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Sustainable Development and Ecological Transition
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COMMUNICATING SUSTAINABLE 

COMMITMENTS

PRINCIPLES



▪ Support and galvanise changes in behaviour by all stakeholders

▪ Enhance your image and reputation

▪ Popularise eco-friendly actions and best practices

▪ Create a participatory approach: involving and uniting people around a 

project

▪ Attract talents, build team loyalty

▪ Build loyalty among customers, partners and providers

▪ Find the best solutions with providers

▪ Create an enterprise culture

▪ Be more attractive and differentiate your offering

WHY?

COHERENCE AUTHENTICITY+



WHY?



▪ Believing that responsible practices are not a factor in decision-

making, that they will not help them stand out or attract partners

▪ Fearing that communicating your responsible practices will be 

misunderstood (as green-washing, shaming, moralising, etc.)

▪ Not knowing how to do it

OBSTACLES

Not thinking about it



WHO?

Providers

Employees

Customers

Partners

+

+

+



COMMUNICATE

WITH YOUR TEAMS

▪ Hold meetings regularly to decompartmentalise and build team cohesion

▪ Add an “eco-friendly” clause to contracts

▪ Create a welcome booklet for your business

▪ Provide guidance on eco-friendly practices in different areas (e.g. how to use 

maintenance products)

WITH YOUR PROVIDERS

▪ Explain your approach and your expectations regarding products and services

▪ Insert a contractual clause

▪ Ask providers if they have an “eco-friendly” product range and whether they would 

consider adding new products



COMMUNICATE

WITH YOUR PROVIDERS

▪ Explain your approach and seek support

▪ Present your responsible approach by organising opportunities to share ideas

▪ Seek out partners that share the same values

▪ Enter into partnerships

WITH YOUR CUSTOMERS

▪ Provide information on eco-friendly practices (in your facility, in the welcome booklet, on 

your website, etc.)

▪ Create opportunities to talk with your customers

▪ Use a commitment charter (eco-certified or other)

▪ Take part in sustainable development competitions

▪ Use platforms that promote sustainability for your marketing



THE 10 GOLDEN RULES

Rule 1: “Do” before “tell”

→ Show real personal commitment. Ban greenwashing



ZOOM on greenwashing

Greenwashing is marketing spin where misleading ecological arguments are used in public

communications to improve a company’s image.

“ A product or service in 
itself is not ecological and its 
impact cannot be zero”



Over-use of the colour green in packaging.

“No this...” “No that...”

“No artificial flavours/colourants”

“No added sugar”

“No PEG/sulphates”

ZOOM on greenwashing



Source: Observatoire indépendant de la publicité

ZOOM on greenwashing

THE CAR THE CAR

SUTAINABLY SIMPLY



ZOOM on greenwashing



Source: bonpote.com

ZOOM on greenwashing

Our ambition: zero CO2 
emission flights by 2050



THE 10 GOLDEN RULES

Rule 2: Provide clear information on your values and your actions

If you are sincere, much of your work will be by word of mouth. Do what you say

Rule 3: Consider telling guests about the personal benefits for them as well as the 

experiential aspect

Forget the word “sustainable” and look at things from the customer’s perspective (How can 

you influence their decisions). Green nudge

Rule 4: Explain measures that are invisible to customers (technical facility management, 

renewable energy, local produce, etc.)



THE 10 GOLDEN RULES

Rule 5: Provide reassurance about your commitment

Don’t forget to mention eco-labels, networks you belong to, undertakings in local initiatives, 

partnerships

Rule 6: Respect customer segmentation – make messaging relevant

10% of people have no interest in sustainable tourism, 80% are receptive but not 

necessarily engaged; 10% use it as a selection criterion (source: Tourism and Sustainable 

Development - Atout France).

Rule 7: Formalise your commitments

Perform diagnostics, assess the issues, define objectives

Rule 8: Provide visual communication on your good practices

Rule 9: Get your teams on board (videos, quizzes, entertainment, etc.)

Rule 10: Use responsible tools and media



2
COMMUNICATION ON 

SUSTAINABLE COMMITMENTS

IDENTIFIED FOR YOU



ON THE INTERNET

This is how sustainable we are - Conscious Hotels

Our undertaking - Hôtel Altéora Futuroscope

CSR: communicating your commitment – Hotel example

Eco-friendly, low-cost hotel in Paris).Solar Hotel Paris – eco-friendly, low-cost hotel in Paris – France

Eco Nuit, Eco-friendly, low-cost hotel in Saint Nazaire La Baule Guérande

Hôtel du Théâtre | For a sustainable hotel industry

Eklo Hotels | For a sustainable hotel industry

New generation, eco-friendly, ultra-connected and modular 

hotels | NOMAD Hotels https://www.au-46-bretagne.fr/

https://www.repitdeloust.com/

https://www.ecolodge-labelleverte.fr/

https://camping-lac.com/protection-environnement/ Rev

iew

https://www.conscioushotels.com/sustainability/
https://hotel-alteora-site-du-futuroscope.com/nos-engagements/
https://positive-impact.be/rse-communiquer-exemple-hotel/
https://www.solarhotel.fr/fr/
https://www.econuit.com/hotel-ecologique.html
https://www.hotel-theatre.com/fr/page/hotel-du-theatre-hotellerie-eco-responsable.1618.html
https://www.eklohotels.com/fr/ekloresponsable
https://www.nomad-hotels.com/
https://www.au-46-bretagne.fr/
https://www.repitdeloust.com/
https://www.ecolodge-labelleverte.fr/
https://camping-lac.com/protection-environnement/
https://www.tripadvisor.fr/Hotel_Review-g1138005-d4712363-Reviews-Camping_Les_Rives_du_Lac-Veynes_Hautes_Alpes_Provence_Alpes_Cote_d_Azur.html
https://www.tripadvisor.fr/Hotel_Review-g1138005-d4712363-Reviews-Camping_Les_Rives_du_Lac-Veynes_Hautes_Alpes_Provence_Alpes_Cote_d_Azur.html


NUDGING

What is nudging?

Nudging, a behavioural science concept, is involves incentivising but not forcing 

individuals to act in a certain way.



NUDGING



NUDGING



NUDGING



NUDGING



NUDGING



NUDGING



NUDGING



PROVIDING INFORMATION ON ENVIRONMENTALLY-FRIENDLY BEST PRACTICES

KIT FROM THE BRITTANY TOURIST BOARD



The kit was designed with nudge marketing in mind.

The aim is to raise awareness among visitors of their impact while on holiday and encourage 

them to be more environmentally aware.

4 themes are discussed:

• energy consumption,

• water consumption,

• modes of transport

• and waste generation

The kit has 13 complementary tools:

• Standard posters and polaroid posters on the theme of Brittany as a sustainable destination;

• Illustrations of eco-friendly practices "I’m going on foot even though it’ll wear out my shoes”, “I’m 

saving water”;
• Placards illustrating personalised commitment by stakeholders to list the measures implemented.
• Eco notepad for suggestions about the accommodation;

• Door hangers so guests can indicate their laundering preferences;

• Signs encouraging guests not to spend more than 5 minutes in the shower, not to press the switch 

more than 4 times, and to turn off the tap when washing or doing the dishes, etc.

• Counter cards explaining how to reduce energy and get a good night’s sleep;

• Posters comparing distance and duration of car trips versus travelling on foot or by bike.

PROVIDING INFORMATION ON ENVIRONMENTALLY-FRIENDLY BEST PRACTICES

KIT FROM THE BRITTANY TOURIST BOARD

https://www.e-marketing.fr/Definitions-Glossaire/nudge-marketing-254962.htm
https://drive.google.com/file/d/1w-9tbKUwKTE9-Lgl3UxfkrJFoeAcl0Jy/view


PROVIDING INFORMATION ON ENVIRONMENTALLY-FRIENDLY BEST PRACTICES

KIT FROM THE BRITTANY TOURIST BOARD

https://pro.tourismebr
etagne.bzh/service-
professionnels/vous-
engager-comme-
acteur-du-tourisme-
durable/sensibiliser-
vos-clienteles-avec-les-
13-outils-du-kit-eco-
gestes/

https://workdrive.zohop
ublic.eu/file/6q6an351c7
4e0485c4b938a35ca3e6
5b2d538

https://pro.tourismebretagne.bzh/service-professionnels/vous-engager-comme-acteur-du-tourisme-durable/sensibiliser-vos-clienteles-avec-les-13-outils-du-kit-eco-gestes/
https://pro.tourismebretagne.bzh/service-professionnels/vous-engager-comme-acteur-du-tourisme-durable/sensibiliser-vos-clienteles-avec-les-13-outils-du-kit-eco-gestes/
https://pro.tourismebretagne.bzh/service-professionnels/vous-engager-comme-acteur-du-tourisme-durable/sensibiliser-vos-clienteles-avec-les-13-outils-du-kit-eco-gestes/
https://pro.tourismebretagne.bzh/service-professionnels/vous-engager-comme-acteur-du-tourisme-durable/sensibiliser-vos-clienteles-avec-les-13-outils-du-kit-eco-gestes/
https://pro.tourismebretagne.bzh/service-professionnels/vous-engager-comme-acteur-du-tourisme-durable/sensibiliser-vos-clienteles-avec-les-13-outils-du-kit-eco-gestes/
https://pro.tourismebretagne.bzh/service-professionnels/vous-engager-comme-acteur-du-tourisme-durable/sensibiliser-vos-clienteles-avec-les-13-outils-du-kit-eco-gestes/
https://pro.tourismebretagne.bzh/service-professionnels/vous-engager-comme-acteur-du-tourisme-durable/sensibiliser-vos-clienteles-avec-les-13-outils-du-kit-eco-gestes/
https://pro.tourismebretagne.bzh/service-professionnels/vous-engager-comme-acteur-du-tourisme-durable/sensibiliser-vos-clienteles-avec-les-13-outils-du-kit-eco-gestes/
https://pro.tourismebretagne.bzh/service-professionnels/vous-engager-comme-acteur-du-tourisme-durable/sensibiliser-vos-clienteles-avec-les-13-outils-du-kit-eco-gestes/
https://workdrive.zohopublic.eu/file/6q6an351c74e0485c4b938a35ca3e65b2d538
https://workdrive.zohopublic.eu/file/6q6an351c74e0485c4b938a35ca3e65b2d538
https://workdrive.zohopublic.eu/file/6q6an351c74e0485c4b938a35ca3e65b2d538
https://workdrive.zohopublic.eu/file/6q6an351c74e0485c4b938a35ca3e65b2d538


ENVIRONMENTAL POLICY



ENVIRONMENTAL POLICY

https://www.r
evesdemer.co
m/ecolabel-
europeen/

https://www.revesdemer.com/ecolabel-europeen/
https://www.revesdemer.com/ecolabel-europeen/
https://www.revesdemer.com/ecolabel-europeen/
https://www.revesdemer.com/ecolabel-europeen/


ENVIRONMENTAL POLICY

https://www.revesd
emer.com/wp-
content/uploads/20
23/01/Politique-
environnementale-
decembre-2022-
BV.pdf

https://www.revesdemer.com/wp-content/uploads/2023/01/Politique-environnementale-decembre-2022-BV.pdf
https://www.revesdemer.com/wp-content/uploads/2023/01/Politique-environnementale-decembre-2022-BV.pdf
https://www.revesdemer.com/wp-content/uploads/2023/01/Politique-environnementale-decembre-2022-BV.pdf
https://www.revesdemer.com/wp-content/uploads/2023/01/Politique-environnementale-decembre-2022-BV.pdf
https://www.revesdemer.com/wp-content/uploads/2023/01/Politique-environnementale-decembre-2022-BV.pdf
https://www.revesdemer.com/wp-content/uploads/2023/01/Politique-environnementale-decembre-2022-BV.pdf
https://www.revesdemer.com/wp-content/uploads/2023/01/Politique-environnementale-decembre-2022-BV.pdf


RIDER TO THE EMPLOYMENT CONTRACT



PARTNERSHIP AGREEMENT



WELCOME BOOKLET



ECO-LABELS, CERTIFICATIONS



ENVIRONMENTAL INFORMATION

Adapted for the hotel industry by Betterfly Tourism, environmental information is a

continuous improvement process where hotels commit voluntarily to reducing the

environmental impact of B&B stays, offering their customers more sustainable consumption

options.

4 measurable criteria:

This approach takes account of all stages of the life cycle of hotel equipment, including

breakfast products, hygiene and maintenance products, from manufacture to end of life,

including transportation and use.

- Greenhouse effect (impact on climate)

- Dwindling resources (consumption of non-

renewable resources)

- Water consumption

- Ecological and eco-labelled products

https://www.betterfly-tourism.com/affichage-environnemental-hotels/


COMMITMENT CHARTER 

Drôme Ardèche

https://www.dromardeche-pro.fr/tourisme-responsable/charte-d-engagement/charte-d-engagement-des-partenaires/


COMMITMENT CHARTER

IN THIS MARINE, URBAN AND RURAL LANDSCAPE, RUMOUR HAS IT THAT…

+ TRAVELLERS DO COUNT…
+ THE COASTLINE IS WILDER THAN THE INHABITANTS…
+ YOU’LL BE OVERCOME, EVEN WHILE THE STORM RAGES…
+ WE TAKE HOME ONLY MEMORIES AND LEAVE NOTHING BUT FOOTPRINTS…
+ WE BRING HOME OUR WASTE…
+ WE CONSUME LOCAL…
+ THERE’S A DANCE AT THE FEST-NOZ…
+ EGRETS DANCE A BALLET ON TIPTOE…
+ YOU CAN FIND YOUR FREEDOM BUT STICK TO THE PATH…
+ YOU COULD ENCOUNTER THE EXCEPTIONAL…



PARTICIPATION IN EVENTS

Trophées Horizons

Formerly known as the 

sustainable tourism trophy

Currently underway

Côtes d'Armor Tourism Trophy



PLATFORMS THAT PROMOTE SUSTAINABILITY 



PLATFORMS THAT PROMOTE SUSTAINABILITY 

www.vaovert.fr



PLATFORMS THAT PROMOTE SUSTAINABILITY 

fairbooking.com



PLATFORMS THAT PROMOTE SUSTAINABILITY 

We Go Greener - www.wegogreenr.com 



PLATFORMS THAT PROMOTE SUSTAINABILITY 

fairbnb.coop/fr/



SUSTAINABLE MEDIA
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