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Sustainability Communication

• What is it?
Communication of a company’s sustainability 
commitments, practices and achievements 
towards customers, employees and other 
stakeholders.
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Sustainability Communication

• Main Objectives:
• Inform – Share knowledge about sustainability 
practices and compliance with sustainability 
criteria.
• Motivate – Encourage stakeholders to make 
more sustainable choices.
• Engage – Invite stakeholders to collaborate and 
co-create sustainability improvements.
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Sustainability Communication

• Strategic Alignment:
• Must be embedded in the overall sustainability 
strategy
• Sustainability strategy should be integrated into 
core business strategy
• Strong integration reduces the risk of 
greenwashing



https://ecobnb.com/blog/2026/02/greenwashing-vs-greenhushing/
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Sustainability Communication

• Credibility is Essential:
• Sustainability claims must be evidence-based
• EU Green Claims Directive (March 2024) 
requires proof before communicating 
sustainability claims



➢https://www.europarl.europa.eu/news/en/press-
room/20240308IPR19001/parliament-wants-to-improve-consumer-protection-
against-misleading-claims



https://op.europa.eu/en/publication-
detail/-/publication/f7c4cb8b-f877-11ee-
a251-01aa75ed71a1/language-en
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Sustainability Communication

• First of all, sustainability must be real.

• Secondly, results should be communicated 
clearly and transparently.
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Corporate Sustainability 
Reporting

• Example: Annual Sustainability Report
– Carbon footprint reduction targets

– Renewable energy usage data

– Diversity & inclusion metrics

– Supply chain transparency

• Goal: Demonstrate measurable impact and 
accountability.
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Social Media Campaigns

• Example: Recycling Awareness Campaign
– Educational infographics

– Hashtag campaigns (#ActForClimate)

– Short sustainability tips

– Community challenges

• Goal: Encourage behavior change and public 
engagement.
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Effective green communication

• Show verifiable data.

• Communicate gradual progress, not “miracle” 
results.

• Avoid exaggerations or unrealistic promises.

• Support official reports with simple and clear 
messaging.



green communication

• Greenwashing = talking too much in a misleading 
way.

• Greenhushing = not talking at all about 
sustainability achievements.

• Greencrowding = overwhelming the brand with 
excessive information to hide weak environmental 
actions.

• Greenlighting = emphasizing a single positive 
achievement while ignoring negative aspects.

• Greenwishing = making sustainability claims 
without realistic means to achieve them, risking 
the opposite effect.



IN4BLUE

Product-level Communication

• Example: Eco-Friendly Packaging
– “100% Recyclable” labels

– Carbon-neutral certification

– QR code linking to sustainability story

• Goal: Help consumers make informed, 
responsible choices.
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Context: 
Tourism & Sustainability

• Tourism is one of the main drivers of EU 
economy that contributes about 10 % of total 
GDP and brings together numerous small and 
medium-sized enterprises.

• The European Commission, in cooperation with 
Member States and stakeholders, has drafted a 
document called Transition pathway for tourism 
(TPT) that will be the backbone of the European 
Tourism Agenda until 2030 and 2050 (Agenda 
2030/2050)..

https://mint.gov.hr/UserDocsImages/2022_sustainable/TP_for_tourism_en.pdf
https://mint.gov.hr/UserDocsImages/2022_sustainable/TP_for_tourism_en.pdf
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Context: 
Tourism & Sustainability

• The TPT document is structured in five topic areas: 
regulation and public governance; green and digital 
transition; resilience, investments and finances. 

• Each of these units addresses one or 
more building blocks that cover key aspects of 
twin transition and desirable steps that lead to 
greater resilience.
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Sustainable Tourism

Sustainable tourism is tourism that takes full 
account of its current and future economic, social 
and environmental impacts, addressing the needs of 
visitors, the industry, the environment and host 
communities.
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Sustainable Tourism

• The European Destinations of Excellence (EDEN) is 
an initiative started in 2007 that aims to 
encourage, award and promote best 

achievements in sustainable tourism 
and green transition in less known 
tourist destinations
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European Capital 
of Smart Tourism

• The European Commission is implementing an 

initiative called European Capital of Smart 
Tourism that recognises four categories of 
exceptional achievements of cities in their role as 
tourist destinations: sustainability, accessibility, 
digitalization, cultural heritage and creativity.
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European Capital 
of Smart Tourism
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Tourism in 
United Nations’ policies



https://plasticsmartcities.org/



https://plasticsmartcities.org/dubrovnik/

Plastic Smart City Dubrovnik
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17 Sustainable 
Development Goals
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Sustainable Tourism

• Guests in 2025 like sustainability when it seems 
intentional, apparent, and totally integrated 
into their stay. 

• The most appreciated amenities are those that 
combine comfort, authenticity, and 
environmental responsibility. 

• By investing in these meaningful features, 
accommodations can meet evolving guest 
expectations while building long-term resilience 
and a more sustainable future for tourism.





Sustainability Communication in Tourism – 
Why it is Important and What it Can Look Like?

https://www.greenpearls.com/
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Croatian tourism in numbers

• Croatia is one of Europe’s most tourism-intensive 
destinations, with tourism playing a crucial role in 
GDP, employment, exports, and regional 
development.



https://web.dzs.hr/hub25/turizam.html
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Croatian tourism in numbers

• 2023 (record-level recovery year)

• In 2024: 

• 20.2 million tourist arrivals

• 93,7 million overnight stays

• ~92% of arrivals were foreign tourists

• Main markets: Germany, Slovenia, Austria, Poland, 
Czech Republic, Italy

• Croatia has exceeded pre-pandemic (2019) results
in overnight stays.
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Tourism Intensity

• Croatia has one of the highest tourism intensity 
rates in Europe.

• ~5 tourists per resident annually

• Coastal counties (e.g., Istria, Split-Dalmatia, 
Dubrovnik-Neretva) experience extreme seasonal 
concentration

• August alone accounts for ~25% of annual 
overnight stays

• Seasonality remains one of the biggest structural 
challenges.
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Nautical and Cruise Tourism

• 450,000 cruise passengers annually (Dubrovnik 
dominant port)

• Nautical tourism revenues exceed €1 billion

• Croatia has one of the densest marina networks in 
the Mediterranean



https://web.dzs.hr/hub25/turizam.html
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Sustainability 
& 

Green Transition Indicators

• Growing trends include:
– Increase in eco-certified accommodations

– Investment in energy-efficient hotels

– Development of sustainable destination management 
plans

– Strong EU-funded decarbonisation initiatives

• However:
– High seasonality

– Coastal over-tourism

– Infrastructure pressure remain key sustainability 
challenges



The symbol of sustainability of Croatian 
tourism

https://mint.gov.hr/odrziviturizam/en/sustainable-tourism/23096



https://croatia.hr/en-gb/nature/discover-croatia-through-
sustainable-tourism
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Sustainability Initiatives

• Most sustainability initiatives in tourism focus on:

– Technical solutions (waste systems, energy 
efficiency)

– Infrastructure investments (green buildings, 
water treatment systems, transport improvements)

– Certification schemes (eco-labels, environmental
standards
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EU Ecolabel

• The EU Ecolabel promotes goods and services with 
a guaranteed reduced environmental impact 
throughout their entire life cycle. 

• It helps consumers, retailers, business and 
procurers to make truly sustainable choices. 
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The Problem

• But often overlooked:

Communication strategies
Stakeholder engagement
Behavioural change mechanisms
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Core Question

How can communication drive 
sustainable transformation in 

tourism?
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Why Communication Matters?

• Effective communication can:
– Increase awareness

– Reduce greenwashing perceptions

– Build trust and transparency

– Encourage responsible tourist behaviour

– Strengthen internal organizational culture
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Why Communication Matters?

Without communication → 
sustainability remains invisible.



https://ecobnb.com/blog/2021/01/effectively-communicate-
sustainability-hotel/



https://ecobnb.com/
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Examples from Croatia

• Hotels communicating energy-saving programs

• Farm-to-table gastronomy storytelling

• Plastic reduction campaigns

• Transparent reporting practices



Farm-to-table gastronomy storytelling

https://ecobnb.com/blog/2021/03/regenerative-travel-croatia-farm-
to-table-experiences/
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Ravni kotari

• Ravni Kotari is a fertile agricultural plain in 
northern Dalmatia, near Zadar, Croatia. The region 
is known for olives, vineyards, fig and cherry
orchards, vegetable production, small-scale
livestock farming

• Organic Agriculture, Olive Oil & Wine Beanding, 
Rural Tourism (traditional stone houses), local
food culture





Sustainable Reporting

• The European Commission, on July 31, 2023, 
officially adopted the European Sustainability 
Reporting Standards (ESRS). 

• These standards are of paramount relevance to 
the tourism industry within the European Union. 

• They apply comprehensively to all companies 
operating in the tourism sector, aligning with the 
Corporate Sustainability Reporting Directive 
(CSRD), a pivotal directive for sustainability 
reporting ratified in November 2022.



Sustainable Reporting

• ESRS 1: General Requirements

• ESRS 2: General Disclosures

• ESRS E1: Climate Change

• ESRS E2: Pollution

• ESRS E3: Water and Marine Resources

• ESRS E4: Biodiversity and Ecosystems

• ESRS E5: Resources and Circular Economy

• ESRS S1: Own Workforce

• ESRS S2: Workers in the Value Chain

• ESRS S3: Affected Communities



Sustainable Reporting

• ESRS S4: Consumers and End Users

• ESRS G1: Business Conduct

• Dual Materiality - Companies must assess both 
how they impact ESG factors and how ESG factors 
affect their financial performance.

• Value Chain Impacts, Risks, and Opportunities -
Requires identification and reporting of 
sustainability impacts and risks across the entire 
tourism value chain.

• Policy, Action Plans & Targets Transparency -
Companies must disclose clear sustainability 
policies, measurable objectives, and action plans.















https://cromaris.com/en/

Sustainability Reporting



Farm locations



https://www.d-marin.com/en/our-esg-commitment/



A key differentiator for D-Marin Borik is its commitment to 
sustainability and digital transformation. 
The installation of solar panels has enabled the marina to generate part of its 
electricity from renewable sources, significantly reducing its environmental 
footprint. 
Its digital upgrade includes smart pedestals and innovative digital systems that 
offer guests intuitive control of their connections and services throughout their 
stay.



https://www.d-marin.com/en/marinas/borik/



Plastic reduction campaigns

https://www.oceansplasticleanup.com/Gyre
s_Oceans_Plastics_Marine/Pacific_North_Gy
res_Oceans_Marine_Plastic_Cleanup_Projec
ts.html

•Originally designed as a durable material, 
plastic is now mostly single-use, creating major 
environmental challenges
•OECD data: annual plastic waste per capita —
USA: 221 kg; OECD Europe average: 114 kg
•EU average (2021): 36.1 kg of plastic packaging
waste per person
•Croatia generates ~96 kg of plastic waste per
person annually
•Europe is the second-largest plastic producer
globally; 70–80% of plastic waste ends up in 
marine environments
•An estimated 300 million tons of plastic waste
are floating in the world’s oceans
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Plastic free Zlarin

• First Croatian island to eliminate single-use 
plastics (since 2019)

• Local businesses and institutions signed a charter 
banning plastic bags, cups, straws, and cutlery

• Focus on reusable alternatives (cloth bags, glass 
bottles, tap water)

• Strong tourist communication: visitors are 
informed and encouraged to follow plastic-free 
practices



#arhipelagbezplastike

https://www.bezplastike.eu/
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Sea Star Hero

•Beach clean-up initiative in Poreč where visitors
collect marine waste
•Participants receive equipment and earn rewards
(badge, T-shirt, “SeaStar Hero” title for 15+ items
collected)
•Cleaning activity turned into a gamified tourist
experience with partner discounts
•Supported by the City of Poreč, Valamar, WWF 
Adria, environmental funds, and local businesses



https://www.seastarhero.com/



Hotels communicating energy-
saving programs

• Hotels in Croatia are actively adopting and 
communicating energy-saving programs to align 
with EU sustainability standards, often focusing on 
ISO 50001, Travelife, and the Sustainable Hotel 
Certificate. 

• Key initiatives include LED lighting, smart room 
controls, water-saving sensors, and renewable 
energy, with major groups like Valamar, Bluesun, 
and Adriatic Luxury Hotels leading in reporting on 
energy consumption reductions. 



https://www.valamar.com/en/health-safety
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Sustainable Communication

How these initiatives were 
communicated?
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Internal vs 
External Communication

• Internal Stakeholders
– Employees

– Management

– Local suppliers

• Internal communication builds:
– Shared values

– Commitment

– Operational consistency
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Internal
Sustainability Communication

• Example: Employee Engagement
– Sustainability newsletters

– Green office initiatives

– Training programs

– Volunteer opportunities

• Goal: Build a sustainability-driven company 
culture.
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Internal vs 
External Communication

• External Stakeholders
– Tourists

– Local community

– Media

– Policy-makers

• External communication builds:
– Trust

– Behavioural alignment

– Reputation
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Messaging

• Authenticity (alignment between action and 
message)

• Transparency (clear reporting of efforts and 
limitations)

• Simplicity (accessible language)

• Engagement (interactive communication 
channels)

• Consistency (long-term messaging strategy)
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Impact on Behaviour

• Effective communication can:
– Encourage waste reduction by tourists

– Promote off-season travel

– Support local product consumption

– Increase respect for natural areas
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Communication shifts:

• From awareness → to attitude → to 
behaviour → to long-term

sustainability communication!
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Final reflection

• Sustainable communication in tourism starts with 
brand-level initiatives, grows through public 
policies, and becomes truly impactful through 
public–private collaboration.

• When businesses and institutions work together, 
sustainability moves beyond messaging and 
becomes a shared, visible, and long-term 
commitment.
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Thank you!



www.italy-croatia.eu/web/in4blue
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Gđa. Martina Bušljeta
Gđa. Sanja Jerak

Put Murvice 3a, 23 000 Zadar
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+385 23 411 259
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