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Abstract 
 
The hotel industry has the potential to engage in greenwashing if it increasingly pursues the title 
of 'green hotel' in an unstructured manner. The greenwashing label only brings losses to the 
company, so it needs to be avoided. Based on a sustainability accounting perspective, 
greenwashing can be avoided by recording environmental accounts and energy use in financial 
reports. Environmental management is an important part in the context of profit, people, and 
planet-based sustainability. Hotels adopt sustainability accounting to avoid greenwashing and get 
the title of green hotel by having a CHSE certificate. Sustainability accounting is also reflected in 
green competitive advantage. The concept of green competitive advantage has been described as 
the condition of a company that cannot be imitated by other businesses, where the company holds 
a position regarding ecological management or sustainability of innovation. 
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Introduction 
Sustainable environmental issues have become a public focus amid increasing awareness of the 
impact of global warming (Loehr et al., 2021). This phenomenon is an opportunity for many 
business people to incorporate sustainable concepts into company values or goals, as well as into 
products that are marketed, including the hotel business. According to a survey conducted by 
booking.com (2020) online with respondents from twenty-two countries, ninety percent of 
travelers consider eco-friendly practices important. Taking advantage of conditions like this, 
many industries, including hotels, are taking advantage of the situation to attract 
customers/tourists by placing a "green" label on their products or services (Saputra et al., 2023a). 
Incorporating green slogans in the company's vision and mission, placing green labels on each 
product, and carrying out green campaigns in the context of marketing products and services 
(Saputra et al., 2023b). An example is using words such as sustainable and biodegradable, or 
including a picture of a tree in the product display (Darvishmotevali & Altinay, 2022; Rubio-
Mozos et al., 2020). What makes it strange is that sometimes claims like this come from companies 
that are clearly known to damage the environment, or even clearly have no green operations in 
running their business (Werastuti et al., 2018). Through these advertisements, the company seeks 
to appear 'greener'. Through this 'green' image, it is hoped that consumers will have a better view 
of the company compared to other products in the same sector, so that the company will experience 
an increase in profits. In fact, behind the increase in profit, there is also an increase in demand that 
damages the environment (Leonidou et al., 2015; Perdana et al., 2020).  
 
The company formulates its communication and marketing strategies in an effort to build an 
environmentally friendly image. Imagery is worked on in various ways, such as green advertising, 
sustainable campaigns, and CSR (Corporate Social Responsibility) programs (Cantele & Zardini, 
2018; Murtaza et al., 2021). Unfortunately, this good concept was not followed up with efforts that 
really had a positive impact on the environment (Cai et al., 2019). This is known as greenwashing 
practice, which can be considered as conveying and spreading misleading information 
(misinformation) (Gupta et al., 2019). Environmental accounting researchers have extensively 
researched how accounting can support companies moving away from socially irresponsible 
behavior, such as greenwashing (Mahoney et al., 2013). Opportunities for camouflage arise 
because, most often, stakeholders do not have the opportunity (eg, access to information) to assess 
the actual social and environmental impacts of company activities (Rao, 2020; Tuan, 2021). In 
addition, the company does not properly consult stakeholders; there are no mandatory reporting 
guidelines, audit requirements, or enforcement mechanisms, resulting in what are referred to as 
reporting performance gaps (Cabral & Chiappetta Jabbour, 2020; Chan & Hsu, 2016). We argue 
that gaps like this, as well as distorted forms of green campaigning, are evidence of camouflage 
(Ardito & Dangelico, 2018). Things like that are now increasingly massive. The company is 
changing the narrative about being environmentally friendly, about products that save the 
environment. In the end, the call to action they build is product purchases, even repeat orders 
(Manurung et al., 2022). Greenwashing is present not only from industry players, but also from 
the existing system, both from regulations that are made and for market needs (Gupta et al., 2019). 
With legitimacy built up in society, brands will get attention for their position that 'seems' to be 
solutive and responsive to environmental issues (Saputra et al., 2021). 
 
Our interpretivist study (Younie et al., 2021) is an exploration of data collected through interviews 
with eight hotel managers who are in the category of star hotels. Our study examines the 
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phenomenon of greenwashing and suggests an approach for developing strategies designed to 
improve the sustainability performance of hotels (Bernard & Nicolau, 2022). We collected data 
for our research in the Province of Bali, a world tourism destination located in Indonesia. We 
identified study participants using convenience sampling (Gray et al., 2020). We used the 
legitimacy concept as a framework for constructing interview questions (O’Dwyer, 2002), 
analyzing data, and discussing our findings to understand the influence of ascribing negative 
qualities to people, whether by authorities, social groups, or individuals. We collected data through 
semi-structured interviews that lasted about 30-60 minutes and used thematic analysis (Caputo et 
al., 2021) to help us make sense of the data. 
 

Literature Review 
 
Basically, greenwashing is a marketing and communication strategy for a company to provide an 
environmentally friendly image, both in terms of products, values, and company goals, without 
actually carrying out activities that have an impact on environmental sustainability. The 
greenwashing strategy is carried out in the form of advertisements, promotions, or events with 
environmentally friendly themes. Through this 'green' image, it is hoped that consumers will have 
a better view of the company compared to other products in the same sector (Zameer et al., 2020), 
so that the company will experience an increase in profits. In fact, behind the increase in profit, 
there is also an increase in demand that damages the environment. However, greenwashing is not 
a corporate sin alone (Pimonenko et al., 2020). Greenwashing can occur due to errors in the entire 
system, both from the side of the company as a producer, the community as a consumer, the 
government as a regulator, and market needs (H. Chen et al., 2019; Zhang et al., 2022). 

Greenwashing Labels in a Business Context 

Greenwashing is motivated by the company's obligation to realize the Sustainable Development 
Goals (SDG), namely the Sustainable Development Goals set by the United Nations (UN) (Majeed 
& Kim, 2023). Greenwashing actions can make a company seem sustainable in its accountability 
report on SDGs (Rasoolimanesh et al., 2020). Greenwashing can be done by exaggerating the 
impact that is actually small, including activities that are normally carried out by companies as 
innovations to achieve SDGs (Hall, 2019), or even inserting things that are not related to these 
achievements. For example, SDG target 12.5 says “By 2030, substantially reduce waste production 
through prevention, reduction, recycling and reuse”. In order to achieve this target, the company 
has the potential to carry out greenwashing by stating that its products can be recycled and reused 
(Saputra et al., 2021). The facts themselves do not live up to their claims. 
 
Several cases of greenwashing have occurred according to henergytracker.asia, namely Seafood 
restaurant chain, Red Lobster, prides itself on sourcing its products sustainably and advertises its 
seafood as ethically caught in an environmentally friendly manner. This claim became the center 
of a class action lawsuit in the United States (El Sawy & Fayyad, 2019). The plaintiffs have 
evidence showing unsustainable and harmful fishing practices by the company. Red Lobster 
suppliers were previously found guilty by a US district court of violating the Endangered Species 
Act (ESA). Their activities have a negative impact on the endangered North Atlantic right whale 
population. As a result, the supplier's sustainable fisheries certificate was revoked. This directly 
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contradicts the marketing of the chain, which claims that the product is sustainable (Gatti et al., 
2019; Pizzetti et al., 2021). 
 
American soda company Coca-Cola was recently accused of greenwashing in two separate cases. 
Allegedly, the company first promotes its new low-sugar line, Coca-Cola Life, as an “eco-friendly 
and healthy alternative.” Second, the company allegedly claims to be committed to reducing plastic 
waste. In both cases, consumers have seen greenwashing. After nutritionists highlighted that the 
drink was still unhealthy, Coca-Cola Life disappeared from shelves. Low sugar labels allegedly 
mislead consumers about the total content still in the bottle. Similarly, Coca Cola went to court 
over its plastic waste claims, with the company being named one of the world's biggest plastic 
polluters. This is allegedly one of the biggest examples of greenwashing 
(https://energytracker.asia/greenwashing-examples-of-top-companies/). 

Sustainability Accounting-Based Approach 

Communication and marketing strategies are formulated in such a way by the company in an effort 
to build an environmentally friendly image. Imagery is worked on in various ways, such as green 
advertising, sustainable campaigns, and CSR (Corporate Social Responsibility) programs (Sara et 
al., 2021). Unfortunately, this good concept was not followed up with efforts that really had an 
impact on the environment (Jordão & Novas, 2017). This is known as greenwashing practice, 
which can be considered as conveying and spreading misleading information (misinformation) 
(Gunarathne & Lee, 2021). The target, among other things, is to attract consumer sympathy 
through a positive image and social responsibility, increase product value, increase popularity, 
respond to market needs as well as to try new markets. In the end, it's all about profit (Rounaghi, 
2019). 
 
Changes in climate cause various challenges in business that urge the corporate world to be 
responsible in this regard, so a sustainability report is prepared (Al-Wattar et al., 2019). The more 
developed the standard, the more transparent a company's information (Uyar, 2020). But in trying 
not to disclose information that might be considered sensitive, greenwashing occurs (Yang et al., 
2020). Several countries have attempted to make the sustainability impact of public investment 
completely transparent so as to minimize the possibility of greenwashing, and there are currently 
three most common components being pursued, namely: (1) a taxonomy that classifies which 
economic activities rely on sustainability accounting principles; (2) the government requests 
additional accounting disclosures for investment products that do have sustainable features, and, 
(3) corporate financial reporting to ensure that the market obtains data regarding sustainability risk 
exposure and handling it (de Freitas Netto et al., 2020; Torelli et al., 2020; Wu et al., 2020) 
. 
Labeling Theory 

The essence of our research is to understand how individuals who work, and to understand the 
“greenwashing” label. Applying this label to the tourism business has a big risk and even has an 
impact on the betrayal of energy conservation and environmental protection (Zafar et al., 2022). 
Deviations through labeling with production methods that are not environmentally friendly will 
continue as long as there are many consumers who use these goods (Di Salvo et al., 2017). That 
is, consumers play a role in changing the amount of demand for an item (Manurung et al., 2022). 
If consumers change from products that are 'said' green to products that are truly green, companies 

https://energytracker.asia/greenwashing-examples-of-top-companies/
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will be more motivated to meet market needs in the form of products that are truly environmentally 
friendly. Therefore, the environmental damage that occurs behind the sweet words Greenwashing 
can be prevented with consumer participation (Arshad et al., 2022; Brand, 2020). 
 
It has been seen how bad the negative impact of the greenwashing label is for the environment 
(Nemes et al., 2022). However, of course, greenwashing itself will not occur if there is a will from 
the general public as consumers to stop it. In the context of the tourism business, especially 
hospitality, green behavior or those that lead to green hotels are the focus of business today (Dixon, 
2020). This tourism business agreement has been embodied in the Global Sustainable Tourism 
Council GSTC) (Saputra et al., 2022). Labeling theory is implemented in this condition, through 
hotels that give their business labels a green label (Merli et al., 2019). Based on a booking.com 
survey conducted in 2022, 95% of hotel customers want to stay at hotels labeled green. 
Furthermore, based on Saputra et al (2023) states that hotels in Indonesia have agreed to be labeled 
green according to government regulations and certified sustainability. However, all of these green 
labels have the deviation phenomenon that many hotels in the world carry out greenwashing labels. 
 

Method 
 
We use a qualitative research methodology (Aspers & Corte, 2019; Myers, 2019) to make 
interpretations of the descriptions and understandings of our informants who navigate 
greenwashing labels in the hospitality business. Our approach to data collection and analysis is 
informed by labeling theory (Di Salvo et al., 2017) and our belief that knowledge is a construct of 
views, differences, and similarities from common experiences (Busetto et al., 2020; L. Haven & 
Van Grootel, 2019). Our approach is also shaped by our position as very privileged individuals 
working in academia as full-time staff and faculty members. Our position makes it easy to meet 
informants and gather the research data we need, because the managers of the hotels we choose 
often interact with us in terms of scientific studies or academic studies in collaboration with the 
local government (Nassaji, 2020). 
 
We used semi-structured interviews as a data collection method because they are an ideal tool for 
gathering the kind of data needed to answer our research questions (de Freitas Netto et al., 2020; 
Myers, 2019; Nassaji, 2020). Our semi-structured interviews were designed with open-ended 
questions to encourage discussion aimed at eliciting informant descriptions and understanding 
(Aspers & Corte, 2019; Busetto et al., 2020). Our approach to coding included organizing data 
collected through interviews with informants identifying a common language for coding, and 
noting important areas in each transcript. Themes emerge from interview transcripts and allow us 
to present participants' perspectives in language that is transferable to other higher education 
professionals (Au, 2019; L. Haven & Van Grootel, 2019). 
 
 

 

Determining Research Informants 

To ensure that our informants understand greenwashing and how it occurs in the business they 
manage, we have developed criteria for informants, namely (1) being an operational manager for 
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a five-star hotel; (2) understand greenwashing; (3) having a vision and mission to be green in both 
behavioral and institutional settings (Rania et al., 2021). After receiving the informant's consent, 
we finally determined the selected informant by meeting all the established criteria (Au, 2019; de 
Freitas Netto et al., 2020). We identified six star hotel managers in the Province of Bali, Indonesia. 
This area was chosen as a research site because it is a world tourist destination today. Of the 6 
informants who agreed to this research process, 2 people served as marketing managers, 2 people 
as financial managers, 1 person as the head of the hotel's green team, and 1 person as CEO. At the 
time of data collection, the researcher interacted with hotel management as an employee and each 
participant was known to the researcher (Busetto et al., 2020; Myers, 2019). Demographic 
information on participants was not collected for this study because we were concerned that 
participants might believe that we would use factors such as race, ethnicity, or gender as elements 
of our analysis (Hayashi Jr et al., 2019; Rania et al., 2021). 
 
Semi-Structured Interview 

Given their limited knowledge of how hotel managers view greenwashing labels, we chose to 
conduct semi-structured interviews to capture the description and understanding of our research 
participants (de Freitas Netto et al., 2020). We developed semi-structured interview questions to 
explore the descriptions and understanding of our informants and provide relevant context to 
practitioners, business people, hotel managers and academics (Busetto et al., 2020). We met 
together to prepare open-ended questions that we believed would elicit responses from our 
informants (Myers, 2019). The development of these questions is informed by the literature and 
our professional experience. We asked guiding questions like, "how would you define 
greenwashing in your role in hotel management? ". In keeping with the benefits of the semi-
structured interview method, we embrace the fluidity and direction of questions in each individual 
interview (Busetto et al., 2020).  
 
Interviews were conducted in several places, namely at the Badung Regency Tourism Office, in 
restaurants, on campus, and in hotels where informants worked. The average interview time is 
between 30 minutes and 60 minutes. To capture informant responses, all interviews were recorded 
electronically. After the conclusion of each interview, the interviewing researcher transcribed the 
recordings verbatim (Au, 2019; Nassaji, 2020). 
 
After the informants gave their informed consent, we began the interview with questions about the 
nature of their work with the risky label of greenwashing, to help ensure participants understood 
the focus of our study (Lemon & Hayes, 2020). Next, we asked informants to explain their 
understanding of greenwashing labels. We then asked informants to share how their descriptions 
align with their experiences of avoiding greenwashing that they know about (Gray et al., 2020). 
After that, we also raise our questions on the discourse of sustainability accounting to avoid 
greenwashing (Younie et al., 2021). Furthermore, we asked follow-up questions during the 
interview to ensure clarity and consistency of responses (Johnsson et al., 2020; Nassaji, 2020). 
This includes asking participants to clarify their understanding of greenwashing as a business 
ethics, business sustainability, and environmental protection.  
Analysis 

After collecting data, the next step is data reduction. We carry out data reduction with the concept 
of selection, focusing on simplifying, abstracting, and transforming raw data that emerges from 
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field data (Myers, 2019). After being reduced, we categorize the data according to the needs (Au, 
2019). For example, data is grouped by date, informant characteristics, or research location. At 
this stage, good data interpretation skills are needed so that the data does not fall into the wrong 
category (Aspers & Corte, 2019; Au, 2019; Busetto et al., 2020). We initially exchanged 
recordings and transcriptions among ourselves for review to ensure accuracy (Nassaji, 2020). In 
particular, we discuss how labeling theory might emerge in transcripts and develop the initial code 
to highlight this example. For example, the literature on re-labeling suggests that we should be 
sensitive to attempts by informants to reframe existing labels with negative connotations (Hayashi 
Jr et al., 2019). 
 
After discussion, we realized that our informants shared this experience specifically to avoid 
greenwashing, which would require us to create new code (Rania et al., 2021). We engage in 
discussions until we agree on the definition and scope of our code of ethics. We had another 
meeting in our office to code the transcripts together, which helped ensure consistency (Nassaji, 
2020). Next, we determine the type and form of the data entered into the metric boxes. Data display 
can be done in narrative form (Aspers & Corte, 2019; Myers, 2019). Next, we group codes that 
have similar content and meaning into categories. For example, each of our informants expressed 
an opinion about the greenwashing label, and it seems clear that each has reflected on the phrase 
but has sometimes reached different conclusions (Aspers & Corte, 2019; Gray et al., 2020; Lemon 
& Hayes, 2020; Myers, 2019). We categorize individual descriptions of this greenwashing label 
as "greenwashing meaning" and categorize them together for further discussion. We then analyzed 
the categorized data using a thematic approach (Gray et al., 2020). This involves a discussion of 
each of the categories that are created at the moment we group the data based on the code we 
define (Lemon & Hayes, 2020). The last thing we have to do is draw conclusions. In general, we 
draw conclusions that include important information in research (Singh & Agarwal, 2022). The 
conclusion is also written in a language that is easy for readers to understand and is not convoluted 
(Majeed & Kim, 2023). 
 
Trustworthiness 

In qualitative research, trust requires the researcher to demonstrate credibility, transferability, 
affirmation, and dependability (Lemon & Hayes, 2020; Myers, 2019). We interviewed informants 
and discussed our transcription until we agreed that we were no longer gathering new information 
(Aspers & Corte, 2019). We believe our research will be meaningful and credible to higher 
education practitioners working with star hotel populations. Throughout our manuscript, we have 
documented our investigation process and the methods we use to collect and analyze data. Finally, 
we limit our findings to the data we collected and analyzed (Busetto et al., 2020; Rania et al., 
2021). 
 
Limitations 

This study has limitations on the willingness of informants to be interviewed. Our informants are 
busy individuals and have busy schedules, so it takes a long time to be able to meet and conduct 
interviews (Nemes et al., 2022). Another limitation lies in the context of generalization, because 
our research was conducted in several star-rated hotels as research sites and was interpreted by the 
managers, so that the study population was in star-rated hotels in Bali, Indonesia. In addition, our 
informants were recruited through convenience sampling, which limited participation to 
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individuals with whom we had a relationship. Because of this, we may not capture the full 
perspective of those working in hotels labeled greenwashing (Szabo & Webster, 2021). 
 

Findings and Discussion 
 

Through the thematic analysis that we conducted about the descriptions and understanding of the 
professionals or hotel managers we interviewed, we found that although many companies practice 
greenwashing, hotels in Bali are very committed to the green hotel concept (Saputra et al., 2023b). 
To identify them, our informants provide very detailed information (Yu et al., 2020). Our theme 
includes business sustainability strategies that are used without greenwashing, negative views on 
greenwashing, efforts to avoid greenwashing by implementing sustainability accounting, and 
protecting hotels from greenwashing through sustainable management (Gatti et al., 2019).  

Hospitality Business Strategy to Be “Green” 

Each of our informants has various and broad definitions of hotel business strategies to achieve 
the green hotel title (Pizzetti et al., 2021). Some of our informants mentioned that achieving green 
hotels uses an environmental strategy approach (Yu et al., 2020). Mr. Nyoman, a marketing 
manager at a five-star hotel in Bali, put forward the strategy his hotel is implementing to achieve 
the green hotel title, namely: 

"Using green-based competitive strategies such as prioritizing park cleanliness, serving 
food with environmentally friendly tools, service hotel facilities with recycled materials, 
as well as appeals to save energy (electricity and water) for guests staying overnight" 

The hotel that Pak Nyoman manages is oriented towards cleanliness and environmental 
sustainability with the aim of achieving a green hotel predicate to be able to reach customers, most 
of whom will stay at hotels with a green predicate (Johnsson et al., 2020). Based on a survey by 
booking.com in 2022, 90 percent of tourists will stay at hotels with a green rating in Indonesia, so 
this is what five-star hotels in Bali want to achieve (Saputra et al., 2023b). Achieving a green title 
is not only enough to make the hotel considered an actor of environmental preservation, but rather 
recognition from the Government regarding green certification or label by the Ministry of Tourism 
of the Republic of Indonesia by issuing a CHSE (Cleanliness, Health, Safety and Environment 
Sustainability) certificate (Saputra et al., 2021). 
 
Mr. Agus, a hotel manager whose position is as a financial manager, said that environmental 
accounting factors were important to achieve the CHSE predicate. Because, conceptually, 
environmental accounting directs management to be guided by environmentally friendly behavior 
and environmental management (Li et al., 2022; Saputra et al., 2022). Mr. Kadek who works as a 
hotel finance manager also conveyed the same thing, namely directing hotels to adopt 
sustainability accounting will provide positive benefits for business continuity. Sustainability 
accounting includes a concentration on the concepts of profit, people and planet. The green 
predicate for the hotel does not mean apart from the "disguise" namely greenwashing (Braga et al., 
2019). So some hotel financial managers suggest really showing concentration on green hotels and 
not pretending to be green (Majeed & Kim, 2023). Mrs. Rini who works as an academic in Bali 
said that hotels should adopt sustainability accounting to avoid greenwashing and get the title of a 
green hotel by having a CHSE certificate. Mrs. Rini stated that CHSE is one of the means for 
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hotels to foster a focus on environmental sustainability (H. Chen et al., 2019), the important things 
to convey are: 

“To achieve a green title, hotels must show their commitment by implementing a 
sustainability accounting mechanism in their financial management. The application of 
this concept will help hotels to avoid greenwashing which is a scary label for the 
industry today.” 

Green strategy and greenwashing are two contradictory things, meaning that a green strategy needs 
to be implemented to achieve a green hotel and CHSE title, but greenwashing as a bad label needs 
to be avoided by applying sustainability accounting. In a sustainability accounting perspective, the 
greenwashing label is the opposite (Chen et al., 2019; Johnsson et al., 2020; Pimonenko et al., 
2020). 

Negative Views About Greenwashing 

Sharing the definition of greenwashing we got from informants who have experience in promoting 
green hotels (Zhang et al., 2022). Ms. Meilia said that greenwashing is detrimental to hotels if it is 
continuously used as promotional material, because today's consumers are smart and understand 
about real green hotels. Ketut Artini, an operational manager for a five-star hotel in Bali, defines 
greenwashing as a misguided strategy to reach customers. This strategy gives consumers a poor 
understanding of the green predicate (Singh & Agarwal, 2022). In detail, he stated his views on 
greenwashing as follows: 

"Greenwashing is a marketing communication strategy adopted by companies, which 
contains ecological messages to form an image as if they are also ecologically 
responsible. Like the issue of single-use plastic, in which more than 90% of the types of 
plastic that are produced every day are not recycled. In the end, the plastic ends up in 
the soil and sea, the amount of plastic is far more than fish. Now, for companies that 
still use plastic in their products, they are trying to change the bad reputation of this 
plastic, one of which is by using the term bioplastic. They claim the plastic they use is 
made from natural materials and is easily decomposed, so it doesn't pollute the 
environment. In fact, to decompose, any type of plastic still requires oxygen and 
sunlight, which are difficult to find in our landfills." 

The quote from Artini's statement implies that greenwashing is carried out by companies to trick 
customers that the company is committed to the environment, so that it gets the sympathy of the 
community (Acampora et al., 2022). Business behavior like this will have a bad impact on the 
company, because it will change the direction of community legitimacy for the product and the 
company (El Sawy & Fayyad, 2019; Singh & Agarwal, 2022). Artini's statement shows that 
companies should avoid greenwashing even though there is also a lot of support from the public, 
who do not understand environmental sustainability. The concept of education on the environment 
must continue to be campaigned for the community and customers (Acampora et al., 2022; Bernard 
& Nicolau, 2022).  
 
Safarudin is the head of the green team at a five-star hotel, he said that in his duties to oversee 
green and energy-saving behavior in hotels, he found many things to learn from. He found that 
many of the behaviors of overnight guests were not in line with the hotel's green concept, such as 
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purchasing packaged products with plastic materials and then discarding them, as well as other 
unacceptable behaviors (Younie et al., 2021). To overcome this, the green team posted 
announcements and campaigned for guests staying at the hotel to always maintain cleanliness, 
respect people who care about the environment, and save water and electricity campaigns (El Sawy 
& Fayyad, 2019; Pimonenko et al., 2020). However, sometimes hotel customers or consumers 
question this greenwashing label (H. Chen et al., 2019).  

Avoiding Greenwashing Products for Consumers 

Mr. Komang, as a member of the star-rated hotel green team mentioned the things that consumers 
need to do to avoid these greenwashing products: 

“The way to be a careful and wise consumer is to be critical and skeptical of the 
products/services to be purchased. Just as when we are curious about the expiration date 
of a product, try to be curious about the ingredients used in the product, who the 
manufacturer is, and whether this product really lives up to the claim of being 
environmentally friendly. After being critical and skeptical, try to find out the 
background of the product and company. Moreover, if the product also claims to be 
environmentally friendly. Find out via Google carefully. From that information, we can 
see whether this product really meets its environmental friendly claims or not.” 

That is one way to avoid staying or buying hotel services, so you don't fall into the trap of buying 
greenwashing products (Acampora et al., 2022). The excerpt of the statement indicates that 
consumer care is needed in avoiding products from greenwashing (Zhang et al., 2022). Mr. 
Legawa, as one of the hotel consumers who is a fanatic of environmentally friendly hotels, whom 
we interviewed in the field, said that it is true that consumers must be wise in choosing eco-friendly 
hotels (Kim et al., 2019). Because many hotels claim to be green hotels (Saputra et al., 2023b), but 
in their operations, they still use disposable plastic materials or do not save energy, both water and 
electricity. He also gave tips to avoid greenwashing, namely: 

"The next tip for avoiding greenwashing is to be wise when buying a product. Think 
many times, do we really need the product or not, and how urgent the need for the 
product is. Buying without thinking, will only cause regret in the end and the items 
purchased are wasted.” 

The excerpts from the interview show that we as consumers need to be wise in all things, including 
in determining the hotel services we get (C. H. Wang & Juo, 2021). As someone who concentrates 
on environmental sustainability, we should be careful when deciding to stay at a hotel (Arshad et 
al., 2022). It is better to check the CHSE certificate owned by the hotel and match it on the website 
of the Ministry of Tourism of the Republic of Indonesia. The CHSE certificate must be placed in 
front of the hotel front office (Partelow & Nelson, 2020), where it is easy to see. 

Green Competitive Advantage For Hotel Sustainability Goals 

The emphasis on competitive advantage is a comparative positional advantage that leads a 
company to perform better than its competitors in the market (Gürlek & Tuna, 2017). For example, 
a company can be in a superior position over its competitors by operating at lower costs than its 
competitors do (Gannon et al., 2015). On the other hand, by following an innovative approach in 
products and production processes, it can differentiate itself from its competitors. Green innovation 
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and environmental management are the advantages of companies in the current era of 
environmental care (Muisyo et al ., 2022). 
 
The most competitive firms are not those with the cheapest inputs or the largest scale, but those 
with the capacity to innovate more. Lin et al (2020) provide examples where environmental 
regulations have caused firms to innovate, thereby creating cost advantages. Companies that 
proactively carry out green strategies will benefit in many ways, rather than only concerned with 
economic gains (Cao et al., 2021). Green competitive advantage is the potential for environmental 
performance to increase long-term profitability (Alam & Islam, 2021). Andreas as a hotel 
operational manager in Bali, explained that competitive advantage is the main opportunity to avoid 
being labeled greenwashing. He also mentioned that hotels in Bali need to compete positively, so 
they don't fall into the greenwashing strategy.  

"Hotels need to develop products that have green attributes and breakthroughs to 
increase competitive advantage in environmentally friendly products. Green 
competitive advantage as an important factor for companies to increase the achievement 
of sustainable development. Green competitive advantage consists of green knowledge, 
green products, green service innovation and green dynamic capabilities.” 

Green competitive advantage in labeling theory, is a corporate strategy (Cao et al., 2021). The 
concept of green competitive advantage has been described as a company condition that cannot be 
imitated by other businesses, where companies hold positions regarding ecological management 
or innovation sustainability (Lin & Chen, 2017). Building a green competitive advantage is 
supposed to be reliable and permanent in the company (Majeed & Kim, 2023). Companies must 
intelligently utilize ecological strategies to form green competitiveness (Wang et al ., 2021). 
Companies can carry out green business processes as a responsibility that has the ability to form a 
green image and effectively track sustainability within the organization (Famiyeh et al ., 2018). 
 
This study emphasizes how hotels gain green competitive advantage. With the strategy proposed 
by Chen and Chang (2013), hotels will pay more and more attention to attributes that can provide 
competitive value such as brand , quality, innovation, service, technology, skills and experience of 
employees (Johnsson et al., 2020). A hotel will differentiate itself from its competitors to attract 
customers (El Sawy & Fayyad, 2019). A strategy that will give hotels a better chance to grow 
sustainably (Acampora et al., 2022; Pimonenko et al., 2020; Zhang et al., 2022). 
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Conclusion 
 

Greenwashing can occur due to errors in the entire system, both from the side of the company as 
a producer, the community as a consumer, the government as a regulator, and market needs. 
According to information from our informants, every hotel business has a different business and 
marketing strategy. The findings of this study state that companies form an environmentally 
friendly image as a good communication and marketing strategy. Of course, an eco-friendly face 
is necessary due to pressure from the market by investors, competitors and consumers. 
Unfortunately, the pressure party is sometimes not concerned with the way taken to achieve that 
good goal. Many consumers support the green movement without first analyzing the actions taken 
by producers. This is due to consumers who are too optimistic about what producers offer and have 
a narrow understanding of environmental concerns. Greenwashing, as a bad label, needs to be 
avoided by implementing sustainability accounting. Greenwashing is also motivated by the 
company's obligation to achieve the Sustainable Development Goals, specifically those related to 
sustainable development. Companies have the potential to engage in greenwashing by claiming 
that their products can be recycled and reused.  

Implications 

The phenomena described in this study have relevance and importance that extend beyond the 
participating institutions because greenwashing labels are widely used across all industries. As we 
have pointed out, the perspectives of our informants, who are hotel managers and academics 
working in industries with the potential to greenwash, require further exploration to understand 
how their experiences can enhance competitive strategies without greenwashing. The findings of 
this study offer insight into the definition and application of unintended greenwashing and the 
potential harm caused by using labels rooted in greenwashing. To better support the entire hotel 
managerial population, professionals must pay attention to what is happening in the hotel industry. 
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