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The case for
sustainability 
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Unprecedented 
times calls for 
unprecedented 
actions Tackling 

carbon 
emissions

Consumer 
attitude

Legislation

Investor 
focus

Technology

Industry 
dynamics

Customer 
behaviour 

(B2B)

41% say sustainable travel 
is important to them

Rising legislation will 
force change
• European Green deal
• Green buildings
• Circular economy;

supply chain
• Taxation
• Urban planning
• Labour regulation
• Food waste policies

Investors now assess 
sustainability, and 
price into asset value

Existing technology can solve today’s challenges

• Infrastructure, Green energy
• IOT, BIMS
• Brand delivery

Digital players are 
categorising hotels, and 

commoditising brands

Companies are 
factoring ESG 

criteria to 
select travel & 

hospitality 
suppliers

Sustainability  drivers

The case for sustainability

Commercial property accounts 
for 40% of global carbon 
emissions [30% Operational, 
10% Embedded]
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Sustainability and 
growth can be a 
self reinforcing 
combination
Relationship of sustainability, brands and growth

Investment dependencies

Sustainability drives asset value, productivity and unlocks demand

Brands drive owner returns, network growth and scalable services

Growth drives appetite for investment, economies of scale and  
improved opportunities for employment

Return on capital

Operating efficiency

Competitive edge

Network growth

Demand

Scalable services

Consumer demand

Asset valuation

Labour mobility

Jobs & Pay

Financing capacity

Resource efficiency

Cradle to cradle development

Economies of scale

Higher performance

Sustainability Brands Growth
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Hotel companies 
need to shift 
from reactive
to proactive

How research insights create value

Strategic framework

Strategic 
orientation

Increasing legislation
Increasing investor focus

Legal & Governance

Consumer needs, 
attitudes, behaviours. 
Brand value for owners

Brand development

Guest affinity 
Operating performance

Commercial strategy
Operating model

Opportunities 
& threats

• Legal requirement

• Penalties for default

• Impacts asset value

• Access to finance

• Improves guest appeal

• Differentiates brands

• Builds brand premium

• Enables sustainable 
guest choices

• Encourages 
sustainable behaviour

• Increases demand & 
performance

• Builds brand affinity 
beyond stay

Drivers & 
implications

Compliance

Brand leadership

Operating practises
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Consumerism a powerful force that shapes markets: it 
generates demand, it impacts product design, it drives 
innovation, it influences pricing, it creates trends

There is a rising spectre of customer hotel choices 
increasingly being influenced by sustainability 
considerations. This will have a real impact on 
hospitality business’s performance

This also creates opportunity for competitive advantage 
for those hotel businesses with an understanding of 
consumers’ values and priorities in this area
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A. What are the biggest markets and customer 
segments of sustainable travel?

B. To what degree do sustainable values influence 
customer choice?

C. For what (and to what extent) is a customer 
willing to pay more? 

The size of the prize1The key 
questions 
the research 
addresses
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D. What attributes – ESG and others –  do customers 
really care about, and how does this change by 
customer segment?

E. How do customers perceive the strengths and 
weaknesses of my brand(s)?

F. How is my brand positioned compared to my 
competitors?

Perceptions of my brand and 
competitors on ESG attributes2The key 

questions 
the research 
addresses
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The key 
questions 
the research 
addresses

G. How can I build confidence and trust with my 
customers?

H. How do I target and influence the customer 
segments with the greatest appeal for my brand?

I. How could I influence customer choice and 
behaviour most? 

Communicating with consumers and 
changing their behaviour3
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Quantitative Qualitative

Adults who intend to travel and 
stay in a hotel within 12 months

Travel procurement professionals, 
corporate travel managers 

and meeting planners

Online interviews in 10 core global 
source markets 

Zoom interviews 
conducted in USA, UK, DE

The Consumer 
Perspective

The B2B Customer 
Perspective

Middle East Nordics

Research 
Approach and 
Scope
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Consumers think others should 
be doing more on ESG: 
Governments and big business

Even so, over 1 in 3 will “pay 
more to be environmentally 
friendly” and will “assess the 
eco-credentials of 
accommodation”

59%

58%

46%

41%

36%

35%

33%

Rating 8-10 on Agree

Large companies should be doing far more to help the 
environment and support communities

Governments should be doing more to ensure that 
everyone is paid a fair wage and has an equal opportunity

Governments should regulate and provide subsidies to help 
businesses become more sustainable

Sustainable travel is very important to me

I am willing to pay more for environmentally friendly 
products and services

I assess the environmental credentials of accommodation 
when deciding if I will stay there

There's too much concern with the environment, global 
warming and climate change

Base: All adults (n=5,756)
Q1.1 Now please think about sustainability, climate change and the environment. Below are some statements 
other people have made about climate change and the environment. How much do you agree with each one.

General attitudes and behaviours among consumers

General attitudes 
towards 
sustainability
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20

30

40

50

60

70

Gen Z Gen Y Gen X Baby Boomers

Sustainable travel is very 
important to me

I am willing to pay more for 
environmentally friendly products 

and services

I assess the environmental 
credentials of 

accommodation when 
deciding if I will stay there

% Agree (rating 8-10)

10

0

General attitudes and behaviours among consumers

Gen Y the most vociferous in 
expressing these attitudes, 
ahead even of Gen Z

These two age cohorts indicate 
how attitudes will shift simply 
organically in 5-10 years 
among the core hotel guest 
audience

Generational 
attitudes towards 
sustainability
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Personal actions in relation to the ESG agenda
Virtually all travellers have taken some steps, irrespective of whether or not they describe this as an overt ESG action

63%

57%

57%

53%

43%

40%

31%

25%

25%

Reducing food waste

Cutting down on plastic use

Recycling items rather than throwing them
away

Switching off the heating/ electricity when
you go out

Buying locally produced food/ produce

Avoiding buying products with too much
packaging

Travelling and driving less

Limiting your meat consumption or eating
only plant-based foods

Avoid buying from companies with poor
environmental reputations

%

23%

23%

22%

21%

21%

14%

12%

3%

Buying fair trade items

Avoid buying from countries with poor staff
welfare reputations

Avoid buying from companies with poor staff
welfare reputations

Switching to renewable energy suppliers

Supporting environmental campaigns

Actively support companies with diverse
employees

Posting about global warming/ climate
change online

None of these

%

Base: All adults (n=5,756)
Q1.3 Thinking about you, personally, which of the following are you currently doing to help the environment?

General attitudes and behaviours among consumers
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Hotel Guest Global Sustainability Segments

6 sustainability segments
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Eco Evangelists
ά²Ŝneedto savethe world andLΩƳ doing whatever it takesto

play myǇŀǊǘέ

Good Intentions
άLtry to be greenbutƛǘΩǎdifficult and prettyƻǾŜǊǿƘŜƭƳƛƴƎέ

Constrained Believers
άLΩƳ ŎƻƴŎŜǊƴŜŘ ŀōƻǳǘ ǘƘŜ ŜƴǾƛǊƻƴƳŜƴǘ ŀƴŘ L Řƻ ǿƘŀǘ L ŎŀƴΣ ōǳǘ 

others need to do more as wellέ

Self-Centred
ά[ƛŦŜis about enjoymentand experiencesςLΩƳnot cutting

backon that forŀƴȅƻƴŜέ

Climate Sceptics
ά/ƭƛƳŀǘŜchangeis just another way of controlling what weŘƻΦέ

Accidentally Green
άLlook after the things I own and turn off the lights. If that makes

me green,then sobeƛǘέ

We created a new sustainability

segmentation for the hotels sector 

based on attitudinal statements, 

claimed sustainable behaviour and 

the importance of ESG initiatives 

when making hotel bookings

The inclusion of behaviour is an 

important distinction from most 

other segmentations which, by

relying on attitudes alone, can be

biased too much by socially 

acceptable / aspirational answers
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Pen portrait

Eco Evangelists

Eco Evangelists constitute over one in six (18%) 

adults in the core source markets for hotels, with an 

even higher presence in Italy and France.

They are very concerned about sustainability and 

think companies and individuals should be doing 

as much as possible to help.

Their personal action in all areas, from recycling to 

community action, is very high. They are more likely 

to be female than male and would spend more on

sustainable produce.

This segment is not your traditional counter-cultural 

‘eco- warrior’ who spurns wealth and capitalism.

They are found across age groups and countries and 

are financially quite well-off.

I caredeeplyabout the environment and

havesleeplessnightsthinkingabout

what’shappeningto ourworld.Weneed to act 

now and I’m definitely playing my part.

I am more than happyto spendmoremoneyon

something that is responsibly sourced. But we 

won’t turn the tide as individuals. Corporations 

need to step up too. I won’t use any brand that is 

shirking their responsibility and I can seethrough 

all the greenwashing.

Hotel chains need to make it clear what they’re 

doing to help, and I don’t just mean getting rid 

of miniature shampoos (although they should 

do that too). What initiatives are they 

supporting? What do their supply chains look 

like? If I can’t get that reassurance,I’lljuststay

in a boutique I can trust.

“
“
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Attitudes to sustainability Personal action

Key demographics At a hotel, I would be happy to...

Eco Evangelists

General Population

HIGH

HIGH

MED

MED

LOW

LOW

1
7

87

68 66
57

50
57

46 41 35 34

Sustainable 
travel is very 

important

Companies 
should do 
more to 
support 

environment

Govt should 
help 

businesses 
become  

sustainable

Willing to pay 
more for 

sustainable 
products

Stay in a 4 star 
hotel for business 

and leisure

Using sustainable and 
efficient energy is 

most important when 
choosing a hotel

Segment characteristics

Assess hotels' 
environmental 

credentials

Cut down plastic

Recycling rather than 
throwing away

Buying local products

Driving and travelling less

Avoid companies with poor 
environmental reputations

Male Female Generation    
Y/Z

Children in 
household

Household 
income 
(USD$)

Eco 
45% 55% 37% 38% $58K

General 
population 50% 50% 42% 38% $63k

20% 60%

23% 57%

Hotel for 
business o/s

Hotel for 
leisure o/s

Generation 
X/ B. Boomer

63%

58%

Eco Evangelists: In Focus
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Beyond delivery of core hygiene factors, ESG can influence choice

Understanding what is important in hotel decision making

As would be expected, General Hotel Attributes lead, even so they account for less than half of the decision amongst this set of attributes. Once these are 
satisfied ESG criteria then become relevant decision factors – especially for certain of the market segments

8.2%
7.6%

6.7% 6.4% 6.1% 5.8% 5.7% 5.4%
4.8% 4.7% 4.6% 4.5% 4.4% 4.2% 4.2% 4.2% 3.9%

3.4% 3.1%

1.9%8%
16%

23%
29%

35%
41%

47%
52%

57%
61%

66%
71%

75% 79% 83% 88% 92% 95% 98% 100%

0%

25%

50%

75%

100%
Percentage of the average person’s decision influenced by measure…

General Hotel Attributes Environmental Social & Community Cumulative

Cumulative 
percentage
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Eco Evangelists focus much more on ESG
Sustainability is significantly more important than general hotel attributes for this segment 

8.2% 7.6% 6.7% 6.4% 5.8% 4.7% 3.1%6.1% 5.7% 5.4% 4.8% 4.5% 4.4% 4.2% 4.2% 3.9% 1.9%4.6% 4.2% 3.4%

4.8%
5.4%

4.3% 4.6% 4.2%

8.0%

9.6%

7.1%

2.8%

5.6% 6.1%

4.8%
3.9%

5.6% 6.1%
5.3%

4.0% 4.3%

1.6% 1.7%

Percentage of the average person’s decision influenced by measure…

General Hotel Attributes Environmental Social & Community Eco Evangelists

ECO EVANGELISTS

18%
of population

Understanding what is important in hotel decision making
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Climate Sceptics are very value focused 
After value which is very important, they will consider if a hotel offers a good night’s sleep and the bedrooms are suitable

CLIMATE SCEPTICS

14%
of population

Understanding what is important in hotel decision making

8.2% 7.6% 6.7% 6.4% 5.8% 4.7% 3.1%6.1% 5.7% 5.4% 4.8% 4.5% 4.4% 4.2% 4.2% 3.9% 1.9%4.6% 4.2% 3.4%

23.6%

13.0%

9.4%
8.0% 8.9%

3.1% 2.3% 3.1%

7.5%

2.7% 2.2% 2.2%
3.5%

1.6% 1.4% 1.4% 2.0% 1.2%
2.4%

0.5%

Percentage of the average person’s decision influenced by measure…

General Hotel Attributes Environmental Social & Community Climate Sceptics
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Brand Imagery Perceptions: Upper Upscale Tier
G

en
er

al
 H

o
te

l A
tt

. Is a brand that I love

Bedrooms that are suitable to relax in

Has appropriately located hotels

Has friendly and welcoming staff

Offers a great night's sleep

Offers a quality food and drink offering (breakfast, restaurant)

Is good value

En
vi

ro
n

m
en

ta
l

Has accreditation for their environmental credentials

Has environmentally friendly buildings

Is energy efficient

Uses sustainable energy sources

Uses electric vehicles

Minimises their waste

Minimises water use

Eliminates plastic

Offers sustainable food and drinks

Promotes biodiversity

So
ci

al

Is a good employer

Known for equality, diversity and inclusion

Supports local community & cultures

Upper Upscale tier brand image perceptions (MaxDiff analysis)

Brand U Brand V Brand W Brand X Brand Y Brand Z

n= 1424 n= 1455 n= 1407 n= 1222 n= 1036 n= 834

32% 0 29% -1 27% -3 26% -3 27% 0 28% 0

57% 2 51% -1 54% 5 51% 2 49% 2 48% 0

46% 0 45% 1 45% 2 42% 1 39% 0 39% -2

53% -1 50% -2 52% 2 49% 0 47% 1 47% 0

54% -1 50% -2 53% 3 49% 0 50% 3 49% 1

51% 0 48% -1 50% 3 45% -1 45% 2 48% 3

29% -2 31% 1 24% -4 25% -3 23% -4 24% -3

29% 2 26% 0 24% 0 24% 0 21% -2 22% -2

26% 1 25% 1 22% -1 25% 2 21% -1 22% 0

29% 0 27% 0 25% -1 25% -1 26% 2 26% 1

28% 0 27% 1 24% -1 26% 1 24% 1 24% 0

20% -1 19% -1 18% -1 19% 1 16% -2 15% -2

29% 0 28% 0 26% -1 28% 1 26% 1 26% 1

27% -1 25% -1 23% -2 24% -1 22% -1 25% 1

28% 1 24% -1 23% -1 22% -2 22% -1 22% -2

33% 1 32% 2 29% 0 29% 0 24% -3 26% -1

26% 1 25% 2 22% -1 22% -1 22% 1 23% 2

38% 1 36% 1 35% 2 35% 2 33% 2 36% 4

29% 0 27% 1 26% 0 26% 1 22% -1 26% 1

25% -3 27% 1 24% -2 24% -1 22% -1 23% -2
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Brand Imagery Perceptions: Upper Midscale Tier
G

en
er

al
 H

o
te

l A
tt

. Is a brand that I love

Bedrooms that are suitable to relax in

Has appropriately located hotels

Has friendly and welcoming staff

Offers a great night's sleep

Offers a quality food and drink offering (breakfast, restaurant)

Is good value

En
vi

ro
n

m
en

ta
l

Has accreditation for their environmental credentials

Has environmentally friendly buildings

Is energy efficient

Uses sustainable energy sources

Uses electric vehicles

Minimises their waste

Minimises water use

Eliminates plastic

Offers sustainable food and drinks

Promotes biodiversity

So
ci

al Is a good employer

Known for equality, diversity and inclusion

Supports local community & cultures

Upper Midscale tier brand image perceptions (MaxDiff analysis)

Brand A Brand B Brand C Brand D Brand E

n= 122 n= 305 n= 939 n= 196 n= 102

10% -5 13% -4 26% 0 24% 1 16% -2

24% -1 36% 6 30% 3 22% -2 18% 0

24% -1 38% 8 25% 0 26% 5 15% -1

25% -2 36% 4 28% 3 27% 5 14% -3

21% -4 31% 1 50% 0 41% -3 39% 5

23% 1 22% -3 41% -5 40% -1 37% 6

15% -6 31% 7 24% 1 23% 3 16% 0

11% -2 14% 0 29% 1 27% 2 14% -5

15% 2 12% -3 30% 2 28% 3 24% 6

14% -1 17% 0 23% -6 28% 2 11% -9

15% 2 12% -4 26% 2 28% 6 14% -3

9% 0 6% -3 35% 2 24% -5 25% 3

18% 3 16% -1 48% -1 37% -7 40% 8

13% 0 13% -3 47% -2 37% -6 40% 7

16% 4 11% -4 41% -1 32% -5 32% 4

18% 3 15% -3 24% -1 25% 3 8% -9

14% 2 15% 1 24% -1 22% 0 14% -3

21% 3 23% 1 18% 0 14% -3 11% -2

17% 2 16% -1 26% 1 23% 0 15% -2

13% -1 17% 0 23% 1 22% 2 13% -2
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Consumer
Choice modelling
Simulating the impact of ESG measures
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You can now accurately measure the 
likely ROI from investments into 

ESG initiatives
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Consumers were presented with a real world online booking task

By replicating real world decision making we can simulate new hotel offers

For many, this is analogous to how they currently make hotel booking decisions
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Consumers do not always act on their beliefs

Choice Modelling is the technique organisations rely on when the business risk is high

A key advantage of choice techniques is that they are based on the observation of consumer choices. The closer any research technique comes to 
modelling and/or predicting choices, the more actionable and credible it will be to marketers. 

Choice modelling incorporates 
areas of psychology, decision 
theory, design of experiments 

and econometrics of choice

Since Daniel McFadden won the Nobel prize for economics in 2000, usage of choice modelling by the corporate world has exploded

Identify what consumers value, 
what drives their choices when 

confronted with a range of options

Estimate demand for specific 
products and services 

(including price)

Simulate how demand varies in 
response to changes product/ 

service features and attributes, 
price, availability.
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ESG is having some impact in hotel decisions overall

Summary of how important are different options on hotel choice

Price has the largest effect on decision making followed by cancellation policy

27%

14%

12%

11%

11%

11%

9%

5%

Price

Cancellation policy

Sustainability accreditation

Resource management

Sustainable resources

Social

Guest review score

Loyalty programmes

% Impact in deciding which hotel to choose

ESG Aspects

Other Aspects
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Our segments take account of vastly different things when booking

Summary of how important are different options on hotel choice by segment

Eco Evangelists, Good Intentions, Accidentally Green and the Self-Centred put sustainability on par with price when considering which hotel to book

Climate 
Sceptics

Self-Centred
Accidentally 

Green
Constrained 

Believers
Good 

Intentions
Eco 

Evangelists

51% 16% 16% 46% 18% 16%

14% 11% 22% 14% 11% 13%

7% 16% 12% 9% 15% 17%

7% 13% 12% 8% 12% 14%

7% 13% 11% 8% 12% 14%

6% 14% 11% 7% 12% 14%

5% 12% 7% 6% 15% 8%

4% 5% 8% 4% 5% 5%

27%

14%

12%

11%

11%

11%

9%

5%

Price

Cancellation policy

Sustainability accreditation

Resource management

Sustainable resources

Social

Guest review score

Loyalty programmes

% Impact in deciding which hotel to choose

ESG Aspects

Other Aspects
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22%

13%

13%

12%

12%

11%

11%

5%

35%

13%

11%

10%

10%

7%

10%

4%

Price

Cancellation policy

Sustainability accreditation

Sustainable resources

Resource management

Guest review score

Social

Loyalty programmes

% Impact in deciding which hotel to choose

Price is less important for more premium properties

Summary of how important are different options on hotel choice by hotel star rating

In 5 star bookings, price is much less important and ESG issues are more influential than in 3 star hotel booking decisions and is the place to start across 
the portfolio of properties

5 star hotel bookings

3 star hotel bookings



30PRIVATE & CONFIDENTIAL © PACE DIMENSIONS & BVA BDRC 2024

Specific elements in the model guide new offers

How important are specific elements on hotel choice

Free cancellation policy anytime before arrival is considered almost as attractive as a 7% discount off the standard room rate. Sustainability initiatives 
need to be considered collectively – any one initiative will not yield much return, but in combination consumers take notice

2.4% 2.7%
3.5%

1.9%

3.0%
2.4%

2.9%
2.2%

6.3%

5.3%

2.6%
2.1%

2.8%

1.3%
1.8%

2.2%
1.7% 1.8% 2.0%

1.3%
1.7% 1.8% 1.9% 2.1% 2.2%

1.3% 1.5%
2.2% 1.9% 1.8% 2.0%

11.7%

6.0%

4.2%

3.0%
2.5%

% Impact in deciding which hotel to choose

Guest review 
score

Sustainability 
accreditation

Cancellation 
policy

Loyalty 
programme

Sustainable 
resources

Resource 
management

Social Price
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A market simulator allows us to determine consumer choices

The consumer perspective 

Among 5 star travelers, a sustainable hotel option can charge more than a 30% premium and receive fair market share

Hotel 1 Hotel 2
5 Star Hotels

1 2

Guest review score 4.5/5 4.5/5

Sustainability accreditation - Carbon Neutral

Cancellation policy
Free cancellation up to 3 days 

before arrival
Free cancellation up to 3 days 

before arrival

Loyalty programmes Don’t earn rewards points Don’t earn rewards points 

Sustainable resources - Use sustainable sources of energy

Resource management - Zero waste goes to landfill

Social - Promotes equality

Price -14% +14%

Share of Preference 48.4% 51.6%
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Careful decisions need to be made when updating properties or brand 
positioning

Significantly different outcomes by property type and segment

Almost no Climate Sceptics would buy other than on price, whereas Eco Evangelists would be will to pay a significant premium to stay in a climate 
friendly hotel

Hotel 1 Hotel 2

1 2

Guest review score 4.5/5 4.5/5

Sustainability accreditation - Carbon Neutral

Cancellation policy
Free cancellation 3 
days before arrival

Free cancellation 3 
days before arrival

Loyalty programmes
Don’t earn rewards 

points 
Don’t earn rewards 

points 

Sustainable resources -
Use sustainable 

sources of energy

Resource management -
Zero waste goes to 

landfill

Social - Promotes equality

Price -14% +14%

48%

72%

30%

96%

52%

61%

52%

28%

70%

4%

48%

39%

5 star

3 star

Eco Evangelists

Climate Sceptics

Business

Leisure

% who prefer each hotel type

Hotel 1 Hotel 2

Measure the ROI from ESG investment
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Simulator tool allows us to readily run market scenarios

We have prepared a market simulator



PRIVATE & CONFIDENTIAL. © PACE DIMENSION LTD 2022PRIVATE & CONFIDENTIAL. © PACE DIMENSIONS & BVA BDRC 2024

B2B Research:
headline insights
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B2B Qualitative Research

Large corporates and 
their travel intermediary 
partners are on an ESG 

journey, but at very 
different levels of 

maturity

The consensus is not 
whether they will 

incorporate ESG policies,
but more around when they 

will do so

Travel a very visible 
expression of the ESG impact 
of a business, so an obvious 
place for corporates to look 

as they redefine their 
relationship with their 

operating environment and 
their supply chain

ESG is important and it is a new part in procurement, a new part 
in our global work. It will not disappear in the next couple of 
years, but I think you have to be careful what is really realistic.
Business consultancy or management

This is really important for us as we are a stock-based company.. 
we provide information to the public with investors relations. In 
the last years there has been a big focus on sustainability and 
social responsibility, we wouldn't accept any violations.
Engineering manufacturing industry

The higher an organization’s 
public profile the more 

important it is they act and are 
seen to act. Regulation, media 

coverage and consumer 
pressure are all drivers of this 

increasing corporate ESG focus, 
while some have a requirement 

to report on ESG to investors

B2B Research – headlines 
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What companies look for in a hotel partnership RFP 

B2B Qualitative Research

27
26

20
20
20
20

17
16

15
12

10
9
9

8
7

Agreed discount percentages

Set or maximum daily room rates

Minimum number of stars

Set room facilities (e.g. all rooms to have a safe or similar)

Contract payment terms

Guest accessibility requirements (e.g. disabled access)

Built in flexibility

Booking volume rebates

Security features for the room and / or the hotel

Financial reporting (e.g.: specific aspects required)

Hotel company’s own corporate ESG policies

Policy compliance / reporting requirements

Provision for dietary requirements

Minimum hotel levels of ESG adherence

Maximum number of stars

Base is 38 depth interview responses

ESG compliance is becoming an additional corporate requirement in the hotel RFP process, it does not replace other criteria
For less sophisticated businesses ESG considerations may simply be a hotel selection tie-breaker, for those further along their own 
ESG journey increasingly they are becoming a table stakes requirement

2) Which of the following topics do the company guidelines for a hotel partnership RFP cover? (Or, if there are no formal guidelines which of these will you consider?)
Base: all answering question (38) 

Any ESG: n=11
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B2B Qualitative Research

Some corporates will flag ‘green 
hotels’ within their own system if 

they meet minimum ESG 
standards. Some use OTA ‘green 

leaf’ accreditations, as a short cut 
to gauge ESG compliance – a lack 
of corporate resource leads to a 
search for easy-to-use solutions

In general hotels are really trying to focus on this. They 
are trying to become compliant but there is still a 
lot of work to do , especially in older properties. 
Business consultancy or management

Hotels can benefit from this if they incorporate it as part 
of their brand. If it is part of the experience and the brand, 
then it is good. Try to avoid just paying lip service to it. The 
hotels can benefit and possibly charge more if they 
can build it into the experience . 
Technology industry

B2B Research – headlines 

Many hotel brands are thought to 
be on the ESG case – but few think 

they have nailed it – building a 
clear sense of ESG authenticity

is key

A lack of clear / standardised / 
easily accessible data on ESG is the 

biggest challenge for corporates 
with hotels – and so, an 

opportunity
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Using research insights 
to make smart decisions
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Opportunities to improve brand performance

Prioritise 
brand 
investments

Optimise 
demand & 
price

Personalise 
marketing

Influence 
guest 
behaviour

Accelerate 
path to 
sustainability

Research insights and modelling enables smarter decisions 
and the generation of multiplier benefits

Brand 
differentiation

Revenue 
Performance

Market demand

Brand equity

Network growth 
& asset value

Value of sustainable 
brand attributes & 
brand benchmarking

Value 
drivers

Decision 
making

Research 
insights

Price elasticity & 
preference for 
sustainable attributes

Preferences and 
attitudes by market & 
customer segment

Customer preferences 
and buying behaviour 

Business case for 
investment

Market dynamics

Market driven sustainable investments can boost brand & 
hotel performance 
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Market dynamics

Prosperous businesses need to embrace sustainability as a 
core basis on which they compete 
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Traditional basis of competition

Location

PriceBrand

Service Product

Dynamic Competitive advantage

Customer 
Experience

Sustainability 

Flexible business & 
technology 

platform 

Location, price and product determines the 
size of the market

Rising digital 
maturity

Consumer 
attitudes &
behaviours

άоу҈ ƻŦ ǘƘŜ ƳŀǊƪŜǘ ŀŘǾƻŎŀǘŜ ǎǳǎǘŀƛƴŀōƛƭƛǘȅ ƴƻǿΤ 
ǘƛƳŜ ŀƴŘ ƎŜƴŜǊŀǘƛƻƴ ŎƘŀƴƎŜ ǿƛƭƭ ǉǳƛŎƪƭȅ ƎǊƻǿ ǘƘƛǎ ǎƘŀǊŜέ 
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Standing still 
means being left 
behind….

41
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Dr Cris Tarrant
cris.tarrant@bva-bdrc.com

Tim Davis MBE
tim.davis@pacedimensions.com

Richard Stevenson
richard.stevenson@bva-bdrc.com

Q&A

Ready to continue your ESG journey? Contact us to learn more.

Patrick O’Meara 
patrick.omeara@sustainablehospitalityalliance.org
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