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GREENWASHING AND
REPUTATIONAL RISKS
IN THE HOTEL INDUSTRY

To determine the development strategy, econo-
mic entities should take into account global trends
in society and business. Therefore, the focus on
sustainable development, environmental protect-
tion and adherence to the principles of environ-
mental responsibility are relevant issues for
creating and strengthening reputational capital
nowadays. Behavioral patterns of consumers and
stakeholders demonstrate an advantage in relati-
ons with hotels that implement a transparent policy
of green entrepreneurship, support environmental
and social initiatives. Visualization of false envi-
ronmental declarations can lead to loss of loyalty,
a decrease in the reputation of the hotel business
entity, as well as a loss of trust in environmental
initiatives in general. However, the lack of
transparent criteria for assessing environmental
friendliness and the spread of greenwashing
significantly complicate the identification of such
hotels. The main hypothesis is that the use of
greenwashing is a short-term strategy that
provides temporary consumer loyalty, but in the
long term leads to a loss of customer trust, a
deterioration in the reputation of the hotel brand
and a decrease in its competitiveness. The research
is based on the use of theoretical methods
(analysis, synthesis, systematization, historical-
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s hopmysanns cmpamezii po3gumxy eKoHo-
MiUHI  CYO'€Kmu  Malomb  6paxoeyeamil  Ceimoei
mernOenyii y cycninibemei ma 6izneci. Tomy ¢hoxyc
HA CMAnoMy pO36UMIKY, 30epedceHHi OOBKILIs ma
OOMPUMAHHI NPUHYUNIE eKONIOSIYHOL 8I0N06I0ab-
HOCHII CbO2OOHI € AKMYATbHUM RUMAHHAM CMEO-
DEHHSL Ma 3MIYHEHHSL PenyMAayiliHo20 Kanimary.

Tloeedinkosi namepru cnoxicueawie ma cmetix-
XO0J10epié OeMOHCIPYIOMb nepesazy y GiIOHOCUHAX 3
eomenamY, WO 30ICHIOINb NPO30PY HOMIMUKY
3€/1eH020 NIONPUEMHUYMEBA, NIOMPUMYIOMb eKOoI0-
2iuHi ma coyianvHi iniyiamueu. Bizyanizayia xubnux
EKONOCIYHUX  OeKAapayill  Modice Npuzeecmu. 00
8mpamil 0SLIbHOCHIL, 3HUIICEHHS, penymayii cy6 exk-
ma 2omenbHo20 Oi3Hecy, a MAKoMC empamu 008ipu
00 exonociunux iniyiamue 3azanom. Ilpome siocym-
HICMb NPO30pUX KpUmepiie OYIHIOBAHHS €KONO2IY-
HOCMI ma NOWUPEHHA  SPIHEOWUHSY — 3HAYHO
VCKIAOHIOIOMb  I0eHMUQIKayito  makux 2omeris.
Bucynymo einomesy, wo euxopucmanms epingo-
WUH2Y € KOPOMKOCWPOKOBOIO CMPAMeZI€lo, KA
3abe3neuye MuM4aco8y JIOSIbHICIb CROXCUBAYIS,
ane y 00820CMpPOKO8Ill NepCneKmugi npus3goounis
00 empamu 008ipu KIIEHMIG, NOSIPUIEHHS peny-
mayii 2omenbHoeo OpeHdy ma 3HUICEHHS U020
KOHKYPEHMOCNpOMOXCHOCMI. Y docniodcenni Ha
BUKOPUCIAHO ~ MeOpemudti  Memoou  (anaizy,
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logical, content analysis), empirical research (sur-
veys, case studies), as well as modeling and
benchmarking.

The concept of greenwashing, its main types
and mechanisms of use in the marketing strategies
of hotel business entities are considered. The im-
pact of false environmental claims on the formation
of customer trust, competitiveness and long-term
reputation of hotels is studied. Practical recom-
mendations are proposed for identifying and
combating the use of greenwashing through
environmental audits, the introduction of trans-
parent environmental standards and increasing
business responsibility. The results of this research
form practical recommendations for hotel mana-
gement on how to avoid greenwashing and move
towards real environmental initiatives.

Keywords: green business, anti-crisis stra-
tegy, reputation management, innovation, envi-

cunmesy, cucmemamusayii, ICMOPUKO-IOSTUHOZO,
KOHMEHM-AHANIZY), eMRIpUYHi (Onumyeanms, Ketic-
cmaoi), a maxKoic MoOento8aHHsA U OEHUMAPKIHEY.
Po3zenanymo nonwammsa zpineowuney, 1io2o 0CHOBHI
BUOU ™A MEXAHIBMU 3ACMOCY8AHHA 8 MApPKemuH-
208UX cmpamezisix cy6 'eKmie 20menbHo2o DizHecy.
Hocniosceno 6nmue Henpagousux eKxonoiuHux 3daae
Ha hopmyeanHsi 00Gipu KIiEHMIB, KOHKYPEHMOC-
NPOMOICHICb | 00820CHPOKOBY PEnymayiro 2ome-
Ji6.  3anpononoano NpakmuuHi - pekomeHoayii
w000 8UABNEHHA MAd OOPOMbOU 3 BUKOPUCAHHAM
SPIHBOWILUHEY Yepe3 eKONO2IUHULL ayoum, 6npoea-
0JiCeHHsl NPO30PUX  EeKONOCIYHUX CIMAHOapmie |
niosuwennst gionogioanshocmi 6iznecy. Cgopmo-
BAHO NPAKMUYHE PEKOMEHOAYIT OIS MEHeOHCMEHMY
20menis, sIK YHUKHY MU SPIHBOUIUHEY ma nepeimu 00
PeanbHUX eKONOCIUHUX THIYIamus.

Kniouoei cnosa: 3enenunii 6i3Hec, aHTH-
KpU30Ba CTpaTeris, YIpaBIiHHS pEIyTaIli€ro,

ronmental awareness. penyTaniiHi MaHimyamii, iHHOBaIi1, eKOJIoTId-

Ha CBIJIOMICTb.

JEL Classification: M14, M31, L83, Q56.

Introduction

Environmental pollution leads to sea level rise, freshwater pollution, the
appearance of "garbage islands" in the world’s oceans, extreme weather events,
loss of biodiversity, etc. As a result, nature’s recreational opportunities are
decreasing, which negatively affects the health of society. For our own research,
it is necessary to implement strict compliance control over the behavior of the
population and business entities regarding their impact on the natural
environment, as well as restore its ability to self-recover and reproduce.

Hotels are a significant consumer of resources, including water and
energy, and generate a large amount of waste (food, plastic, and textile).
Unethical practices can hide the real impact on the environment. Therefore,
an effective solution to ensuring the environmental friendliness of business
is to identify cases of greenwashing and implement state and public control
to prevent territorial environmental disasters. Therefore, the development of
a mechanism to counter greenwashing is an urgent task in the fight against
misleading environmental marketing by business entities.

The concept of greenwashing is attracting increasing attention from
society and government authorities, as businesses sometimes try to present
themselves as environmentally responsible without backing up their
statements with real actions. Sometimes they resort to greenwashing due to
negligence or misunderstanding of the essence of environmental products
and principles of behavior (Villhauer, 2023). Accordingly, greenwashing
provokes conflicts between declared initiatives and actual behavior, and
management must be responsible for the information that is made public.
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Accusations of greenwashing are not only a reputational failure, but often
also the basis for inspections by regulatory authorities and legal proceedings
(Pears et al., 2023).

In this context, the attention of scientists and businesses to
greenwashing has been justified in recent years. The term "greenwashing"
was introduced by the American ecologist Jay Westerveld in 1986 (Samal &
Bhalala, 2023), but there are historical examples from previous years that can
be characterized as "greenwashing". In particular, the US tobacco industry in
the 1950s funded studies that questioned the link between cigarettes and
cancer; the forestry industry in the 1980s, under the slogan "sustainable
logging" engaged in illegal deforestation (Mysirli & Axarli, 2021).

Regarding scientific research, greenwashing has covered not only
environmental, but also financial aspects, communication management and
regulatory regulation. The study of the essence of greenwashing is devoted to
the work of Miller (2017), Vollero (2022), Villhauer (2023), who analyzed the
concept of greenwashing from the perspective of business ethical behavior
regarding the growth of environmental problems. The essential characteristics
of greenwashing were in the scientific focus of such Ukrainian researchers as
Smirnova (2017), Ivashura and Borisenko (2019), Nahirna (2021) and others.
Greenwashing in advertising as a polyphonic means for manufacturers to create
an ecological image of them and sell their products is considered by
Vargas (2019), analyzing, at the same time, the types of communications and
ways of argumentation. Ecobranding as an important tool of modern marketing
was investigated in the scientific study of Bondarenko and Syazin (2024).

The consequences of greenwashing, in particular misleading consumers
and undermining public trust in green business a priori, are studied by
scientists Kassinis et al. (2022); Teichmann et al. (2023); Yang et al. (2020);
Zych et al. (2021).

Some studies are so valuable because of having proposals how to
combat greenwashing, the results of which should be implemented in
business practices and environmental legislation of Ukraine. The arguments
for the use of coercive measures by market regulators were studied by Peng
et al. (2024). They proved that "despite the support of stakeholders and
evidence of increased transparency after sanctions, regulatory interventions
against "green laundering" have limitations and unintended consequences".
The methodology for assessing greenwashing practices is supplemented
by the study by Lagasio (2023), which combines natural language proces-
sing (NLP) methods, innovative ESG Focus Scores and the Greenwashing
Severity Index (GSI) to assess companies’ environmental, social and
governance (ESG) commitments. Practical aspects of applying the concept of
sustainable business through the integration of environmental, social and
governance (ESG) issues are considered in the analytical report by Benjakul and
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Santhiwasa (2022). The authors developed a mechanism for protecting "green"
investors from misuse by ensuring clarity and transparency of information and
its publication in accordance with the EU Taxonomy Regulation.

The use of the scientific analytic results by Ross (2024), who examined the
directions of greening hotels, is applicable to the study of greenwashing as a tool
of reputational manipulation in the hotel business. Scientists Alyahia et al. (2024),
Chen et al. (2019) studied the moderating role of environmental authenticity (GA)
and green transparency (GTR) in the relationship between greenwashing and
guests’ green trust (GT), which ultimately affects patronage intentions (PI)
towards green hotels. The subject of the study by Srivastava et al. (2024) was the
correlation analysis of the effects of greenwashing and attentiveness to the
intentions of a green hotel by empirically testing negative and self-reflexive
aspects of guests’ behavior when choosing hotels.

Thus, according to the results of the scientific source analysis, the issue
of greenwashing is constantly being updated with the emergence of new
environmental challenges, changes in consumer behavior and new eco-
initiatives of business that require verification of greenwashing. In addition,
in the context of environmental pollution of the territories of Ukraine as a
result of military actions, it is important to rethink the concept of "green"
business and the integrity of hotels regarding environmental claims. The
essence, forms and examples of greenwashing require comprehensive
research, in particular for the positioning of Ukrainian eco-hotels in the
global market of tourist services in the military and post-war period, which
forms the scientific and practical value of the research.

The aim of this research is to determine the essence of greenwashing, the
forms of its manifestation in the practice of the hotel business, as well as to
develop an anti-greenwashing mechanism in the reputation risk management
system. In this case, the key tasks are to determine the essence and directions of
environmental activities of business entities; systematize the forms of
greenwashing based on the analysis of practical insights; identification of envi-
ronmental challenges faced by companies when implementing environmental
solutions; as well as the formation of recommendations for businesses regarding
anti-greenwashing policies in the context of digital communications.

The hypothesis is put forward that greenwashing is a powerful tool for
reputation manipulation, which allows hotel business entities to maintain
short-term advantages, but can be the cause of long-term risks of reputation
loss. To confirm it, the methodology of processing information sources and
empirical research results using analytical tools and scientific research
methods was used.

The information base of the research is scientific and professional
sources on "green" business and greenwashing, hotel business, online hotel
platforms.

122 ISSN 2786-7978; eISSN 2786-7986. SCIENTIA FRUCTUOSA. 2025. Ne 1



GLOBAL ECONOMY

In the process of processing the material, general scientific methods
were used, in particular, comparative analysis to determine the definition of
"greenwashing"; historical-logical, to determine the trends and forms of
greenwashing; content analysis, to process hotel marketing materials,
compare them with the relevant regulatory requirements and synthesize
theoretical assumptions and findings. The method of empirical research
(surveys, case studies) was used to determine the tone and content
of communications regarding green business by hospitality entities. The
method of modeling and benchmarking was used to interpret the main
directions of forming an anti-greenwashing strategy, based on best practices.

The scientific novelty lies in the development of the concepts of "green
business" and "greenwashing", the systematization of forms of green-
washing, as well as the modeling of the anti-greenwashing strategy of
business entities, which will ensure increased trust in hotel brands operating
in Ukraine.

The limitations of the research were the lack of detailed data on
environmental practices in hotels, while public statements on the official
pages of hotels (hotel operators) were used. In the future, we plan to consider
the areas of regulatory influence on declarations on green entrepreneurship.
This will allow us to create additional tools for reputational compliance
control in the system of anti-crisis management of business entities.

The content structure of the main part of the article has three sections:
the first defines greenwashing and reveals its essential characteristics; the
second is the processing of information on the "green" positioning of hotels;
the third considers ways to avoid greenwashing in the hotel sector and
sustainable development scenarios aimed at solving the problem of green-
washing.

1. Theoretical foundations of greenwashing in the context of
marketing

The increased attention of society to ecology and sustainable
development has led to trends in the implementation of "green" initiatives by
business entities. Therefore, the analysis of manifestations of their conscious
environmental behavior and greenwashing (false statements) from the point
of view of communications with environmentally sensitive consumers and
stakeholders is an important step in overcoming manipulation. In order to
understand the phenomenon of greenwashing in more detail, it is worth
determining the interpretations of the definition. Since there is no unified
interpretation of greenwashing to date, the analysis of definitions common in
the academic and professional field will allow us to summarize the main
features and characteristics, which will contribute to its adequate use
(Table 1).
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Comparative analysis of greenwashing

Table 1

Source

Definition Characteristics

Context of use

Key elements

Vargas, 2015

Communication "regarding marketing
that presents unrealistic or minimal
environmental arguments, knowing that
the company often spends more money
on advertising and communication for
this purpose than on actions effective
for the climate and the environment

Marketing,
advertising

Marketing
communication
presenting unrealistic
or minimal
environmental
arguments

Vargas, 2019

A way to gain power and/or reduce
possible opposition from stakeholders

Social aspects

A way to gain power
and/or reduce
potential opposition

Wu et al., 2020

A firm’s emphasis on observable
aspects of social responsibility and
neglect of unobservable aspects

Social aspects,
corporate
governance

Emphasis on social
responsibility

Pylypenko, 2019

A process by which manufacturers
claim that their products are organic and
environmentally friendly without proper
justification

Ling & Aziz,
2021

It occurs when companies use
buzzwords such as "green", "eco-
friendly" to create a false impression

of environmental responsibility

Nabhirna, 2021

The process of highlighting the
environmentally positive characteristics
of a product without correspondingly
confirming or masking the
environmentally negative characteristics
of the product in order to increase
profits, reduce costs, or create a positive
image for the company

Andreoli et al.,
2022

A form of corporate deception that uses
environmental claims to mislead
consumers about an organization’s
environmental practices or the
environmental benefits of its products
and services

Consumer market

Misleading claims
about organic and
ecological purity
of products

False impression
of environmental
responsibility

A claim about the
environmental
friendliness

of a product without
appropriate
confirmation

or masking

of environmentally
negative features

A form of corporate
fraud that uses
environmental claims

Pears et al., 2023

Distortion, misrepresentation, and false
or misleading practices regarding
environmental, social, and management
credentials;

claiming or creating the impression that
activities, products, and services are
more environmentally friendly or
sustainable than they actually are

Social aspects,
consumer market

Distorted, distorted,
or misleading
information about
the environmental
performance

of products

or activities

Inflating a hotel’s environmental image
and selectively publicizing positive

Inflated
environmental image,

Alyahia et al., environmental information and/or .
. . selective disclosure,
2024 concealing information about the . .
5 . . . withholding
hotel’s negative environmental impact . .
RSN . information
or associating it with other factors Marketing,
A company or organization’s actions advertisin, . .
, npany & . . & Misleading
Oxford Learner’s | that aim to make people think that it .

2 . . environmental
Dictionaries, cares about the environment, even claims. competitive
2025 though its actual business is actually > p

. advantages
harmful to the environment
Unsubstantiated or misleading
European environmental claims made by . Unsubstantiated
. . ) Regulatory policy .
Commission, n. d. | companies about their products or claims

services
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End of Table 1
Source Definition Characteristics Context of use Key elements
A practice where statements,
declarations, actions or communications Unclear and
EBA (European . . .
X relating to sustainability do not clearly . dishonest
Banking ; . Regulatory policy .
Authority), 2023 and fairly reflect the underlying representation of the
’ sustainability profile of an organization, sustainability profile
financial product or financial service

Source: compiled by the authors.

Regarding the approaches considered in the table, greenwashing is a
manipulative practice of deliberately using unfounded, misleading or false
claims about the environmental benefits of a product, service or company’s
activities in order to obtain a certain economic benefit and form a positive
reputation among consumers and stakeholders.

The authors also have numerous aspects of the application of
greenwashing in modern business practice (Szabo & Webster, 2021; Torelli
et al., 2020; Vollero, 2022). In particular, the key motive for the use of
greenwashing by companies is to improve their reputation in society, drawing
attention to their complicity in the global trend of sustainable development.
After all, social pressure, and in some countries also regulatory (state and
public authorities), is the reason that encourages business to meet the growing
demand for products and services that meet environmental and social
standards.

Another reason is increased sales, as the created profile encourages
environmentally conscious consumers to purchase products or services that
are perceived as "green", thereby increasing the company’s revenues. An
economic motivation may be cost reduction, as the implementation of
environmentally friendly methods can reduce the company’s overall
production and operating costs, in particular through an environmental tax or
certain financial penalties for environmental pollution.

Another argument for the use of greenwashing is to gain a competitive
advantage, as companies seek to stand out among competitors as leaders in
the field of sustainable development, thus attracting more conscious and
interested customers and attracting "green" investments.

Thus, greenwashing encompasses the communication processes of
business entities with consumers, partners, investors and the public and
provides for a number of marketing goals that they seek to achieve through
the use of deceptive practices regarding environmental sustainability:
influencing public opinion; increasing the trust of consumers and investors;
diverting attention from environmentally harmful practices and avoiding
public and regulatory environmental responsibility; increasing the value of
the company by increasing reputational capital.

The concept of greenwashing is interdisciplinary in nature, as it
touches on a number of important areas of activity of a hotel business entity
(Figure 1).
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Corporate Social Behavioral .
Market Corporate Culture
Responsibility/Business Psychology arketing P
Ethics _
L
Reputation Management
Value-Based Management Greenwashing
S Communication
\\ Management
Production/Operation/
Service Management L Service Certification, Licensing
aw Distribution of Activities

Figure 1. Interdisciplinary connections of the greenwashing concept
in the hotel business

Source: compiled by the authors.

In the context of marketing theory, to recognize greenwashing, it is
advisable to integrate the "7P" concept, which has components of conscious
influence on consumer choice (Figure 2).

Product:
- "environmental" characteristics of the
product;
- "environmentally friendly" building
materials, furniture, equipment;
- "eco-friendly" containers, packaging,
tableware, etc.

Price:
- higher prices for environmentally
friendly products;
- discounts for using own packaging,
reusing raw materials, etc.

Place:
- use of green areas for advertising or
product promotion (parks, squares, water
bodies);
sales through specialised eco-stores or
online platforms

Promotion:
- use of green colours, natural motifs,
words like "eco", "bio", "natural", etc;
- active participation in environmental
movements, cooperation with influencers

People:
- "environmentally conscious" employees;
- one-off environmental programmes for
employees and customers;
- manipulation of customer perception
(ideal customer, creation of communities)

Process:

- implementation of environmental
processes (waste sorting, water or energy
saving, etc.);

- cleaning with environmentally friendly
products, etc.

Physical evidence:
- certificates, logos, product packaging used to support green claims

Figure 2. The "7P" model adapted to greenwashing

Source: systematised by the authors according to (Booms & Bitner, 1981; Ottman, 2017).
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As we can see from Figure 2, the "7P" model allows us to identify
greenwashing as a marketing tool that covers all aspects of business from
products to communications, helping to identify discrepancies between the
entity’s statements about environmental friendliness and reality.

In addition, greenwashing is based on evoking emotions in consumers, in
particular responsibility for the environment and "ecological" choices. Therefore,
companies often use emotional marketing and neuromarketing tools, appealing to
the desire for environmental behavior and desires for conscious consumption. For
this, they use eco-labels, certificates or partnerships with environmental organi-
zations as physical evidence to build trust among consumers.

2. Empirical evidence of greenwashing in the hotel business

A key aspect in identifying greenwashing is the application of the
principles of "green" entrepreneurship. Hotel business entities, whose
mission is to create living conditions using the recreational opportunities of
the location and their own environmental proposals, are especially interested
in the integration of green practices, partner environmental initiatives of local
territorial communities. This contributes to improving the ecological quality
of the environment, forms comfortable natural conditions for hotel
customers. Therefore, the implementation of green entrepreneurship in
business strategy will become an imperative in the near future.

To better understand the possibilities of "green" positioning in the
strategic prospects of hotels, Figure 3 shows its key aspects.

Green
construction and Energy. Waste Effective use of Use of Local
conservation management Eco-Prod
reconstruction water co-Products
Staff
training and Key aspects Informing and
encoura- of green hotel business Encouraging
gement \l/ \I/ J/ Guests
. . Social Partnership Eco- Supporting Environmental
Certification Responsibility Programs Biodiversity Audit

Figure 3. Key aspects of the green hotel business concept

Source: compiled by the authors according to (Tercan et al., 2021; Acampora et al., 2022;
Hahn, 2022; Bouarar et al., 2024; DMG, 2024; Zeng et al., 2024).

Some of the aspects indicated in Figure 3 should be studied deeply.
Thus, at the stages of construction and renovation work in a hotel, it is
important to take into account the aspects of ecological construction and the
use of ecological building materials, as well as energy-efficient equipment:
solar panels, thermal insulation, rainwater collection and disposal systems
(Pushka & Tikhonova, 2017).
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An important environmental goal is waste management, which
primarily involves sorting and recycling waste, reducing the use of
disposable items, plastic and polyethylene containers, composting organic
waste, etc. (Tercan et al., 2021; Businesswaste, n. d.).

The most common practices in the hotel business are the economical use
of water, which is achieved by installing economical plumbing fixtures, saving
on washing bed linen, reusing water for watering plants, etc. (DMG, 2024).

Environmental goals also include the use of ecological products
produced by local farmers and producers, etc. (Tercan et al., 2021; Acampora
et al., 2022).

In addition, some hotels that have joined eco-initiatives position the
concept of green business in their mission and undergo certification, confirming
their environmental friendliness (for example, LEED, Green Globe) and inform
guests about this, encouraging them to behave environmentally responsible.

An important component of environmentally conscious business is
social responsibility, which involves maintaining a balance between the
economic growth of the business entity, social well-being and environmental
sustainability. That is, this means that the hotel brand takes responsibility and
returns benefits to its community, society, and environment through various
initiatives (Hahn, 2022).

The above areas can be used by hotel business entities for
greenwashing (Figure 4).

4 e
Fake/Unrecognized Using emotions (false or .
Certificates exaggerated claims about the envircc)irfrfélnltzll):h;gbgll:iu(:g/or
(Misuse of Certification and environmental friendliness of terms without r}e/al evidence)
Labeling) products/services)
- . |
4 R/ N I
Manipulation of F f I . i
sustainable development orms o flaceuracy In reporting on
initiatives greenwashing environmental initiatives
- \L )\\\ J
Manipulation of sustainable N
development initiatives ) S
False impression of Irrelevant attributes Comparison with 1nfer10r
environmental responsibility (environmental friendliness as ( pf{odu(.:ts/comptarlnesl‘ .
(minimal contribution to the a cover for other practices that USe OF environmentat potcies
environment with a heavy harm the en if nment) as a competitive advantage)
emphasis on advertising) arm the environment).

Figure 4. Forms of greenwashing in the hotel business

Source: compiled by the authors according to (Delmas & Burbano, 2011; Chen et al., 2019;
Alyahia et al., 2024; Srivastava et al., 2024; Bondarenko & Syazin, 2024).

As we can see, the forms of greenwashing are quite diverse, which
gives grounds to study the environmental claims of hotels in detail and detect

manipulations.
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Disclosure of the fact of greenwashing creates significant risks of
losing consumer trust and harms the reputation of the company. At the same
time, legal sanctions, such as fines and prosecution for deceptive actions,
pose a serious threat. In addition, problems arise with attracting and retaining
qualified employees, as they may refuse to work in a hotel with a deteriorated

reputation (Vollero, 2022).

Therefore, it is important to monitor the activities of hotels for
environmentally conscious consumers in order to support such establish-
ments in sustainable development. Let us examine examples of well-known
hotel brands operating in the Ukrainian market and actively declaring "green"
practices. Let us take into account the public information of the most popular

hotel brands (7able 2).
Table 2
Case analysis of greenwashing by hotel brands in Ukraine
Hotel Green claim Real measures Greenwashing | Environment [Environmental
Brand Forms al certificates programs
"...Three key
initiatives: green An automated
design and energy management
construction; system has been
supporting implemented. . s
Fairmont l.)iodivefsity; Energy saving and Szhcizf\:/(ilx?qgents EarthCheck ?l(;;(::rt ;1
integrating green recycling programs in scale Gold ogramme
procurement...to have been prog
reduce our carbon implemented, but
footprint, energy the scale is not
consumption and always transparent
waste generation"
Climate change
and water Environmental Stt)ate:nents
conservation, goals are described a Stl.l inati
Hyatt carbon emissions, and detailed, there ?;13221)21 ton Nature Science
Hotels energy and water; is a guide to . Certified Based
Corpora- waste and conducting events, community (for certain Target
tion circularity; but there is limited 5:;%?;;13’ hotels only) (SBTi)
responsible reporting on current
sourcing; thriving achievements energy
destinations savings
Statements about Tncomplete
Radisson "...Carbon Neutral {)artlapatlon n reporting on Green Key HOtel. .
Blu Hotel Stay for all guests" ocal community the impact (_}lobal LEED Susta1na_1b1-
y g p
programs, water and program (in Odessa) lity Basics
energy savings
"Sustainability isa | Long-term plans Manipulation Serve 360;
Marriott key value, we developed, but of long-term Science
Interna- support emission limited reporting on | goals without | LEED Based
tional reduction goals by | current concrete Target
2030" achievements results (SBTi)
. . . Manipulation
Opt}ma Reducing waste Abandomng p.lastlc through the
(Reikartz) and emissions into bottles of mini lack of Green Key B
Hotel & nature cosmetics, slippers, concrete Global
Resorts plastic bags results

Source: compiled from company websites (Google, Travel, n. d.; Fairmont, n. d., Hotel
Initiatives, Sustainable Hotels: Fairmont Promise; Hyatt, n. d.; Radisson Hotels, n. d.;

Marriott, n. d.; Optima Hotels & Resorts, n.d.; Green Key, n. d.).
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As we can see, the manifestations of greenwashing are insignificant
and do not intend to mislead consumers and stakeholders. The main
drawback of all the mentioned hotel brands is the lack of confirmation of
specific results.

It should be noted that in countries with strict environmental
legislation, greenwashing practices allow some business entities to obtain
regulatory advantages. Such hotels seek to avoid stricter laws and regulations
related to environmental protection in order to preserve their operational
freedom and reduce the costs of environmental compliance control.

Although there are no specific court cases on greenwashing in Ukraine
or the world, market distributors have made attempts to detect greenwashing.
Thus, in 2021, Booking.com launched the Travel Sustainable program, which
assigned ratings from 1 to 3+ to hotels (Booking.com, 2021, November 15),
but due to imperfect rating and false statements, it was stopped. A well-
known sanction was the ban on advertising with the slogan "Fly more
environmentally" by Air France in the UK in 2023 (Cloos, 2024, April 15).
However, with the adoption of Directive 2024/825 on greenwashing
(EU, 2024), Ukrainian business entities, including hotels, should pay more
attention to environmental claims and reporting.

Thus, a general trend is emerging in Ukraine and the world to protect
the rights of consumers of services and investors, which increases attention
to greenwashing. Thus, hotels should be careful in their marketing strategies
to avoid legal consequences and maintain customer trust.

3. Practical insights of anti-greenwashing in the hotel business

The correlations of the impact of global trends in sustainable
development and the environmental crisis due to the escalation of military
operations in Ukraine create extraordinary conditions for hotel business entities,
where simple solutions often do not work. On the one hand, hotels are forced to
save on costs in order to have a development perspective, on the other hand, they
must not ignore the issue of social and environmental responsibility, which, as
the above-mentioned statements show, is an outpost of protecting business from
public and regulatory sanctions and reputational losses.

Despite the military risks, the Ukrainian hotel services market is open
to international tourists, which is why the principles of ecological entrep-
reneurship should be implemented today. The ecological agendas laid down
in the pre-war period and the strategies of '"green" entrepreneurship
developed for the future create competitive advantages and demonstrate the
readiness of hotel business entities for customer-oriented management and
the perception of international principles of doing business. However, it is
important to adequately develop and implement "green" initiatives in the
operational processes and marketing policy of the hotel. Therefore, the for-
mation and integration of an anti-greenwashing strategy into the company’s
overall development strategy is an effective management decision, taking
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into account local and international environmental legislation and consumer
sensitivity to environmental practices.

Given the considered essence and forms of greenwashing, we propose
to interpret the anti-greenwashing strategy as a comprehensive approach to
business management, aimed at building trust in the hotel brand by
implementing clear and transparent, ethically sound and environmentally
responsible practices in all aspects of the hotel’s activities, which is a
consistent process (Figure 5).

Audit of existing environmental initiatives and planning of environmental activities
clear understanding of environmental goals and methods of disseminating results on
environmental programs, the nature and forms of greenwashing

1 3

Development and implementation of a system for verifying environmental practices
use of recognized independent certificates and standards to confirm the environmental
friendliness of services and products

4

Organization and management of environmental resources
implementation of real environmental practices and ensuring financing of environmental
goals, education and training for staff, involvement of guests in eco-initiatives, etc.

3

Formation of clear and understandable communication with guests and stakeholders
providing reliable information about environmental achievements and challenges, avoiding
ambiguous formulations or exaggerations, manipulative rhetoric, etc.

1 2

Monitoring and compliance control of anti-greenwashing
establishment of a control system to monitor the implementation of set environmental
goals (practices) and ensure compliance of reporting with certain standards

1 3

Integration of the anti-greenwashing strategy into the anti-crisis strategy management
development of a marketing complex and popularization of information about the
environmental orientation of the business, adjustment of strategic actions and making
operational decisions in accordance with the management of reputational and financial risks
(timely response to consumer feedback, partner compliance, regulatory changes and the
emergence of environmental innovations)

. /

Figure 5. Formation of the anti-greenwashing strategy of the hotel business entity

Source: compiled by the authors according to (Bouarar et al., 2024; Bovsh et al., 2024;
Zeng et al., 2024; Mazaraki et al., 2022; Bondarenko & Syazin, 2024).

As we can see, the implementation of the anti-greenwashing strategy
goes through the stages of constant monitoring of environmental innovations,
standardization and certification of environmental friendliness of products or
processes, control over statements and reporting on environmental practices,
marketing communications and local regulatory policy. Thus, anti-green-
washing allows not only minimizing the risk of reputational losses, but also
to increase the competitiveness of the hotel, attract conscious customers,
attract investments and promote its sustainable development.
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The effectiveness and feasibility of implementing environmental
initiatives is confirmed by the results of empirical research, which was
conducted using the Google Form tool. From June to November 2024, a
survey form was posted in the online environment in focus groups on social
networks, Telegram channels and personal e-mail mailing lists to hotel
business operators.

A survey of 243 respondent companies showed that 21% are familiar with
environmental practices, of which 14% apply them in practice (Figure 6).

21,00%

Byes, [ am very concerned about this problem

Blyes, [ use it in my practice

: _': 14,00% B1've heard

@no, this is the first time I hear about it

Figure 6. Interpretation of answers to the question
"Are you familiar with the concept of green business?"

Source: compiled by the authors based on the results of the survey on (Environmental
practices of business entities in Ukraine, n. d.).

Respondent companies that implement green practices note a positive
impact on their operations in many aspects (Figure 7).

others | 0:40%
3 6,00%

YT 41,20%
Y 39,10%
Y Y 61,40%
KAAAAAAAIIA 33,90%
HAAAAAAAAAAAAAL 45,90%

W AAA AT AAAAAAA 76,80%
EAAAAAAAAAAAA] 42,90%
EAAALAALASAASASLAAA 57 10%

didn't have any impact |

costs for production and service processes are decreased

financial performance is improved |

public relations are improved |

loyalty of partners is increased |

number of partners is increased

reputation of the company is increased |

number of consumers are increased

consumer loyalty is increased |

Figure 7. Interpretation of answers to the question
"What was the positive effect of implementing environmental practices
in the company’s activities?"

Source: compiled by the authors based on the results of a survey on (Environmental
practices of business entities in Ukraine, n. d.).
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Thus, respondents mostly confirm the positive impact on the
reputation of companies, relations with customers, partners and the public. In
addition, more than a third of respondents recognized the positive impact on
financial indicators. In the "Other" category, emphasis is placed on the
possibility of obtaining grants or tax breaks for companies that adhere to
environmental standards, which can be an additional incentive. In addition,
there is a fairly high interest in environmental initiatives among customers
(Figure 8), which confirms the importance of implementing environmental
approaches in business.

22,60%

B positive, consumer demand for
environmentally friendly products or
services was increased

Enegative, consumers don't care
9,10% }

green practices aren't implemented

68,30%

Figure 8. Interpretation of answers to the question
"How has the implementation of green practices affected interaction
with customers?"

Source: compiled by the authors based on the results of a survey on (Environmental
practices of business entities in Ukraine, n. d.).

Environmental responsibility was also noted as an important aspect in
partnership interaction (Figure 9).

Byes
no

62,60% B have any ideas about it before

Figure 9. Interpretation of answers to the question
"Is it important for you that a partner be environmentally conscious
and support environmental initiatives?"

Source: compiled by the authors based on the results of a survey on (Environmental
practices of business entities in Ukraine, n. d.).
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Considering the environmental crisis as a consequence of the war, which
Ukrainian business has faced (blackouts, air pollution, soil, water sources,
mining of territories, etc.), it is extremely difficult to implement environmental
solutions. Therefore, it is advisable to assess which environmental initiatives are
being implemented (Figure 10), and which ones are being determined by
Ukrainian hotel business entities for the future (Figure 11).

[ 1,20%
(Tl lid 16,90%
o L A AAAAAAAAAAAAAAAAAAA 0
energy consumption in transport logistics is reduced | 30,00%
trainings and campaigns are conducted to raise awareness of energy A AR AR FFAAAAZZZA 3T 00%

saving among employees

others |

any measures aren't taken |

EASAAAARAASARAASASAASA 32,90%

thermal insulation of buildings are improved |

energy consumption monitoring systems are implemented |

technologies that reduce energy consumption during production are
implemented (*)

renewable energy sources are invested, such as: solar panels,
windmills, etc.

energy-efficient equipment is used |

Figure 10. Directions of integration of green initiatives by hotel business entities
Note: * — automation, use of more efficient cooling and heating methods, etc.

Source: compiled by the authors based on the results of a survey on (Environmental
practices of business entities in Ukraine, n. d.).

As we can see from Figure 10, the Ukrainian hotel business is adapting
to difficult conditions and implementing energy-efficient technologies and
solutions, and only a small proportion of entities do not take any action.

Regarding the priority of green entrepreneurship development, it
should be noted positive thinking regarding its integration into practice.

others -i 1%
encouraging guests to partcipate in sustainable guest service FRNNNNNNNSNSN 36%
offering eco-friendly products and services _ 62%
energy efficiency (switching to alternative energy sources) _ 1%
energy efficiency (energy-saving technologies) - 64%
financial support for environmental initiatives of the area / 54%

territorial community

environmental initiatives to support the area near the } TTTTTTTTTTTTTTTTeSY  61%

establishment

zero Waste, as waste management practices s . 80%

Figure 11. Promising directions of integration of environmental initiatives
by business entities

Source: compiled by the authors based on the results of a survey on (Environmental
practices of business entities in Ukraine, n. d.).
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In particular, the priority areas are waste management, energy saving
and the use of alternative energy sources. In the answers "other", respondents
identified the importance of issues of social responsibility, training employ-
yees and clients in environmental practices.

Thus, the relevance of "green" entrepreneurship among hotel business
entities is growing.

In addition, when modeling an anti-greenwashing strategy, it is worth
considering the challenges of the environment and the influence of regulators
on the behavior of business entities — whether compliance with environ-
mental norms and standards is strictly controlled, or is there a loyal attitude
to manipulation of the consciousness of consumers and stakeholders without
any sanctions.

Initiatives of state bodies in managing green sustainable practices in
business, noted by participants in the hotel services market, are shown
in Figure 12.

others 0,40%

public involvement in policy-making and monitoring
compliance with environmental standards (transparency W 60,90%

and responsibility of business to society)

support for innovation and research: financing research

and development in the field of green technologies, W 74.90%
support for the creation of green startups and innovative 770

solutions that contribute to sustainable development

compliance control: supervision of the implementation of

environmental norms and standards, inspection of the W 55.60%
activities of entities and imposition of fines or sanctions in SOL70

case of violations

information and advisory support: access to information,

research and advice on the implementation of green W 62,10%

practices

financial support and incentives: subsidies, tax breaks or

grants for businesses that implement green sustainable W 77,80%

practices

regulatory function: laws, regulations and standards that m 64.00%
oblige businesses to implement green practices 2o 70

Figure 12. Teleological participation of state bodies in the management of green
sustainable practices in business

Source: compiled by the authors based on the results of a survey on (Environmental
practices of business entities in Ukraine, n. d.).

As we can see, respondents see a comprehensive participation of the
state in supporting and developing "green" practices. In addition, the answer
"other" indicates that state institutions can conduct educational programs
for business and the public to raise awareness of the importance of
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environmental practices and sustainable development. In our opinion, this is
a valuable addition that requires an expanded study of the utilitarian approach
to state management of environmental practices in business and society.
Taking into account the processed data on assessing the prospects for the
development of "green" entrepreneurship in the Ukrainian hotel business and
the provisions of the anti-greenwashing strategy, we will consider scenario
models for the implementation of design thinking depending on two key
factors: changing customer environmental requirements (stable or variable),
the level of innovation and implementation of green innovations (low or
high), and the impact of state regulation (strict or loyal) (Table 3).

Table 3

Scenario model of implementing an anti-greenwashing strategy
in the activities of hotel business entities

Realistic scenario

Pessimistic scenario
("Balanced

. Optimistic Scenario
Key factors/scenarios p

("Leaders of Change")

development")

("Minimal progress")

Changing customer
environmental
requirements

Variable: customers
actively support
environmental initiatives
by choosing hotels that
demonstrate sustainability

Stable: customers are
mostly interested in
sustainable services, but
make decisions based on
price and comfort

Stable: weak interest in
environmental services;
customers’ main focus
is on price and basic
hotel stay conditions

Level of innovation
and adoption of
green innovations

High: advanced energy-
efficient technologies,
carbon footprint
monitoring systems,
sustainable design and
owner certification are
implemented

Medium: limited
introduction of
innovations, including
waste sorting, energy
saving or
environmentally friendly
materials in selected
processes

Low: minimal or no
investment in
innovation, activities
limited to basic
environmental
initiatives to avoid
sanctions

The impact of
government
regulation on
environmental
activities

Harsh: strict regulations
and fines for non-
compliance with
environmental norms and
standards, which forces
businesses to actively
develop and implement
anti-greenwashing
strategies

Loyal: regulation is
more declarative, with
gradual tightening of
requirements and
stimulation of voluntary
implementation of
environmental norms

Loyal: regulation is
minimal, sanctions are
absent, allowing
businesses to ignore
environmental
obligations

Source: compiled by the authors.

Thus, the optimistic scenario is focused on the manifestation of
initiatives by the hotel business entity to actively implement innovations
(green transformations), which is subject to the variable influence of
environmentally conscious customers and strict state regulation (existing or
expected in the near future). If customer needs are changing rapidly, and the
hotel has the opportunity to actively invest in environmental technologies and
innovations, creating a unique customer experience, then resources are
directed to the creation of new environmental services that exceed customer
expectations, and the implementation of solutions based on sustainable
development. They create "green rooms" using only environmentally
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friendly materials and interactive systems for guests to measure their impact
on the environment; implement innovative loyalty programs that encourage
guests to behave environmentally responsible, and also develop their own
environmental standards to attract partners and investors focused on sustain-
nability. Ambassadors of this concept are the hotel brands Hyatt Corporation
(projects for environmental, educational or social support of the location in which
the hotel is located) and Sandos Hotels (environmental programs for recycling,
careful water consumption and energy saving, hotel landscaping and "green"
guest rooms that fully comply with environmental standards and allow reducing
the use of carbon dioxide by 70%) (Rubryka, 2024).

In turn, the realistic scenario focuses on the hotel’s environmental
responsibility, as guest demand is based on the ratio of price and comfort.
Such scenarios are practiced by the Marriott International network, which has
a "Serve 360" program with an emphasis on environmental friendliness and
sustainable development, as well as the Accor network, which launched the
"Planet 21" program after increasing demand for environmentally conscious
practices, focusing on reducing emissions and environmentally responsible
consumption of resources.

Having the need to take into account the stable needs/requests of
environmentally conscious guests and low motivation to introduce
innovations, hotels can implement a pessimistic scenario that involves
reactive greening only after the emergence of these needs or government
sanctions. In this case, management resources are accumulated for the rapid
implementation of environmental initiatives. Therefore, it is important to
constantly monitor customer feedback to quickly adjust environmental
policies to support the hotel’s competitiveness. Such scenarios are practiced
by national Ukrainian brands Optima (Reikartz), Premier Hotels and Resorts
(Rubryka, 2024).

Thus, the scenarios proposed for review demonstrate the possibilities
of hotels to adapt their anti-crisis strategies to environmental requirements
and customer expectations.

Conclusions

In the scientific and practical business environment, along with the
discovered, described and/or identified new concepts, theories or pheno-
mena, their accompanying, often hidden or negatively highlighted, anti-
prototypes appear. Such concepts include "greenwashing" as a manipulative
practice of consciously using unfounded, misleading or false statements
about the environmental benefits of a product, service or company’s activities
in order to obtain a certain economic benefit and form a positive reputation
among consumers and stakeholders.

Specific manifestations of greenwashing in the hotel business include
speculation on socially relevant and sensitive topics of business environmental
sustainability, dissemination and promotion of deliberately false environmental
statements, provoking conflicts between declared eco-initiatives and the actual
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behavior of business entities, misleading the expectations of environmentally
sensitive consumers and stakeholders, selective publication of positive
environmental information and/or concealment of information about the hotel’s
negative impact on the environment, etc.

The hypothesis that greenwashing is a powerful tool for reputation
manipulation, allowing hotel business entities to retain short-term benefits, for
example, in the form of increased sales, since the created profile encourages
environmentally sensitive consumers to purchase products or services, but can
be the cause of long-term risks of reputation loss, in particular due to the
negative image formed, was partially confirmed during the analysis of scientific
and media sources, practical insights into the environmental practices of hotel
business entities.

Greenwashing not only characterizes the activities/inaction of companies
in implementing "green business" and intentions to follow global trends of
sustainable development, but also has an interdisciplinary nature, as it touches
on a number of important managerial, legal, and ethical areas of activity of a
hotel business entity. The "7P" model proposed by the authors allows us to
identify greenwashing as an emotional marketing tool that covers all aspects of
business from products to communications, appealing to the desire for
environmental behavior and desires for conscious consumption, helping to
identify discrepancies between the subject’s statements about environmental
friendliness and reality.

The implementation of environmental entrepreneurship in the compa-
ny’s business strategy is a key aspect in identifying greenwashing, as it
manifests its influence in the concept of "green" hotel business through
environmentally friendly construction of facilities and energy-efficient
infrastructure, the philosophy of waste management and the economical use
of natural/recreational resources, eco-farming and the formation of envi-
ronmental awareness among consumers and personnel, etc. It has been
proven that the concept of greenwashing makes it possible to study in detail
the environmental claims of companies and detect manipulations through the
establishment and investigation of various forms of greenwashing, in
particular, the demonstration of fake/unrecognized certificates, the use of
green labeling symbols without real confirmation, unreliable reporting on the
implementation of practices that harm the environment, misleading consu-
mers through a false impression of environmental responsibility, etc.

As the case study of greenwashing by hotel brands in Ukraine showed,
the main drawback of implementing "green" practices is the lack of evidence
of specific results, which emphasizes the complexity of identifying green-
washing and emphasizes the need to form and integrate an anti-greenwashing
strategy as a comprehensive approach to business management, aimed at
building trust in the hotel brand by implementing clear and transparent,
ethically sound and environmentally responsible practices in all aspects of
the hotel’s activities.

The effectiveness and feasibility of implementing environmental
initiatives is confirmed by the results of empirical research on the attitudes,
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intentions and results of implementing environmental practices among
respondent companies. In addition, a sufficiently high interest in environ-
mental initiatives among customers has been established, which confirms the
formed favorable environment for implementing environmental approaches
in business.

The authors considered scenario models for implementing an anti-
greenwashing strategy in the activities of hotel business entities, depending
on the adaptation of companies’ anti-crisis strategies to environmental requi-
rements and customer expectations, the level of implementation of green
innovations, and the influence of government regulation.

It has been proven that full control over the manifestation of green-
washing is impossible without state management of environmental practices in
business and society, clearly formulated state policy and legislation, as well as
the adoption of communication and reporting standards to owners, staff,
consumers and the public, so that environmental claims have arguments and
confirmation. However, we see this as a future trend in the Ukrainian hotel
services market and set the aim to analyze the deontic values of environmental
sustainability of hotel business entities, as well as the regulatory framework of
state and local authorities in managing environmental practices and sustainable
development in future scientific research.
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