, it appeared to be one of the frontrunning hotels regarding
sustainability.
Perhaps, not involving sustainability in the hotel marketing could be a strategy on its
own. Some hotels might not want to express their beliefs so clearly, for example. With other
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hotels, sustainability is just what characterises them. Then, storytelling can be done in original
ways. The more original the storytelling, the more impact it makes. A good example is the
following:
“In every room we have this weird looking doll. Next to it we have a small note. It outlines
to the guests that we offer a high level of service. ‘If you would like, we change your sheets
and towels, however, please don’t, unless it’s necessary. Here’s a sign to put on your door so
the housekeeping knows what to do’. It’s done in a decorative way.” - Hotel Edward
In this example, a combination of simplification and framing of information and changes to the
physical environment is used. Nevertheless, such an approach is not for everyone. Most hotels
appear to be very careful with telling their story about sustainability.
4.3.2 Stimulating guests’ participation in green practices
As noted before, most of the green practices in hotels do not necessarily include guest
participation. Especially luxury hotels experience difficulty with asking anything from the guests.
They believe that a higher price includes not having to do anything and rather being taken care
of. This corresponds to the research of Cvelbar, Grün and Dolnicar (2017), which states that
luxury hotels often do not want to set ‘sustainable’ defaults, as their guests are believed to
expect high quality service. To a certain extent, the notion that guests should not have to do
anything represents the whole hospitality sector. Taken a step further, it could be said that there
is a tension between sustainability and hospitality. Yet, some (often less luxurious) hotels, such
as hotel Simone note that sustainable behaviour does not necessarily have to be at the expense
of hospitality.
“It’s complicated, we have discussions about it in this hotel. People are on a holiday, so you
don’t want to overburden them. I think we should mainly facilitate sustainable behaviour,
but guests may be dragged out of their comfort zone as well, to make them aware of the
fact that not everything should always be done”. - Hotel Simone
With facilitation, hotels can respond to the perceived behavioural control, an element of the
Theory of Planned Behaviour (Ajzen, 1991). In this way, contextual barriers towards sustainable
behaviour can be taken away. Yet, even with the right intentions, it could be difficult to involve
guests in a green practice. In this case, an attitude-behaviour gap is experienced, as mentioned
in the literature (Baker, Davis & Weaver, 2014; Manganari, Dimara & Theotokis, 2016). The
following quote illustrates the perspective of hotel Quinten on involving guests in sustainability
practices:
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“We had 2 different recycling bins in the guest rooms, but we dropped that. The guests
threw all waste in the same bin, so it was useless. That could be their role.” - Hotel
Quinten
It does not necessarily mean that guests do not cooperate on purpose; sometimes it is just not
clear for the guests what to do. A reason for this could be cultural differences, which could be
expressed by unclear communication. This was the case in hotel Simone:
“What you see is that internationally, different colours on recycling bins mean different
things. It could even be different between your municipality and mine. Eventually you see
different waste streams ending up mixed together. You have to really make an effort to
involve people in it, and there is not one solution.” - Hotel Simone
At the moment of the interview, hotel Simone was working with a supplier on designing
recycling bins that are understandable for everyone by the use of icons. Unfortunately, this
could not have been included in the research due to the time span.
Apart from guests from different countries, a difference is experienced between leisure
guests and business guests. Leisure guests tend to behave less sustainably, according to the
hotels. According to Tzschentke, Kirk and Lynch, sustainability is not viewed as an essential
attribute in hotel decision-making among leisure tourists, but rather as “an extra, affordable in a
time of plenty, but disposable when hard times come” (p. 127). A possible explanation for this
could be that a stay in a hotel serves a more functional purpose for a business traveller. Business
travellers often do not spend much time in the hotel, so there are less opportunities to behave
‘unsustainably’. Also, leisure travellers often go sightseeing and shopping, which generates
waste, for example.
“The business guest is working the whole day. He/she comes here to sleep, wakes up, eats
breakfast and leaves. The leisure guest buys all sorts of things, takes everything to the
hotel, eats in the hotel, drinks in the hotel, and then leaves it behind in the room. Leisure
guests produce a lot more waste. We actually notice in the weekend [when there are more
leisure guests] the waste containers are full much faster.” - Hotel Quinten
Also, business guests tend to be more likely to have a positive attitude towards sustainability,
according to Baca-Motes, Brown, Gneezy, Keenan and Nelson (2012). Another reason for the
difference between leisure and business guests could be the dominating hedonic frame among
leisure guests. This is further explained in section 4.3.3.
Some hotels make use of choice architecture techniques. The earlier mentioned message
about the towels, linen and water use is a good example of this. The exact way in which this is
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done is different in each hotel. Some hotels use a more informative message, others more a
humorous message, such as “save water, shower together”. The technique mentioned in section
2.3.4 of placing a message on a buffet (Kallbekken & Sælen, 2013) was also seen in hotel
Simone. Since (according to the hoteliers) guests have a positive attitude towards sustainability,
using nudges might be an effective strategy. This strategy assumes that guests behave
according the Automatic System (Sunstein & Thaler, 2008). However, not all hotels believe in the
effectiveness of reminders:
“I think at home, you are made aware of the importance of sustainability often. If you’re
not aware of that by now, that will not change when you see stickers everywhere
reminding you of it.” - Hotel Petra
In this quote, hotel Petra assumes that guests behave according to the Reflective System (Thaler
& Sunstein, 2008).
4.3.3 Goal frames
The idea is widely accepted that the hedonic frame dominates among hotel guests. This applies
to the interviews, as well as the literature (Miao & Wei, 2013). Hoteliers think that for the guests,
it is all about comfort and luxury, and not having to do anything. For example, hoteliers told that
guests often leave the room behind very messy, since cleaning is not involved in the holiday
spirit. Eventually, the hedonic frame could lead to unsustainable behaviour. This could be
illustrated well by the following quote:
“I’d be surprised if people are more sustainable in a hotel than they are at home. As a
leisure guest, you come to a hotel to rest, to relax in a luxurious environment. I would
expect them to take long showers, long baths, and so on. For a business traveller it might
be the other way around, though. Perhaps they think, ‘I travel so much, I should
compensate that’.” - Hotel Rick
Hotels do not want to interrupt the hedonic context of the guests. This is often experienced as a
bottleneck, especially in hotels with higher star rankings. Overall, hotels think they should
provide the opportunity to behave sustainably, but should not force guests to do so in any way.
Along those lines, hotels are generally careful with asking guests to cooperate with a green
practice, or even with nudging them. In hotel Eva this issue is experienced:
“You pay for a room. Having to do things for that is just suffocating. Then you’re just like
‘oh, now I even have to recycle my waste, and I already pay so much for a room’. I think
that just remains a problematic issue.” - Hotel Eva

51

However, not all hotels considered the hedonic frame to be an obstacle to sustainable
behaviour. It could even be a motivator, according to some. These are the more progressive
hotels when it comes to sustainability, the ones that present itself as sustainable. For example,
this came forward from the interview with hotel Edward:
“I think people behave sustainably in a hotel, because it’s present there. You see it,
everyone around you does it. At home, it is much easier to just throw things away,
nobody’s looking at you. People can always say that they recycle their waste, while actually
they don’t. If you’re in a shared space, you’re thinking more about your actions.” - Hotel
Edward
As could be read, some hoteliers think guests are in fact more sustainable in hotels than at
home. Interestingly, these were the frontrunning hotels. However, this is in contrast with the
studies of Baker, Davis and Weaver (2014) and Barr, Shaw, Coles and Prillwitz (2010). Hotel
Edward sees sustainable behaviour as a result of the atmosphere in the hotel, but also because
of the social control. Thus, referring back to the Theory of Planned Behaviour (Ajzen, 1991), in
hotel Edward the subjective norm is present. This might not be the case for all researched hotels,
since hotel Edward shows characteristics of a hostel. There is a shared kitchen and shared
bathrooms, which causes a stronger subjective norm than in hotels with a private bathroom and
no public kitchen. Like hotel Edward, hotel Joeri also thinks a hotel can create an environment in
which guests want to cooperate, and compares it to a cultural adaptation:
“I think people are being drawn into it. When you go on vacation to Indonesia, you adapt
culturally too. I think it’s the same with sustainability, you adapt to your surroundings”. Hotel Joeri

4.4 Strategies
This section, which is the last one of this chapter, will touch upon the research question ‘what
strategies do hoteliers in Amsterdam use for implementing sustainability, while taking into
account the tension between sustainability and hospitality?’. In this section, the strategies of
hoteliers for implementing sustainability are discussed, as they came forth from the interviews.
This is done with help of the conceptual framework, as presented in chapter 2.
What the best way is to accomplish sustainability in a hotel is subjective. From the
interviews, two different strategies on how to successfully achieve sustainability could be
formulated. One is that a green practice is successful if the guests are not aware that they are
participating; in this case it should not cost an extra effort. The other view is that it is most
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successful if guests are convinced to actively participate in a green practice. This could be
illustrated well by the example of recycling in the guestrooms. A hotel with the first mentioned
view would let the housekeeping recycle the waste produced in the guestrooms. A hotel with
the second mentioned view would convince guests to recycle waste in the guestrooms
themselves.
Hotels that want guests to notice green practices as little as possible are often the hotels
with higher star rankings. Cvelbar, Grün and Dolnicar (2017) offered a credible explanation for
this; in order to let guests not notice sustainability measures, often additional costs are needed
(think for instance of solar panels or innovative heating systems). Smaller hotels often cannot
afford this. Hotel Brigitte is an example of a hotel that does want to involve guests in
sustainability. For example, they offer a sustainable ‘fun activity’ for the guests. If guests go
fishing for plastic waste in the canal, they can earn a fair-trade chocolate bar for each filled bag.
In this way, they stimulate guests to do something sustainable in exchange for a chocolate bar.
This is a good example of a green practice that utilises the gain motive, an element of the goalframing theory (Miao & Wei, 2013). Another example of involving guests in sustainability is in
hotel Simone, where there is an educational program for the children. In this program, the
children are asked to design a label for a shower product to raise environmental awareness.
On the following pages, twelve versions of the conceptual framework are presented; for
each hotel one version in which their strategy is visualised. It should be noted that these do not
say anything about the extent to which hotels have implemented sustainability, only about what
strategy they use. In general, for each hotel the three components of the strategy lie on a similar
point in the continuum. As explained in chapter 2, this is not unexpected.
Hotel Edward, hotel Simone and hotel Brigitte handle a similar strategy. To a certain
extent, a pattern can be seen in what type of hotels they are. Perhaps not surprisingly, hotel
Edward and hotel Simone are lower budget hotels. As expected, they likely experience less
tension between sustainability and hospitality compared to more luxurious hotels. Also not
surprisingly, hotel Edward and hotel Brigitte are both small hotels that are presented as green.
Hotel Simone does not present itself as such, but belongs to the green hotel group as it is part
of the Frontrunners Circular Hotels. The strategies of hotel Edward, hotel Simone and hotel
Brigitte are by far placed the most on the right side of the continuum, compared to the other
hotels.
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Hotel Edward

Hotel Simone

Hotel Brigitte

Also, hotel Eva and hotel Miriam handle a similar strategy, which is completely on the left side of
the continuum. These are both smaller hotels which do not have sustainability high on the
agenda.
Hotel Eva
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Hotel Miriam

Furthermore, hotel Oscar, hotel Zoé, hotel Isabel, hotel Joeri and hotel Rick handle somewhat
similar strategies. These strategies are places between the left side and the middle. This group
accounts for almost half of all interviewed hotels, which means that it is the most common
strategy seen in this research. Except for hotel Oscar, these are more expensive hotels compared
to the other ones. Thus, more luxurious hotels are placed towards the left side of the continuum.
Of these hotels, only hotel Joeri presents itself as green.
Hotel Oscar

Hotel Zoé
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Hotel Joeri

Hotel Rick

Hotel Isabel

Lastly, the strategies of hotel Quinten and hotel Petra are placed in the middle of the continuum.
Again, these hotels show some similarities. Both are middle budget hotels, and primarily focus
on business guests. However, hotel Quinten presents itself as green whereas hotel Petra does
not.
Hotel Quinten
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Hotel Petra

It could be said that hotels that are presented as green and the lower budget hotels tend to
handle a strategy that could be placed more on the right side of the conceptual framework,
whereas the hotels that are not presented as green and the more expensive hotels could be
placed more on the left side. However, some hotels do not completely fit in this picture.
In conclusion, every hotel appears to have implemented sustainability to a certain extent,
even hotels that do not present itself as sustainable. This is in contrast with the research of
Kasim (2007), which stated that only a small fraction of hotels could be considered ‘sustainable’.
One of the most general impressions that arose from the interviews, is that it is almost
impossible to distinguish ‘green hotels’ from ‘regular hotels’. Therefore, it is hardly possible to
compare them. However, a comparison can be made between hotels that present itself as
sustainable and hotels that do not. Especially in the interviews with green hotels, some original
green practices came forward from the interviews.
All hotels noted that they consider sustainability to be important. When asked about the
future, they pictured that sustainability will become the norm. Thus, they all showed a positive
attitude towards sustainability, in contrast to what Bohdanowicz (2005) stated; her research
indicated that hoteliers in urban areas often do not see the importance of being sustainable. A
possible reason for this contradiction could be the spirit of the time. The topic of sustainability
has risen in importance among people in recent years.
Most hotels pointed that they experience difficulty with involving guests in green
practices. Roughly, it could be said that hotels that are presented as green are more likely to
engage guests in green practices. This is not unexpected; guests that explicitly choose to stay in
a green hotel are probably more willing to participate in green practices. Lastly, most hotels
noted that communication to the outside is a point of improvement.
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Chapter 5

Conclusion and discussion
In this thesis, the aim has been to find an answer to the research question ‘what strategies do
hoteliers in Amsterdam use for implementing sustainability, while taking into account the tension
between sustainability and hospitality?’. This has been done based on four sub-questions: (1)
‘what is done about sustainability in hotels?’, (2) ‘what are the underlying motives for
implementing green practices in a hotel?’ and (3) ‘(how) are guests involved in sustainability in
hotels?’. By means of an empirical literature study and a qualitative research through
interviewing, these sub-questions have been answered, altogether constructing an answer on
the main research question. This chapter sums up the conclusion of the results, followed by a
discussion of empirical results that did not match the literature. In addition to this, several
practical recommendations are discussed. Finally, this research’s limitations and suggestions for
future research are discussed.

5.1 Summary of the results
From the interviews, it could be concluded that generally, hotels do take sustainability into
account. To a certain extent, all hotels have implemented green practices. Some hotels
implemented innovative practices which have not been mentioned in the literature yet, whereas
other hotels implemented more common practices. Despite that, involving guests in
sustainability measures often does not happen yet. Whether this is considered a problem,
depends on the view on what makes a green practice successful. According to some hotels, a
green practice is successful if guests do not notice them; whereas according to other hotels, a
green practice is successful if guests are willing to participate in it. This research distinguishes
three themes that together define the strategy of a hotel, (1) visibility of green practices, (2)
perception of tension between hospitality and sustainability and (3) to what extent guests are
involved in green practices. From the interviews, it can be concluded that these three themes
cohere.
Overall, hotels experience difficulty with asking any extra effort of their guests, as they
believe that it causes friction with the key principles of hospitality. In hotels, a hedonic frame is
believed to dominate. This means that needs such as comfort and enjoyment are the priorities,
and hotel guests should be taken care of, instead of being asked to do anything. This means
that to a certain extent, a perceived tension exists between hospitality and sustainability.
However, some hotels think that involving guests does not necessarily have to be at the expense
of hedonic needs.
In the hotel sector, there is room for improvement in communication about
sustainability. Often, green practices are not communicated to the guests, which might cause
incomprehension. When green practices are better communicated, guests tend to be more likely
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to participate. Also, choice architecture tools could help stimulate guests to behave more
sustainably, without forcing hoteliers’ beliefs onto the guests. Nowadays, many hotels do this in
the form of a message that informs guests that towels will be refreshed if they are on the floor,
and if they are hung up, they will not be refreshed. A similar message is often placed about
water use, but that is for many hotels the only communication they have about sustainability.
Besides the hotels, eco-labels and governmental instances can fulfil a role as well. Ecolabels can offer help to hotels that are starting with implementing sustainability. Also, they can
serve as a tool to formally handle sustainability. For instance, they can be used as a reference
point for organisations that want to book sustainable hotels for business trips. This is already
happening to a certain extent. Governmental instances can serve a more facilitative role. They
can bring actors together to tackle substantive issues regarding sustainability. In this way,
barriers towards becoming more sustainable can be overcome.

5.2 Discussion
Some of the results that were mentioned in chapter 4 did not correspond with the expectations
that emerged from the literature review. As mentioned, all hotels noted that they think
sustainability is important. Correspondingly, almost all hotels implemented sustainability in their
policy to a certain extent. Thus, they all did show a positive attitude towards sustainability, in
contrast to what Bohdanowicz (2005) and Kasim (2007) stated. The research of Bohdanowicz
(2005) indicated that hoteliers in urban areas often did not see the importance of being
sustainable, and according to Kasim (2007) only a small fraction of hotels implement
sustainability in their policy. A possible explanation for this contradiction could be the spirit of
the time, as both studies were published more than ten years ago. After all, the topic of
sustainability has risen in importance among people in recent years. Another explanation could
be that this research has been influenced by social desirability. In an interview that is particularly
about sustainability, hotels might not tell it if they do not think sustainability is important.
Another difference is that none of the hotels noted that they experience consumer
pressure, whereas in the literature this was considered as one of the most important motivators
for implementing sustainability measures (Tsai, Wu & Wang, 2014; Han, Hsu & Sheu, 2010;
Foster, Sampson & Dunn, 2000). Kasim (2007) stated that SMEs often lack consumer pressure,
which is a reason for failing to adopt sustainability measures. This could explain the difference
partly, but not all interviewed hotels are SMEs. Another explanation could be that hotels do
experience some kind of consumer pressure, but do not describe it as that. Most hotels stated
that a reason for implementing sustainability measures is that they want to go along with the
trend of sustainability. With this, they aim at a trend that is happening in society, which causes a
certain demand for sustainability among consumers (Han & Yoon, 2015). From this point of
view, consumer pressure might overlap with wanting to go along with a trend. On top of that,
the term ‘consumer pressure’ carries a slightly negative undertone, which could be a reason
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hotels do not use it. Another explanation for the difference between the literature and the
empirical results of this research, is that the guests in the participating hotels are distinct from
each other. For instance, the hotels that participated in the studies of Tsai, Wu and Wang (2014),
Han, Hsu and Sheu (2010) and Foster, Sampson and Dunn (2000) might have had different types
of guests than the hotels in this research due to the location, target group, spirit of time,
etcetera.

5.3 Practical recommendations
As mentioned in chapter 2, almost half of our behaviour is believed to be automatic (Thaler &
Sunstein, 2008). Also, the hotels stated that most hotel guests tend to have a positive attitude
towards sustainability. Therefore, it can be assumed that the unsustainable behaviour of hotel
guests mainly comes from the Automatic System, or that it comes from the Reflective System,
but that there are barriers. One of the barriers could be the dominating hedonic frame. This
means that choice architecture techniques should anticipate on this.
For instance, hotels could invest more in green marketing. This applies for all hotels, but
for hotels with a smaller budget in particular, as other green practices might demand a large
investment. It is not only important to implement green practices, but also to communicate
these practices to the guests. In the first place, green marketing could attract guests. When
hotels communicate their green practices, they gain more trust among (potential) guests. With a
higher trust level, guests are more willing to cooperate. However, this is only effective if the
guests already have a positive attitude towards sustainability; otherwise it could have the
opposite effect.
Another communication strategy that could be effective in the hotel context is that of
nudging. This could be effective, since the guests are believed to have a positive attitude - or at
least not a negative one. Nudging anticipates to the Automatic System (Lehner, Mont &
Heiskanen, 2016). As mentioned, there are two conditions to the effectiveness of a nudge; the
desirable behaviour should not cost any extra effort, and the desirable behaviour should not be
forced (Filimonau, Lemmer, Marshall & Bejjani, 2017). The first criterion corresponds with the
hedonic frame, as guests do not want to take an extra effort when they are on holiday. After all,
it is important that hotels make sure green practices align with the hedonic frame of their
guests, and not interfere with it. The second criterion corresponds with the hotels’ intentions, as
they do not want to force their beliefs upon their guests. There are several tools to implement
such measures; simplification and framing of information, changes to the physical environment,
changes to the default policy and the use of social norms.
Sustainability measures could be used to improve the experience of the guests. In their
research, Miao and Wei (2013) gave a good example of how this could be carried out. With the
costs saved with less towel and linen cleaning, the hotel can invest in organic bathroom
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amenities. In this way, cooperating brings something for the guests as well. However, this should
then be well communicated to the guests so that they are aware of it.
From a governmental perspective, a recommendation could be to facilitate green
practices more and to create networks. Implementation of sustainability measures in hotels
could be stimulated by governmental instances by creating financial advantages, or taking away
rules that make being sustainable difficult. An example that came forward from the interviews
illustrates this. Regarding recycling, it is often required for companies to recycle their waste in
specific containers. If hotels do not have room for such containers, it becomes a barrier. On top
of that, such containers cost money to procure. This could eventually lead to the choice of not
implementing waste recycling. With such issues, municipalities could liberalise their policy. A
second recommendation for governmental instances is to create networks. In Amsterdam, this is
already happening by means of the Frontrunners Circular Hotels, however not yet on the large
scale. At the moment, only hotels are involved that are already interested in sustainability. A
group such as Frontrunners Circular Hotels is a helpful initiative, as it takes away substantive
barriers to becoming more sustainable. If hotels lack the knowledge or skills for implementing
sustainability measures, they can get advice from other hotels. For other destinations this could
be a good idea as well.
Perhaps the biggest challenge is to get smaller hotels that are less interested in
sustainability to cooperate. After all, sustainability is more effective if everyone is involved - not
only a small group of frontrunners. This applies for governments as well as eco-labels such as
Green Key. Therefore, it is recommended for the future to find out how these hotels can be
triggered to be involved in the sustainability transition as well. Smaller hotels have less capacity
to implement green practices, both regarding finances and effort. In smaller hotels, the extent to
which sustainability is implemented is therefore more dependent on the hotelier’s own beliefs.
In the future, environmental regulations are expected to increase in severity. SMEs might need
extra help from up above in meeting these regulations.

5.4 Limitations
Just like every research, this research has its shortcomings. Such shortcomings are not foreseen,
and therefore hardly avoidable. A shortcoming of this research is that not all interviewees have
the same position in the concerned hotel. At first, this research aimed to interview managers of
the hotels. However, in reality this appeared to be impossible, since managers are often too
busy for an interview. Approximately half of the interviewees were managers, whereas the other
interviewees were other employees. This might have influenced the research, as employees in
other positions are not always aware of all underlying motivations for the implementation of
green practices.
Also, the results could be influenced by the eventual selection of hotels. It might be the
case that only hotels that are already interested in sustainability were willing to participate in the
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research. As mentioned, the response rate was only 20%, which means that 80% did not want to
participate. In this way, hotels that are not interested in sustainability could have been filtered
out, as hotels are possibly less likely to make time for an interview about a topic they are not
interested in. This complexity is hard to avoid due to ethical reasons; hotels should only willingly
participate.

5.5 Further research
From the results of this research, a few ideas for future research came forward. One includes the
perspective from which the research is conducted. This research made use of the goal-framing
theory from the perspective of the hoteliers, government and eco-labels. However, actual
behaviour of the guests in the concerned hotels and how they experienced the green practices
has not been included. Future research could examine how sustainability fits in the goal-framing
theory from the perspective of hotel guests.
Also, future research could focus on how a project such as Frontrunners Circular Hotels
influences the way sustainability is implemented in participating hotels. Such projects are
relatively new and therefore have not often been reflected upon in the literature. Since it is
believed to be a promising development, further research could be done on such projects.
In addition to this, it could be interesting to conduct a similar research in a different
setting. Since Amsterdam is the capital of the Netherlands, it is probably a more innovative city
with more room for matters such as sustainability. When a similar research is conducted in a
different type of destination (for example a smaller ‘overtouristic’ city like Maastricht, or a
nature-based setting such as Zeeland), the results might be different. Taken a step further,
research could be done on different lodging facilities, such as bungalow parks. In this way,
possible differences between types of tourism can be addressed.
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Appendix 1

Topic list
Algemeen
●

Kunt u iets vertellen over de oprichting van het hotel?

●

Wat zijn de prioriteiten/doelstellingen van het hotel?

●

Wat is de doelgroep van het hotel?

●

In hoeverre heeft het hotel naar uw idee invloed op de leefomgeving?

●

Wat zijn de richtlijnen/wetgevingen voor hotels omtrent duurzaamheid?

●

Hoe staat u tegenover ecolabels?

Duurzaamheid
●

Hoe duurzaam vindt u zichzelf?

●

Wat doet het hotel aan duurzaamheid?

●

Wat zijn de eigen criteria rondom duurzaamheid en waar zijn die op gebaseerd?

●

Wat zijn overwegingen bij het (niet) kiezen van duurzaamheidsmaatregelen?

●

Hoe succesvol verlopen de duurzaamheidsmaatregelen?

●

Wat zeggen de gasten erover?

Betrekken van gasten
●

Wie is er naar uw idee verantwoordelijk voor duurzaamheid in hotels?

●

Op welke manier probeert u de gasten te betrekken bij de genomen
duurzaamheidsmaatregelen?

●

Hoe probeert het hotel gedrag van gasten te beïnvloeden?

●

Hoe denkt u dat de hotel context verschilt van de thuis context voor de gasten?

Verbetering?
●

Hoe zou duurzaamheid / duurzaam gedrag meer gestimuleerd kunnen worden in de
hotel context?

●

Wat is hierin de rol van de verschillende partijen?
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Appendix 2

Coding scheme
Theme
Characterisation

(Sub-)codes
●
●
●

●

●
●

●
●

●

●
●
●
●
●
Green practices

●

●

●

Location
Building
Barriers to sustainability
 Expensive
 Tension with hospitality
 Effort
Motivations for sustainability
 Trend
 Cost-efficiency
 Enthusiasm of manager
Priorities
Target group
 Business
 Leisure
Formation
Sustainability programs
 Planet 21
 Waterspaarders
CSR (Social Corporate Responsibility)
 Relationship with local neighbourhood
 Charities
Design concept
Staff
Renovation
Star ranking
Conference rooms
Food waste prevention
 Jam made of leftover fruit
 Food leftovers to staff
 ‘Too Good To Go’ app
 Food leftover processing machine
 ‘Verspillingsfabriek’ soup
Water saving practices
 Shower heads
 2-minute shower
 Toilets
Recycling
 Guestrooms
 Public space
 Expensive

71

●

●

●

●
●

●
●

●
●

●
●
●
●
●

 Difficult to organise
Cooperation with sustainable services
 Laundry
 Linen distributors
 Bicycle distributors
 Plastic Whale
 Taxi Electric
Waste prevention
 Digital check-in
 Bamboo straws
 Reusing paper
 Large packaging instead of single-use packaging for food
 Large packaging instead of single-use packaging for amenities
 Secondhand furniture
Sustainable uniforms
 Recyclable
 Eco-materials
Waste shredders
Recyclable packaging
 Food
 Amenities
Sustainable cleaning products
Reducing energy consumption
 Only air conditioning and heating possible at a certain
temperature
 Energy-efficient elevator
 Isolation
 Innovative heating/cooling system
 Card system for electricity use
 LED-lighting
 Towel and bed linen change policy
 Default of once in 3 days
 Incentives
 Refreshing only towels lying on the floor
(Electric) bike rental
Eco-certified materials
 Wood
 Paper
Renewable energy use
 Solar panels
Parking spots for electric cars
Biological food and drinks
Garden
 Beehives
Environmental cleanup activities
 Cleaning up streets with the staff
 Fishing for plastic in exchange for a chocolate bar
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Communication

●
●
●

●
●
●
●
●
●
●
●
●
●
●
●
Responsibility

●

●

●

Towel change message
Bed linen message
School program
 Designing a label for a shower product to raise environmental
awareness
Message about large packaging
Message at the buffet
Messages about sustainability on screens in the elevator
Booklet about green practices
Online marketing
Messages about sustainability presented in an artistic form
Message on heater
Message on air conditioner
‘Take the stairs’ message
Message about showering
Message about water use while brushing teeth
Timer in the shower
Hotels




Guests



Communication between hotels
Providing facilities for guests
Creating awareness of green practices in the hotel
Main responsible

Expecting comfort
Willingness to cooperate in sustainability measures through an
environmental tax
 Willingness to cooperate in sustainability measures through an
effort
 More sustainable at home versus in a hotel
 More sustainable in a hotel versus at home
 Being aware of the importance of being eco-friendly (in a hotel)
 Being aware of the presence of green practices in a hotel
 Cultural gap
Government
 Legislation
 Financial support
 Providing facilities
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