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Abstract
This report explores the part tourists play in making Christmas travel more sustainable, which is Option 2 of the assignment. Christmas travel is a huge problem for the environment because everyone wants to fly somewhere at the same time, which makes too much trash and uses too much energy (Hall & Page, 2014). We looked at the choices tourists make, like choosing green accommodations and trying to reduce how much they use and waste when they are on holiday. The big question is: do tourists actually care, or they just say they do? We used the Responsible Tourist Behaviour (RTB) idea and the Value-Belief-Norm (VBN) theory to figure out what makes people choose the eco-friendly options (Steg & De Groot, 2012). It turns out that people’s choices are not just based on being a "good person" but are heavily influenced by marketing and social media trends (Wight, 2002). If a hotel makes it easy to be green, or if all your friends are sharing pictures of their carbon-offset certificates, then people will do it. But when the eco-friendly choice costs way more money or is super inconvenient, they usually just pick the cheap, easy way, which is called the Attitude-Behaviour Gap. I think that companies have to step up and make the green choice the normal choice, otherwise people just won't bother.

[bookmark: _v4xm5y1ak251]1. Introduction
1.1 The Stress of Christmas Travel, like, on the Planet
Listen, Christmas is like the biggest travel time of the year. Everybody is trying to get home, or go on vacation, or see some cool Christmas markets. This is awesome for the tourism business—they make all the money! But it is totally terrible for the planet. Think about all the extra flights, all the heating of hotel rooms, and the mountains of extra wrapping paper and rubbish (Hall & Page, 2014). It's like the planet is having a huge, stressful breakdown every December.
We've been learning in class that Sustainable Tourism is supposed to be about meeting today's needs without ruining things for the future. Usually, we talk about how destinations (the city bosses) should plan better, but this report is about me and you—the actual tourists.
The task is to look at what choices we, the tourists, make during the Christmas rush to be more eco-friendly. Do we choose the green hotel? Do we bring our own coffee cup to the market? Do we turn off the AC when we leave the room? These small choices, when a million people do them, can make a real difference, or so they say. This is where the concept of Responsible Tourist Behaviour (RTB) comes in, which is basically tourists trying to be good citizens even when they are on vacation (Wight, 2002).
1.2 My Aims in This Report: Blaming the Tourist?
The main point of this whole report is to look at the specific eco-friendly decisions tourists make during the busy Christmas season and figure out why they make those decisions, whether it is because of marketing, social trends, or just their own personal values.
To make this make sense, I will focus on these parts:
1. Investigate the choices people make about where to stay (green hotels) and how they try to save resources (energy and water) while they are there (Steg & De Groot, 2012).
2. Explore the different reasons why tourists make these green choices. Is it just that their friends are doing it? Is it because a company offered them a discount? Or do they genuinely care about the polar bears?
3. Discuss if these small, individual choices are even enough, or if they are just like, pointless, because the tourism industry is too big and messy.
I will try to use all the right concepts from our notes, but seriously, writing this much is super hard, so there might be a few grammar fails. I just hope I hit the word count.

2. Literature Review: The Big Ideas We Learned

2.1 What is Sustainability? The P’s Are Important
Like we talked about in the Introduction, Sustainable Tourism is about making sure that the travel industry can keep going without hurting the environment or the local people (UNWTO, 2004). This is the Triple Bottom Line (remember the three P's):
1. Planet (Environmental): Making sure we don't mess up the air, the water, or the forests. At Christmas, this means dealing with extra travel emissions and huge amounts of extra trash (Hall & Page, 2014).
2. People (Socio-cultural): Making sure the local people are happy and that the tourists don't destroy the local culture.
3. Profit (Economic): Making sure businesses actually make money so they can keep operating.
For tourists, their job is mostly helping the Planet part. They need to try to be more responsible so the tourism activity doesn't ruin the destination for others, especially during a super high-demand time like Christmas.
2.2 Responsible Tourist Behaviour (RTB): Just Being Nice
The idea of Responsible Tourist Behaviour (RTB) is pretty simple (Wight, 2002). It is when a tourist does things that support sustainability goals, even if it is a little bit harder or less convenient for them.
At Christmas, RTB looks like this:
· Pre-Travel: Choosing to travel by train instead of flying, or picking a hotel that has a green certificate.
· During Travel: Not asking for fresh towels every day, separating your trash, and trying to eat at places that only use local food (Wight, 2002).
· Post-Travel: Maybe choosing to pay an extra few dollars to “offset” the carbon dioxide from your flight.
The biggest challenge with RTB at Christmas is that people are on vacation, and when you are on vacation, you usually stop caring about rules and saving energy, you know? People think, "I paid for this hotel room, so I should use all the hot water I want!" This attitude makes it super hard for RTB to actually work without some serious convincing or "nudging" from the companies (Steg & De Groot, 2012).
2.3 The VBN Theory: Why People Even Bother to Be Green
If RTB is what people do, the Value-Belief-Norm (VBN) theory is why they do it. This theory says that people's decisions about the environment come from their personal values, which then lead to certain beliefs, which finally create a feeling of obligation (a norm) to act a certain way (Steg & De Groot, 2012). It is kind of formal, but the idea is simple.
· Value: I think nature is important (my value).
· Belief: I believe flying to my Christmas vacation hurts the environment a lot (my belief).
· Norm/Action: I feel guilty, so I have to take the train (my norm/action).
This theory helps us understand that if a tourist doesn't even believe that flying makes a difference, then no amount of green marketing is going to work. The companies and social media have to connect the tourist's actions to their deeply held values to make the green choice happen (Hall & Page, 2014).
2.4 Marketing and Nudging: When Companies Make It Easy
Since people are lazy (and I mean that nicely), companies often use Green Marketing or Nudging to encourage RTB (Wight, 2002). Nudging is when you make the easy choice the green choice.
· Nudging Examples:
· The hotel just doesn't put a new towel on the rack unless you specifically ask for one. That is a nudge.
· The airline automatically adds a $5 carbon offset fee to your ticket unless you click a box to opt out. That is a nudge, too. People are too lazy to click the box, so they pay the fee and feel better (Steg & De Groot, 2012).
Good green marketing at Christmas also uses the emotional side of the holiday. Instead of just saying "Save the planet," they say, "Give the gift of a clean future," or "Make memories, not waste." They try to make the sustainable choice feel good, trendy, and like part of the Christmas spirit, so more people will do it, even if they don't really know what the VBN theory is.

3. Methodology: How I Did This Thing
3.1 Research: Mostly Reading and Google Searching
To write this huge report, I mostly did Desk Research, which means I sat at my desk and read all the stuff the professor told us to read (the theories from Chapter 2). Then I used Google to find some examples, which is what we call Case Study Looking in a fancy way.
I looked up things like:
1. Hotel Websites: I looked for the green pages of big hotel chains that are popular at Christmas to see how they advertise their sustainable stuff. Do they use green leaves or do they use real numbers about saving water?
2. Social Media Trends: I checked out travel hashtags on Instagram to see if people were actually posting about their eco-friendly choices or if they only posted pictures of their food and the Christmas lights.
3. News Articles: I searched for news about consumer reports on buying green at Christmas, because I wanted to see if people were talking about price or about saving the world.
3.2 Limits: I Can’t Interview No One
The biggest limitation is that I didn't actually talk to any real tourists. I can only look at what the companies say they are doing, or what the academics think people should be doing. I don't know the real truth about why Sharon from Accounting chose the green hostel over the cheap one—maybe the cheap one was just fully booked.
Also, I have to trust that the academic sources are right, and I am relying on what the news says, which maybe isn't always the whole story. But hey, it’s an assignment, and I did my best to follow the steps.
4. Findings: The Eco-Friendly Choices People Make
My investigation showed that tourists are asked to make eco-friendly choices in two main areas: choosing their products (like hotels) and managing their impact while they are traveling (like turning off the lights). But the biggest reason they do it is often not guilt, but influence.
4.1 Finding 1: Choosing a Green Hotel (and What That Even Means)
The first big choice a tourist makes is where they are staying. This is where Green Accommodation comes in (Wight, 2002). At Christmas, booking is hectic, and people usually just want the cheapest or closest hotel. But some people actively look for the green option.
· The Problem with Labels: The findings show that hotels all have different labels. Some say "Eco-Certified," some say "Sustainable Partner," and some just have a little picture of a green leaf (Hall & Page, 2014). For a young student like me, this is confusing. Tourists don't have time to research what every label means. They just look for the easy, trusted ones or the ones that look nice. If a famous booking website has a big "Green Choice" tag, people trust that and click it. This proves that the Nudging works—if you make the green choice the easiest one to see, people will pick it (Steg & De Groot, 2012).
· Case Study: The Linen Change: I saw on a big hotel's website that they were "proudly encouraging sustainable tourism" by not changing linen every day. But me and my friends, we thought this was kinda just saving the hotel money, not really saving the planet. They are trying to use RTB to get the tourist to participate in the hotel's cost-saving. If the tourist believes that the hotel is actually donating the saved water money to a good cause, they are more likely to participate, linking back to the VBN theory (Steg & De Groot, 2012).
4.2 Finding 2: Reducing Waste and Energy, Duh
Once people are at the Christmas destination, the second set of choices is about reducing their environmental footprint. This is more difficult because people are focused on fun, not chores.
· The Christmas Waste Crisis: The amount of garbage created around Christmas is insane (Hall & Page, 2014). Tourists are buying street food, wrapping gifts, and having parties. The eco-friendly choice is:
· Bring your own reusable coffee cup/bag to the Christmas market.
· Choose to eat at restaurants that don't use plastic straws or disposable cutlery.
· Use the public transport instead of calling an Uber everywhere (UNWTO, 2004).
· The Energy Factor: This is where the VBN theory has to be really strong. People need to believe that turning down the heat in their hotel room or switching off the lights when they leave actually matters. If they think, "The hotel is huge, my one light bulb won't hurt," they don't do it. But if the hotel has a sign that says, "Save 10,000 watts of power for every day you turn the heat down," they might feel a stronger Norm/Obligation to act (Steg & De Groot, 2012). It is all about communicating the impact of the small choice.
4.3 Finding 3: Influence of Social Media and Being Cool
This is where the Social Trends come in, and I think this is the biggest influence on young people. Being eco-friendly isn't just about saving the planet; it’s about having a certain image.
· The "Good Tourist" Post: Tourists, especially young tourists, love to share their travels online. If being a "responsible tourist" is trendy, people will do it just so they can post about it (Wight, 2002). For example, posting a photo of your reusable coffee cup at the beautiful market is seen as cool and responsible. Posting a photo of yourself throwing a plastic cup in the trash is not.
· Influencer Marketing: Travel influencers often talk about how they choose "slow travel" (like trains over planes) or how they only stay in places that use solar power. When a popular person promotes this RTB, it quickly becomes a social norm. People start to believe, "I need to do that too if I want to be a serious traveler." The marketing is subtle, but it works way better than a boring sign on the back of a hotel door. The VBN theory gets boosted when the norm comes from a cool source, not just from the government (Hall & Page, 2014). I know this sounds shallow, but it is real.
5. Discussion: Is It Real, Or Just For Show?

The findings are clear: tourists make choices that look eco-friendly, but those choices are often strongly influenced by money and social status. This brings up two super important problems in sustainable tourism that we need to talk about.
5.1 The Attitude-Behaviour Gap: Saying vs. Doing
This is the big problem (Hall & Page, 2014). Almost everyone will tell you, "Yes, I care about the planet and I want to be a responsible tourist." This is their Attitude. But when they are actually booking that flight or checking into that hotel, they often make the least green choice. This is the Attitude-Behaviour Gap.
At Christmas, this gap gets bigger because:
1. Time Pressure: People are in a rush. They don't have time to spend two hours finding the bus schedule; they just call an Uber. Convenience wins.
2. Emotional High: Christmas is about indulgence and treating yourself. It's hard to be sustainable when your brain is telling you, "Go on, you deserve that extra-long hot shower and buy that wasteful but beautiful gift!" (Wight, 2002).
For RTB to work, DMOs and companies must actively try to close this gap. They can’t just rely on the tourist’s good heart. They have to use effective Nudging—like I said before, making the green choice the default option. If the default temperature in the hotel is set lower, people won't usually change it, and energy is saved. That's way better than just asking nicely.
5.2 Price is the Boss: When Green Costs Too Much
In the end, all the theories about values and beliefs often lose to one thing: price. The most sustainable choice is often the most expensive choice.
· Taking the slow train across Europe for your Christmas trip is way more eco-friendly than flying, but it often costs more money and takes way more time (UNWTO, 2004).
· Staying in the certified green hotel with the locally sourced food is almost always more expensive than the big chain hotel.
If the difference in cost is too big, the tourist’s VBN (Value-Belief-Norm) system totally collapses. They think, "I care, but I am a student, I can’t afford that extra $200!" This is totally fair (Hall & Page, 2014). For tourism to become truly sustainable through tourist choice, the industry has to lower the price of the green option. Sustainability needs to be competitive, not a luxury add-on.
5.3 The Future: Making Eco the Easy Way
I think the biggest thing that is going to change is technology. The way we book and plan can be used to promote RTB without the tourist even noticing.
· Integrated Carbon Footprint: Booking apps should show you the carbon footprint of your flight right next to the price, so you see the total cost (money and environmental) before you click the button (Steg & De Groot, 2012). This helps connect the belief (flying is bad) directly to the action (booking the flight).
· Gamification: The tourism industry could use apps that give tourists "green points" or badges for making responsible choices, like using public transit or skipping the daily towel change. You could compete with your friends on who is the most eco-friendly tourist (Wight, 2002). This uses the Social Influence we talked about in Chapter 4, making RTB a fun competition instead of a chore.
When being green is cheap, easy, and trendy, the tourist will suddenly become much more responsible. Until then, the Attitude-Behaviour Gap will keep being a huge problem.
6. Conclusion
In conclusion, the Role of Tourists in Promoting Sustainability During Christmas is important, but it is complicated. Tourists need to engage in Responsible Tourist Behaviour (RTB) by making choices like picking green hotels, reducing waste, and trying to save energy (Wight, 2002).
The decisions they make are not just because they are good people (though the VBN theory suggests personal values matter), but because they are heavily influenced by social trends and marketing nudges (Steg & De Groot, 2012). When it is cool to be green or when the green choice is the easiest default option, people will do it.
The main obstacle is the Attitude-Behaviour Gap and the fact that sustainable options are often too expensive. The long-term solution is not just educating the tourist, but forcing the industry to make the green option the affordable and convenient option. Only then will tourists naturally choose sustainability, ensuring that the Christmas travel season is fun for us and safe for the planet. Me and my classmates hope they fix this soon, because we want to travel too!
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Appendices
Appendix A: A Sample Green Marketing Nudge
Marketing Message (Used by a Fictional Airline, "FlyEco"):
"Hey, awesome traveler! We know you care about the planet. When you book your Christmas flight with us, we've already included a $5 carbon offset fee to plant a tree, making your trip a tiny bit greener. If you really don't want to help, please uncheck the box below."
This is a classic Nudge. They make the green choice the default so that most people are too busy or too nice to uncheck the box. It uses the tourist's existing norm to act responsibly without making it too hard for them.
