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Summary 
 

The goal of the Green Guest project’s first Intellectual Output was to explore the good practices 

in the hospitality industry with the help of an international survey. As the result of the survey 

that significantly exceeded its planned sample size, 25 respondents from 5 countries provided 

data that was primarily analysed qualitatively. It is important to note that our results cannot be 

generalized. 

The respondents typically pay attention to sustainability for motivational and ethical 

reasons, while quite few do so because of the market opportunities. The companies that pay 

attention to sustainability because of market reasons are typically also motivated in acquiring 

different accreditations and labels (Green Key, Accueil paysan, Ecolabel), while these are less 

important for those with motivational and ethical reasons. 

The grants helping companies in realizing sustainability goals are not well known, 

winning them proves to be difficult. 

We were able to approach companies that are open to environmentally friendly solutions 

despite the higher costs, and at the same time they admit that this detail is not the most important 

for their customers, even if they do have some guests who accept higher costs in favour of 

environmentally friendly solutions.  

What most respondent companies make a pronounced effort towards is using power 

saving lighting, reducing food waste and selective waste collection. Their efforts are made more 

difficult by the high expenses of the relevant investments. Most places use those 

environmentally-friendly solutions which are economically satisfactory as well. 

Despite the small sample size and in spite of only collecting data from 5 countries, it 

characteristically showed in our survey that Western European companies see CSR as a much 

bigger opportunity from a market perspective than their Eastern European counterparts. The 

most optimistic were the French respondents, and the Hungarian respondents saw the least 

market opportunity in taking on sustainability efforts. 

According to our results, from an environmentally conscious perspective, these are the 

easily improvable weak spots of companies: “environment-friendly packaging systems”, 

“recycled paper/cardboard packaging use”, “fluorescent bulbs/tubes”. Thus it is worth drawing 

companies’ and also customers’ attention to these opportunities. 

An important result of our survey that came up in multiple questions is that respondents 

acknowledged that they can hardly put any energy into educating their employees on topics of 

environmental protection, which shows how valuable the Green Guest project is.  We 

uncovered differences regarding respondents’ countries and their “attitudes toward sustainable 

development”: companies’ activities have different weak spots in each country from the 

perspective of environment protection. 

In our analysis we presented by countries how respondents build their sustainability 

activities on social, environmental and economic pillars. 

Companies all try to involve their employees in their sustainability efforts. A sort of 

obligation of the employees or the compulsory compliance with sustainability efforts were 

negligible, companies consider trainings much more important. Employees’ relevant 

professional knowledge was regarded as fairly improvable in several countries. 

Environment protection – with the exception of some cases – is not one of the most 

important values in companies’ communication. They either consider it a part of everyday life 

or they emphasize in their communication aspects they regard as more important for their 
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customers. At the same time, there were significant differences between certain countries, 

which we will present in detail in this analysis. 

  



Analysis of international expert survey– Best practices of sustainable hospitality sector 

  
 
 
 

 

1. Aim of the project part IO1 

 

The goals of the Green Guest project’s first Intellectual Output, as stated in the project’s 

description are as follows: 

• mapping of good practices of businesses that have CSR policies; 

• analysing CSR policies of big corporate groups, smaller businesses; mass catering, 

canteens etc. 

To reach the above goals, we collected from hospitality industry companies: 

• success stories, 

• collection of practices, 

• the ways they commit their staff and communicate with their consumers, 

• motivations and concerns regarding sustainability. 

 

2. Methodology 
 

It was our judgement that for reaching the above mentioned goals the most suitable tool within 

our reach is a semi-structured expert survey. In the survey conducted in five countries (France, 

Estonia, Italy, Hungary and Czech Republic) we made interviews with 25 professionals in 

leading positions at hospitality industry companies that pay serious attention to sustainable 

catering. 7 French, 6 Estonian, 6 Italian, 5 Hungarian and 1 Czech company took our survey. 

The survey that we used can be found in Appendix 1. 

It is important to note that we certainly consider our research containing survey and 

deep interview elements decidedly qualitative in its method. The number of respondents also 

prompts us to be cautious when interpreting the results. The method, however, is suitable for 

reaching the goals: good practices, motivating employees, the level of commitment and its 

practical realization can all be understood well from the results of the survey working with 

several open-ended questions, which facilitate the exploration of the problems. 

In the survey respondents rated several statements in different question groups on a 5-

point Likert scale. The received data is well analysable and suitable for making crosstable 

displays. At the same time, we have to take into consideration that the results of the crosstables 

cannot be generalized for the whole sector. 

 

Our respondents all work in high positions at companies for which sustainable development 

and environment-friendly solutions are among the main objectives. This can be seen well in 

Table 1, which lists respondent companies and the position of the respondents. 
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Table 1 

 

Respondent companies 

 

Name of the 

company 
Country Website & Social media 

Profile of the 

respondent 

Päikese 

puhkemaja 
Estonia 

paikese.ee 

facebook.com/paikesemaja 

Manager; 

Communication/Mark

eting/External 

relations officer 

Hotel Mardi Estonia hotelmardi.eu 

Communication/Mark

eting/External 

relations officer  

- head administrator 

Kagureis OÜ 

(Hotel Pesa) 
Estonia 

kagureis.ee  

facebook.com/hotellpesa 

Communication/Mark

eting/External 

relations officer 

Olde Hansa 

(Starmaker oü) 
Estonia 

oldehansa.ee 

facebook.com/OldeHansa/ 
Executive Chef 

NGO Loona, 

Loona manor 

guesthouse 

Estonia 
loonamanor.ee 

facebook.com/loonamois/ 
Manager 

MuSu Resto Estonia facebook.com/MuSuresto/ Manager 

L’auberge 

Paysanne  
France 

www.accueil-

paysan.com/fr/catalog/structure/140/ 
Owner; Manager  

SARL – 

Auberge de La 

Maison Neuve 

France ferme-auberge-35.fr/index.php Owner 

HOTEL LE 

BERYL 
France hotel-bagnoles.com/ Manager 

Self du lycée 

Arcisse-de-

Caumont 

France 
http://arcissedecaumont.etab.ac-

caen.fr/ 

A manager – chef of 

the kitchen 

PORT-LAND France 
camping-portland.com/ 

facebook.com/camping.portland/ 
The co-manager 

Solar Hôtel  France 

solarhotel.fr 

facebook.com/solarhotel/?ref=bookm

arks 

Project manager 

LE MANOIR 

DU LYS 
France manoir-du-lys.fr/ Owner 

Jamie’s Italian 

Budapest 

(Zsidai group) 

Hungary 

jamiesitalian.hu 

facebook.com/JamiesItalianBudapes

t/ 

Operations manager at 

Zsidai Group 

Garraspa Kft Hungary 
bistronowaste.hu 

facebook.com/bistronowaste/ 
Owner 
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Airport Hotel 

Budapest**** 

Kft. 

Hungary 

airporthotel.hu 

facebook.com/AirportHotelBudapes

t/ 

Manager 

The Bigfish 

Seafood Bistro 
Hungary 

thebigfish.hu 

facebook.com/thebigfish.hu 
Owner 

Danubius 

Hotel 

Flamenco 

Hungary danubiushotels.com Hotel manager 

Gardenia Hotel Italy 
hotelgardeniajesolo.it/ 

facebook.com/hotelgardeniajesolo/ 
Owner 

Croce Di 

Malta 
Italy 

jesolo.it/hotel-croce-di-malta.html 

facebook.com/hotelcrocedimaltajeso

lo/ 

Owner 

RUHL Beach 

Hotel & Suites 
Italy 

hotelruhl.it 

facebook.com/ruhlbeachhoteljesolo/ 
Owner 

Imperia Hotel Italy 
hotelimperia.com/ 

facebook.com/hotelimperiajesolo/ 
Owner 

Hotel Nettuno Italy 
hotel-nettuno.com 

facebook.com/hotelnettunojesolo/ 
Owner 

Hotel Victoria Italy 
victoriaprestige.com/ 

facebook.com/hotelvictoriajesolo 
Owner 

MP 

Development, 

akciová 

společnost 

Czech 

republic 

nh-hotels.com 

facebook.com/NHPragueCity/?fref=t

s 

Manager 

 

It shows the participating companies’ commitment towards sustainability and environment 

protection that out of the 25 respondents 8 indicated that they are pioneers of environment-

friendly solutions, while the other 17 respondents claimed they follow the best practices in the 

sector. The ones claiming to be pioneers were all French and Hungarian companies. 

15 provide accommodation, 6 deal with catering, while 4 respondent companies work 

as a hotel and restaurant at the same time. 

Regarding the size of the respondent companies we managed to get an adequately 

heterogeneous sample: 7 micro-sized enterprises, 14 small enterprises, 2 medium-sized 

enterprises and 1 large enterprise filled out our questionnaire. 

 

3. Results 
 

We present the results in the order of the questions. 

 

3.1. The background of respondents’ sustainability efforts 

 

In the first question group of the survey we examined respondent companies’ relationship to 

sustainability, the opportunities of financial support available for sustainability and the 

existence of accreditation and quality assurance procedures.  
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The vast majority of companies had motivational reasons when deciding to take steps 

towards sustainability, while the second most mentioned reason was the ethical one. It is 

important to see that far fewer companies take steps because of market and other reasons.  

In most cases the main reason for making the business sustainable is the attitude of the 

owner or the location of the hotel/restaurant. Among the Estonian respondents more are located 

inside a national park, so their relationship to sustainability is a given. In France, many embrace 

sustainability because of historical ties and the policies of the given region. We illustrate our 

results in Figure 1. 

 

 
Figure 1: Background of companies’ commitment to sustainability 

 

Many respondents marked the motivational and ethical factor together, from which we infer 

that these two reasons are hard to separate, they are very close to each other. The respondents 

that chose the ethical reason also emphasized their sense of responsibility for the future. 

It can be seen clearly from the answers that hotels and restaurants do not consider 

sustainability important for market interests principally, as very few respondents marked this 

as the main factor. Out of the 25 respondents, only one, Hotel Le Beryl thought that 

sustainability is important specifically because of market and industry trends, the other 

respondents rather stressed cost effectiveness, as with sustainable technologies they can save 

energy, but in practice installing these technologies is quite expensive, about which several 

respondents complained. 

The existence of accreditations also mirrors the reason of hotels’ and restaurants’ 

commitment to sustainability. Typically those restaurants/hotels do not have accreditation for 

which sustainability is important for motivational or ethical reasons, as it is not important for 

them to prove to the customers and the market that they operate sustainably. Accordingly, 

almost two-thirds of the respondents do not have any sustainability accreditation. Our results 

are illustrated in Figure 2.  

Motivation

Ethos

Market

Other
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Figure 2: Accreditations, labels, quality assurance procedures of respondent companies 

 

When it comes to accreditation there are notable differences among countries as well. In 

Hungary, the majority of the respondents do not possess any accreditation. In Estonia, some 

respondents have Green Key label, which is an international accreditation for hotels. In France, 

some hotels also have Green Key label, but they also have their own French accreditation, the 

Accueil paysan. Ecolabel, which is a European accreditation, is possessed by some Italian and 

French respondent hotels, and they have to renew it every year. Many respondents complained 

that acquiring and maintaining accreditations is complicated, so presumably this is also one of 

the reasons for the low number of companies with accreditation. 

The majority of the respondents know and use the EU grants or they do not know about 

available grants. Some companies mentioned local or regional grants but the number of these 

is insignificant. 

From the Hungarian respondents nobody knew any financial resources they could use 

for sustainability activities. The Italian respondents knew of or used such EU and Leader 

Programme grants that were primarily for the modernization of energy use and heating systems 

or using renewable energy sources (e.g. installing solar panels). These EU grants usually work 

with 40% financing, which is not necessarily affordable for smaller companies. Our results are 

illustrated in Figure 3. 

No

Green Key

Accueil paysan

Ecolabel
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Figure 3: Known financial support forms to implement sustainable practices 

 

Very few mentioned local or regional support, but there are some examples: one of the French 

respondent companies’ (Self du lycée Arcisse-de-Caumont) financing is completely covered by 

the region (Normandy), thus the facilitation of sustainability is also financed by the region.  

Smaller companies complained that it is hard to acquire resources, as most leaders of 

these companies do not have any time after their daily routine to get information about these 

grants, or even if they know about the resources, they do not have the capacity for writing the 

application. 

 

3.2. Attitudes towards environmental management 

 

In the survey, we posed several Likert scale questions to the respondents. In the first such 

question group, we asked them to rate on a scale of 1 to 5 how much they agree with the 

statements listed about environmental management. The meaning of 1 on the scale: absolutely 

disagree, the meaning of 5: absolutely agree. Our results are presented in Table 2. 

 

  

No / Does not know

Regional or local

EU / Leader Program
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Table 2 

 

Attitudes towards the environmental management 

 

Statements Mean Mode Std. deviation 

Our enterprise is open to environment-friendly solutions, 

even their costs are higher 3,91 4 0,90 

The guests accept the efforts towards the sustainability 3,86 5 1,25 

The most important for the guests is the price and the 

quality, and the environment-related efforts have just 

secondary importance 3,52 4 1,20 

Our guests are too poor to pay higher price for 

environment-friendly solutions 3,13 3 1,14 

We support environment-friendly solutions only if they 

are simple and cost-effective 2,70 2 1,29 

 

It can be seen clearly in the table that respondent companies believe in environment-friendly 

hospitality. We reached companies that are expressly open to environment-friendly solutions 

despite their higher price. So they do not only consider them if they are cost-efficient solutions. 

It can also be seen that they feel that customers appreciate these efforts. At the same 

time, respondent hospitality companies using environment-friendly solutions are not naive: they 

realize that this aspect is not the most important for their customers, even if they have some 

guests that gladly accept higher costs for environment-friendly solutions. 

 

3.3. Areas and eco-indicators of environmental policy 

 

The survey separately examined companies’ environmental consciousness. Besides asking 

respondents to rate their own environmental consciousness, we also asked about the details of 

the practical realization of this. We present our generalized findings in Table 3, indicating with 

the same colour the rows highlighted for some reason and the rows analysed together.  
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Table 3 

 

Areas and eco-indicators of environmental policy 

 

Relevant areas and eco-indicators Mean Mode Std. deviation 

Novel, energy –saving lighting systems 4,80 5 0,41 

Food waste decreasing 4,68 5 0,69 

Low energy lamps for permanent lighting 4,56 5 0,71 

Recycle glass packaging 4,48 5 0,87 

Recycle metal cans 4,41 5 1,14 

Drinking water management 4,32 5 0,90 

Waste water management 4,32 5 0,85 

Decreasing food miles by promotion of local 

products 4,32 5 0,99 

Recycle plastic packaging 4,22 5 1,13 

Recycling of organic waste in restaurants 4,21 5 1,22 

Energy-efficient refrigerators 4,12 4 0,83 

Energy-efficient boilers 4,04 5 1,02 

Efficient façade lighting 4,04 5 1,15 

Information for guests on environment-friendly 

behavior 3,96 4 0,89 

Automatic, intelligent heating/cooling/air condition 

systems 3,96 5 1,21 

Recycling electrical and electronic equipment 3,92 5 1,21 

Recycle paper/cardboard packaging use  3,84 5 1,21 

Renewable energy use 3,82 4 0,91 

Fluorescent bulbs/tubes 3,71 5 1,33 

Environment-friendly packaging systems 3,68 3 1,11 

Environment-related education of staff 3,56 4 1,00 

Sorting of waste in bedrooms 3,00 4 1,48 

Heat-recovery systems 2,59 2 1,30 

 

We think that a lot can be inferred from this table. At the same time, it is very important to 

stress again that our results are based on the answers of “only” 25 companies, so it is not 

appropriate to draw general conclusions from them. It is suitable, however, for understanding 

tendencies and the main ways of thinking. 

What most respondent companies pay attention to and make an effort towards is using 

power saving lighting, which of course also shows a return economically. 

In the first row of the table we find the efforts made to reduce food waste, in which we 

can still see economic reasons, but we also see forms of selective waste collection, in which we 

can already see companies’ commitment to the environment and society. 

We think that the areas and eco-indicators that got in the middle and the end of the table 

are there because of some characteristic reasons: 

1. Respondent companies already mentioned in their previous answers that their efforts 

are made more difficult by the high expenses of the relevant investments. All of this 

can be clearly seen in that the following aspects got to the end of the table: “Heat-
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recovery systems”, “Renewable energy use”, “Recycling electrical and electronic 

equipment”, “Automatic, intelligent heating/cooling/air condition systems”. 

2. Several companies indicated in the open-ended questions that they do not feel that 

their environment protection efforts are suitable for putting in the forefront of their 

communication, the “Information for guests on environment-friendly behaviour” 

area also only found its place in the middle of the table. It may explain why 

companies take on least often the areas that would cause any inconvenience to the 

guests. Accordingly, “Sorting of waste in bedrooms” got to the end of the table. 

3. At the same time, the table also shows which might be the steps that can quickly 

contribute to sustainability either with a slight increase in customers’ environmental 

consciousness or with companies’ more serious efforts beyond economic reasons.  

The following areas and eco-indicators can be found at the end of the table: 

“Environment-friendly packaging systems”, “Recycle paper/cardboard packaging 

use”, “Fluorescent bulbs/tubes”. Thus, it is worth drawing both companies’ and 

customers’ attention to these opportunities. 

4. Finally – and this might be one of our most important conclusions from the table 

regarding Green Guest project – companies admitted that from the several aspects 

listed they can pay very little attention to educating employees about environmental 

protection. So Green Guest project offers a solution for one of the weak spots of the 

examined companies. 

 

We judged that it is worth comparing the received data with which country the company is 

located in and how much they consider themselves leaders in sustainability efforts. We present 

the most important findings of the crosstable analyses in Figures 4-7. 
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Figure 4: Areas of environmental policy in each country 

 

It can be seen well in the figure which areas are consistently important for all respondents, and 

which are the ones that show more serious differences. For Italian respondents “environment-

friendly packaging systems”, for Hungarians “decreasing food miles by promotion of local 

products”, and for Estonian and French companies “information for guests on environment-

friendly behaviour” are the least important areas. 

 

8 respondents indicated that they are pioneers of environment-friendly solutions, while the other 

17 respondents claimed they follow the best practices in the sector. We found it interesting to 

compare the areas listed in the question group with these claims. We present our results in 

Figure 5.  
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Figure 5: Areas of environmental policy in two types of companies 

 

The figure shows that on average companies claiming to be pioneers are more active in almost 

all areas. The only exception was “automatic, intelligent heating/cooling/air condition 

systems”, which probably gets less attention from pioneer companies because it requires a more 

serious financial investment.  
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Figure 6: Indicators of environmental friendliness in each country 

 

When analysing our results it is conspicuous that “heat-recovery systems” still pose a problem 

in most countries.  From the other eco-indicators Italian respondents could improve their service 

with “sorting of waste in bedrooms” and “recycling electrical and electronic equipment”. These 

are also weak spots for Hungarian companies (and the other countries do not see this as the way 

of sustainability either). It is an important conclusion however, that using “fluorescent 

bulbs/tubes” has not yet been discovered by companies in Hungary. In France, also “sorting of 

waste in bedrooms” is an area that respondents rarely experiment with. It seems that companies 

(6 French respondent hotels at least) do not like to educate their guests. Finally, it can be 

emphasized, showing the value of Green Guest project again, that one of the weakest eco-

indicators of Estonian respondent companies is “Environment-related education of staff”, 

which was also indicated as weak by other countries’ respondent companies. 
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Figure 7: Indicators of environmental friendliness in two types of companies 

 

In Figure 7 we see again that in the indicators, typically the companies claiming to be pioneers 

achieved higher scores. An exception is “Recycling of organic waste in restaurants”, in which 

Le Manoir Du Lys, for example, self-critically rated themselves 1. This shows that composting 

is an opportunity for enhancing environment-friendly commitment. 

 

3.4. Market opportunities of CSR 

 

Corporate social responsibility (CSR) expresses both social and environment protection goals 

for companies, with which they comply without legal obligation. So with the proper planning 

and application – depending on the particular circumstances – it can give hospitality businesses 

competitive advantage. In the examined countries the companies that we surveyed think about 

this differently. 

The percentage of those who think that CSR gives competitive advantage to the 

company is the highest among Italian small businesses. Contrary to this, an overwhelming 

percentage of Hungarian companies surveyed think that practising CSR does not provide 

competitive advantage, because not enough attention is paid to it, or customers are not interested 

in it. 

In Estonia, most of the small businesses that we examined (Hotel Mardi, NGO Loona, 

Loona manor guesthouse) think that practising CSR does not give any competitive advantage 
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to them because of several reasons. Among the reasons it is mentioned that the market sector 

generated by it is still very small, and CSR principles generally do not have any advantages, 

because most of the hospitality businesses in the region are operating in an environment-

friendly way, so it is not possible to differentiate in this regard. The opinions are contradictory, 

as opposing to the above, for example according to Hotel Pesa’s communication expert, they 

can use CSR’s principles particularly well for marketing purposes. We did not find any 

differences between the perspectives of restaurants and hotels, the same number of companies 

said that it is possible to get competitive advantage because of CSR, and just as many said that 

it is not. 

Among French companies the same number of companies thought that practising the 

principles of corporate social responsibility ensures competitive advantage as those who 

thought that it does not. According to their arguments these regulations are appealing to their 

clientele, while according to others the image of the company, which CSR is not a part of, is 

much more important, so they refrain from communicating in this area. 

In the Eastern European region the interviewed companies of the two countries 

unequivocally answered no to the question if a sort of market gap exists owing to sustainability, 

regardless of the size or type of the hospitality business. The Hungarian companies’ reasoning 

is that we are talking about a very small niche, which is consequently very hard or impossible 

to integrate into the business strategy.  

The Italian companies showed more openness: the owner of Imperia Hotel mentioned 

that thanks to the EcoLabel accreditation they can boast something that only a few other hotels 

in their area can, so they have a small niche market. The French companies’ were the most 

positive about this question, the manager of Hotel Le Beryl even stressed that in his opinion it 

is a developing market that is going to grow even more. Another hotel shares their opinion: the 

environment protection trend is growing more and more, thus the demand for environment-

friendly services and the need for the environment-friendly operation of companies are getting 

bigger. 

 

3.5. Analysing respondent companies according to their sustainability and 

how they see guests 

 

We found it interesting to group respondents based on their typical answers. For this, we used 

a two-dimensional biplot to show companies’ positions. The two dimensions were the 

following: 

1. how much the company consider itself an environment-friendly company, 

2. according to the company, how much customers require environment-friendly solutions. 

The value of axis ’Y’ was defined by calculating the arithmetic mean of the two questions in 

question group 2.5., while the value of axis ’X’ was the arithmetic mean of the remaining three 

questions of the question group. Naturally, we paid attention to the fact that two of the five 

statements were negative from the perspective of sustainability, so we transformed the received 

answers consequently. We present the results in Figure 9, and the summary can be found by 

countries in Appendix 2. In the figures we indicated the country with flags and type of the 

company with the letters H (hotel), R (restaurant), HR (hotel and restaurant). 

In the case of the second biplot on axis ’Y’ we defined how much effort a company 

makes towards protecting the environment based on their eco-indicators and environmental 

policy. So in this biplot we used the average of 23 answers given on a scale. The results are 

presented in Figure 10, and the summaries can be found similarly in Appendix 3. 
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We have to point out that based on our regression analysis there is no correlation 

between the answers, the received answers contain big differences. We present all of this in 

Appendix 4. 

 

 
Figure 8: How sustainable the company considers its own operation and according to the 

company’s opinion how much their customers require this 

 

It can be seen in the figure that the two endpoints were indicated by Hungarian businesses. 

Danubius Hotel Flamenco, which has been awarded with the “perpetual green hotel” title, 

admitted that their efforts do not necessarily centre around sustainability, and they also consider 

their guests the least open to these efforts. It is interesting that the other extreme is also a 

Hungarian company: Garraspa (“No waste bistro”) rated their efforts significant, and they feel 

that their customers are open to all of this. 

In the figure, some other important results can be seen as well: it shows that Hungarian 

companies typically think that their customers do not appreciate their efforts towards 

sustainability. In spite of this, several companies make significant efforts towards sustainability. 

They generally experience more openness from their customers and their commitment is more 

significant as well. The Italian respondent companies (working in one region) very similarly 

see their customers’ commitment towards sustainability more positively, and they run their 

operation activities accordingly. From the respondents, the French companies felt the most 

strongly that their customers appreciate their efforts towards sustainability, but despite this they 

do not take more serious steps in this regard than respondent companies from other countries.  

No similar tendencies can be seen based on whether it was a hotel or a restaurant that 

filled the questionnaire. 
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Figure 9: How sustainable the operation of the company is based on its eco-indicators and 

environment policy and in their opinion how much their customers require this 

 

There is an important message of Figure 9, in which we did not measure the respondents’ 

opinion about their own environmental consciousness, but we measured their efforts towards 

sustainability based on their eco-indicators. According to our results, companies generally make 

more serious efforts towards sustainability. It might not be because of social or environmental 

reasons, but rather economic ones. In any case, the tendencies observed in Figure 8 also appear 

in Figure 9. 

 

3.6. Implementation of sustainability: Social, Environment, Economic pillars 

 

Sustainability rests on three pillars. These are the social, environment and economic pillars. We 

asked our respondents in a detailed question group about what efforts they make in certain areas 

that are important in regards to sustainability based on these three pillars. We are going to 

present our results summarized by countries. 
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3.6.1. Respondents from France 

 

3.6.1.1. Social aspects 

 

Most of the hotels and restaurants try to participate in the social life of the local community and 

guests. Some of them are getting their food stuffs from ecological farming, support local 

farmers and buy ecological stuffs as well (e.g. furniture, packaging). ’Auberge de la Maison 

Neuve’ is going to open a social grocery store and they try to set up a new quality brand in it. 

They would also like to set up a guest house where craftsmen (who have ecological aspects and 

sustainability on their mind) could sell their products, some of them would also give a discount. 

’Le Manoir Du Lys’ is making mushroom picking sessions for their guests, and they educate 

them on good practices. 

Some of the companies made an effort towards their guests to make their place 

environmentally friendly by asking them to use less water, have a shower before using the 

jacuzzi or set up recycling bins in the hotel rooms, but the guests failed to participate. 

’Solar Hôtel’ has an exclusive offer to host NGOs for free, and a hotel supports local artists. 

 

3.6.1.2. Environmental aspects 

 

Most of the hotels are collecting wastes selectively to recycle (cardboards, bottles, plastics, 

paper). They also use energy-saver light bulbs and motion-detecting switches. They turn off the 

façade and outside lighting for night and try to use energy from renewable sources. They try to 

use as little water as they can and try to motivate their staff to participate. 

’Auberge de la Maison Neuve’ has solar panels and use wooden chips, and double water 

circuit. Some of them planted plenty of trees and payed close attention to landscaping to make 

the place as green as possible. They use supply meter to monitor the water consumption. 

’Solar Hotel’ uses rainwater collection for public toilets, and flow reducer. 

 

3.6.1.3. Economical aspects 

 

They try to use organic and local suppliers. And some of the social and environmental aspects 

have economical aspects as well (e.g. solar panels, water consumption) 

 

3.6.2. Respondents from Italy 

 

3.6.2.1. Social aspects 

 

They are organizing events and train the employees. 

 

3.6.2.2. Environmental aspects 

 

They use waste recycling and try to sort waste in the bedrooms as well 

 

3.6.2.3. Economical aspects 

 

Some of them are using fluorescent light bulbs and energy-efficient refrigerators and they 

promote the local products so they can lower the miles taken by the transportation of food stuffs. 
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3.6.3. Respondents from Estonia 

 

3.6.3.1. Social Aspects 

 

They are supporting local farmers and hunters by buying their products. 

’Olde Hansa’ is organizing workshops, education programmes and presentations of 

healthy food. They support local hunters as well even though their prices are higher than the 

normal. 

’NGO Loona, Loona manor guesthouse’ shares information about national parks and 

protected species inside, and participate in the local Orchid Festival. 

 

3.6.3.2. Environmental aspects 

 

Most of the companies do recycling in their system for plastics, glass and paper (or they use the 

cardboards for heating), they compost their organic waste. They also try to use energy from 

renewable energy sources and reusable dishes. 

 

3.6.3.3. Economical aspects 

 

Social and environmental aspects have economical aspects as well. ’NGO Loona, Loona manor 

guesthouse’ uses carpets instead of using floor heating, and they change the towels only if the 

guests ask for it. 

 

3.6.4. Respondents from Hungary 

 

3.6.4.1. Social aspect 

 

Hungarian hotels and restaurants rarely organize social events or take part in local social life. 

 

3.6.4.2. Environmental aspects 

 

They are using energy saving light bulbs, and ’Airport Hotel’ is collecting rainwater to use it, 

and they use the worn-out textile stuffs to reuse them as cleaning cloths, they are not using 

machinery which works with CFC gases. 

 

3.6.4.3. Economical aspects 

 

Most of the environmental aspects have economical aspects as well. 

 

3.6.5. Respondent from Czech Republic 

 

3.6.5.1. Social aspects 

 

’NH Prague City Hotel’ (MP Development) is organizing activities that benefit the local 

communities and businesses, and inform the community on sustainability related issues. They 

arrange teambuilding based on activities which are useful mainly for the people in need, e.g. 

visiting an infant home, tree planting, waste collection, help in the ZOO. These can be arranged 
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for all employees on a voluntary basis. They help to build employees’ relationship, help people 

in need, and it can also be used for hotel publicity. 

 

3.6.5.2. Environmental aspects 

 

They train their employees and encourage them to save energy. Computers turn to standby 

mode after a short period of inactivity, and they turn off the equipment for the nights. They are 

trying to reuse and minimalize water usage and maximize the use of rainwater. They recycle 

everything they can: plastic, glass, paper. They donate the unused office equipment as well. 

 

3.6.5.3. Economical aspects 

 

Most of the environmental and social aspects have economical aspects as well. They expand 

the collection of recyclable materials to aluminium and cardboards. 

 

Summary of the chapter 

 

1. Social aspects 

 

In the observed European hotels and restaurants it is ascertainable, that most of the places are 

trying to take part in the local’s social life. They are organizing social events, sometimes they 

educate (making mushroom picking sessions or presentations about the sustainable 

development and recycling/reusing system). Sometimes they let the local artists, hunters and 

craftsmen to sell their merchandises at their places (sometimes they even give a discount from 

their prices).  

 

2. Environmental aspects 

 

In the observed European hotels and restaurants it is ascertainable, that most of the places are 

using renewable energy sources, using energy saving light bulbs. They recycle paper, glass and 

plastic and some of them are trying to recycle new materials or use furniture and other stuffs 

from recycled material. Most of them use their cardboard for heating. They collect rain water, 

and try to reuse the water. 

 

3. Economical aspects 

 

In the observed European hotels and restaurants it is ascertainable, that most of the places are 

using those environmentally-friendly solutions which are economically satisfactory as well. A 

hotel uses carpets instead of floor heating, they just change towels if the guests are requesting 

for a new one. They use standby mode for the electronic devices and they shut them down for 

night when they are not using them. They use energy saving light bulbs, ambient sensors and 

turn off the façade light overnight. They reuse the water and use rainwater where they can, and 

use renewable energy sources (solar panels). 

 

  



Analysis of international expert survey– Best practices of sustainable hospitality sector 

  
 
 
 

4. Purchasing power, financial resources 

 

Some of the places think that low purchasing power is a cause for not supporting the spread of 

environmentally friendly solutions. But we could not ascertain that there is a difference between 

western and eastern countries’ respondents, it is likely that the way of thinking depends on the 

region of the countries. In a poor region of any country a hotel or hospitality place can easily 

think that there is not enough purchasing power to spread environmentally friendly solutions. 

Most of the places answered that the low financial resources for the establishment of the 

environmental-friendly solution are important. 

 

3.7. The ways respondent companies commit their staff  

 

For the question if companies involve their staff in their efforts towards sustainability the 

answer was a resounding yes from every surveyed company from every country. Among 

respondents we found some differences between countries but hotels and restaurants think alike 

about these questions. The tools used for involving staff in the company’s efforts were different, 

which is presented in Figure 10. 

 

Figure 10: Methods for involving staff in companies’ efforts towards sustainability 

 

Companies mainly try to enhance their employees’ environmental consciousness through 

trainings. The proportion of using trainings is particularly high in the case of Italian companies, 

and it is the lowest for Estonian ones. During trainings, among others, selective waste 

collection, composting and saving drinking water are emphasized. 

Raising employee’s awareness was used in the highest proportion by Estonian and French 

companies compared to other countries, while the respondent Italian companies used this 

method the least. French companies (Auberge de La Maison Neuve, Self du lycée Arcisse-de-

Caumont, PORT-LAND) mentioned that if necessary, they inform their employees verbally 

about the proper methods that can be used for environmental protection. 
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A certain form of obligation of the staff, or the compulsory compliance with sustainability 

efforts was insignificant in all four inspected countries. Companies do not consider this solution 

viable. This tool was mostly associated with Estionia, but even respondents from there rarely 

mentioned it. A reason for this might be – as the chef of Olde Hansa mentions –, that sustainable 

development is a part of their everyday life, due to their upbringing it is not necessary to 

motivate staff to comply with efforts towards this.  

 

In our survey, we also asked respondents to say that from some factors to what extent they 

think the limited success of sustainability in the industry can be traced back to each one. We 

examined the following possibilities: 

 Conservativism of professionals working in the hospitality industry 

 Low level of professional knowledge among employees 

The results are illustrated in Figure 11: 

 

Figure 11: The reasons of sustainability efforts’ limited success in the industry in the 

observed countries according to the respondents 

 

We found significant differences between answers coming from each country. According to 

French companies’ answers, conservativism among professionals and employees’ low level of 

professional knowledge both have a significant effect on the few well adaptable environment 

protection measures. The respondent Italian companies consider weak professional knowledge 

the most typical. The two mentioned reasons are considered to be the least typical by the 

Hungarian companies. 

Regarding this question, we did not find any significant differences between hotels and 

restaurants; their judgement of this question was almost identical. 

 

3.8. The ways respondent companies communicate with their consumers 

 

The examined hospitality companies most used communicational tool for presenting their 

sustainability efforts is the Internet, the companies’ own websites and different social media 
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platforms. While many put out informational posters, it rarely happens that they use 

communicational tools specifically targeted at their sustainability efforts. Based on the answers, 

environment protection – with some exceptions – is not one of the most important values in 

companies’ communicational activities. They either think about it as a part of everyday life, or 

they emphasize other aspects in their communication that they consider more important for the 

customers. 

In France, efforts towards sustainability are not in the forefront of respondent hospitality 

companies’ communication. Restaurants use direct communication with their guest in this 

regard: if deemed necessary, they share their efforts verbally; they rarely use other tools for this 

purpose. Sustainable operation is one of the last aspects that they consider important to 

communicate towards customers. At the same time, from respondents the French Solar Hotel 

reported that they hold events that help with presenting sustainability principles to their 

clientele. Given that the staff also actively participates in these events, they are a very important 

communicational platform towards them as well. Hotels also use other methods, for example 

posters, sharing information on the internet, etc. Generally, however, their signs are less 

conspicuous and rather moderate. 

According to the Italian respondent companies they put a strong emphasis on 

communicating with their hotels’ guests, they consider sharing information about their 

strategies and tools very important. Because of this, they try to display the indicating signs as 

noticeably as they can. However, they do not have too many different communicational tools 

in their arsenal; they mainly prefer using different websites. 

The communicational tools of the observed Hungarian companies in the case of hotels 

are similar to the ones mentioned so far. Restaurants, however, mentioned the indication of 

accreditations on menus (Animal Welfare Certificated label, MSC certification – sign of fish 

from a sustainable fishery). The restaurants using these say that they only discretely 

communicate their activities regarding environment protection, so while the range of 

communicational tools are wider than in the case of the other countries, the communication is 

still more moderate. 
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Appendices 

 

Appendix 1 

Approach for the survey: 

The survey will be undertaken through a protocol of questions to interview each business. Therefore 

the survey is to be made through face to face or phone contact. Partners are required to avoid 

questionnaire sent to companies unless they can guarantee they will spare time to answer which is 

very unlikely to happen.  

Pictures can be taken and link to their website, social media must be supplied for the report.  

Partners must identify businesses which claim to have a sustainable policy or have a specific ethos, 

follow a specific CSR policy. Some may not be fully aware that they deal with sustainability. It can be 

big corporate groups like Accor or much smaller businesses which for instance provide healthy, 

seasonal or organic menus. It can also be school restaurant or mass catering.  

Yet the main targets are businesses: hotels and restaurants, agrotourism companies. The wider the 

scope of size of companies the better. 

Through analysing the input of the survey it will be important to strive to draw a typology of businesses 

through criteria stemming from the data collected from the companies studied. 

 

An important point: the survey will be based on the 3 pillars of sustainability: social, environmental, 

economical. 

 

Our goal is to make a survey of at least 24 European companies.  

 

Reminder  

The input of this mapping is going to be used to work on output 3: Green Hotel, the elearning tool : 

 

ABSTRACT: The tool is based on a fiction, inspired from serious games. A hospitality student is 

welcomed at Green Hotel, an ideal business which develops a specific sustainability policy, where 

she/he will take internships. This hotel is accredited by the Green Hosting Label Association* and follows 

specific sustainable principles. In each department, she/he meets various stakeholders who undertake 

tasks addressing sustainability issues in their daily routine through eco-gestures: management, 

reception, kitchen, restaurant, waitressing, chambermaiding, room service, organic garden, spa and 

swimming pool …. 

*fictitious label 

 

The definition of sustainability is as follows: 

Sustainability in tourism and hospitality is to be understood as the development of products/services 

that use resources in an environmentally responsible, socially fair and economically viable way, 

including culture and heritage, so that users of the product can meet their current needs without 

compromising future generations from being able to use the same resources.”  

Therefore, the concept evidently regards the 3 pillars of sustainability: economic, social and 

environmental.  
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Protocol of questions: 

The interview is to provide the following data: 

1. Company profile 

 

 Company details : 

Name: 

Address : 

Website : 

Social media :  

Description of departments (if applicable) :  

Organisational chart:  

 

 Type of company : 

 Independent hotel 

 Independent restaurant 

 Hotel belonging to a chain  

 Restaurant belonging to a chain 

 Catering provider 

 School canteen 

Enterprise canteen  

Agrotourism 

 Corporate group 

 Other (please specify)  

 

 Size of company :  

  Large enterprise (250+ employees)  

 Medium-sized enterprise (50-249 employees)  

 Small-sized enterprise (11-49 employees)  

 Micro-sized enterprise (<10 employees) 

 

 Typical guests of the company:  

 Mainly young people / couples without children 

 Families with children 

 Business / conference tourists  

 Elder / retired persons 

 Other (e.g. health related tourism), if so, please specify:      
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 Profile of the respondant: 

 Owner  

 Manager  

 Communication/Marketing/External relations officer 

 Other (please specify) 

 

2. Attitudes toward sustainable development 
 

 In general, how could you evaluate the environmental policy of your firm? 

 We are pioneers of environment-friendly solutions 

 We follow the best practices in the sector 

 We do not have material/human resources for environment-friendly solutions 

 Our market does not accepts (does not pays for) these things yet 

 We are just struggling for the survival 

 

 What is the history of your company commitment to sustainability? (Motivation, ethos, 
market).  

 Motivation 

 Ethos 

 Market 

 Other (please specify)  

 

 Please explain:  

……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
…………………………………………………………………………………………………………… 

 

 Does your company have an accreditation, label, quality assurance procedure (ISO, 
AFNOR)?  

 Yes: please specify  

No 

Describe the type of accreditation. Is it demanding? Are there audits? 

……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
………………………………………………………………………………………………………….. 

………………………………………………………………………………………………………….. 

……………………………………………………………………………………………………………. 
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 Is there a possible financial support from private or public agencies to implement sustainable 
practices?  

……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
…………………………………………………………………………………………………………… 

 

 

 In this part we have collected some statements. Please evaluate these statements, on base 
of your acceptance of the statements. 5-absolutely agree, 1. absolutely disagree 

 

Attitudes towards the environmental management 

The guests accept the efforts towards the sustainability 1 2 3 4 5 

The most important for the guests is the price and the 

quality, and the environment-related efforts have just 

secondary importance  

1 2 3 4 5 

Our guests are too poor to pay higher price for 

environment-friendly solutions 

1 2 3 4 5 

Our enterprise is open to environment-friendly solutions, 

even their costs are higher 

1 2 3 4 5 

We support environment-friendly solutions only if they are 

simple and cost-effective 

1 2 3 4 5 

 

 In your opinion how important are the areas as follows from environmental policy of your 
firm from point of view of preservation of environment? 

         

          Please evaluate their importance on a 1-5 scale. 1- unimportant, 5-very important. 

Drinking water management 

 

1 2 3 4 5 

Waste water management 

 

1 2 3 4 5 

Food waste decreasing 

 

1 2 3 4 5 

Environment-friendly packaging systems 

 

1 2 3 4 5 

Novel, energy –saving lighting systems 

 

1 2 3 4 5 

Information for guests on environment-friendly behavior 

 

1 2 3 4 5 

Decreasing food miles by promotion of local products 

 

1 2 3 4 5 

Automatic, intelligent heating/cooling/air condition systems 1 2 3 4 5 

Renewable energy use 

 

1 2 3 4 5 
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 Please find below some eco-indicators (some indicators of environmental friendlyness). We 
would like to evaluate, the current situation in your enterprise with the supposed “ideal” or 
“optimal” state, which should be achieved by your company in the future. 

 

         If the ideal is marked by 5, how you estimate the situation in your enterprise today?  

 

Recycle paper/cardboard packaging use 

  

1 2 3 4 5 

Recycle glass packaging 

 

1 2 3 4 5 

Recycle plastic packaging 

 

1 2 3 4 5 

Recycle metal cans 

 

1 2 3 4 5 

Sorting of waste in bedrooms 

 

1 2 3 4 5 

Recycling of organic waste in restaurants 

 

1 2 3 4 5 

Recycling  electrical and electronic equipment 

 

1 2 3 4 5 

Fluorescent bulbs/tubes 

 

1 2 3 4 5 

Low energy lamps for permanent lighting 

 

1 2 3 4 5 

Energy-efficient refrigerators 

 

1 2 3 4 5 

Energy-efficient boilers 

 

1 2 3 4 5 

Heat-recovery systems 

 

1 2 3 4 5 

Environment-related education of staff 

 

1 2 3 4 5 

Recycle metal cans 

 

1 2 3 4 5 

Recycle plastic packaging 

 

1 2 3 4 5 

Recycle glass packaging 

 

1 2 3 4 5 

Efficient façade lighting 

 

1 2 3 4 5 
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 Describe the implementation of sustainability. 

 Social Environment Economic 

energy  

 

 

  

water  

 

 

  

recycling  

 

 

  

green purchasing policy  

 

 

  

biodiversity 

preservation 

 

 

 

  

involvement   local 

community /tourism 

 

 

  

other (please specify)   

 

 

  

other (please specify)  

 

 

  

 

 Was any investment necessary to implement these practices? 

 Yes, please explain ………………………………. 

 No 

 What was the impact of these investments? (new clients, costs reduction, time savings, new 
partnerships……) 

……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
…………………………………………………………………………………………………………… 

 Is staff involved in the sustainability approach?  

 Yes, please explain 

 No 
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 How so?: 

Training 

 Information/Awareness 

 Obligation  

 Other (Please specify)  

 

 Does CSR provide a competitive advantage?  

 Yes 

 No 

Please explain : 

……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
…………………………………………………………………………………………………………… 

 

 Is there a specific sustainability niche market? 

 Yes 

 No 

Please explain : 

……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
…………………………………………………………………………………………………………… 

 What are the various ways to inform and attract guests and involve them in the virtuous 
circle?  (Display in the rooms, Display in the lobby, Information on the website, Organisation 
of events…..) 

……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
…………………………………………………………………………………………………………… 

 Is the information? 

 Absent  

 Discreet 

 Rather discreet but visible 

 Visible  

 Very visible  

 Displayed strongly with slogans and posters  

Please explain the choice for displaying information on your commitment 

                 

……………………………………………………………………………………………………………

……………………………………………………………………………………………………………

……………………………………………………………………………………………………………

……………………………. 
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  How would you define the commitment and involvement of your company in local economy 
and community? 

 No committed at all 

 A little 

 Moderately so 

 Very committed  

Please explain : 

……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
……………………………………………………………………………………………………………
…………………………………………………………………………………………………………… 

 Is the sustainable policy included in a wider local policy? 

 Local policy 

 Regional policy 

 National policy 

 Agenda 21 

 Other, please specify :  

 

Is there any financial support / incentive? 

 Yes 

 No 

 

 All of the world speaks about the environment, but we see relatively few good practice in 
tourism and hospitality industry. We have collected some potential causes of this. In your 
personal opinion, how serious are they?  

Please evaluate their importance on a 1-5 scale. 1- unimportant, 5-very important 

Low material resources for establishment environmental 

friendly solutions 

1 2 3 4 5 

Low purchasing power 

 

1 2 3 4 5 

Conservativism of tourism and hospitality industry 

managers 

 

1 2 3 4 5 

Low level of profession knowledge of workers 

 

1 2 3 4 5 

 

 

 

 

Schedule : 

 

Collection of data supplied by partners : 

Analysis of data and reporting of 01 : 
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3.00 1.00 2.00 4.00 
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5.00 
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1.00 

How sustainable the company think it is 

How much 
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need the 

efforts of the 

company to be 

sustainable 

R - Jamie’s Italian Budapest 

R - Garraspa 

R - Bigfish 

H - MP Development 

Airport Hotel Budapest 

Danubius Hotel Flamenco 
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