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Abstract

The focus on environmental and social challenges have never been more important than what
we see in the world today. There is an urgent call for strategies and measures that can tackle
these challenges, and in 2015, the United Nations Commission on Sustainable Development
developed 17 goals that could provide possible solutions to the global environmental and
social challenges. The tourism and hospitality sector are mentioned in the goals as the
industry contributes significantly in the creation of jobs and creating positive and negative
ripple effects in societies on a global scale. Small and medium enterprises account for a large
number of the tourism and hospitality businesses and are therefore crucial in the ability to
reach the sustainable development goals of the United Nations Commission. The theoretical
framework is the foundation of the empirical work for this thesis. The empirical research has
led us to two distinguished findings. These findings are the basis for a constructed model
highlighting communication tools and techniques that can be used in a business- tourism

encounter.
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1. Introduction

Never doubt that a small group of thoughtful, committed citizens can change the world;

indeed, it’s the only thing that ever has.

- Margaret Mead, Anthropologist (Keys, 1982, p. 79)

1.1 An Agenda to Transform the World; an Agenda for All

Never before has there been a bigger focus on social and environmental challenges than what
we see in the world today. As the world we live in faces multiple pressing challenges such as:
climate change, inequality, warfare, conflict, and hunger (Brown, 2020), there has been an
urgent call for action by all countries, both developed and developing countries, to come
together in a global partnership to end poverty and tackle climate change (United Nations,
n.d.a). The former UN Secretary-General Ban Ki-Moon stated that “We are the first
generation that can put an end to poverty and we are the last generation that can put an end
to climate change” (United Nations, 2015). In 2015 the United Nations developed an agenda
to account for, and take into consideration, all aspects of pressing challenges and provide
possible solutions. The agenda is named “Transforming our world: The 2030 Agenda for
Sustainable Development” and is adopted by all 193 UN member states. It consists of 17
Sustainable Development Goals (SDGs); which again comprise 169 targets, and further 231
unique indicators (United Nations, n.d.b). The SDGs are built upon decades of work
performed by the UN and their partners, and they are assembled to give a clear and precise
vision of what needs to be done to improve life above and below water. The means of
implementation speaks to a Global Partnership, and it will facilitate global engagement by
bringing together governments, civil society, businesses and local communities to work
together to reach common goals (United Nations, n.d.c). Measures and indicators for follow-
up and review have been established to ensure that the goals are being followed, and no one
is left behind (United Nations, n.d.c)



Businesses play an important role in sustainable development, both locally and globally.
Businesses impact, directly or indirectly, all parts of the three dimensions of sustainable
development: economic growth, social benefits, and environmental inclusion. Ignacio Alvaro,
a specialist in Management and Leadership of Public Organizations and Development at the
Comillas Potifical University claims that “The business sector has become one of the most
important means to achieve the Sustainable Development Goals" (Sustainable Development
Goals Fund, 2017). The Business and Sustainable Development Commission was launched in
2016 and aimed to map the economic gain that could be available to business if the SDGs
were to be achieved. By examining four economic systems (food & agriculture, cities, energy
& materials, health & well-being) the commission concluded that the Global Sustainable
Development Goals opens for 12 trillion US Dollars. This gives an estimate of an economic
gain 2-3 times higher than we see today (Business and sustainable Development
Commission, 2017). This goes to show that businesses need the global SDGs as well as the

SDGs need businesses to achieve the targeted transformation stated in the agenda.

Today, over 99% of all companies in Europe are small- or medium enterprises (SME)
(Gouarderes, 2021). In Norway, also 99% of all enterprises are considered small or medium
in size (Neringslivets hovedorganisasjon, n.d.). This means that SMEs constitute almost all
the business sector and it is therefore crucial to engage them in the work of the global goals.
The second most growing sector in Norway today, and the fastest growing sector in the world
is the tourism industry (Regjeringen, 2019). In the Transformative Agenda, the industry of
tourism has been mentioned explicitly because of its close link to the three dimensions and its

rapid growth.

Going forward, this research paper will discuss the use of SDGs in small and medium sized
tourism and hospitality businesses and how the SDGs can facilitate in conveying
sustainability to tourists and guests in a Norwegian context. To be able to discuss the

mentioned topics above a research question (RQ) is needed.



1.2 Research Questions and Delimitations

The tourism sector is considered an important factor in achieving the SDGs. With a United
Nations specialized agency called World Tourism Organization (UNWTOQO), responsible for
the promotion of the 2030 Agenda, the world of tourism obviously carries a big responsibility
to work towards the goals (UNWTO, n.d.). Despite the relevance of SDG work in the tourism
industry, many businesses may not be aware of their responsibility in working towards the
SDGs - especially concerning the small and medium enterprises. Many businesses are in
some way contributing and promoting green initiatives and enhancing social security.

However, many of these may not be aware of the Sustainable Development Goals.

To investigate how small and medium businesses in the tourism and hospitality industry
approach the work towards sustainable development, this paper will undergo a qualitative
study of five tourism SMEs in one specific region in Norway, Rogaland. The research paper
examines SMEs awareness and usage of the SDGs, and how they convey their knowledge

and work to their customers. The research question we seek to answer is:

How can the UN Sustainable Development Goals help Norwegian SMEs create awareness

about sustainability to their guests/tourists?

Furthermore, we find it useful to limitate subjects and concepts presented in the paper. This
next section will therefore define and address the SDGs and SMEs. We will limit the
concepts to the requirements of this paper as the subjects presented have a magnitude of

reach which would be necessary to narrow down.

1.2.1 Delimitations of the SDGs

The Sustainable Development Goals, also called the SDGs, is the United Nations Agenda to
transform the world. The goals focus on three dimensions: social, economic and
environmental (United Nations, n.d.c). Tourism is in many countries a vital source of income,
an important influence in local cultures and societies and affect the environment through
consumption, transportation, etc. Goals 8, 12 and 14 are highlighted with direct links to

sustainable tourism operations. However, the targets assigned to sustainable tourism entails



the creation of jobs and promotion of local culture and local products (United Nations, n.d.d).
These are all mainly concentrated around the dimension of economics. Yet, in Norway, our
social infrastructures and governmental regulations enable the opportunities for economic
growth and social satisfaction. On the other hand, Norway’s arguably biggest challenge is to
protect the environment and create clean energy and sustainable cities (Bjernestad, 2021).
The three dimensions are independent and their relationship determines if something can be
called sustainable or not. This paper will focus on the environmental aspect of the SDGs, and

how sustainable consumption and production is conveyed to tourists.

1.2.2 Delimitations of the SMEs

The focus of this paper is aimed towards small and medium-sized enterprises. Although the
meaning lies in the name, there are different interpretations of how to categorize businesses
as SME’s around the world. The European Union (EU) sets various criterias; That the
company has no more than 250 employees, that the annual turnover does not exceed 50
million euros or that the annual balance sheet does not exceed 43 million euros (European
Commission, n.d). The Norwegian organization Neringslivets Hovedorganisasjon (NHO)
describes that in Norway it is more usual to categorize SMEs as a company with less than
100 employees (Neringslivets Hovedorganisasjon, n.d). Norwegian SMEs account for more
than 99% of all the companies in the country, and that they contribute to approximately half
of the annual value creation, giving the country more than 700 billion NOK. These numbers
indicate the relevance of SMEs in value creation for Norway. Their internal organizational
structure differs from larger firms who in contrast have a considerably higher amount of
resources to manage the work towards sustainability. We therefore consider SMEs to be
highly relevant for the shift towards sustainable development because of their big market

share and their lack of resources to contribute.

1.2.3 Delimitations of Sustainability

Sustainability means: “to be able to sustain”. According to Cambridge Dictionary the word

means to: “cause or allow something to continue for a period of time” or “to keep alive”



(Cambridge Dictionary, n.d.). The word sustainability calls for a wider understanding with
working on three interdependent aspects: social, economic, and environmental. It is also
important to address that the word has been polluted in newer times with companies,
governments and individuals calling minor adjustments undertaken by the parties as
sustainable options, when they really are minor “improvements” that in the end is not going
to reach the global goals and turn the trend of climate change (Samuelsen, 2020). In this
paper we want to concretize that the word “sustainability” will be used with respect for its
initial meaning when it was introduced, and it will be used within the frameworks of the idea

of the three interconnected dimensions.

1.3 Background

The SDGs were introduced in 2015 at the UN Sustainable Development Summit. The plan is
adopted by all UNs 193 member states, including the Norwegian Government (United
Nations, n.d.a). This enquires full commitment to the cause by all stakeholders. This means
that businesses operating in Member States are committed to work towards the content of the
global goals. To better understand how Norwegian SMEs can utilize the SDGs we firstly
need to look at the relevance of the tourism industry, and SMEs in reaching the Sustainable

Development Goals and thereafter put it in the context of the Norwegian market.

1.3.1 The Relevance of the Tourism Industry in the SDG Work

Sustainable tourism is firmly positioned in the 2030 agenda, but to achieve this agenda it
takes a clear implementation framework, satisfactory financing and investment in technology,
infrastructure and human resources. The tourism sector has significant potential when it
comes to contributing both directly and indirectly, and this to all of the 17 SDGs. But there
are some goals in particular that can be targeted by the tourism sector - this is goals 8, 12 and
14. These goals target sustainable economic growth, sustainable consumption and production

and the sustainable use of oceans and marine resources (UNWTO, n.d.).



Goal 8: Decent work and economic growth

Tourism is one of the biggest driving forces of global economic growth and the tourism
industry provides 1 in 11 jobs worldwide. The tourism sector is included in the target 8.9
which states: “By 2030, devise and implement policies to promote sustainable tourism that

creates jobs and promotes local culture and products” (UNWTO, n.d.).

Goal 12: Responsible consumption and production

The tourism sector can play a significant role in the global shift towards sustainability. This
means that the sector needs to adapt sustainable consumption and production practices.
Target 12.b comments that the sector needs to “Develop and implement tools to monitor
sustainable development impacts for sustainable tourism which creates jobs, promotes local
culture and products” (UNWTO, n.d.).

Goal 14: Life below water
The coastal and maritime segment is a big part of the tourism sector. The development in the
tourism industry must include the Integrated Coastal Zone Management, this way we help to

conserve and preserve fragile marine ecosystems (UNWTO, n.d.).

1.3.2 The Context of the SDGs in SMEs

Small and medium sized enterprises is not only an important aspect of the economy in
Norway, in Europe we see a similar number as the European Commission states that more
than 99% of the companies in Europe are SMEs (as cited in Verboven & Vanherck, 2016, p
167). They also state that SMEs generate almost 58% of the value added in Europe. If we
look even further, the World Bank writes that SMEs represent 90% of businesses and more
than 59% of employment worldwide (The World Bank, n.d). These numbers indicate that
small and medium sized enterprises actually contribute significantly to the economy both in
Europe and worldwide. Taking the environment into consideration, these enterprises will also
play a role when it comes to pollution, and despite their size, they do have a similar
responsibility as larger corporations to act sustainable. It is difficult to find literature on how
much pollution SMEs generate, however research indicates that SMEs account for 60-70% of
the industrial pollution in Europe (Miller, as cited in OECD, 2018, p. 16).With these numbers


https://link-springer-com.ezproxy.uis.no/article/10.1007/s00550-016-0407-6
https://www.oecd.org/environment/outreach/Greening-SMEs-policy-manual-eng.pdf

in mind we can see how important it is to get the SME’s on board to sustainable
development. The book Small and Medium-Sized Enterprises and the Environment describes
SME's as an under-researched sector, where there is little knowledge about its attitudes and
control over its environmental impacts. They go on to write “Its unquantified contribution to
pollution load and unknown management of its environmental impacts means it has a critical
role to play in contributing to sustainable development.” (Hillary, 2000, p.12). Verboven &
Vanherck argue in their paper “The contrast between the importance of SME's for the
European economy and the lack of attention for SME"s and concrete information about SDG
implementation, however, is noteworthy.” (Verboven & Vanherck, 2016, p.167). The article
also describes the SDG Compass which is a tool to help translate the Sustainable
Development Goals into what they call management objectives. However, this is a tool that is
created for large corporations, and does not take small and medium sized corporations into
consideration (Verboven & Vanherch, 2016, p.165). In addition Verboven & Vanherck writes
about how SME’s often have limited resources and knowledge in implementing the SDGs;
that they need guidance on strategies and writes that “...SME's need a holistic, generic and
user-friendly management approach that allows them to plan, implement and test their
sustainability initiatives across the value chain” (Verboven and Vanherck, 2016, p.167).
Several other researchers have also highlighted the important role of SME’s in reaching the
Sustainable Development goals, the president of ECOSOC, Oh Joon stated in the ICSB 2016
Conference that “We must strengthen our support for SME’s particularly in the developing
world, but at the same time be careful not to cut corners in pursuit of profit and growth.”
(Joon, 2018, p 7.). Smith, Kemp & Duff describes the relationship between SMEs and the

environment:

“Although SME's make an important contribution to the economy both nationally and
locally, they fall behind their larger counterparts in terms of environmental activity.
However, SMEs are both concerned about the environment and are willing to address their
environmental responsibilities ” (Merritt, Smith and Kemp, as cited in Smith, Kemp & Duff,
2000, p. 34).

Research provides us with the evidence that SME’s are in fact an important part of business

worldwide and a sector that we need to prioritize to become more sustainable. They account



for such a large percentage of enterprises, but at the same time account for a large percentage
of value creation. We can see that they are important in the economy and the social-
perspective, and we need to get them more on board in the environmental aspect as an entire

sector and not just individual SME’s in developed countries.

1.3.3 Sustainable Development and the Three Pillars; The Norwegian Context

The famous definition of sustainable development states: “the development that meets the
needs of the present without compromising the ability of future generations to meet their own
needs” (UNESCO, n.d.). The intention of sustainable development is building and reaching
the goal of a sustainable planet. However, it is important to underline that the word
sustainability is understood and mentioned as a long-term goal, which is crucial to improve
our way of living in order to create a healthy planet. Sustainable development, on the other
hand, are the specific processes and pathways undergone to reach the result of a sustainable

world. Sustainable development is therefore the means, whilst sustainability is the objective.

The world faces many challenges based on geography, demography, political views, etc.
Challenges in one place are often connected and impact each other. To address the root of the
problems we need to locate these interdependencies. This will again provide us with a long-
term solution (UNESCO, n.d.). Sustainable development is viewed through the lens of three
core elements: social inclusion, economic growth, and environmental protection (UN System
Staff College, 2017). They all interconnect and it is therefore crucial that we view them as
such. This means that economic growth may not be possible to solve before social aspects are
met. Sustainable development would for example not be possible if the planet has no more

resources left. In the end, they all depend upon each other.

It is also suggested that there are linkages between the three existing pillars. The social and
economic pillars shall together be equitable. The economic and the environment should be
viable, and environmental and social should be bearable. Bearable meaning that it can sustain
the same amount of consumption level over a long period of time. (Barile, Quattrociocchi,
Calaberese & landolo, 2018, p. 2).
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Figure 1. The three dimensions of sustainable development

Norway, like most countries, has a long way to go to become sustainable. Arguably,
Norway’s most pressing issue to date is cleaning up their act. In fact, Norway had the second
highest individual consumption rate in 2017 per capita in Europe (Statistisk sentralbyra,
2019). According to statistics by Earth Overshoot Day, by April the 12" 2021 Norway would
already consume their part of resources (Earth Overshoot Day, n.d.). Put into context, this
equals a consumer use of 3,4 planets in total, if all countries were to consume the same
amount as an individual in Norway in a year (NRK, n.d.). Another survey based upon data
from organisations such as The World Bank Group, OECD and UNESCO Institute of
Statistics, investigated 7 main areas to determine the best quality of life in a country.
Depending on factors such as stability (economic and political stability; balanced budget, the
unemployment rate etc), rights (legal system and civil rights), safety, health services, climate
(weather) and costs and expenses, the countries scored between 1-100 per area. Norway is
featured in at number 15, having scored over 90 on all areas except climate, costs and
expenses (WoldData, 2020). This survey suggests that Norway meets the requirements for a
safe society with well-integrated health infrastructure and equally a stable wealth. The

Norwegian government also launched a working-plan for the EU partnership 2020. The plan



opens by highlighting Norway’s most pressing issues, which includes giving its full support
to green initiatives and promising to be an active and relevant partner to the EU in this work.
It also articulates that with green measures comes more jobs, and they want to help

Norwegian businesses to seize these opportunities (Regjeringen, 2021).

All aspects of the three pillars are important. Though, Norway’s most pressing issue is argued
to be climate change and diminishing consumption rates. To become sustainable, Norway

needs to work on the environmental pillar to become bearable and viable in the future.

2. Literature Review and Theory

In this chapter we will investigate literature reviews and theories that will help us answer our
research question. We will present and reflect on literature relevant to the SDGs and SMEs.
We review the literature to establish what the previous research can do for our paper and
what our research can add to the existing knowledge. Based on an extensive search of
literature connected to the SDGs and SMEs, these topics have been reviewed: 1) green
marketing, 2) interpretation, 3) nudging, 4) brand awareness, and 5) consumer behaviour.
Within the topic of consumer behaviour, we present Grunert’s theory of six barriers to

sustainable consumption.

2.1 Previous literature

This section will present and review existing literature relevant to the SDGs; preferable in the
combination of a SME context. It is important to reflect on already known research to
establish what this thesis can add to already existing literature. This section will provide a
review on three published research articles that are thought to be relevant and add insight to

our own research paper.

Verboven and Vanherck propose that there are no existing tools linking SDGs with SMEs in
the current market. The SDG Compass developed by the UN, GRI and WBCSD focuses
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primarily on large corporations and neglects the SMEs that eventually account for the
majority of all businesses today. The article utilizes the Sustatool to help SMEs implement
sustainability in daily practices (Verboven & Vanherch, 2016, p. 165). It focuses on how to
implement sustainable measures in a small and medium enterprise by integrating an existing

tool on the market.

The second existing literature investigates small hotels and responsible tourism practice:
hoteliers’ perspectives, and is set out to understand responsible tourism among owners of
small budget hotels in the Johannesburg region, South Africa. This article, contrary to the
first, aims at the tourism and hospitality sector. The article concluded that though small hotel
owners have a form of appreciation of responsible tourism this does not necessarily translate
to implementing responsible measures in their business strategy. It suggests a “Best
Responsible Tourism Model” which can help small hotels implement responsible measures in
their daily practises, and furthermore suggests a development of a “responsible tourism app”
that can help small hotels communicate with other stakeholders to implement responsible
practises (Musavengane, 2019, p. 786). The third literature article also discusses hotels but
introduces the idea of involving the guest in green practises regardless of the guest's
wittingness in doing so or not. Croonen examines hotels in Amsterdam; how they take part in
sustainable practises and how they engage guests to participate in this work (Croonen, 2020,
p.7). The article provides two different strategies for implementing sustainability successfully
in a hotel; (1) convince the gustes to voluntarily take part in green practices and (2)

implement green practises without the guest noticing (Croonen, 2020, p. 7).

There is little to no research to be found on the topic of SMEs communication of SDG
initiatives and measures in already existing literature. In general, few researchers have looked
into the link between the global goals and SMEs. Our research paper will introduce a new
perspective of the use of SDGs in SMEs in a Norwegian context. It will recommend further
research into areas of communication in a B2C relationship, and presents a more holistic
view on how to reach the SDGs by engaging - not only public sectors and businesses in SDG
work - but also consumers to participate in the process. The next sub-chapter will provide an

overview over relevant theoretical frameworks.
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2.2 Green Marketing

The concept of green marketing has been defined by several researchers in various
academics, however it seems to be a broad term that is hard to find a universal definition on.
Historically green marketing has emerged from the increased interest in environmental issues
and sustainable development, which have led to a new way of approaching marketing (Meler
& Ham, 2012, p. 136). Previously there have been three key elements of marketing;
consumer orientation, integration of marketing principles for the entire business and profit
maximization (Meler & Ham, 2012, p. 136). However, as the interest for the environment
and sustainability increased, a fourth and new element were implemented. In a marketing
perspective, the companies should not just focus on the customer’s wants and needs, but also
the interests of the society and the environment. This led to a fourth element, a social
marketing concept that has been described as social well-being. Green marketing can thus be
seen as a way of marketing oneself and one's product with the intention of meeting the
customers’ wants, both in terms of quality and price, while at the same time taking the

environment into consideration. A common used definition is given by Polonsky 1994

“Green or Environmental Marketing consists of all activities designed to generate and
facilitate any exchanges intended to satisfy human needs or wants, such that the satisfaction
of these needs and wants occurs, with minimal detrimental impact on the natural
environment” (Polonsky, as cited in Polonsky, 1994, 7th paragraph under subchapter “What

is green marketing”).

The authors Jothikumar and Baby explain green marketing in a broader way “Green
marketing is the selling of products that are implicit to be environmentally secure. It includes
an extensive variety of activities, including product modification, changes to the production
process, sustainable packaging, as well as modifying advertising.” (Jothikumar & Baby,
2021, p. 26). This definition takes into consideration that it is a physical product that is being
exchanged, however in a tourism and hospitality context the product might as well be a form
of service. The characteristics of such services are that they often are produced at the same
time as they are consumed, the service will never be exactly the same and it cannot be stored
for later (Berry; Zeithaml, Parasuraman & Berry, as cited in Punitha & Rasdi, 2013, p. 85).
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The task for a company aiming at providing services to customers is to implement green
practices into their daily operation. Croonen describes green marketing in a hotel context as
containing efficient creation, communication and delivery of green value through among
other things products of service offering (Croonen, 2020, p. 23). This can be done by
highlighting the hotel's green attributes, such as the hotel rooms, green award or different
organic ingredients in their food selection on for example the internet (Chen, 2014, p. 917).
This is something that is related to the entire tourism and hospitality industry, as the internet
is the most common context in which green marketing appears (Croonen, 2020, p. 23). The
platform can be used to communicate information about green measures conducted by the
hotel, to current or previous customers but also to potential new customers (Croonen, 2020, p.
23). Research has even provided evidence that 90% of tourists like to stay in hotels that give
attention to the environment (Punitha & Rasdi, 2013, p. 86). If, on the other hand, the
customer finds out that this is fake news, the trust of the organization will be affected
(Bhaskaran, Polonsky, Cary & Fernandez, 2006, p. 688). Unfortunately, it has happened that
a product or a company has through their advertisement called themselves green or
sustainable, when this is not necessarily the case. This concept can be referred to as green
washing. Richard Dahl explains the concept of green washing as advertisement and labels
that promise more environmental benefit than what they can deliver (Dahl, 2010, p. 247).
According to a survey conducted on green marketing in Australia almost all of the products
that claimed to be green or labeled environmentally friendly were to some extent responsible
for greenwashing (Tiwari, Tripathi, Srivastava & Yadav, 2011, p. 21). Even so, there exists some
measures businesses and tourists can look out for to avoid green washing. In Norway it is
emphasized that one can trust companies that use established labeling or certification in their
business strategy (Miljefyrtarn, 2021). For a company to be able to utilize such certification they
have to perform various measures and requirements, as well as pay a given number depending on
the size of the company and what type of certification it is. This scheme will help to weed out
companies that have deliberately or undeliberately taken a part of greenwashing (Miljgfyrtarn,
2021).
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2.2.1 Benefits of Green Marketing

Although green marketing can result in some negative impacts such as green washing, the
concept can also contribute to positive impacts and benefits for both the company itself and
the environment. An article written by Vilkaite-Vaitone & Skackauskiene points out that the
benefits of green marketing can be categorized in three different aspects; social,
environmental and commercial benefits (Vilkaite-Vaitone & Skackauskiene, 2019, p. 59).
They also argue that the majority of previous research is done on the commercial benefits,
rather than environmental and social (Vilkaite-Vaitone & Skackauskiene, 2019, p. 60).
Figure below shows benefits highlighted in the article by Vilkaite-Vaitone & Skackauskiene.
(2019, p. 59-60).

Social benefits Environmental benefits Commercial benefits

- Lower resource use

- Slowed down global
warming

- Decreased greenhouse

- Increased
environmental
Awareness

- Improved public

- Stronger relationships
with customers

- Increased profit

- Achievement of

£as Cmissions

- Decreased pollution

health
- Lengthened life
expectancy

orgamzational goals
- Decreased costs

- Enhanced brand
reputation

- Competitive

advantage

Figure 2. Three dimensions of benefits from green marketing

2.2.1.1 Social Benefits

The article describes the social benefits as the area in which there exists the least amount of
research, however this is also an important aspect to consider. As the figure suggests, an
impact of green marketing is increased environmental awareness, which can be connected to
education and learning about sustainability. The more companies that use green marketing in
their strategy, the more people will generate information and knowledge about the concept.
Vilkaite-Vaitone & Skackauskiene also highlights improved public health, which is
connected to the consumption of particular green products, that ultimately will lead to
lengthened life expectancy (Vilkaite-Vaitone & Skackauskiene, 2019, p. 59-60).
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2.2.1.2 Environmental Benefits

The environment can be seen as the most important part of green marketing. Companies can
create products, strategies and activities to show that they take responsibility for their
environmental impacts. Still, as the article points out, environmental outcomes have not
received as much attention as commercial benefits (Vilkaite-Vaitone & Skackauskiene, 2019,
p. 59-60). This may indicate that companies care more about creating competitive advantages
from green marketing, rather than actually caring for the environment. The benefits
highlighted in the article is lower resource use, slowed down global warming, decreased
greenhouse gas emissions and decreased pollution (Vilkaite-Vaitone & Skackauskiene, 2019,
p. 59-60).

2.2.1.3 Commercial Benefits

Commercial benefits are as mentioned the aspect that has been researched the most, and
perhaps because of the competitive advantage green marketing can give to a company. The
article emphasizes several aspects, for example stronger relationships with customers. This
finding is supported in the article To green or Not to green: The influence of Green
Marketing on Consumer Behaviour in the Hotel Industry, which have found that green
marketing actions incentive direct conative behavior that will make customers recommend
hotel to friends and family, and indirectly gain trust and loyalty (Mele, Gomez & Garay,
2019, p.12). Another interesting benefit is increased profit and decreased costs. The authors
Mishra and Sharma argue that an advantage of green marketing is that it ensures sustained
long-term growth and profitability, and that it saves money in the long run, even though
initially it costs more money (Mishra & Sharma, 2014, p. 81). At the same time a study
conducted by Aysel Boztepe found that people are willing to pay more for environmental-
friendly products (Boztepe, 2012, p. 17).

Another benefit is enhancement of brand reputation. In the consumer market, there has been a
shift towards a more sustainable behavior which has led to an increasing demand for greener
products and production (Miljefyrtarn, 2021). Companies aim to achieve the requirements
and needs the consumer may have, which also means that they need to focus on sustainability
and a greener business. Companies that meet these requirements will be able to establish a

good reputation that can benefit the customers, the company and especially the environment
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(Eneizan, 2016, p. 3). According to Eneizan in the same article “Businesses have increasingly
focused on sustainability, given the capacity of sustainable practices to strengthen reputation,
boost employee morale, realize cost savings, and benefit the environment” (Wanjohi,
Gachoka, Kihoro & Ogutu, as cited in Eneizan, 2016, p. 6). A good reputation may also make
a company attractive in the job market, and potentially attract employees with the same
sustainable values. All of these different benefits can contribute to strengthening a company’s
competitive advantage. A company can take advantage of the sustainable strategy they are
implementing, Dinuk Arseculeratne & Rashad Yazdanifard argue that if this is done right the
benefits can contribute to “...reduction in cost of production, fostering positive image about
brands and the business as a whole, positioning of product in the mind of customer would
make it a top of the mind recall product and increased consumer satisfaction” (Arseculeratne
& Yazdanifard, 2014, p. 136).

2.3 Interpretation

The most common definition of interpretation is that of Tilden “Interpretation is an
educational activity aimed at revealing meanings and relationships to people about places
they visit and things they see and do there” (Tilden, as cited in Ham & Weiler, 2012, p. 36).
As the definition suggests, interpretation is an approach of communication that goes further
than just facts and figures, but extends to ideas and relationships (Roberts, Mearns &
Edwards, 2015, p. 2). Newsome, Moore and Dowlling describes that the importance of
interpretation is embraced through communicating ideas and enriching visitor experience
(Newsome, Moore & Dowlling, 2002, p. 239). With regard to communication the authors
Dumbraveanu, Craciun & Tudoricu has explained that in the process of interpretation three
components are necessary; The adresser, the message to interpret and the recipient
(Dumbraveanu, Craciun & Tudoricu, 2016, p. 60). By looking at interpretation in a tourism
context, the message will vary according to the situation, whether it is a waiter at a restaurant,
a guide at a museum or in some kind of attraction. In the original work of Tilden (1957), he
describes interpretation in tourism as techniques that need to be designed to accommodate

visitor needs, attitudes and expectations. At the same time, he believes it is important to relate
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to the person being conveyed by interpretation, as it is much more effective (Tilden, as cited
in, Newsome et al., 2002, p. 240).

The book The Routledge Handbook of Tourism and Sustainability has by looking at previous
literature on interpretation of tourism practice categorized the functions of interpretation in
four main areas; interpretation as (1) visitor management, (2) visitor experience, (3) tool for
tourism development and (4) encouraging more sustainable lifestyles (Moscardo, 2015, p.
295).

The function that will be the main focus in the next section of this paper is interpretation in
the tourism context as a tool for encouraging more sustainable lifestyles. This can be seen as
a response to those who argue that tourism contributes to negative impacts, and becomes a
part in the marketing process of encouraging more responsible and sustainable actions
(Moscardo, 2015, p. 299). Although interpretation can be useful in encouraging values,
knowledge and attitudes to sustainable lifestyle, this task is easier said than done. Previous
research has suggested that people who usually engage in sustainable actions at home, do not
see the same need to take part in such activities while they are on holiday (Moscardo, 2015.
P. 299)(Barr & Prillwitz 2012, p. 798).

Nevertheless, there are theories based on the implementation of interpretation to create
awareness and increased sustainable behavior. An article written by Ballantyne, Packer &
Falck are examining the visitor’s memories of their experience and how they can contribute
to long term change in conservation behavior (Ballantyne, Packer & Falck, 2011, p. 1243).
Although this article is aimed toward wildlife tourism, one can draw similarities to
interpretation in a general tourism context. The authors have discovered four levels of visitor
response (Ballantyne, Packer & Falck, 2011, p. 1247). (1) Sensory impressions, which is a
process of what the visitor saw or heard in relation to the experience, and the participants
reported memories that mainly focused on the sensory impression. Secondly, the participant
also reported (2) emotional affinity. This response involves the feeling of the experience, and
what emotional response the visitors experienced. Continually, the participants responded
with a reflective response (3). This response did not just include thinking and reflecting about

the experience, but simultaneously showed a further cognitive process. This cognitive process
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would act as a link between seeing and acting. Furthermore, the article presents a fourth
response, the behavioral response (4). The participants report that they have taken specific
actions about wildlife tourism experience, in addition they have seen the importance for such
actions. The finding reported that 7% of the participants actually reported new environmental
behavior as a result of the visit, while 11% reported heightened awareness of the need for this
kind of action (Ballantyne, Packer & Falck, 2011, p. 1249).

2.4 Nudging

Nudging can be “...understood as a soft push toward behavior that is judged to be desirable
by individuals or policy makers but that has not been fully adopted.” (Thaler and Sunstein, as
cited in Kurz, 2018, p. 318). Soft pushes can be seen as small changes in a decision
environment, but that the set of alternatives and the financial aspect remain the same (Thaler
and Sunstein, as cited in Kurz, 2018, p. 318). Nudging consists of different methods you can
perform to integrate such small pushes toward behavior “change” (Lehner, Mont &
Heiskanen, 2016, p. 168) describe that nudge tools include default, warning of various kinds,
change the layout and features of different environments, remind people of their alternatives
and pay attention to social norms and framing to change behavior. However, there are two
main criteria that must be met for nudging to be an effective tool (Filimonau, Lemmer,
Marshall & Bejjani, as cited in Croonen, 2020, p. 24). The first criteria is that the concept of
nudging is voluntary and that people should have the opportunity to freely choose to
participate. The second criteria highlight that nudging should not require any extra effort for

the decision maker and it should not create too many distractions.

Nudging in the context of our thesis can be seen as a tool that is attractive because of the
generally low cost in implementing the concept and the potential to promote economic or
other goals (Sunstein, 2014, p. 584). The concept is also relatively easy to implement as it
does not require a lot of resources. Maud Croonen argues that nudging fits well in the hotel
industry as it does not focus on increasing a person’s knowledge or change the person's
values, but rather enable certain behaviors and decisions (Croonen, 2020, p. 24) We can draw

parallel to the example given by Sunstein, “Informing people about their electricity use, and
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how it compares to that of their neighbors, can produce the same increases in conservation as
a significant spike in the cost of electricity” (Sunstein, 2014, p. 584). This is something that
can be transferred in relation to sustainable consumption. A study conducted by Verena Kurz
found that nudging could be a useful tool to reduce meat consumption. The experience was
based on changing the menu order and enhancing visibility of vegetarian dishes, which found
that the change led to vegetarian dishes being sold by on average six percent more (Kurz,
2018, p. 317). Several other researchers have found the similar relation between nudging and

sustainable consumption (Sunstein, 2014) (Loschelder, Siepelmeyer, Fisher & Rubel, 2018).

2.5 Brand Awareness

Keller coins that brand awareness refers to whether consumers can recall or recognize a
brand, or simply whether or not consumers know about a brand. It is the brand name that
provides the memory in the consumers mind, this leads to the consumers linking the related
brand knowledge to the brand name, and this leads to brand equity (as cited in Huang &
Sarigolli, 2012, p. 92-99).

It is known that brand awareness has a significant impact on the consumers decision-making.
This means that consumers usually choose brands they have a relation to as a decision factor.
In other words, a known brand is more often chosen by the consumers and this leads to that
brand performing better in the marketplace than the smaller, lesser-known brands (Huang &
Sarig6lla, 2012, p. 92-99).

Earlier research has found that a consumer with a positive perception of a brand is most likely
to develop a greater willingness to purchase a product and seek out products from that brand
in stores (Chan, Ng & Luke; Fleck, Korchia & Roy; Luijten & Reijnders; Tantiseneepong,
Gorton &White; Thwaites, Lowe, Monkhouse & Barnes, as cited in Sasmita & Mohd Suki,
2015, p. 277). Brand association is the information on what the customer thinks about the
brand, either positive or negative. The higher the brand associations in the product, the more
the consumer will remember them and develop a loyalty towards the brand. Brand loyalty is

related to whether a consumer's repetitive buying behavior is done with a positive motive. As
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mentioned before, brand awareness is how the consumers associate the brand with a
particular product. The consumers receive brand awareness by being exposed to the brand via
marketing channels like television or social media platforms (Sasmita & Mohd Suki, 2015, p.
276-292).

The result of the research showed which factors influenced brand equity among young
consumers. Results showed that among young consumers, brand awareness had the strongest
effect. This means that marketers and practitioners should put more effort and emphasis on
brand awareness, and this by using new technology such as social media platforms like
Instagram, Snapchat and Youtube (Sasmita & Mohd Suki, 2015, p. 276-292).

2.6 Consumer Behaviour

A research by Strong suggests that “The role of consumerism in achieving long-term
sustainability lies in the fundamental decision-making power of the individual consumer”
(Strong, 1997, p. 33). Although businesses have been appointed responsible to promote and
act sustainable, consumers also play an important role in choosing the sustainable options
over non-sustainable products and services. The businesses have a responsibility in
providing/supply the market with sustainable options, whilst the consumer has the

responsibility in obtaining/demand such.

Assuming that tourists and consumers in general are interested in sustainable development
and reaching the global goals; it is important that the sustainable products are communicated
to the tourist/consumer as well. In many instances, a sustainable supply chain, production or
service provision is not visible for the consumer as is. This calls for a communication
between the supplier and the consumer, where the sustainable aspect is communicated to the
consumer. This is why we have different labels and certificates to expose the sustainable

products and services from the non-sustainable options (Grunert, 2011, p. 207).

However, we cannot assume that all tourists/consumers are interested in sustainable products

and services or learning about measures to gain and obtain a sustainable development. The
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question is (1) whether tourists are genuinely interested in sustainability, and consequently
(2) how they can be educated to seek sustainable options and support sustainable
development. Firstly, there have been many consumer researches and individual surveys
undergone to try and establish whether tourists/consumers do consider sustainability an
important issue. One survey done by International Business Machines (IBM) looked into
consumer habits and found that 40% of the respondents shop with their values in mind, and
additionally 13% buys from brands that they find trustworthy and fit their lifestyle.
Subsequently, 57% of the recipients were willing to change their habits to reduce negative
environmental impact, and over 70% say they find it important that brands offer “clean”
products. 71% of the people surveyed that thought traceability is very important said they
were willing to pay a premium for brands that provide it (Haller, Lee & Cheung, 2020, p. 3).
Downscaling to a Norwegian context, Orkla, a Norwegian conglomerate, operating in the
Nordic countries and the Baltics issued a survey on consumers' view of sustainability (Gram
& Bryhn, 2019). The results show that Norwegian recipients show a higher interest in
information about recycling waste, nutritional content, and climate interference expressed on
the product packaging, than our neighbouring countries. The survey also reveals that 1 in 3
people trust that smaller companies are more climate-friendly than their larger counterparts.
The research also concludes that Orkla and other companies have an important job ahead in
making it easier for people to make conscious choices. And that through offering sustainable
products and contributing with good information they want to show that they take
sustainability seriously (Orkla, n.d.). The area of sustainability, and consumers' interest in
sustainability is widely researched, and there are many different opinions and results on the
area. However, many conclude that there is a significant interest in sustainability from the
consumers perspective and that they are putting more pressure on businesses to provide
sustainable options (Butler, 2018)(Johannessen, 2020)(Rosmarin, 2020).

2.6.1 Grunert’s Theory of Six Barriers to Sustainable Consumption

Grunert’s in 2011 articulate in his paper about Sustainability in the Food Sector: A Consumer

Behaviour Perspective:
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“In order for an eco-label to lead to more sustainable behaviour, it is not enough that

consumers are exposed to it in the shop. Consumers need to perceive them, need to attach

some form of understanding to them, and make inferences on what they mean for themselves.

They need to enter their decision-making, where the label information may be traded off
against other criteria. (...) The whole process will be affected by whether consumers are
aware of the label and its meaning and find it credible, and whether their basically positive

attitude to sustainability translates into motivation to choose sustainably at the time of

purchase.” (Grunert, 2011, p. 208).

He exposes six barriers to sustainable consumer food choice. He explains a hierarchy of

effects and potential barriers the consumer goes through prior to purchasing a product or a

service. The theme of the barriers is to stress the importance of communicating sustainability,

and the paper concludes that eco-labelling is one effective way to do this. Grunert also

emphasizes that eco-labelling is not enough; the consumers need to understand the label and

they must find it credible. “Consumers must find the label a reliable help in making

sustainable choices and they may need to be reminded of their good intentions when doing

their shopping (...)” (Grunert, 2011, p. 217).
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The model shows a typical map from when a consumer is exposed to an eco-label, and all the

stages leading up to the purchase and choosing the sustainable option. It is then outlined six
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barriers that can prevent the consumer from making the sustainable choice. These are crucial

factors for businesses to remark when communicating sustainable options to the customer.

1. Exposure does not lead to perception: The label or the message is not noticed by the

consumer. Most likely because we act out of habits (Grunert, 2011, p. 209-210).

2. Perception leads only to peripheral processing: Lack of knowledge may lead the

consumer to be less motivated to process the message, this is called peripheral processing.
Central processing is the opposite. Peripheral processing may alter the decision-making
process, though without understanding the label or message. A research by Juhl and
Poulsen (cited in Grunert) showed that in some cases being aware of a label made them
use it 29% in their decision-making progress, while only 9% used in their decision-

making progress when they had no awareness of the label (Grunert, 2011, p. 212).

3. Consumers make “wrong” inferences: If the consumer sees the label and subsequently
tries to understand it but draws the wrong conclusion about the product. This can lead to
disappointment and avoidance of the label in future purchases if the product is discovered

to have been projected with traits it does not hold (Grunert, 2011, p. 214).

4. Eco-information is traded off against other criteria: different criteria (like function,

looks, comfort, etc) compete in the mind of the consumer, and are traded-off against each

other.

5. Lack of awareness and/or credibility: there is a dissonant between attitude and

behaviour. The consumer may have a positive attitude towards the label or message but is
not willing to act on it (attitude-behaviour gap) (Grunert, 2011, p. 215).

6. Lack of motivation at time of choice: consumers may have positive attitudes towards

sustainability, though the attitude is not strong enough to be accessible in memory to be
remembered at the time of a choice. It is dormant (“forgotten”) at the time of the

behaviour. Only when the attitude is “active” at the time of purchase will it influence

behaviour (Grunert, 2011, p. 216-217).

This model is used when understanding the consumer’s road to purchasing “food”, and all the

barriers to look out for as a provider. Though, the model can also be transferred and used in
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other contexts as it essentially locates the crucial stages of a consumer's decision-making

process and suggests how to work around these.

3.0 Methodology

The methodology chapter outlines how we obtain knowledge to ensure that our research
results are scientific and valid. Firstly, research design is presented describing how we will go
on further in the chapter. Secondly, we briefly touch into our choice of method, qualitative
design. Thirdly, secondary data and qualitative techniques are outlined, and we reflect on
how we use these in our research. Fourth, we describe our sample selection, the assessment of
the sample, and the sample size. Fifthly, the data collection and the implementation of the
interview, where we shed light on the semi-structured interviews. Finally, the quality of the
research is presented as we take a closer look at our research reliability and validity, in

addition to describing some of our research ethical guidelines.

3.1 Research Design

When answering our research question, it is paramount to acquire the fitting research design
which will provide the guidelines for choice of method, selection process and data collection.
The choice of research design depends on multiple criteria, Gripsrud, Olsson and Silkoset
points at the extent of knowledge from previous research on the topic and the ambition of
analysing and explaining correlations within the research question (Gripsrud, Olsson &
Silkoset, 2017, p. 47). Our research question seeks to answer how the UN Sustainable
development goals can help Norwegian SMES to create awareness about sustainability to
their guests. The question reveals a “how” wording indicating that the question is trying to
explain causes for the research variables (Grenness, 1997, p. 79). A “how” question can
imply that the research design is exploratory. Other typical signs for an explorative design is
lack of prior literature on the specific topic; making it hard to correctly formulate the research
question (Grenness, 1997, p. 79).
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Considering our aim for this paper we want to reveal and understand an uncharted territory of
literature, explaining how one variable can affect and make use of another. To investigate this
we find the exploratory design to be the most relevant as it often makes use of techniques to

understand and interpret a phenomenon, and to gain a better insight into the topic.

3.2 Choice of Method

Qualitative research is found to be a fitting strategy for this paper as it is used frequently in
exploratory research where they aim to describe a subject, rather than measuring it (Survey
Monkey, n.d) Similarly qualitative research is considered to be a fitting strategy as it dives
into the subject to find information about humans’ thoughts, attitudes and motivations
(Survey Monkey, n.d). By using qualitative research as a strategy, we can gain in-depth
knowledge about SMEs attitudes towards the global goals, and gain insight into how they can

be implemented in the SMEs overall strategy.

3.3 Secondary Data and Qualitative Techniques

When dealing with an explorative research design there are two methods of gathering data.

The first one is called desktop data analysis and the other is qualitative techniques.

3.3.1 Desktop Analysis and Secondary Data

Desktop analysis, much like secondary data collection, is often used to gather information
concerning a subject in a cheap and quick manner. We will be using the terminology
secondary data for this paper going forward. Secondary data is used to assemble prior
research on the given topic and can contribute to give a first insight and give ideas to one’s

own data collection and analysis (Gripsrud et al, 2017, p. 49).
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In this paper, secondary data collection has been used to gather information about elements
and subject matters that are covered in the introduction and theory section of the paper. As
the design of the research question is explorative, finding valid and relevant primary data is
intricate to the border of unattainable (Gripsrud et al, 2017, p. 69). In gathering this data we
are therefore questioned with the relevance of the provided information for our paper topic.
To make sure that the sources and data we use from secondary authors are indeed credible
and reliable, the collected information (1) is no more than ten years of age and (2) taken from
secondary sources that are trustworthy. The secondary data is based primarily on
bibliographic databases, including scientific articles and e-books. Other sources would be
formal websites with logistics, such as NHH, NHO and SSB. We have also decided to
include some numbers from institutional organizations and research institutes. In the use of
big data from online websites we investigated their relevance and reliability and concluded if

their validity or not; and naturally only included those we found valid.

3.3.2 Qualitative Technigues

There are several different qualitative techniques related to explorative design. One of the
most common is in-depth interviews. These are conducted when the main goal is to
investigate personal experience, opinions, and such (Gripsrud et al, 2017, p. 115). In-depth
interviews demand time and resources as the standardised interview lapse is around one hour.
As well as the amount of work that goes into decoding and analysing the answers is
significant. Positives with conducting an in-depth interview is the amount of influence the
mediator has on the “conversation” and the quantity and elaboration of information the

interview object can give (Gripsrud et al, 2017, p. 116).

Creating an in-depth interview, it is important to determine how the interview shall be
conducted. In a qualitative method typically there are degrees of control over the interview.
For example, in an unstructured interview the interview is thoroughly planned with little
control over the respondent’s answers. In a semi-structured interview, the degree of control is
somewhat larger. The interviewers develop an interview guide where questions and themes of

interest are covered. In this type of interview, the interviewer can also ask follow-up
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questions to the respondents answer if found useful (Grenness, 1997, p. 142). In other words,
there is less structure in the direction of the interview, but it can also create new insightful

information that would otherwise be neglected in an unstructured interview.

For our paper, we constructed an interview guide with informatics about the participants'
anonymity and their general rights when contributing with information to our paper. The
interview objects were given this guide a few days before the interview was to take place.
Furthermore, the directory included the themes that would be covered in the interview
question, without exposing the specific questions. We concluded that this was the right
approach, as we seek spontaneous and honest answers, which could be compromised if the

respondent knew of the questions beforehand.

The actual questions presented were prepared to cover the topics suitable to answer the
research question for this paper. The initial questions were modified with the help of and also
subsequently approved by our supervisor. In the construction of the questionnaire, we started
off with more generalised questions with the intention of warming-up the interview object
and getting them to feel more comfortable. From here, the questions got more specific or
“sensitive” to the topic of the paper. In some cases, we saw it useful to ask follow-up

questions as the questionnaire was prepared in a way that made this necessary and possible.

3.4 The Sample Selection

In a qualitative research study, the aim is to develop a better understanding of the
phenomenon, and therefore it is important to identify participants that can contribute with
relevant knowledge about the topic that is being explored. (Gripsrud, et al., 2017, p. 165).
The process of selecting participants for a research project heavily depends on the research
question, and how it is formulated. In our research project we have applied what can be
categorized as an assessment sample in a non-probability sample (Gripsrud, et al., 2017, p.
176). By applying a non-probability sample, the participants are strategically selected by us
rather than through a random selection process, meaning that the research project cannot be

seen as representative for the entire population. However, this does not mean that our project
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is without relevance, it merely means that we cannot generalize the rest of the population on
the basis of our findings (Grenness, 1997, p. 134).

3.4.1 Assessment Sample

In our research project we used an assessment sample- strategy, as our research project seeks
to answer a specific problem between two variables. In an assessment sample it is the
researchers job to decide the elements and criteria that should be represented (Gripsrud, et al.,
2017, p.176). We have identified four elements we considered necessary to be fulfilled when
choosing which companies that could participate in our project. Our research question is
aimed towards small and medium sized enterprises and how they can use the UN Sustainable
Development goals to create awareness about sustainability to their guests. The first criterion
is based on the angle of the research question which seeks to answer how the SME's can
create awareness, which indicates that we need the element of SME's to be represented in our
sample. Our second criterion is that we want participants that to some degree is conveying
sustainability on their platforms (website, social media etc.). This criterion is included
because we want to get in touch with people who to a certain extent have prior knowledge of
sustainability. At the same time we felt that the thesis is aimed at disseminating sustainability,
and a company that does not disseminate sustainability would not be relevant in our research
project. The third criterion is that the participant is a supplier in the tourism sector. Our thesis
is respectively in the subject tourism and hotel management, and the participants should have
a connection in the tourism industry. Our fourth criterion is the location of the participants.
We decided to narrow down the country of Norway, to one specific region; Rogaland. The
region offers a diverse tourism- and hospitality industry with beautiful destinations and
nature. The criterion was also influenced because of the convenience for us researchers as we

are studying in the region ourselves.

The purpose of a research project is to say something about the population the sample is
collected from (Gripsrud et al., 2017, p. 177). However, as we have mentioned our project is
a non-probability sample where the research cannot be seen as representative for the entire
population. We would like to argue that in light of our sample process, the result can to some

degree be categorized as representative. Based on our criteria we contacted dozens of
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companies that were suitable for our research. Unfortunately, due to the current situation
many of the companies were closed or had a minimum number of employees and resources
available to contribute to our research project. With this in mind, our sample process was to