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Abstract 
The purpose of this study is to compare the CSR content on hotel websites and in guest reviews. 
Our research results outline the difference between the CSR activity hotels and the real consumer 
experience, so called value-action gap (VAG). The survey was conducted on the top 10 „green” 
hotels in Paris, listed by TripAdvisor. Through content analysis, we reviewed information on CSR 
available on hotel websites, and reviewed a total of 8974 hotel reviews on TripAdvisor, of which 
156 guest comments reflect CSR activity. The results of the research have shown that hotels inform 
guests on their websites of their CSR activities in varying degrees of detail. The comments were 
mainly positive in the CSR categories, but not all CSR topics were included. The results of this 
research can greatly contribute to building CSR strategy for hotels. 
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Introduction 
The importance of sustainability has come to the forefront since the 1970s, a trend that has been 
reinforced by industrialization processes (HSIEH 2012). Today, tourism accounts for 8 percent of 
carbon emissions (LENZEN et al. 2018) and hotels are responsible for 9 percent of energy use 
(IEA 2018). Nowadays, hotels are increasingly adopting simple and cost-effective CSR practices 
such as recycling, reusing products, and reducing waste. The need for responsible and sustainable 
endeavours does not only come from the industry, but hotel guests are increasingly looking for 
sustainable solutions when traveling (YI et al. 2018). Designing sustainable hotels is an industry 
solution that enhances the satisfaction of environmentally friendly guests. By rethinking comfort 
factors, water and energy use, and sustainable products, luxury hotels are adhering to international 
standards and emphasizing the importance of society and the environment (CHERAPANUKORN-
FOCKEN 2014) and therefore, they are able to meet today's conscious consumer expectations. 
2. Literature review 
2.1. Value-Action Gap (VAG) 
Outlining the value-action gap (VAG) is essential for measuring the sustainability of CSR 
initiatives, as it shows the gap between prior service plans / values and actual actions (PERSSON-
VEJSELI 2013). One of the positive examples of VAG-based solutions was demonstrated in the 
Swedish hospitality sector. Gothenburg hotel management has managed to bridge the gap between 
value and action with the help of a well-known local environmental certificate, Miljöbas 
(BJÖRNEFORS-KJELLSSON 2014). First Hotel Chain and Hotel Riverton were among the first 
to obtain this certification (FIRST HOTEL, 2019; HOTEL RIVERTON 2019). The reason for this 
certification is that, unlike other local eco-certifications, Miljöbas imposes less stringent 
requirements on applicants, making standardizing green practices easier for hotels. Nevertheless, 
the performance of Gothenburg hotels is not negligible, as their sustainability efforts have 
successfully bridged the gap between environmental values and real action. 
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In contrast to Swedish hotels, the failure of VAG bridging can be found in the United Arab Emirates 
and other countries (AL-AOMAR-HUSSAIN 2017; ROWE 2018). BAKER et al. (2014) found 
that hotel visitors do not exhibit consistent behaviours; there was a mismatch between the 
consumers' behaviours and the eco-friendly attitudes. While hotel guests show an interest in 
environmentally friendly and sustainable solutions, in real decision situations, sustainability 
considerations are often overlooked. The phenomenon can be linked to the adverse effects 
associated with sustainable practices. Sustainable practices in the hospitality sector often lead to 
decreased luxury and comfort, which in turn creates an erroneous perception that the hotel chain is 
adopting the green practices to cut costs (BAKER et al. 2014). This is also contradicted by several 
surveys which show that the possibility of cost reduction was only a secondary consideration when 
introducing sustainability efforts (SMITH et al. 2015). However, the guests were less motivated to 
select a hotel solely based on the availability of green packages. 
BOCKEN (2017) pointed out that hotel management plays a key role in shaping consumer 
decisions, as many marketing tools can be used to encourage sustainable consumption. One of these 
options could be, for example, the introduction of loyalty programs and other related incentives 
that can enhance the use of green products and services, thus improve the success of sustainability 
(SMITH et al. 2015).  
2.2. Corporate Social Responsibility among Sustainable Hotels 
The sustainability of the hotel industry is influenced by both external and internal factors (GARAY-
FONT 2012). External factors are related to the interests of stakeholders, while internal factors are 
basically tied to the personality and expertise of the leader (such as ethical issues and profit 
realization considerations). CSR is already playing an important role in international hotel chains 
such as Hilton, Fairmont, IHG, Marriott or Scandic (TURNER 2010). The Marriott chain deserves 
special mention, which, by supporting the LGBTQ community, demonstrates the group's 
commitment to social equality and acceptance (MARRIOTT 2019). Other hotels use green stars to 
indicate their commitment to protecting the environment (OZDIPCINER et al. 2016). According 
to reports from the Hilton Group, the hotel group has doubled its social spending in recent years, 
halving its ecological footprint (HILTON 2018). The strategy was based on trends in previous 
hospitality decisions. Overall, hotel chains focus on different factors in their CSR strategy, but are 
primarily geared to consumer needs and hotel services. 
Global surveys of the hotel industry show that corporate social responsibility and conscious 
attitudes towards sustainable practices have become stronger among companies (MARTÍNEZ-
BOSQUE 2013a, MARTÍNEZ et al. 2014). Financial savings from CSR practices also contribute 
to accelerating change. Consumer loyalty and positive public opinion are the pillars of successful 
CSR, which can indirectly increase the company's profit-making ability (ALLES - MARQUES 
2011, TURNER 2010). 
A report from Melia Hotels International also confirmed that the hotel chains owe their industry 
recognition and awards to their CSR policies. One of the hotels has been awarded the “Best 
Initiative in Corporate Social Responsibility and Ethical Conduct” thanks to the CSR initiative 
(MELIA HOTELS 2014). However, it should be noted that sustainable practices may not be 
ubiquitous due to lack of consumer confidence and lack of recognition of sustainability constraints 
(JONES et al. 2016; VILLALONGA 2018). According to CHUN (2016), materialist principles 
reinforce consumer scepticism about corporate social responsibility. 
Nonetheless, the lack of empirical data limits the value of online advertised services. HOLCOMB 
et al. (2017) also emphasize the lack of literature on CSR initiatives and the lack of specialized 
literature due to the limited availability of activities. Yet, further commitment (sensitization) in the 
tourism sector is needed, and in many cases, cost-effectiveness and luxury conditions override CSR 



considerations (COLES et al. 2015). Adaptation of sustainable practices also requires the 
development / improvement of a governmental support environment (ROBIN et al. 2016), which 
may ultimately contribute to bridge the VAG. 
After reviewing sustainability practices and the benefits of CSR, it has become clear that hotels 
can greatly improve the progress of their current CSR activities, and there are many ways to 
overcome VAG. Further prospects for development depend on whether the development of a 
sustainable brand can override materialist consumer demands. 
3. Methodology 
3.1. Data collection 
TripAdvisor introduced Green Leaders Program in 2013. The purpose of the program is to 
introduce environmentally friendly travel options to nature conservation travellers (HARRISON 
2014). It is important to note that the Green Leader program has collected only environmentally 
sustainable activities within CSR and evaluated hotels in the following 10 areas: general green 
practice, towel use, bed linen, recycling, guest training, energy, water, purchasing, waste, site, 
education and innovation (TRIPADVISOR 2019).  
In order to examine hotel sustainability and CSR practices and understand how guests are 
experiencing hotel sustainability and responsibility activities during their stay at the hotel, all 
selected hotel websites and all their guest reviews on TripAdvisor needs to be compared, which 
helps to discover value-action gaps (VAG) between the two sides. In 2019, TripAdvisor reported 
on the top 10 green hotels in Paris, and these hotels are analysed in our study. Three research 
questions were analysed by qualitative content analysis. 

• RQ1: Which CSR activities do hotels communicate on their websites? 
• RQ2: Which CSR topics are mentioned in hotels’ guests’ reviews? 
• RQ3: In which CSR topics are there value-action gaps? 

3.2. Analysis framework 
The first step in analysing the CSR content on the web site and the TripAdvisor feedbacks was to 
collect the categories previously used in the research on this topic and to develop a proprietary 
category system. YI et al. (2018) analysed reviews of top green hotels on TripAdvisor., 737 of the 
7,370 comments had 'green' feedback, which was largely positive. The guests highlighted the 
reflective roofing system, the rainwater treatment system and the green training of the guests. DE 
GROSBOIS (2012) examined the websites of the 150 most popular hotels in the world for CSR 
communication in 5 topics: environmental goals, quality of employment, diversity and 
accessibility, social and community well-being and economic well-being. He noted that many 
hotels report their commitment to CSR, but few initiatives are reported on their websites and their 
results are not very well documented. ETTINGER et al. (2018) examined the website and the 
feedback from TripAdvisor of 47 Austrian CSR certified hotels, using DE GROSBOIS (2012) 
categories. JOGDAN and SAWANT (2018) analysed online CSR reports from four hotel groups 
in India with qualitative content analysis interpreted in eight major categories. Among the CSR 
initiatives energy, waste and water management, sustainable development, diversity and inclusion, 
community well-being and environmental awareness were the most mentioned activities, so they 
typically prefer environmental CSR. While CSR linked to the development of tourism, as heritage 
preservation is overshadowed. MILLAR and BALOGLU (2008) conducted a consumer survey of 
12 green items in hotels, which found that towel replacement, energy-saving bulbs and selective 
trash were the most commonly accepted green items, while soap dispensers or low water pressure 
were already negatively rated. ÁSVÁNYI and KOMÁR (2018) examined Hungarian Green Hotel 
award-winning hotels and comments received on szallas.hu, analysing information on hotel 
sustainability in eight categories. INOUE and LEE (2011) specifically examined the relationship 



between CSR and corporate financial performance in the tourism sector, which was evaluated on 
five topics: employee relations, product quality, community relations, environmental issues, and 
diversity issues. 
Based on these previous researches we categorized CSR related information to eight categories: 
responsible attitude, environmental responsibility, responsible products, local environment, 
education of guests, equal opportunities, local community and attitude of employees. 
3.2. Data analysis 
According to WEBER (1985), content analysis is an analytical method that can categorize words 
in any written text. Applying the methodology will highlight the main features of the content of the 
dataset and allow researchers to identify the "latent meaning" of the content (BRYMAN-BELL 
2015). 
The purpose of this study is to analyse the content of the websites of the TOP 10 green hotels in 
Paris and their online guest reviews on TripAdvisor and to compare them to highlight the value-
action gaps. Thus, the obtained data gives a comprehensive picture of the CSR practices used by 
the hotels, their consumer opinions and the differences between them (VAG). 
We have looked at the English version of each hotel website, which is also a limitation of our 
research, as not all information is translated to English on the websites. Data was collected in 
August 2019. The analysis of hotels’ websites was evaluated according to DE GROSBOIS’ (2012) 
work on the way CSR communicates. We examined what CSR content the hotel shares about itself 
from six perspectives: does the hotel have a separate CSR report or annual report, which includes 
the CSR topic; whether there is a separate CSR related menu item on the website; menu item 
describing the hotel (information, awards, mission, values, history); career page; press releases; 
newsletter / magazine or blog for clients.  
As a second step, the information was grouped by topic, namely which categories were consistent 
with grouping the feedback evaluation to ensure their comparability. Based on previous researches, 
CSR practices were interpreted in a new category system, in which we developed eight categories 
and used the following keywords to analyse web pages and consumer feedbacks: green hotel, green 
program, green policy, responsible attitude, sustainability, environmentally friendly, logo; 
recycling, towel and linen reuse, water, energy, led, glass, paper, plastic, waste, dispenser; organic, 
bio, fair trade, local, environmentally friendly; organic garden, environment; guest, green program; 
accessible; community; staff, employee. 
To ensure the reliability of the research, the data was collected and coded by one researcher, and 
another researcher randomly selected a hotel using the coding system developed to verify the 
reliability of the codes. Thus, they increased the reliability of the entire research, both on hotel 
websites and guest reviews on TripAdvisor. 
4. Results 
4.1. Analysis of hotel websites 
All ten hotels have an English-language website. Six of the ten hotels belong to the Accor hotel 
chain, thus we analysed the Accor central website, and for the other four we examined their own 
website. Information was not provided on CSR at all on the website of EUROPE HOTEL PARIS 
(2019). The other four websites have CSR-related content, but the amount and quality of 
information differed significantly.  
Hotel websites typically do not focus on sustainability and responsibility. Hotels that have a 
separate menu item on the CSR theme clearly address the responsible attitude of the hotel, 
environmental responsibility and responsible products are in focus, and they aim to inform and 
educate their guests on the topic. Hotels which just mention the responsibility activity, their attitude 
to CSR appear only in some CSR categories. The local environment, as these hotels are located in 



the city centre, is a less relevant category since they are not particularly close to natural attractions. 
Equal opportunity is no longer an important value for hotels. The involvement of the local 
community and the responsible attitude of the employees are appeared at the ACCORHOTELS 
(2019) hotel chain, which shows that independent hotels are less characterized to be responsible. 
4.2. Analysis of guest reviews 
In English, for the top 10 green hotels in TripAdvisor, we have downloaded and analysed all 
available raw data, regardless of when it was generated. The data was downloaded in August 2019. 
From a total of 17,955 reviews, we found 8974 English comments, of which 156 guest reviews 
with CSR content were analysed. The percentage of CSR-related comments typically ranged from 
about 1 to 2%. Hotel Eiffel Trocadero and Hotel De La Porte Dorée Paris had above average CSR 
comments (8.81%, 7.61%), which is probably due to their websites providing relatively detailed 
information on their CSR activities.  
Within the CSR comments, each comment related to CSR was treated as a separate factor, so we 
were able to analyse a total of 198 CSR-related factors in the 156 comments containing CSR. In 
the first round, we examined whether the given factor appears in the comment in a positive or 
negative way, with a ratio of 65-35%, that is, in many cases they experienced positive things in the 
field of CSR rather than negative, or at least they described them. However, it is important to note 
here that, although a factor is negative in the area of CSR, in many cases they have a positive 
attitude in the wording of the guests. For example, changing towels every day served to reinforce 
the positive image of the hotel as they received fresh towels every day. However, there were people 
really dissatisfied with their environmental awareness because they specifically asked not to be 
changed daily, but they did.  
Some also pointed out that they weren’t expecting this from AccorHotels Planet 21, where the 
opposite was emphasized. It was interesting that the paper cups at the Mercure Paris Montmartre 
Sacre Cœur had a negative meaning for the porcelain cups from CSR aspects because they had to 
be discarded after a single use, but the guests judged them not from an environmental point of view, 
but because of conveniences, and also, they weren't expecting this standard from a 4 * hotel. At 
Novotel Paris Les Halles, guests agreed with paper waste reduction, but also less on its 
convenience, as they did not receive brochures about the sights of the area. Another advantage of 
the Novotel hotel is that it has a barrier-free room, but in the event of a fire alarm, a guest mentioned 
that there was no signal in the room, meaning that all services should be accessible from there. The 
accessibility of the room was also negatively reflected in another feedback, as a tourist was 
accommodated in the room as a non-disabled guest and complained about the equipment of the 
room, which indicates that the hotel information was inadequate. Although lower water pressure 
and soap dispensers are environmentally positive, they are not appreciated or negatively 
experienced by most guests, also due to reduced comfort. Responsible attitudes have been 
evaluated at Hotel Eiffel Trocadero and, as part of a measure to further save energy, room cards 
have been proposed to reduce power consumption. 
Although we divided CSR-related information into eight categories, we did not find any guest 
ratings on the local community and employee attitudes, so we analysed the feedback on only the 
remaining six topics. The proportion of comments by category shows that more than half (53%) of 
the guests share their experiences of environmental responsibility, but more often have negative 
perceptions. The main reason for this is that the use of the previously mentioned paper cups at the 
Mercure Paris Montmartre Sacre Cœur, as well as the daily change of towels at other hotels, also 
increases the negative rate. Positive environmental responsibility is mainly due to LED bulbs and 
low water pressure. Responsible products were featured in nearly a quarter of the comments (24%), 
most of which highlighted organic breakfast products, and on a few occasions featured fair trade 



or domestic food and organic bathroom accessories. Almost all analysed hotels in these two 
categories had feedback. In general, 16% of the commented "green" hotel either commented on the 
program or noticed that sustainability was the focus of the hotel, which in most cases (18pcs) 
occurred at Hotel Eiffel Trocadero. The local environment, guest education and equal opportunities 
have only appeared on a few occasions. 
Overall, the reviews confirm that there is a significant difference between the CSR activities seen 
by the hotels under review on the website and the practices seen and known by the guests. 

Figure 1: Value-action gaps 

 
Source: own edition 
After analysing hotel websites and TripAdvisor feedbacks, we compared the two results to answer 
our third research question: which CSR topics formed the value-action gap (Figure 1). For hotels 
belonging to the AccorHotels chain, the CSR information available is extensive and covers many 
areas of CSR, but feedback typically only shows three categories. The CSR attitude of the hotels 
has been mentioned several times, some know Planet 21 itself. Concerning the environmental 
responsibility, although the website emphasizes that towels and sheets are changed only on request 
each day, in practice, the opposite is true, although only a minority of guests find it difficult to get 
fresh towels every day. Responsible products are often featured on the website and in the reviews, 
so in this CSR category, guests experience what the hotels write on their website. The education of 
the guests is not strong enough, as there are few cases mentioned. The beauty of the local 
environment, even though the hotels are not highlighted on their websites, is still welcomed by the 
guests. The Hotel De La Porte Dorée Paris and Hotel Eiffel Trocadero have a lot of information on 
CSR on their website and are appreciated by all categories at all levels. Even the Hotel De La Porte 
Dorée Paris has commented on equal opportunities and local environment where they basically do 
not communicate about themselves. 
Value-action gaps could be seen between CSR topics on hotel websites and guest reviews on 
TripAdvisor. On the one hand, there are topics that appear as values on the website, showing that 
they are important CSR activities in hotel operation, but the guests experience the opposite of that, 
which they also mention in comments mainly related to environmental responsibility. Towel reuse 



and paper cups were the most common (VAG1). On the other hand, we can find information in 
certain CSR categories on the hotel’s website, but guest reviews do not include the topic at all, such 
as the involvement of the local community and the attitude of the employees. That is, the value 
appears but is not perceived or noteworthy by the guest on the activity level (VAG2). Thirdly, we 
may experience a value-action gap in the sense that the hotel itself does not display the CSR topic 
in its values but is nevertheless highlighted by guests as a positive aspect of the hotel's CSR activity, 
which applies most to the local environment category (VAG3). 
Based on the results of the research, the following steps should be considered for successful CSR 
practices: to implement not just mention the CSR activities on websites or formulize them as future 
goals; to obtain recognized CSR / green certifications, which are of interest to the guests; to 
strengthen the environmental responsibility activities, as this category has the most feedback; to 
expand the use of responsible products, as this is always valued positively by guests; to make local 
environment green where possible, as YI et al.(2018) environment encourages tourists to be more 
environmentally conscious; to educate guests in a more detailed, frequent, and understandable way, 
using interfaces that truly deliver information to guests, such as towel change in the bathroom; to 
emphasize on equal opportunities and widen accessibility; to work with the local community and 
possibly involving guests; to make employees' commitment to CSR visible, since this is not 
reflected at all in staff feedback; to highlight economic responsibility; to request more and more 
detailed feedback from guests, as they highlight the value-action gaps that need to be solved.  
5. Summary 
The study evaluates the CSR activity of hotels by analysing guest reviews, adding new results to 
the literature on responsible accommodation. However, based on the results, we see that there may 
be differences between responsible and sustainable accommodation strategies and real hotel 
practices, as we have experienced a value-action gap in three ways. According to our research 
results, the CSR values of hotels are displayed in very different levels on their websites. On 
average, only 2% of guest reviews deal with hotels' CSR activities, but they are mostly positive. 
In our study, we examined only the websites and guest reviews of the TOP 10 green hotels in Paris 
to explore the value-action gap. However, looking at top green hotels in other countries and 
considering different national and cultural differences may increase the validity and 
generalizability of the research. The study is limited to only 10 hotels, so it would be worth 
increasing the number of hotels analysed to generalize the conclusions. 
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