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THINGS TO COVER
�‡ Introduction
�‡WHY shouldwe reduce single-use plastic?
�‡6 strategicstepsto reducingsingle-use plasticin tourist

accommodations

Presentation
Overview



Travel
Without
Plastic

�‡guidelines
�‡ toolkits
�‡workshops
�‡ webinars
�‡e-learning
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plastic

Remainintact or
partiallyintact for
decadesor centuries

Break up into tiny but
toxicmicroplastic
particles
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Accommodationprovidersuse a lot of single-use products

Bottlesof water

100,000

1,000,000

Miniature toiletries and amenities

Coffeecups and drinksglasses

PlasticStraws
250,000

400,000



Impactsonwildlife

Sea birds
1,000,000

Wildlife species
impactedby ocean

plastic

Marine Mammals

600 100,000



Humans
couldbe 
ingestinga 
credit
cardsizeof
microplastic
every
week



Plastic
pollution in 
the 
Mediterranean
increasesby
40% in 
summer
months



Eliminating
or reducing
single-use 
plasticis 
goodfor
reputation



Proactively eliminating or reducing plastic is 
looked at favourably by tourists



Whatdo successfulhotelshavein common?

Clear goalsand commitment
Unfailingcommitmentto change, with a clearvision
for the future (e.g. SUP-Free by 2022) and a clear
actionplan to achieveit

Officialstandardsor operationalprocedures
Written standardsand proceduresfor staff and 
suppliers

Collaborativeapproachand relationships
Activelyseekhelp, adviceand supportand build
relationshipswith other businessesthat share the
samegoals

Proactivecustomercommunications
Straplines, hashtags, regular social media presence
and a clearsenseof sustainabilityidentity through
written and verbal communications



6 step approachto reducingsingle-use plastic

Measure

Eliminate?  
Reduce?  Replace?

Howto Engage
staff

Howto Engage
Guests

Implement
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1. Measureyourbaseline

Choosea stableoperatingyear

Use monthlyor quarterlystatistics
that demonstrateconsumptionand 
costsassociatedwith single-use 
plastic, normalisedagainstguest
nights

ClarifyWHY certainproductsare 
used(e.g. brandstandards, 
operatingprocedures, requiredby
local regulations)



2. Identifyproductsto reduce or eliminate

Identifyanycompletely
unnecessaryítems and 
commit to eliminating

them

Identifyanypending
legislationthat may

REQUIRE productsto be 
prioritised

Identifywhichproducts
costthe most to the 

businesson prioritiseon
costsaving

Identifya Top 3, 10, 20 (by
consumption) and commit
to eliminating/ reducing

consumption

Thereare a numberof different approachesto consider, for example:



A product can be consideredunnecessaryif:

�‡ It isorderedout of habit

�‡ It doesńt addREAL valueto the guestexperience

�‡ If you find yourselfsaying� B̂utguestswouldcomplainif we
removethem�_��youhavecreateda plastichabit



Prioritiseproductsthat are likely to be subjectto legislation:

�‡ Whichof the productson your cost/consumptionsheetare 
goingto be impactedby legislation?

�‡ Can youeliminatethem without replacingthem?

�‡ Can youreplacethem with alternativeservicesor reusable 
products?

�‡ Whatoperatingproceduresor brandstandardscouldyou
change?

�‡ Do youneedto makechangesto the infrastructureon your
premises?



Focus on the most commonitemsconsumed:

�‡ Top 5, Top 10, Top 20

�‡ Coordinatethe approachif hotelsare part of a chain

�‡ Encourageseveryoneto work towardsthe samegoals

�‡ Facilitatesmonitoringand reporting

�‡ Keepsstaff training and customercommunicationsconsistent



Plasticis a cheapmaterial but costsavingscan be posible if you�Y

�‡ Prioritizeproductsthat havethe biggestfinancialimpacton
your business

�‡ Avoidreplacingsingle-use plasticwith other single-use 
products

�‡ Makethe eliminationof productsyour goal



Makeinformedchoices

Be awareof marketing and greenwash

Takethe time to reallyunderstand
marketing terminology

�‡Biodegradable
�‡Home Compostable
�‡ IndustriallyCompostable
�‡Eco-friendly
�‡Natural
�‡Recyclable
�‡Recycledcontent



Makeinformedchoices

A wider sustainabilityperspective

1. Howraw materialsare cultivated/sourced
2. Howa product is made
3. Howa product is transported
4. Howa product is used
5. Howa product is disposedof



Not everythingis as greenas it seems

1 use

-v- -v-

4-8 uses 130 uses



3. Howto engagestaff

Impacton
role

Ability to
make

change

Willingness
to

participate



Whatbreedsmotivation?

SavesTime

Easy to makethe change

Fitswith existingprocedures

Requiresadditionaltime

Requiresmore effort

Requiresold habitsto change

Requiresnew procedures

Impactson current role Ability to be part of the change

Staff understandtheir role

Training isgivenon new procedures

Staff knowhow to use new products

Staff are confidentin identifyingsuitable
alternativeservicesand products

Staff are confused

Staff ���}�v�[�šknowhow to explainchanges
to customersor deal with complaints

Staff ���}�v�[�šknowwhat all of the
marketing terminologyreallymeans

Willingness

Most Staff

Small numberof
staff



Staff EngagementWorkshops

Encouragepeopleto share problems

�‰Safespace
�‰Open, honest
�‰Professional (Factsnot complaints)

Findsolutionstogether

�‰No idea is a badidea
�‰Whatneedsto happen?
�‰Whatneedsto change?
�‰Who needsto lead the change?
�‰Howcan everyonesupportit?
�‰Thinkdifferently (role reversal)



Old Way New Way

Wecań t do that because�Y�X�X Whatneedsto changeso we can makethat
happen?

Wé vealwaysdone it this way�Y�X�X Howcan we do this differently?

Guestswill complain�Y�X�X Wetried it and guestscomplained�t so we
changedhow we communicatedit and guests
lovedit!

It´s too expensive�Y�X�X Howcan we budgetfor this?

Thereare no suppliers�Y�Y Whichsuppliersmight helpusto find the
solutions?

Brand standardssay�Y�X�X Whatbrandstandardsneedto changeso that
we can eliminateunnecessaryplasticwaste

Solutionsfocussed



Sustainability/ PlasticChampions

Naturallymotivated

Want to makea positive difference

Respectedand likedby other colleagues

Willingto makethe effort evenwhen
thingsare tough

Ableto overcomeobstacles

Motivate others(Behaviourbreeds
behaviour)

Attributesof a PlasticChampion



Recognition

���}�v�[�štakeplasticchampionsfor granted

�9Recognition

�9Thanks

�9Support



4. Howto engageguests

�‡ Minimizeinconvenience

�‡ Easy, convenientand attractive

�‡ Benefitsoutweighthe inconvenience

Guestsare more likelyto changeif
we makeit easy



4 engagementstrategies

Keepit Simple, Make it Easy
Guestsappreciateclearinformationand clear
instructions

Tell peopleWHY
WhenpeopleunderstandWHY youwant to change, 
they are more likely to supportit

Staypositive
Focus on the benefitsof the changesyouare making
or achievementsyoú vemade

Thinkabout the locationof your messaging
Makesurecommunicationsare in the right place 
and that they takeplace at the right time
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03

04



Keepit simple, makeit easy

Amenitieswere
removed from guest
roomsbut made
availableon request
throughanapp

01



Tell peopleWHY

Be honestabout
why youwould
likegueststo
takeaction

02



Staypositive

Focus on the
benefitsof the
changesyouare 
makingor
achievements
yoú vemade

03



Location(Time and Place)

Makesure
communicationsare in 
the right place and that
they takeplace at the
right time

04



GuestCommunicationsTouchpoints

Before During After

�‡ Yourwebsite
�‡ 3rd party agentwebsites
�‡ Social media
�‡ Reviewsites
�‡ Advertising
�‡ Tradeshows

�‡ Guestrooms
�‡ Informationbook/ screens
�‡ Hotel TV channel
�‡ Publicáreas
�‡ Dailynewsletter
�‡ Apps / Maps
�‡ Staff / Verbal / Lead by Example

�‡ Invoicesand receipts
�‡ Newsletter
�‡ Social media
�‡ Reviewsites



Missed
Opportunities



5. ImplementingyourStrategy

Haveyou calculateda baselineso you can monitor if changesare 
working?

What approachhaveyou decidedto take?

Doeseveryoneunderstandtheir role?

Are customercommunicationsin place



Youneverreallyknowwhatworksuntil youtry it

Plan a trial period
Trial servicesor productsbeforemakingfinal changesto processesor
makingmajorpurchasingdecisions

Encouragemore staff and guestfeedback
People implementingthe serviceor usinga new producthavefirst hand
experienceof the change, encouragetheir feedback

���}�v�[�šgiveup at the first hurdle
Somechangestaketime to embedso ���}�v�[�šbe put off if yougeta few
complaints.  Agreean internalcomplaintthreshold

Analyseand makechanges
Findout WHY guestsor staff might be complaining:
�‡ Product
�‡ Procedures
�‡ Communications



6. Measure, Evaluateand Report

Recordcostand consumptionregularly

Evaluate
�‡ Guestsatisfactionso youknowif changesare makinga positive 

difference
�‡ Efficiencyof changes
�‡ New productsor servicescomingto market

ReportTransparently:
�‡ Avoidmisleadingheadlines
�‡ Position changeswithin a timeline



Vamos Reduziros Plásticos de Uso Único

Kit de Ferramentas

�‡ Guía para o AlojamentoTurístico
�‡ Guía de Comunicação para o Alojamento Turístico
�‡ Procedimientos Operacional Padrão x 6

o Artigos de Higiene
o Condimentos
o Dispensador de Agua
o Limpeza sem Químicos
o Palhas / Palhinas
o Telecomandos

�‡ Lista de Verificação de Autoavalicação
�‡ E-Learning - Um curso sobre como reduzir o plástico de 

uso único e manter a equipe e os hóspedes seguros está 
disponível gratuitamente 






