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Chapter 1

Sustainability as the
New Foundation of
Luxury Hospitality

Luxury is transforming to meet the
demands of a new generation of
travellers to whom sustainability is
paramount. Historically linked to excess,
modern luxury must now embrace
sustainability to meet the demands of
today’'s eco-conscious, luxury-seeking

travellers.

In this eBook, we will explore the
luxury
and sustainability can seamlessly
meet by means of practical tips, case
studies, and real-world examples. We
will outline how best to re-shape the
guest experience, from sustainability
as an operational necessity to eco-
friendly business practices as a core
brand differentiator to customers
and investors alike.

various methods by which
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Learning how to balance real, eco-friendly poli-
cies with high-end guest experiences is a chal-
lenge that the modern luxury resort must rise
to. The transformation to a sustainable luxury
resort should involve a deliberate blending of
eco-friendly strategies with sophisticated mod-
ern hospitality, focusing on elements such as
green architecture, resource conservation, in-
novative waste management, and meaningful
local partnerships.

Luxury and environmental stewardship are not
mutually exclusive, and with the right knowl-
edge and passion, they can coexist to create a
unigue and enriching experience for guests,
investors, and local communities alike. This ap-

proach aligns with UN Tourism’s definition of

sustainable tourism:

Tourism that
takes full
account of its
current and
future economic,
social and
environmental
impacts,
addressing the
needs of visitors,
the industry, the
environment
and host
communities.



https://www.unwto.org/
https://www.unwto.org/

Further, we will explore the emergence
of the idea of “guilt-free stay” and how
sustainability ties into the emotional

well-being of the guest. This concept is
therefore intertwined with the material
aspects of luxury. The traditional per-
ception of luxury as synonymous with

physical comfort can now be expand-
ed to include the guest’s peace of mind

that follows knowing their travel choic-
es have aligned with ethical values.
This implies that luxury brands must
now cater not only to the tangible
desires of their clientele but also to
their ethical aspirations, and outlining
genuine sustainable guidelines is an
efficient way to achieve this while fu-
ture-proofing business strategies.




Sustainability has

become a

Non-Negotiable

Across industries, sustainability has
transcended niche interest to become a
fundamental operational and strategic
imperative, and nowhere is this more
true than in the luxury hospitality sector.
The expectation for sustainable practic-
es is no longer optional but increasingly
viewed as non-negotiable for long-term
viability and competitiveness.

Image from Booking.com Sustainable Travel Report 2024
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Global travellers are increasingly pri-
oritising sustainability and favouring
environmentally aware vacations. In
fact, a_2024 Booking.com survey
found that 83% of global travellers be-
lieve sustainable travel is important.
Much like the transition from fast to
slow fashion, “slow travel” is becoming
a trend, emphasising deeper engage-
ment with travel destinations.



https://www.gstc.org/booking-sustainable-travel-report-2024/#:~:text=While%20this%20year's%20research%20reveals,to%20make%20more%20sustainable%20travel
https://www.gstc.org/booking-sustainable-travel-report-2024/#:~:text=While%20this%20year's%20research%20reveals,to%20make%20more%20sustainable%20travel

The landscape must be considered be-
travellers, though,
with corporate and investor stakehold-

yond recreational

ers exerting significant influence. Event

planners consider sustainability cre-

dentials when selecting venues, more
than ever before, with 12% citing it as an

influential factor in Request For Propos-
al (RFP) submissions. Luxury travel des-
tinations that meet standard Environ-
mental, Social, and Governance (ESG)
requirements have the upper hand, as it
is becoming a deciding factor in secur-
ing lucrative contracts, with such com-

pliance ensuring that it will not depre-
ciate in value as an investment asset.

For luxury resorts, this new implication
is clear. Sustainability initiatives must
be seamlessly integrated into the core
value proposition, enhancing the ex-
pected quality and experience (even
if justifying a premium price), closing
the gap between intention and ac-
tion. Highlighting the universality of
sustainability, such as enhanced guest
satisfaction and positive impacts on
local

communities, becomes para-

mount.

nners source hotels and venues,
for brands that align with their
ke guests. Cvent's 2025 Planner

revealed that for 12% of event pro-
Inability Is one of the most influ-
en submitting an RFP to a hotel

For luxury resorts, this new implication
is clear. Sustainability initiatives must
be seamlessly integrated into the core
value proposition, enhancing the ex-
pected quality and experience (even
if justifying a premium price), closing
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the gap between intention and action.
Highlighting the universality of sustain-
ability, such as enhanced guest satisfac-
tion and positive impacts on local com-
munities, becomes paramount.


https://www.cvent.com/en/blog/hospitality/why-green-new-gold#:~:text=When%20event%20planners%20source%20hotels,to%20a%20hotel%20or%20venue.
https://www.cvent.com/en/blog/hospitality/why-green-new-gold#:~:text=When%20event%20planners%20source%20hotels,to%20a%20hotel%20or%20venue.
https://www.cvent.com/en/blog/hospitality/why-green-new-gold#:~:text=When%20event%20planners%20source%20hotels,to%20a%20hotel%20or%20venue.

OCEANR: Supporting
Luxury Hospitality in
its Transformation

For almost 10 years, OCEANR has
specialised in the design and
production of high-performance,
eco-conscious apparel for the world’s
leading luxury resorts, superyachts,
and ocean-first brands. Our mission
is to create premium apparel using
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recycled materials, thereby minimising
our impact on the planet. OCEANR
serves hundreds of clients, many
of which operate within the luxury
hospitality industry, granting us a keen
understanding of its nuances and
demands.



https://oceanr.co/our-story/
https://oceanr.co/our-story/

Our headquarters and production
facility are both based in Europe,
enabling us to ethically create sus-

tainable apparel to suit your brand’s
individual requirements. Our commit-
ment to eco-conscious innovation en-
sures that every OCEANR garment not
only embodies premium quality and
functionality but also aligns with our
clients’ sustainability goals.
Thisiswhere we come into the sustain-
ability in luxury hospitality conversa-
tion — OCEANR can produce high-per-
formance, high-quality, branded staff
uniforms from recycled materials. We
ensure that employees are engaged
with their resort's sustainability mis-
sion from the ground up, empowering
staff with the knowledge that the uni-
form they wear every day is bespoke
and has been designed and produced
using eco-friendly methods and mate-
rials.

Uniforms made for Waldorf Astoria Seychelles



https://oceanr.co/eco-people/
https://oceanr.co/eco-people/

As we will discuss further in this eBook, OCEANR has consistently partnered
with leaders in luxury - from Four Seasons to Necker Island, granting us a unique
understanding of the attention to detail that is required in luxury hospitality. We
can assist your luxury resort in meeting its sustainability needs through respon-
sibly sourced apparel, and the rest is up to an authentic commitment from your
brand at all levels.
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https://oceanr.co/custom-luxury-hospitality-uniforms/
https://oceanr.co/custom-luxury-hospitality-uniforms/

Chapter 2

The Strategic
Imperative of
Sustainability in
Luxury Resorts

Integrating sustainability into the with tangible benefits, ranging from
everyday operations of a luxury resort brand reputation to talent and investor
isn't a policy obligation; it should be interest, as well as financial savings.
viewed as a strategic business decision

Cost Reduction through Efficient
Resource Management

Sustainable practices yield substantial financial benefits. Energy savings
come from efficient resource management and renewables like solar. Wa-
ter conservation via low-flow fixtures and rainwater harvesting cuts utility
costs. Waste reduction through recycling, composting, and upcycling min-
imises material and food waste expenditure. While initial investments can

be high, long-term gains make sustainability a prudent financial strategy.
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Buildine
Trustwec

A genuine commitment to
sustainability acts as a power-
ful competitive tool, enhanc-
ing a luxury resort’s reputation
and fostering trust. Eco-con-
scious practices appeal to a
broad range of customers who
prioritise sustainable values.

Booking.com’s sustainability
filters, for example, help 59%

of users identify eco-certified
properties.
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Authenticity is crucial.
Third-party certifications like
B Corp combat “greenwash-
ing” and build credibility. Luxu-
ry travellers will pay a premium
for sustainable experiences,
provided there is transparency
and clear communication of a
brand’s tangible environmen-
tal impact, backed by real data
and actions. This access to sus-
tainability resources is a crucial
long-term investment in build-
ing brand trust.



https://news.booking.com/download/31767dc7-3d6a-4108-9900-ab5d11e0a808/booking.com-sustainable-travel-report2023.pdf
https://news.booking.com/download/31767dc7-3d6a-4108-9900-ab5d11e0a808/booking.com-sustainable-travel-report2023.pdf
https://www.bcorporation.net/en-us/
https://www.bcorporation.net/en-us/

Attracting and
Retaining Talent

A strong sustainability commitment
increases a luxury brand'’s appeal to top
talent in the hospitality industry. En-
gaged, motivated, and value-aligned
employees are essential to delivering
the exceptional service quality expect-
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ed in luxury. By attracting and retain-
ing top talent through its sustainability
ethos, aluxuryresortimproves guest ex-
periences, reinforcing its positive brand
reputation and creating a healthy rela-
tionship that works both ways.




Top talent seeks employers aligning with their personal values. A 2024 study re-
vealed 76% of hospitality staff (88% of management) were more likely to stay if
their company showed a positive environmental impact. Embedding sustainabil-
ity fosters a stable, experienced, and engaged workforce, reducing turnover costs
and boosting job satisfaction.

Are more likely to stay in their job for longer if their
company was proven to have a positive
environmental impact



https://www.nutritics.com/en/ebooks-and-reports/sustainability-matters-employee-report/?utm_campaign=sustainability-matters&utm_source=website&utm_medium=report&utm_content=smemployee
https://www.nutritics.com/en/ebooks-and-reports/sustainability-matters-employee-report/?utm_campaign=sustainability-matters&utm_source=website&utm_medium=report&utm_content=smemployee

Meeting
Investol

The investment community increas-
ingly emphasises ESG (Environmental,
Social and Governance) factors, giving
sustainable luxury resorts a competi-
tive edge in securing investments and
large contracts. Investors view ESG as
a sign of leadership, operational resil-
ience,andrisk management. Corporate
clients also integrate sustainability into
procurement, making a resort's ESG
initiatives a deciding factor in securing
significant business and eco-friendly
events.

Hilton and MGM Resorts, for example,
report direct links between corporate
bookings and their sustainability ef-
forts. Sustainable luxury resorts are in-

creasingly attractive investments with
energy-efficient buildings command-
ing 6% higher asset values, according
to the World Green Building Trends

report.

Luxury resorts must implement robust systems for transparently measuring,
managing, and reporting on ESGC performance to meet these demands and avoid

missing opportunities.
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https://www.cvent.com/en/blog/hospitality/why-green-new-gold
https://worldgbc.org/wp-content/uploads/2022/08/WorldGBC-Beyond-the-Business-Case.pdf
https://worldgbc.org/wp-content/uploads/2022/08/WorldGBC-Beyond-the-Business-Case.pdf
https://worldgbc.org/wp-content/uploads/2022/08/WorldGBC-Beyond-the-Business-Case.pdf

The Evolving Luxury
Traveller: Conscious
Consumption and
Authentic Experiences

Today's luxury traveller has shifted from  consider the social, cultural, and envi-

traditional hedonistic consumption to ~ ronmental impact of their tourism with
conscious consumption, seeking expe-  over 80% of Virtuoso survey respon-

riences that don't harm the environ- dents indicating a desire to travel more
ment or local communities. They now  responsibly post-COVID-19.
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https://www.asta.org/travelerServices/regenerative-travel
https://www.asta.org/travelerServices/regenerative-travel

The conscious traveller blends luxury
with sustainability, prioritising authen-
tic experiences that allow them to feel
they are contributing positively or min-
imising harm at sustainability-aligned
resorts. Research shows 38% of lux-
ury seekers will pay 30-50% more for
sustainable features, and nearly 80%

of travellers would pay at least 10%
more.

This willingness is highly dependent
on resort transparency. 75% of luxu-
ry travellers link higher payments to
knowing how their funds are applied,
underscoring the need for luxury re-
sorts to communicate impact.

Younger generations prioritise tangible evidence of the positive outcomes that
their spending supports, whether it's funding local conservation, ensuring fair
wages, or investing in renewable energy infrastructure. This indicates a shift from
passive tourism to active engagement, transforming guests into contributors to
the destination’s wellbeing.

Sustainability remains important for 84% of Booking.com travellers in 2025. With
this in mind, luxury resorts should focus on guest well-being, environmental stew-
ardship, and community connection to meet these desires.



https://www.euromonitor.com/article/meet-the-new-luxury-travel-seeker-discerning-digitally-savvy-and-diverse
https://www.euromonitor.com/article/meet-the-new-luxury-travel-seeker-discerning-digitally-savvy-and-diverse
https://www.euromonitor.com/press/press-releases/august-2023/travellers-will-pay-10-extra-for-sustainable-travel-despite-cost-of-living-crisis-euromonitor-report
https://www.euromonitor.com/press/press-releases/august-2023/travellers-will-pay-10-extra-for-sustainable-travel-despite-cost-of-living-crisis-euromonitor-report
https://www.euromonitor.com/press/press-releases/august-2023/travellers-will-pay-10-extra-for-sustainable-travel-despite-cost-of-living-crisis-euromonitor-report
https://www.andbeyond.com/wp-content/uploads/sites/5/Virtuoso_Sustainability_WhitePaper_2021.pdf
https://www.andbeyond.com/wp-content/uploads/sites/5/Virtuoso_Sustainability_WhitePaper_2021.pdf
https://sustainability.booking.com/industry-insights

The Far-Reaching
Benefits of Credible
Communication

For conscious luxury travellers, trans-
parency and credible communication
are essential for building trust and jus-
tifying premium pricing. In an environ-
ment saturated with marketing mes-
sages and greenwashing, guests need
reliable and transparent information to
make informed decisions about their
travel choices.

This desire for clear communications
necessitates moving beyond vague
terms like “eco-friendly.” Third-party
certifications from reputable bodies,
such as B Corp, play a vital role, offer-
ing independent validation. Commu-
nication around sustainability should
engage guests and build trust, foster-
ing understanding and appreciation
of a resort's environmentally focused
business model, transforming it into a
two-way dialogue that builds lasting
relationships.
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https://www.bcorporation.net/en-us/

Chapter 3

Best Practices
and Innovations in
Sustainable Luxury

Resorts

Excellence in sustainability can enhance
the Achieving
genuine sustainability in the
resort sector requires a comprehensive
and integrated approach that addresses
stewardship, local
and

luxury  experience.

luxury

environmental
socio-economic  contributions,
transparency around  certification.
According to Deloitte’s 2023 study on
sustainable consumer behaviour, 75%

of Canadians said they are more likely

to purchase from brands offering
sustainable products if quality and
price are equal. Furthermore, 94% of
respondents stated that it is a brand’s
responsibility to ensure their products
are not harmful to the planet. These
figures provide valuable insights. Even
if luxury is not necessarily providing a
“product” but an experience or service,
there are certainly valuable lessons to
take away.
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https://www.deloitte.com/ca/en/about/press-room/while-brands-think-they-have-consumer-trust-most-canadians-are-skeptical-about-sustainability-claims.html
https://www.deloitte.com/ca/en/about/press-room/while-brands-think-they-have-consumer-trust-most-canadians-are-skeptical-about-sustainability-claims.html

Sustainable Design
and Construction

Sustainability begins before the first
guest arrives, with thoughtful design
and construction. Green architecture
principles guide the development
process, emphasising the use of sus-
tainable and locally sourced materials
where possible. Materials like bamboo,
reclaimed wood, and recycled metals
are increasingly incorporated into lux-
ury resort design.

Luxury resorts must consider long-
term operational sustainability through
energy efficiency, too. Aiming for rec-
ognised green building certifications
like LEED (Leadership in Energy and
Environmental Design) provides a
framework for achieving high stan-
dards in energy and water efficiency,
indoor air quality, and sustainable site

development in a luxury resort. De-
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cisions made during the design and
construction process will have a pro-
found impact on the resort’s environ-
mental footprint and operational costs
throughout its lifecycle.



https://www.usgbc.org/leed?status=redirect&url=https%3A%2F%2Fplatform-api.usgbc.org%2FOAuthClient%2Fprocess%&deviceId=ZGJHZ2lUeXBYZnJDZ2twV1JMTUpxNW04UWc3MXNPaXZaYmw5Z0puYUpiZz0kRnpubnV6a3FJYllqbmtEZTdneWFCZz09
https://www.usgbc.org/leed?status=redirect&url=https%3A%2F%2Fplatform-api.usgbc.org%2FOAuthClient%2Fprocess%&deviceId=ZGJHZ2lUeXBYZnJDZ2twV1JMTUpxNW04UWc3MXNPaXZaYmw5Z0puYUpiZz0kRnpubnV6a3FJYllqbmtEZTdneWFCZz09

Managi
Efficien
Sustain
Infrastr

As outlined in Chapter 2 of this eBook, the efficient management of energy, water,
and waste is crucial for the environmental performance and long-term cost-effec-

tiveness of a luxury resort.

to renewable energy sources like solar and wind

Smart energy management systems that use au-

lighting, heating, ventilation, and air conditioning

and ambient conditions are an efficient way to

long-term.

ation strategies include installing low-flow fixtures
rainwater harvesting for non-potable uses like ir-

Nting greywater recycling systemes.

1 consider a multi-pronged approach that focuses

reduce, reuse, and recycle. Reducing waste at the

ising packaging, eliminating single-use plastics,

oly chains. Recycling and composting programs
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dfills, and can extend as far as staff apparel, with

niforms being recycled into fabrics for completely

e can also be tackled through careful menu plan-

/ith local farmers, repurposing ingredients, donat-
posting, and even converting organic waste into

gy

The move towards circularity in luxury hospitality, particularly in waste manage-
ment, represents a significant evolution, aiming to create closed-loop systems that
minimise environmental impact while potentially generating economic value.



OCEANR: Bringing
Apparel into the
Sustainability
Conversation

As a provider of premium apparel,
OCEANR believes that clothing plays a
quiet yet crucial role in the sustainability
journey of luxury hospitality. Beyond the
obvious implementation of clothing
within a luxury resort through its
retail spaces and boutiques, OCEANR
is equipped to outfit resort staff

With our Certified B Corp status,
luxury resorts can rest assured that

OCEANR uniforms are not only sustain-
ably and ethically sourced, but they are
also produced under European labour
standards at our factory in Riga, Lat-
via. Staff uniforms are small but hugely
influential details that have a tangible
effect on the overall experience of a
guest in a luxury resort. Luxury guests,
consciously or not, will notice the tai-
loring of staff uniforms — how they fit,
the quality of the fabrics, and whether

they appear worn — and this informs
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in sustainably sourced uniforms.
With our customisation options and
traceable materials, luxury resorts
can partner with OCEANR to work
together on creating a sustainable
story that is backed up by third-party
certifications and real data on the
environmental impacts of our fabrics.

their overall experience and satisfac-
tion. Luxury lies as much in the finer
details as it does in the grander state-
ments that we traditionally associate
with the word “luxury.”



https://oceanr.co/
https://oceanr.co/custom-luxury-hospitality-uniforms/
https://oceanr.co/custom-luxury-hospitality-uniforms/
https://oceanr.co/custom-luxury-hospitality-uniforms/
https://www.bcorporation.net/en-us/find-a-b-corp/company/oceanr/
https://youtu.be/4k_o4ObBRMg?feature=shared
https://youtu.be/4k_o4ObBRMg?feature=shared

OCEANR is experienced in tailoring customised uniform collections to suit the
individual needs of a luxury resort — we understand that job demands and even
climate conditions vary significantly between each resort.

OCEANR apparel and uniforms go beyond style, too, with every piece of clothing
being:

mance (breathable, UV-protective, moisture-wick-

ur logo, colours, design story)

N Europe under fair labour laws)

We ensure that a is avail-
't that we produce, measuring the environmen-

naterial to finished product. Guests can scan a QR

ronmental impact of their clothing.)

repurposing (OCEANR also takes an active role in

O the planet —as part of our sustainable values that

ur fabrics are externally verified, we re-use fabric

g product life and closing the loop.)



https://oceanr.co/eco-product/
https://oceanr.co/
https://oceanr.co/transparency-and-traceability-at-oceanr-with-bcome/
https://oceanr.co/case-study-necker-island/#take-back
https://oceanr.co/case-study-necker-island/#take-back

OCEANR's approach to materials and fabrics centres around innovation and veri-

fiability. Our product line features:

Recycled Polyester: Made from ocean and landfill-bound plastic, using

62% less energy and 99% less water than virgin polyester

GOTS-Certified Organic Cotton: Soft, hypoallergenic, and grown with-

out pesticides, using up to 91% less water

Bamboo and Hemp: Fast-growing, biodegradable, and naturally antibac-

terial

Recycled Coffee Grounds: Used in garments for odour control and UV

protection

Lyocell and Linen: Natural fibres that offer breathability and biodegradability

These materials are not only certified by global standards such as GRS, OEKO-TEX,

and PETA Vegan, but they also deliver premium comfort, durability, and perfor-

mance — all essential qualities in creating a luxury brand experience. When a guest

sees a front-of-house team member in garments made from recycled plastic, it's

not just a uniform, it's a clear and direct message that says, “We care and we're

accountable.”

To ensure that there is transparency on all of these factors and to enable a two-way

dialogue on sustainable business practices, we published a Sustainability Report
in 2025, which provided a data-informed insight into our progress.
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https://drive.google.com/file/d/1VPaumtiwZse21v3Pa7CskdtadHv9DMTH/view?usp=sharing
https://drive.google.com/file/d/1VPaumtiwZse21v3Pa7CskdtadHv9DMTH/view?usp=sharing

Apparel can be an essential compo-
nent in the large-scale sustainabil-
ity journey of a luxury resort, and
OCEANR has seen consistent success
in partnering with premium brands to
implement environmentally friendly
uniformsinto their staff offerings. In ad-
dition to enhancing guest satisfaction,

sustainably sourced staff uniforms also

play a crucial role in boosting employ-
ee engagement, as they know they are
actively participating in sharing their
company’s sustainability story.

Empowering employees to have an
active role in achieving their ESG goals

and knowing that they are wearing
uniforms which had a minimal environ-
mental impact is hugely beneficial to
their morale and performance - there-
by creating a full-circle commitment
to reinventing luxury as an experience
that benefits everyone, from guests
and staff to wildlife contained in the lo-
cal beaches and ecosystems. Addition-
ally, staff uniforms can form an integral
part of a resort's sustainability story.
They are visible to both guests and em-
ployees, providing a constant reminder
of the resort’s values.




Biodiversity

and Ecosystem
Regeneration at
Luxury Resorts

Sustainable luxury resorts should rec-
ognise their mutually beneficial rela-
tionship with the natural environment
and actively work to protect and en-
hance biodiversity. This extends be-
yond minimising negative impacts to

include proactive conservation and re-
generation efforts, and should involve
protecting nearby ecosystems, plant-
ing native vegetation to support local
wildlife, and engaging in habitat resto-
ration.




Engaging guests in these efforts
through guided nature walks, wildlife
monitoring, participation in planting
or clean-up activities, or educational
programmes transforms conservation

from an unseen operational task into
a memorable and meaningful part of
the luxury experience for guests. This
active involvement boosts a resort’s
sustainability credentials by fostering
a deeper connection to nature and the
resort’s values.




Long-term

Sustainability through
Local Community
Engagement

True sustainability, which is precise-
ly what luxury resorts now need to
demonstrate, extends beyond envi-
ronmental concerns to encompass
positive contributions to the social
and economic well-being of local com-
munities. This involves more than just
providing jobs; it should also include

supporting local development and pre-

serving cultural heritage. Some luxury
resorts facilitate direct guest involve-
ment through volunteer opportunities
or cultural education programmes that
benefit the community, such as sup-
porting local schools, participating in
health initiatives, or helping preserve
traditional crafts.




Similarly, prioritising local procurement
is a cornerstone of socio-economic
sustainability. Purchasing goods and

services, such as food, beverages, art,
crafts, furniture, and construction ma-

terials, directly from local producers
and suppliers boosts the local econo-
my, creates jobs, and often reduces the

carbon footprint associated with trans-
portation. The initial investment from
a luxury resort in creating a suitable lo-
cal supply chain builds long-term resil-
ience by securing a reliable source of lo-
cal products and deeply integrates the
resort into the local economic fabric,
fostering loyalty and shared prosperity.
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The Role of

Certifications in
Validating Efforts

In a landscape where sustainability
claims are common, third-party certifi-
cations provide real validation, helping
luxury resorts demonstrate the cred-
ibility of their efforts and, importantly,
enabling consumers to make informed
choices. External certifications offer a

structured framework for implement-
ing and measuring sustainability per-
formance across various dimensions.
Some key, globally recognised certifi-
cation schemes that should be on the
radar of the modern and sustainable
luxury resort are:

Global Sustainable Tourism Council (GSTC) Standards: GSTC provides

global baseline standards for sustainable travel and tourism across four

key themes - effective sustainability planning, maximising socio-eco-

nomic benefits for the local community, enhancing cultural heritage, and

reducing negative environmental impacts.

LEED (Leadership in Energy and Environmental Design): Relevant for

new builds and major renovations, LEED is a green building certification

system that focuses on sustainable design, construction, and operation,

evaluating aspects such as energy efficiency, water conservation, materi-

al use, and indoor environmental quality.




Green Key: This is an eco-label for tourism facilities, focusing on environ-
mental management criteria related to energy, water, waste, guest ser-
vices, and staff involvement. Crucially, it emphasises continuous improve-
ment through reassessments.

EarthCheck: Reviewed annually, this science-based certification helps
businesses measure and manage their environmental and social impacts

against industry best practices.

B Corporation (B Corp): A certification for companies meeting high stan-

dards of verified social and environmental performance, public trans-
parency, and legal accountability to balance profit and purpose. B Corp
assesses a company's overall impact on its workers, community, environ-

ment, and customers.



https://www.greenlodgingnews.com/how-to-choose-the-right-sustainability-certifications-for-your-hotel-business/

Case Study: OCEANR's
B Corp Certification

B Corp ensures that certified compa-

In April 2024, OCEANR became a Certi-
fied B Corporation. Certified B Corpo-
ration companies are verified by B Lab
to meet high standards of social and
environmental performance, transpar-
ency, and accountability — all valuable
measurements against which custom-
ers base their sustainability-informed
decisions.

nies abide by their sustainable values

and meet arigorous standard of consis-
tency and inclusivity in their business
practices, actively working to create
a fair economy. In turn, as a third-par-
ty certification, B Corp status enables
customers to independently verify a
company’s sustainability claims.

OUR MISSION

"Our greatest impact will not be just what we do.

It will be how much we can influence individuals and organisations to take on that sustainable journey and in

turn, influence others to do the same"

Tom Cotter - CEO

Certified

WE ARE

OCEANHA

o
Corporation
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Across all industries, becoming a Cer-
tified B Corporation is viewed as tan-
gible recognition that business is be-
ing conducted in an ethical, fair, and
sustainable manner. Upon receiving
B Corp status, OCEANR received inde-
pendent verification that it abides by

sustainable, ethical business practic-
es. This fosters long-term confidence
and recognition as a brand that gen-
uinely lives by its sustainability values,
helping to avoid accusations of green-
washing by providing consumers with
tangible proof. It also boosts the con-
fidence that our brand partners place

in us, as they know we have been inde-
pendently audited and certified.

To become a Certified B Corporation,
a company must receive a minimum
score of 80, and OCEANR was proud to
successfully meet this high standard
of fair business practices, obtaining
a score of 84.5. B Corp status enables
OCEANR to stand out from the crowd
in terms of traceable commitments to
sustainability and operating an ethical
business model, and this mark of au-
thenticity can be applied across various
industries.

There are over 9,000 Certified B Corporation companies worldwide. For the |ux-

ury hospitality industry, B Corp should be seen as an attainable milestone to aspire
towards, as it proves that a business isn't just talking the good talk; they are also
fighting the good fight towards creating a more sustainable, circular ecosystem.
OCEANR was proud to meet the highest standard of verified social and environ-
mental performance, transparency and accountability. Becoming a Certified B
Corp signifies that your company meets high standards for social and environ-
mental performance, accountability, and transparency.

OCEANR believes that becoming a B Corp should be on the radar for all ethical
businesses, including those in luxury hospitality. Redefining luxury as something
that is conscious, sustainable, and circular does not have to detract from the cen-
tral business of providing a premium service to customers. In fact, B Corp will en-
hance overall customer experience and satisfaction by equipping luxury resort
seekers with the knowledge that their tourism is having a neutral, or even positive,

impact on the planet.


https://www.bcorporation.net/en-us/certification/
https://www.bcorporation.net/en-us/certification/
https://bcorporation.eu/find-a-b-corp/

Despite what the world at large might
think, business doesn't just have to be
about making profits —you can also set
out to do good along the way, even in
the luxury industry. OCEANR has prov-
enthat it holdsits people and the plan-
et in equally high esteem alongside its
traditional business goals, and we be-
lieve that this is an equally attainable
goal for luxury resorts that truly want
to play a meaningful role in meeting
their ESG commitments. While we are
serious about producing premium ap-
parel at OCEANR, the sustainability of
our materials and production process
is not something that has ever needed
to be sacrificed to achieve our consis-

Scan the QR code to access
a full Life Cycle Assessment

Where Luxury Hospitality Meets S

tent quality.

Transparency is key to our operations at
OCEANR. Using QR codes, we conduct
a lifecycle analysis across our product

range, providing insights into the envi-
ronmental impact of our garments and
benchmarking them against industry
standards. While seemingly simple,
this QR code allows customers to view
the environmental impact of our cloth-
ing in the palm of their hand, instantly
boosting brand trust and accountabili-
ty. This is a feature that we have seam-
lessly integrated into the apparel collec-
tions of our partners, including those in
luxury hospitality, allowing others to do
the same.

LOGO

POWERED BY

BCome -
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True to our values, we are also proud to
work alongside pioneering non-profit
organisations worldwide that actively
work to remove human-made waste
from our planet's ecosystems. Spe-
cifically, we partner with impactful
non-profit organisations dedicated to
reducing waste. In line with this com-
mitment, we recently celebrated re-
moving 30,000kg from Indonesian
rivers. Even though we collaborate
with some of the most recognised lux-

ury resorts in the world, we are serious
about our commitment to the plan-
et, and that's why we are also serious
about our partner in luxury hospitality
joining us on this mission. It's not sim-
ple or easy, but as we have demon-
strated through our journey, becom-
ing an apparel brand recognised for
our sustainability achievements is pos-
sible, and it should be a target for luxu-
ry brands too.

At OCEANR, we create stylish, sustainable, and custom apparel for luxury resorts,
yachts, and outdoor adventurers. While we produce apparel for luxury brand part-
ners, achieving Certified B Corporation status reinforces our commitment to a
transparent, circular supply chain and validates our ongoing efforts towards
creating a more sustainable future. Luxury and sustainability commitments aren’t
mutually exclusive — however, just as our partners in the luxury hospitality industry
should recognise, our hard work doesn't stop with becoming a certified B Corp.
For luxury hospitality, being transparent about meeting ESG commitments is a

multi-faceted investment with long-term returns.

Where Luxury Hospitality Meets Sustainable Impact


https://oceanr.co/oceanr-plastic-fischer-remove-30000-waste/
https://oceanr.co/oceanr-plastic-fischer-remove-30000-waste/
https://oceanr.co/oceanr-plastic-fischer-remove-30000-waste/

Despite the compelling business case
and growing guest demand, as outlined
in this eBook, implementing genuine
sustainability in the luxury resort
sector presents unique challenges.

Balancing high guest expectations with
resource conservation and managing
implementation costs is crucial for
maintaining credibility and achieving a
meaningful, long-term impact.




The Imp
Remaini
and Cre

Greenwashing, or making misleading
claims about environmental practices,
poses a significant threat to the credi-
bility of sustainability efforts in the lux-
ury sector. This can manifest in various
ways, such as relying heavily on carbon
offsetting rather than direct impact re-
duction, or overstating the impact of
small initiatives like installing recycling
bins across a resort.

There is also an added layer of com-
plexity when it comes to luxury hos-

pitality, as it is particularly susceptible
to accusations of greenwashing due
to the inherent tension between the
high consumption often associated
with luxury experiences and the prin-
ciples of environmental conservation.
The practice of building large resorts in
ecologically sensitive areas is criticised
as being fundamentally unsustainable,
but as we have learned, this does not
have to be the case.

ore informed and regulations around environ-

> tolerance for hollow sustainability practices

g authenticity requires moving beyond slogans

towards genuine, demonstrable commitment.

ations and transparent reporting are vital tools

ing credibility while navigating the challenging

ort industry.




Striking a Balance
Between Luxurious
Standards and
Environmental
Commitments

A core challenge lies in reconciling the expecta- “

tions traditionally associated with luxury (abun- Some gueStS,
dance, convenience, and indulgent service) pa rticula rly
with the principles of resource conservation and those paylng
gnwronmental respon5|b|||t¥. Some guests, par- premium rates,
ticularly those paying premium rates, may per- )

ceive sustainability measures as a compromise May perceive
on the luxury experience. This is where commu- sustaina b|||ty
nication, again, becomes a key tool in success- measures as a
fully promoting the sustainable policies of a lux- Compromise

ury resort. For example, the guests of a luxury
hotel might view requests to reuse linens and on the quury
towels, if not communicated effectively, as a re- experience. ii
duction in service.

Successfully navigating this hurdle requires a strategic commmunication approach
that reframes the concept of luxury. Instead of focusing solely on material excess,
resorts can instead emphasise the experiential richness and exclusivity that sus-
tainability offers, from locally sourced cuisine to preserving the beauty and heri-
tage of natural ecosystems.

Communication strategies are a powerful tool for operating a sustainable luxury
resort. The goal is to demonstrate that ESG policies enhance the overall value and
quality of the luxury experience, aligning environmental responsibility with guest
satisfaction.



Communicating the
Value of High Upfront
Implementation Costs

While sustainability initiatives often
lead to long-term operational savings,
as mentioned earlier in this eBook,
the initial investment required for in-
frastructure changes can be a signifi-
cant hurdle for some resorts. Therefore,
communicating the value of these in-
vestments to guests is essential.

To overcome price sensitivity and com-
municate value effectively, resorts

need to articulate the benefits derived
from their sustainability efforts clear-
ly. That isn't to say that resorts can't
start with “quick wins”, though. Initia-
tives with lower upfront costs and fast-
er payback periods, such as switching
to LED lighting or implementing basic
waste reduction measures, are all solid
beginnings in a long-term sustainable
structure for a luxury resort.

Marketing and guest communications — through social media, newsletter cam-

paigns, digital resources, or the like — should focus on how sustainability contrib-

utes to a superior overall experience (through better food, healthier environments,

unique activities, or the satisfaction of responsible travel) thereby justifying any

associated premium and bridging the gap between guests’ stated values and

their purchasing behavior.




OCEANR: Effective
Storytelling through
Partnerships

At the heart of truly selling any
sustainability-oriented business
policies to the most sceptical guests
is the

effective communication. Through its

or investors importance of
partnerships with non-governmental
organisations (NGO) who are engaging
in work on the ground, OCEANR has
learned that our brand partners react
positively to tangible proof and stories
of us giving back to the planet.. Our
work with NGOs such as SeaTrees and
Plastic Fischer is tangible proof that
we are committed to reducing human-
induced harm to the environment.

With SeaTrees, OCEANR funds the
planting of 315 mangrove trees
every month in Marereni, Kenya.
These mangroves directly support

reforestation by lining the coasts and
promoting biodiversity. Combine the
number

consistent of mangroves,

a positive environmental impact,
photographs directly from Marereni,
and an impactful story that's worth
sharingimmediatelyemerges.Similarly,

with Plastic Fischer, we have committed

to supporting their mission to remove
plastic from Indonesia’s river systemes,
with a goal of removing 30,000 kg of

plastic by December 2025.



https://seatrees.org/
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Not only do these partnerships help
us to give back to our planet and its
communities who are most affected
by climate change, but they also pro-
vide a valuable insight for our luxury
partners into the sort of compelling
narratives that resonate with sustain-
ability-concerned consumers. As has
been discussed throughout this eB-
ook, any implementation of sustain-
ability initiatives must be authentic,
transparent, and beneficial to parties
beyond those directly involved in a
luxury resort, namely, the communi-
ties and ecosystems among which
the resort resides.

Forging meaningful
relationships and
collaborations with
local conservation

efforts is an effective
base from which to
promote a resort’s
overall sustainability

mission

Partnering with NGOs in the sustain-
ability sector also provides luxury resorts

with an impactful story from which to
centre their narratives. Displaying soli-
darity with an NGO can lead to mean-
ingful connections being fostered, par-
ticularly relationships with local artisans,
conservation projects, or the personal
sustainability journeys of guests and
staff. In the midst of corporate and in-
vestor demands, it can be easy for luxury
resorts to get lost in the technicalities of
ESG requirements and the pressures of
achieving their sustainability KPIs (Key
Performance Indicators). Forging mean-
ingful relationships and collaborations
with local conservation efforts provides
an effective foundation from which to
promote a resort's overall sustainability
mission, while also making a tangible
impact on the planet's well-being.


https://oceanr.co/eco-planet/

Chapter 5

Future Trajectories and
What's on the Horizon
for Sustainable Luxury

Resorts

The journey towards sustainability

in luxury hospitality is ongoing,
with new trends emerging and
foundational principles solidifying.

Looking ahead, the luxury industry
is poised to embrace deeper levels

of environmental local
integration, and
advancement, all underpinned by an
authentic sustainability ethos.

Thereareseveral keytrendsthatwill likely

shape the future of luxury hospitality:

restoration,
technological

- Regenerative tourism aims to actively improve the ecosystems and

communities where resorts operate, leaving them better off than before.

Hyper-localism: This involves prioritising suppliers and experiences with-

in a very close radius, fostering close ties with local farmers, artisans, and

communities.

- Technology integration: Smart technologies will play an increasingly so-

phisticated role by enabling real-time tracking and reporting of sustain-

ability performance, enhancing transparency and management.

These trends suggest a future where sustainable luxury is more ambitious

in its environmental goals, more deeply rooted in its local context, and more

intelligently managed and communicated through new digital platforms.

VAN OCEANY



The Enduring
Importance of a
Sustainability Ethos

Amidst evolving trends and technolo-
gies, the most critical factor for long-
term success in sustainable luxury re-
mains the authenticity and depth of
commitment. Superficial initiatives or
sustainability treated as a marketing
tactic are unlikely to withstand scruti-
ny or inspire genuine loyalty. Authen-
tic leadership requires sustainability

to be a “conscious core value”, deeply
embedded within the resort’s culture
and strategy. This means integrating
ESG principles into the core business
strategy, making it a central pillar, not
a peripheral project. It demands clear
accountability from resort leadership,
with measurable KPIs to actively and
accurately track progress.




When sustainability is genuinely at the
coreofaluxuryresort,itservesasaguid-

ing principle for all decisions, from the
resort’'s design and supply chain man-
agement to staff training and guest
experience curation. This fosters con-
sistency, authenticity, and resilience. It
creates a coherent brand identity that
resonates with conscious luxury con-

Where Luxury Hospitality Meets Sustainable Impact

sumers and attracts value-aligned tal-
ent. Such a deeply embedded ethos
is difficult for competitors to replicate
quickly and provides a foundation for
continuous improvement and innova-
tion. Leadership commitment and gen-
uine buy-in are paramount — otherwise,
sustainability efforts risk remaining su-
perficial and ultimately ineffective.




Chartin
Sustain
Luxury

Achieving and maintaining leadership in sustainable luxury requires a strategic
and continuously evolving approach. Based on an analysis of current trends, guest
expectations, business benefits, and challenges, the following checklist emerges
for luxury resort operators seeking sustainable success.

lations for Integrating Sustainability into Core

/ at the Core: Integrate sustainability and ESG prin-
mental business strategy, not as a separate initia-
rational pillar.

r Engagement: Continuously engage with guests

/olving values and expectations regarding sustain-

rough surveys and feedback mechanisms. Foster

hips with local communities and NGOs to create




>fits

duct regular, thorough audits of en-
Jentify key areas of impact and op-

>ment rigorous standards for ethical

ly chain.

entic Communication: Develop ro-
g, and reporting sustainability per-
s. Communicate efforts, progress,

arently to all stakeholders, avoiding

iation: Explore sustainability mod-

0 transform waste streams into val-
egenerative practices that actively
e community well-being.

> relevant third-party certifications

Jstainability claims, build trust, and

r ongoing learning, innovation, and

s in this dynamic field.




Using this Framework
to Foster a Culture

of Continuous
Improvement

Ultimately, sustainable excellence is
driven by a supportive organisational
culture. Luxury resorts should actively
foster an environment where sustain-
ability is embraced, and continuous
improvement and innovation are en-
couraged at all levels — from staff to
guests, and beyond.

Empowering employees is key. Front-
line staff often possess invaluable in-
sights into operational efficiencies and
guest interactions. Providing relevant
training on sustainability principles
and practices builds capacity and en-
sures that the ethos is understood and
implemented across the organisation.

Luxury resort operators must champi-
on a mindset that views sustainability
not merely as a compliance issue or
cost centre, but as a driver of innova-
tion, efficiency, enhanced brand value,
and ultimately, a superior guest expe-
rience. By fostering this culture, luxury
resorts can ensure that their commit-
ment to sustainability is authentic, dy-
namic, and deeply integrated into their
identity, positioning them for enduring
success in the evolving landscape of
luxury hospitality.




Conclusion

Throughout this eBook, we have explored the
critical intersection of luxury hospitality and
sustainability, highlighting the shift in traveller
expectations towards conscious consumption
and ethical values. We have examined how
sustainability is no longer optional but a
fundamental, offering tangible benefits, such
as cost reduction, brand trustworthiness, talent
attraction, and investment interest.

Using thiseBook, we have detailed best practices
for luxury resorts across the areas of sustainable
design, resource management, and community
engagement, advocating for transparency,
credible certifications (such as B Corp), and
active biodiversity efforts. We have addressed the
challenges of balancing luxury standards with
environmental commitments, stressing the
importance of authentic communication and
storytelling. Ultimately, through our research,
we hope to see this eBook acting as proof that
a deeply embedded sustainability ethos is
key to future-proofing luxury resorts, driving
innovation, enhancing guest experiences,
and ensuring long-term success in a rapidly
evolving market.
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