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People, Planet , Profit

Trends & shift in thinking about
green or sustainability

John Elkingtons- Triple bottom
line- to measure organizational
success with consideration for
economics as well as
environmental and social
responsibility- blending values

Do something good for the planet

Add value to a guest stay, create
a healthier environment for staff
and visitors, engage people in the
environmental message with fun

Add to the bottom line



Sustainable/Green Business

A Operating a business in harmony with the
surroundings; making use of resources
and local eco systems in a way that
satisfies current needs without
compromising the needs of future
generations.




What it means to be green
Blending People, Planet, Profit

A Reforestation, reductions in water,
chemicals, solid waste and energy gz N

A Preservation of local environments, ec
systems and sense of place

A Reductions in green house gases

A To be properly green, a company needs to incorporate
sustainabl e t hi nhkakinggatalllavels t 0
of the organization : Policy and framework, training &
awareness, environmental management, purchasing,
people & communities, protect the sense of place.
(International Tourism Partnership)

A http://lwww.tourismpartnership.org/downloads/Going%20Green.pdf




Things have
Green IS mainstream

AfThe gr een€ mo\
nolongerafad-i t 0 s
become part of the
consumer and corporate
culture. Early adopters
who actively integrate
sustainable business
_practices into their
n Freenao .
operations will reap the

AfAwhile the term
In business originally related to

environmental issues, it has benefits while others risk
evolved to embrace all aspects the possibility of being left
of sustainability and corporate be hi fusdinabi®Travel
responsibility. International International

Tourism Partnership



Green Is the new black

A Companies that report sustainability data generally experience
higher gross margins and return on sales, higher return on

assets, and stronger cash flow and rising shareholder return.
PricewaterhouseCoopers

A Those companies with business models that revolve around green
practices will have the strongest opportunity of achieving a

Osustainabl ed ¢ o mplzxdt2008HErmeét& Yoand Repgoi, Glea e .
Hospitality Insights: Hospitality Going Green

A Going green is good for business. Although most Americans are
unfamiliar with the term Acarbon f oo
thhemselves to be nenvironmentally c¢co
out of 10 now state they would consider shifting their patronage to a

travel service supplier that demonstrates environmental responsibility.
Peter Yesawich- Trends 2009



Hospitality has been stepping
up for compelling reasons

T T

Trlpadwsor Trend Report 20091

34% will visit an environmentally- A
friendly hotel or resort in 2009, up

from 30 percent in 2008. 32% will

be more environmentally

conscious in their travel decisions

. A
30 % of managers incorporate
green considerations into their
travel policies A

25 % prefer green suppliers.

30 % will use hotels in the future

that feature environmentally A
friendly amenities and practices.

Corp. travel managers survey by the

National Business Travel Association

TIA- 40% travelers add outdoor
recreation to trip- up from 26%

LOHAS , 230 billion annually

TIA & National Geographic study
of 60 million Americans:

58.5 m. say would pay more to
use a green travel company

Sustainabl e busi ne
coming in

Competition- new AH&LA survey

AANn emerging treno

getting greener. They plan to be
more environmentally-

conscious, and will be more
active outdoors tr
said Michele Perry, VP global
communications for

TripAdvisor 2009 Trend Report

AAA 34% of travelers
prefer green hotels



What are we doing?
AH&LA Survey

Eighty-ei ght percent of respondentsod6 propert.]
who stay multiple nights, and 83.5 percent offer a towel reuse

Nearly half (43.4 percent) have progr
lighting in low traffic/occupancy, though only 16 percent use occupancy sensor
controls for guestroom thermostats;

The majority (82.3 percent) of proper
conservation and energy procedures

Environment al benefits and buil ding ¢
responding properties cite for implementing green practices;

Respondents note that not having enough
the top two biggest reasons not to implement eco-friendly initiatives.

Opportunity:
In an economic downturn, we need to contain costs, generate
barriers to competition


http://www.clker.com/clipart-23700.html

Hospitality Programs P ERRKNG

A Seaport Hotel, Boston- PURE N@ % .!f,'",'i:.:i’.,
rooms, ozone laundry SMKKlNG S

A Willard, DC, employee hybfic.eor
volunteerism

A Joie de Vivre Hotels- A Westin Hotels, smoke free
community involvement A Hilton Hotels, linen reuse,

A Equinox,VT-CFL®&s, mot éndirdnmental programs
detectors, insulated windows A Marriott, Energy Star, wildlife

A Le Meridien, motion sensitive preservation, protecting 1.4
thermostats millions acres of rain forest

A Westin Copley Plaza, high A Aloft, green cleaning, parking
efficiency toilets, motion for hybrids
sensor lighting A Disney, environmental

A Saybrook Point Inn & Spa, education programs

Clean Marina program A Orchard, Gaia- Leeds
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Deloitte Survey

Independent on line survey of 1555 business travelers 4/08

30% are keenly concerned about
green travel.

Top 5 environmental actions business

34% percent O0seekg

are environmentally friendly

38 % research green lodging
facilities either online or WOM

28% say they would be willing to
pay 10 percent more to stay in a
green lodging facility.

69% business travelers say they
always turn off the lights

31% always adjusts the heat/air
conditioner when leaving

71 % believe the lodging

i ndustry 1 s only
green

23 % say the lodging industry is
not at all green.
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travelers expect
q?l'—:‘c cI|n (75/0)@I s that
Using energy-efficient lighting (74%)
Using energy-efficient windows (59 %)
Linen re use (52%)

Using environmentally safe cleaning
products (49 %)

Women are more likely to be more

Angreeno when travell

than men (more likely to turn off lights,
heat or AC & take public transport)

20% stayed at hotels

that didnot all ow
green as they wanted to be

R SS®IRWded inéh reuse, but the

hotel changed them anyway.

t

h



EcoRooms & EcoSuites Web site approves
& certifies the greenest hotels that have
implemented our stringent Eco-Criteria:

APPROVED

AGreen Seal certified or equivalent cleaning products are used in guestrooms.

AGreen Seal certified or equivalent paper products (facial and bathroom tissue)
are used in guestrooms.

ABathrooms feature amenity dispensers or small, practical amenity sizes with

guests encouraged to take the remainder of their bathroom amenities home

or donate them to homeless shelters.

AThe hotel has implemented a Linen and Towel Reuse Program

AGuests are provided separate and easily identified receptacles

and/or bags in which to deposit recyclables.

Anergy-efficient lighting is in place in every applicable area.

Adigh efficiency plumbing - 1. 6 or less gallons-per-flush for toilets

and 1.5 gallons per minute or less for sinks with water-efficient aerators.

A100% Smoke-Free Hotel

www.ECORooms.com Copyright EcoRooms and EcoSuites 2008. All Rights Reserved.




Timberland RFP

Michelle Johnson re Omni Orlando Event

A 3 day sheet program A Donate perishable left

A Replace towels only overs 1o pig farmer
when in bath tub A Recycle bins in

A Recycle bins for convention pubic
paper, glass, plastic & Spaces
cans in each guest A Newspapers
room delivered to meeting

A Donate left over food venue, not to all guest
to Second Harvest rooms, noods

need



\‘\/l i I . Rhode Island Hospitality
| ;’/ & ,/ Certification Programs GREEN
. "‘ E\ﬂ*}{\\ﬂf?* . . CERTIFICATION
' . Growing Quickly ety ot it
A International/National A State Programs: In New England-
A Energy Star: National Program that A New Hampshire: NH Sustainable
focuses on energy reduction - 401 /37 Lodging & Restaurant Program/ NH
in NE _ o Lodging & Restaurant Association 80
A~ Green Seal: nonprofit organization A Vermont: Green Hotels in the Green
that focuses cer’glfylng products/ Mountain State / Vermont Business
A Egzgt'orl‘f’_' ;']O'US c Byl Environmental Partnership 93
LEED: Itisthe reen Building o _ . PR
Council 6s four Il eve 1& WMa'ng;ﬁG/ﬁ indléocg%gg |C%rt'r];'cat'on97
program - 8/454 registered A Rhode Island: Rhode Island
_ o Hospitality Green Certification/ Dept.
Ecorooms.com Great list of criteria of Environmental Management 19
for properties, helpful to consumers A Connecticut - Conn Green Hotel
Greenlodgingsnews- great resource Program / DEP & Commission of
Culture & Tourism new
Going Green: Prince of Wales A Massachusettes: Boston Green
Foundation Int. Tourism Partnership Tourism / Green Hotels
Green Key: Canadian Hotel Ass. Recognizes 5 outside certs. 10
Graduated Eco-Rating Program
Green Globe 21 Green Building A california, Florida, Georgia, Michigan,

Initiativeodos |1 ntegr atmAnsyRdhig, Viignia, Wisdobrisia. |

friendly design into commercial A Cities: San Francisco, Philadelphia
buildings.

Iy


http://www.greenseal.org/
http://www.usgbc.org/
http://www.greenseal.org/
http://www.ahla.com/uploadedFiles/AHLA/Programs_and_Initiatives/Green/Going_Green_Brochure.pdf
http://www.greenkeyllc.com/
http://www.thegbi.org/home.asp

Together little things add up to a lot-
Mai ne6bs DEP Green Lodging Pr

A Recycling: 1,352,435 Ibs. of solid waste
A Green Cleaning: 9,989 Ibs of chemicals

A Low flow fixtures & Linen reuse:
16,645,443 gallons of water

A Energy efficiency: 9,548,089
kilowatt hours — &
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Peter Cooke, Maine DEP Environmental Leader Programs



PKF Sales Forecast 2009
Revised March 18 2009
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*PKF forecasts RevPAR declines of 13.7 percent and 6.4 percent,
drop in ADR in 2009

5.4 percent decline in demand, aggravated by a 2.6 percent rise in
supply, resulting in 7.8 percent decline in occupancy

Properties wil/|l not be able to r:

Do Do Do I

The Solution?- create compelling incentives to travel, while
containing costs and creating barriers to competition

*PKF Hospitality Research (PKF-HR), headquartered in Atlanta, is the research affiliate of PKF Consulting, a
consulting and real estate firm specializing in the hospitality industry



Sense of Place
It IS easy being green

Back to the tenants of the eco tourism

movVv e ment of t he 7060s

It makes economic sense to preserve
and protect the ICONS of your region
I environmental, cultural, historical

Alvin Toffler- people collect
experiences the way they used to
collect things- give the traveler an
authentic experience, it will be
memorable

Engage the guest in your
environmental message that reflects
your unigue region- people enjoy
giving back to the regions they like to
visit - eg. Maine Innkeepers
Hospitality for Habitat Program grows
each year

A National Geographic Traveler-

The Stay List

A Check in Now!

With location-inspired architecture,
ambience, and amen
stewardship A an e
back to the community

nSense of place .
believe, is to soak up authenticity. And
where we spend the night is part of the
picture. Does the hotel incorporated
and shared the soul of its location?
Are resources respected and
conserved? When possible, is the food
put on the table local? Does the
property play a vital role in the
community, sharing some of its profits
with | ocal causesé
Geographic Stay List



Sense of place can be a pro
powerful tool for generating revenue, but this important
piece of sustainable hotel operation is often overlooked.

© MAZK ANDERSON, WWW ANDERTOONS.COM
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“The best part is it takes 75%
less thought than a normal idea.”



There will be no reason to
travel | f W e
sense of place

==

A Hotels operate within a unique mix of surrounding landscape, culture, history,
people, local foods and natural environment.

A This fusion of characteristics, or fisense
and powerful tool for generating revenue, but this important piece of sustainable hotel
operation is often overlooked.

A A hotelds sense of place should be as wel
communications or property management systems.

A Destination protection is not only vital to sustainability; it can also help a hotel with
barriers to competition. After a decade of rising consumer expectation, properties
have been hard pressed to keep up with the constant introduction of new amenities.
By preserving an areads unique characteri
naturally.



Inn with Wildlife
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Preserve, Pr ot ec
A seven year start down a Green path

A Started with indigenous
planting

A Wildlife Habitat
Certification & Garden
Tours

A Green Committee

A Preserve, protect &
Inspire as part of
business plan

AChanged to CFlI
timers, saved $8,000.




People, Planet, Profit

A Do something good for the
planet that fits your property- &
speaks to your sense of place

A Find a way to engage the
guest, add value to the stay
and pass on the environmental
message- with fun?

A Find a partner-( bigger than
you?) who will help spread
youodre the messa

A Profit will follow!

A Every property can do this!



People, Planet, Profit

Engage the guest in the environmental message,
have fun, add valu

-

Planting for Wildlife

Bugds Life
Carbon Neutral -
Carbonfreemeet /[ m

vy

4
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I *y | rvvvveeven.

Biofuel | R T
Scarecrow making e e
Green meetings, corp groups
A Monarch Butterfly

Sheet & Towel programs
Adopt a regional icon!

Too oo o o o o

Any property, urban or rural
Can do this!



o oo oo To Do Do Do Do Dw

Find something that is unigue to your location, &
works for your property is good for the planet-
engage people, profit follows.

First to heat Biofuel
First, Carbon Neutral
First Dual Flush Toilets

Wildlife Habitat- indigenous
landscape

ME DEP Certified Green
Lodging

Green recycled paper key
cards

Aerators on all faucets
Low flow urinals

Bike racks for employees

Seminars on environmental
gardens

Garden on site- Plant a Row-
Food donated to local pantries



