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ABSTRACT 

Enander, F and Hasselberg, M. 2016. The Seychelles Sustainable Tourism Label. Department 

of Social and Economic Geography, Uppsala University. 

 
The certification programme Seychelles Sustainable Tourism Label (SSTL) was founded by the government of 

Seychelles with the aim to mainstream sustainable practises in the tourism industry. The purpose of this bachelor 

thesis was to investigate how information about the SSTL is and further could be, disseminated in order to 

achieve its vision. The thesis has been conducted in collaboration with the SSTL’s managing division, the 

Tourism Department and undertaken as a Minor Field Study located to the Seychelles. Qualitative interviews 

have been conducted with parties of interest in the SSTL in order to receive their interpretation of the 

programme and its future prospects. The findings from these interviews have been analysed by the use of 

previous research. Furthermore, this analysis has resulted in suggestions for how the SSTL’s marketing division, 

the Seychelles Tourism Board (STB) could promote the programme for it to meet its objectives. The suggestions 

are based on the interviewed objects interpretation of the general awareness about sustainability issues and 

further that the recognition of the SSTL are to be low. This could be changed by the use of information 

dissemination regarding these issues and the SSTL in the STB’s existing marketing channels: its web site, social 

media, tablet application and at international trade fairs.   

 

Keywords: Sustainability, the Seychelles, the Seychelles Sustainable Tourism Label, 
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1. INTRODUCTION 

This introductory section provides an overview of this thesis area of research. The aim is to 

first introduce the reader to the tourism industry in the Seychelles, in order to further 

understand the purpose of the thesis and its research question. The last part of this 

introductory chapter is dedicated to present the thesis limitations, the disposition of the report 

and a list of used abbreviations.   

1.1 Presentation of the area of research 

The way the world is perceived today has changed, due to the constant growth of the tourism 

industry. The changes in travelling behaviour and faster transport opportunities to less cost 

have made all corners of the world more available and easier to reach. According to the World 

Travel and Tourism Council the tourism industry constituted for 9.8 per cent of the world’s 

GDP in 2015 and during the last decades the industry has gone from being a luxury for a few 

to a mass industry (WTTC, 2016, p. 2). The growing tourism industry has resulted in 

employment opportunities and economic growth for several developing countries (Mastny 

and Peterson, 2001, pp. 6–7). Highly beneficial in this development are a group of costal 

countries and islands which have been classified by UNDP with the term SIDS, Small Island 

Developing States (UNDP, 2014, p. 3). However, these states do not only benefit from this 

development, they also struggle with its negative impacts, in terms of increased pressure on 

their environment and resources (Ibid).  

The Seychelles, a small island country, located east of the continent of Africa is classified as 

one of the SIDS. The country highly depends on the tourism industry for its economic growth 

and this correlation constitutes for one of the Seychelles most important development issues. 

This bachelor thesis intends to study the relationship between the tourism industry and its use 

of the country’s resources, from the perspective of a governmental initiative. The initiative is 

a national certification programme for accommodation establishments called the Seychelles 

Sustainable Tourism Label (SSTL). The purpose of the programme is to implement 

sustainable practices in accommodation establishments and further to mainstream 

sustainability in the tourism sector (SSTL - About us, 2016). By providing hotels with the 

opportunity to apply for an eco-certification and the tourists with the chance of choosing 

SSTL approved establishments, the programme aims to make the Seychelles a destination for 

sustainable tourism (Levkovic, 2016). The programme was launched in 2012, with the initial 

vision that 30 establishments should have received a certification by this time, February 2016 

(Ibid). This vision has not been fulfilled and at the moment six hotels hold a certification 

(Ibid). 

In this thesis the question of how to support sustainable initiatives in the Seychelles is studied 

from the perspective of potential ways to increase the awareness of the SSTL. By focusing on 

information diffusion and how certified establishments are being promoted, the thesis is 

directed to study the certification programme’s marketing channels. The main focus, will 

further be how to more actively incorporate the SSTL in the country’s already existing 

marketing channels.  
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The thesis was undertaken as minor field study in the area of Social and Economic Geography 

and the empirical material was obtained from interviews, held with stakeholders in the 

tourism industry. The field study was conducted during eight weeks in the Seychelles and 

made possible by a grant received by the Swedish International Developing Cooperation 

Agency (Sida). 

1.2 Purpose of study  

This thesis has been conducted in collaboration with the Tourism Department in the 

Seychelles, with the purpose of studying the certification programme SSTL. The thesis 

describes the programme from the perspective of its responsible parties and accommodation 

establishments holding or applying for a certification. By mapping these actors and their 

involvement in questions regarding the programme, their view and perception of the SSTL are 

to be studied. This will enable a further investigation of the programmes current marketing, its 

potential future development and how information dissemination can contribute in the process 

of fulfilling the SSTL’s vision.  

The purpose of this thesis have been formulated and divided into three research questions in 

order to fulfil the thesis two aims. The first aim is to create a structured foundation in order to 

understand the SSTL programme and it is role in the Seychelles tourism industry. The second 

aim is to use insights from the first aim to analyse the future potential improvements of the 

programme and to contribute to the development of making the tourism industry in the 

Seychelles more sustainable 

1.3 Research questions 

• Which are the actors of interest for the SSTL?  

• How do accommodation establishments, holding or applying for the SSTL, perceive 

the programme and its included marketing?  

• How do the involved actors vision the future marketing of the SSTL? 

In addition to this, suggestions for how the SSTL could be promoted in order for the 

programme to achieve its vision of mainstreaming sustainable practices in the tourism 

industry in the Seychelles will be discussed. This are to be done by an analysis of the answers 

to the above questions.  

1.4 Focus and limitations  

The main focus of this thesis is the SSTL and the marketing surrounding the certification 

programme. This is analysed from the perspective of how to provide tourists with information 

to help them in their decision making regarding sustainable accommodation establishments. 

In addition to this, these establishments are studied in order to perceive their view of the 

programme and its marketing.  By focusing on this specific area the term and the theoretical 

concept of eco-certification/eco-label is only used to describe practices concerning 

accommodation establishments in the tourism industry. This limitation excludes similar 
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programmes concerning other tourism services and products. The term of eco-

certification/eco-label and further, eco-tourism, eco-destination and eco-friendly are all used 

in this thesis, due to the interview objects use of these terms. However, these terms are 

hereafter to be used as substitutes and/or components to the concept of sustainable tourism, 

which is described in the thesis background chapter.  

The main limitation of the thesis regards the SSTL and its studied potential impact on 

sustainability. The focus of the thesis is to study how the certification programme can 

contribute to sustainability by the decision making of tourists. This limits the thesis from 

taking the SSTL’s direct impact on the environment into account. Questions regarding for 

example energy and water savings and the degree to which the programme can be argued to 

contribute to sustainability, will therefore be excluded. Limitations regarding other benefits 

the programme potentially may bring certified establishments have also been made, due to the 

thesis extent and time-frame. These limitations include for example cost savings from energy 

efficiency and economical funding from the government of the Seychelles.  

1.5 Disposition 

This thesis is divided into eight chapters, where this first introduction chapter presents the 

purpose of the thesis and it research question. In order to comprehend the context of the area 

of research the second chapter provides the reader with relevant background information 

regarding the Seychelles, its tourism industry and its actors. The third chapter is intended to 

describe the methodology used in this thesis and is followed by a chapter presenting 

theoretical concepts and previous research regarding the studied area. Thereafter, findings 

obtained during the field study are presented in the fifth chapter and further analysed in the 

forthcoming chapter six. The thesis final chapters conclude the report and answer the research 

question.  
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2. BACKGROUND  

This section aims to give a brief introduction to the Seychelles, the location for this Minor 

Field Study. The chapter is dedicated to areas and definitions closely related to the research 

questions in order to create a context for the reader. Further, the section aims to provide the 

reader with relevant information about the country, its tourism industry, issues regarding 

sustainability and the SSTL.  

2.1 About the Seychelles 

The republic of Seychelles is a small African island nation with a population of 91 526 

citizens (Landguiden- Seychellerna, 2015). The country consists of 115 islands which 

together form an archipelago northeast of the Madagascar, in the Indian Ocean (SSDS 2012 - 

2020, n.d., p. 35). The inner core of the archipelago consists of the country’s four largest 

islands: Mahé, Praslin, La Digue and Silhouette (STB - Inner Islands, 2016). The Seychelles’ 

capital city Victoria is located on the main island of Mahé, where 90 per cent of the 

population lives (So Seychelles - Mahé, 2016). 

 

Figure 1. The figure illustrates the Seychelles location.(TUBS, Wikimedia Commons - Lage von XY 

(siehe Dateiname) auf der Erde, 2011).   

The Seychelles remained mainly uninhabited until the middle of the 17
th

 century (The 

Commonwealth Yearbook 2015, n.d., p. 3). The French were the first to colonise the islands 

in 1756 and ruled until 1814 when the islands were ceded to the British (Ibid). In June 1976, 

the islands achieved independence from the British and was ruled as a one-party state (The 

National Assembly of Seychelles, n.d.). A new constitution was implemented in 1993 and the 

country then became a multi-party democracy (The Commonwealth Yearbook 2015, n.d., p. 

3). Today the Seychelles is ruled by the Peoples’ party led by James Michael, who is head of 

state and head of government (State House - The President, 2016). 
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2.1.1 The Seychelles - a Small Island Developing State (SIDS) 

The Seychelles are classified as a so called SIDS, a group of island and costal countries which 

faces similar economic, social and environmental challenges (UN-OHRLLS, 2016). Common 

features for SIDS, which can be directly transferred and applied to the Seychelles, are their 

limited resources, dependency on import and their vulnerability to climate change (UN-

OHRLLS, n.d., pp. 10, 22). Furthermore, SIDS often rely on the tourism industry as an 

economic driver (Tourism in Small Island Developing States, 2014, p. 2). The industry 

accounts for the majority of the Seychelles economic income and is the sector creating the 

main part of the employment opportunities in the country (Country Strategy Paper 2011-2015, 

2011). In 2015, the industry constituted for 57 per cent of the country’s total GDP and for 24 

per cent of the direct work-force (WTTC, 2015). Despite the tourism industry’s contribution 

to the Seychelles economic growth, the industry’s close relation to the islands’ sensitive 

environment constitutes for one of the Seychelles main developing issues (SSDS 2012 - 2020, 

n.d., p. 123).  

2.2 The tourism industry  

The tourism sector is a constantly growing worldwide business and in 2015 the total number 

of international tourist arrivals reached 1.2 billion, which is an increase of 4.4 per cent 

compared to 2014 (World Tourism Barometer - January 2016, 2016). This trend of increase is 

directly reflected in the tourism industry of the Seychelles (Visitors Arrivals 2000-2015, n.d.). 

The number of international tourists visiting the country grew with 19 per cent between the 

years of 2014 and 2015 (Ibid). In the end of 2015 the total number of visiting tourists was 

summed up to 276 233 (Ibid). The Seychelles government’s strategy aims for the tourism 

industry to maintain this increase and to raise the number of tourists visiting the country each 

year (Strategy 2017, 2007, pp. 11–15). In order to meet the demand of a growing tourism 

industry the government’s strategy is formulated to balance the higher pressure on existing 

resources and still maintain the economic growth that the industry provides for the country 

(Ibid).   

Table 1. Number of tourists visiting the Seychelles between the years 2000-2015. The graph is based 

on data from (Visitors Arrivals 2000-2015, n.d.).  
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The tourism industry in the Seychelles has been of great importance since 1971 when the 

international airport was opened on the island Mahé (Britannica Encyclopedia, 2016). The 

destination has since then been attracting tourists from all over the world with its unique 

nature and marine life, beaches and luxurious resorts. A majority of 66 per cent of tourists 

visiting the islands arrives from Europe, furthermore the destinations top five markets are 

identified as Germany, France, Italy, Russia and the United Arab Emirates (Visitors Arrivals 

2000-2015, n.d.).  

2.3 Sustainable tourism 

The classic definition of sustainable development was made by the World Commission on 

Environment and Development (WCED) in The Brundtland Report, published in 1987:  

…meeting the needs of the present without compromising the ability of future 

generations to meet their needs. (UN, 1987)  

The purpose of the definition was to indicate the close relationship between environmental 

and socio-economic issues and has further been developed in order to fit the needs of different 

areas. The tourism industry has adopted the term of sustainable development by the definition 

of sustainable tourism: 

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. (UNEP, 2005a, p. 12)  

Sustainable tourism is a growing subdivision of the tourism industry. In comparison to the 

steady growth of the traditional tourism industry, sustainable tourism is forecasted to increase 

rapidly during the next decades (UNWTO, 2012, pp. 28–29). This predicts a growing 

awareness of sustainability, as for the moment 34 per cent of tourists are known to be willing 

pay extra for sustainable options (WEF, 2009, p. 102).   

2.3.1 The development of sustainable tourism in the Seychelles 

The government of Seychelles has been working with sustainable development for more than 

25 years (EMPS 2000 – 2010, 2000, p. 9). The first Environmental Management Plan (EMPS) 

was initiated by the government with assistance from United Nations Development 

Programme (UNDP), the United Nations Environment Programme (UNEP) and the World 

Bank, to cover the period 1990-2000 (Ibid). This first EMPS was a general plan, providing the 

government with guiding principles for how the country should act in order to preserve the 

environment (Ibid). However, the plan was formulated without a particular strategy for how to 

manage the tourism industry in a sustainable way (Ibid). This was identified as a shortcoming 

and in the end of the 20
th

 century the government started the process of developing the next 

EMPS, for the period 2000-2010 (EMPS 2000 – 2010, 2000, pp. 102–103). In the second 

EMPS goals and objectives regarding the tourism industry were added and these specific 

strategies were also presented in an extension, called VISION 21 (SSDS 2012 - 2020, n.d., p. 

126). During this period of time the government also developed a certain strategy plan called 

the Seychelles Eco-Tourism Strategy for the 21
th

 century (SETS21), launched in 2003 (SETS 
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21, 2003a). This plan incorporated guidelines for how to position and promote the Seychelles 

as a sustainable eco-tourism destination (SSDS 2012 - 2020, n.d., p. 126). 

In 2010, the second EMPS was replaced by the Seychelles Sustainable Development Strategy 

2010 – 2020 (National Preparations for the UNCSD - Rio 2012, 2012, pp. 50–52). The 

tourism specific strategy VISION21 was at the same time replaced by the Seychelles 

Sustainable Tourism Plan 2012-2020 (SSTP) (Ibid). The main objectives of this specific 

tourism plan is to promote the destination and to attain long term sustainability for the tourism 

industry (Ibid). To meet these requirements, the aim is to find the balance between the 

country’s economic growth and the conservation of its environment and cultural heritage 

(Ibid).  

 

Figure 2. The figure describes the government of Seychelles’ strategies regarding sustainable 

development. The blue fields represent the general sustainable development strategies and the green 

fields represents the tourism specific strategies. 

2.4 Actors in the Seychelles tourism industry  

The tourism industry can be seen as a complex network of both public and private actors. The 

actors’ collaboration is of importance for the sector and further for the Seychelles economic 

growth (SSDS 2012 - 2020, n.d., pp. 126–127). The main actors in the network can be 

identified as the government of Seychelles, the Tourism Department, the Seychelles Tourism 

Board and private stakeholders in the industry (Ibid).  

2.4.1 The government of Seychelles  

The Seychelles’ government has the authority to control and develop the tourism industry in 

the country (Seychelles’ Protected Areas Policy 2013, 2013, p. 8). This is managed through 

the constitution of laws and establishment of relegations and strategies (Ibid). From the 

perspective of the tourism industry, this means restrictions concerning land use, 

environmental protected areas etcetera (Ibid). Currently, nature reserves protect the land area 

of the country to a degree of 46.6 per cent and the still remaining available area for hotels and 

resorts to establish is therefore limited (Seychelles National Biodiversity Strategy and Action 
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Plan 2015-2020, 2014, p. 45). There are also limitations and restrictions regarding the design 

and construction for these establishments (Seychelles Legal Information Institute, n.d.). 

The authority that the government possesses makes it a leading actor in tourism industry 

(State House - The Cabinet, 2016). The government controls the industry through its Ministry 

of Tourism and Culture, with the Tourism Department as its responsible division (Ibid).   

2.4.2 The Seychelles Tourism Board  

The Seychelles Tourism Board (STB) was established in 2005 as an initiative from the 

government with the intention to create a board for collaboration between the private and 

public sector within the tourism industry (Seychelles Legal Information Institute, 2005). The 

board is responsible for tourism offices, national tourism policies, promotion and product 

development of the destination, education regarding the tourism sector and market research 

(Ibid). The main mission of the STB is declared on its web site in the following caption:  

To achieve for the Seychelles the status of the most desirable island destination on the 

market offering the unique Seychellois way of life, at a price that is competitive and 

within a sustainable, eco-friendly environment which is protective of the Seychelles’ 

natural beauty, assets, and cultural heritage. (STB - About Us, 2016) 

2.4.3 Private sector 

The private sector represents all tourism related businesses: accommodation establishments, 

tour operations, restaurants etcetera (SSDS 2012 - 2020, n.d., p. 126). The majority of the 

business in the private sector regards accommodation and includes hotels, resorts, guest 

houses and self-catering properties (Changes to the Monthly Accommodation 2014, 2014; 

Hotel Statistics 2015/Q3, 2015). The number of establishments providing accommodations in 

the Seychelles were in January 2014 counted to 437, which provide the islands with a total 

capacity of 953 304 beds (Ibid).   

2.5 The Seychelles Sustainable Tourism Label  

The Seychelles Sustainable Tourism Label (SSTL) is a tourism management and certification 

programme developed by the government of Seychelles (SSTL - Assessors’ Manual, 2015a, 

p. 3). The programme derived during the process of developing the environmental 

management plan VISION 21 (Ibid). In 2004 the Tourism Department, through the STB 

undertook the project and the responsibility of implementing the programme (Ibid). Since the 

programme was launched in 2012, six enterprises have received the certification and approval 

of the SSTL (SSTL - Certified Hotels, 2016a). The programme was founded in order to 

encourage the tourism industry to work towards a more sustainable future, which is captured 

in the vision and mission of the SSTL: 

SSTL’s vision is that every hotel enterprise in the Seychelles integrates sustainability 

practices in its business operations. (SSTL - About us, 2016) 



2016-06-19 | Filippa Enander and Mollie Hasselberg 

 

14 

 

The mission is to encourage hotel enterprises to mainstream sustainability practices 

into their business operations to safeguard the biodiversity and culture of the 

Seychelles. (SSTL - About us, 2016) 

A list of standards and criteria for how to maintain a sustainable business has been 

constructed for the certification programme (SSTL - Operators Manual, 2015, p. 5). In order 

for a hotel to receive the certification these criteria have to be fulfilled to a certain degree 

(Ibid). An approval from the label-assessors will provide the hotel with the certification and 

the permission of using the SSTL logotype at web sites and in advertising (Levkovic, 2014, p. 

10). Furthermore, the logotype is used in all contexts where the SSTL is promoted (Ibid). It 

illustrates the giant land tortoise of the Seychelles, surrounded by three arrows symbolising 

the three R’s: Reuse, Reduce and Recycle (Ibid). The logotype is used to spread the awareness 

of the programme and to demonstrate businesses holding the certification (Jacob and Andre, 

2016). This is done in brochures handed out at trade fairs and in the STB stay guide, which 

presents all accommodations available at the destination (Ibid).  

 

Figure 3. The Seychelles Sustainable Tourism Label logotype. (Levkovic, 2011)   

The Tourism Department emphasize one of the benefits of being a certified enterprise as cost-

cutting, due to water and energy savings (SSTL - Assessors’ Manual, 2015a, p. 5). The label 

is also presented to entail marketing advantages in terms of promotion and visibility: at trade 

fairs, in STB’s accommodation stay guide and at SSTL’s web site (Ibid). The Tourism 

Department also states the ability of increased guest satisfaction, due to the communication of 

sustainable achievement of the enterprise (Ibid).  

2.5.1 Certification criteria 

The criteria are formulated from international standards, which have been adjusted to fit the 

local needs and requirements of the Seychelles (Seraphine, 2016). The work of developing the 

criteria and the overall certification programme has its foundation in discussions with 

stakeholders and local research projects (SSTL - Operators Manual, 2015, p. 3). 

The certification criteria are built up by the following eight themes; management, waste, staff, 

water, energy, conservation, community and guests (The SSTL - The Criteria, 2016). The 

different themes are presented in the thesis appendix (Ibid). This themes are further 
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categorised into more specific sub areas, where each area is assigned with a score of points 

between zero and three (Ibid). The points are assigned depending on the degree to which the 

sustainable performance of the enterprise is impacted and the investment needed to fulfil each 

sub area (SSTL - Assessors’ Manual, 2015a, pp. 8–9). In order to receive the certification 24 

mandatory criteria needs to be fulfilled (Ibid). In addition to this a minimum amount of points, 

relative to the size of the enterprise, needs to be scored (Ibid). 
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3. METHODOLOGY  

This section presents the methodology used in this thesis, which includes both a literature 

study and seven qualitative interviews. The thesis was undertaken as a minor field study, 

which enabled the interviews to be conducted in the Seychelles during a time period of eight 

weeks. Interviews have been held with parties involved in the management and marketing of 

the SSTL, with the aim to present their view of the programme. Representatives from four 

accommodation establishments, holding or applying for the SSTL, have also been met in the 

process of collecting empirical material. These interviews aimed to create a perception of how 

the programme is received by the tourism industry. In addition to this, the representatives’ 

interpretation of the programme and their thoughts regarding its future prospects were 

discussed.  

3.1 Pilot study 

The prior study was made in order to obtain knowledge of the field and to be able to adjust the 

aim of the thesis to be relevant and of use for the collaborating parties (Fejes and Thornberg, 

2015, pp. 85–86). The pre study phase consisted of researching the Seychelles tourism 

industry with regard to the country’s history, economy, politics and culture. This was an 

ongoing process during a period of four months prior the arrival to the Seychelles, which 

enabled receptivity when in field.  

3.2 Study of literature and governmental documents  

The literature used in this thesis has been selected with careful consideration concerning the 

source and its content, with the aim to mainly use primary sources of information (Eriksson 

and Wiedersheim-Paul, 2006, p. 120). Publications made by the government of Seychelles, 

such as documents, strategic papers and national reports represent the main sources of 

information used in the background chapter. The reason for selecting these sources was due 

the government’s authority concerning regulations and development of strategies regarding 

the tourism industry and sustainable development. By choosing publications with regard to 

date of release, the aim has been to keep the content of the thesis current. 

Literature has also been used as the source of information in the chapter of conceptual 

framework and previous research. The chapter is formed and based on literature describing 

concepts regarding promotion and functions of eco-labels, destination management organs 

and relating systems. The same approach has been used in this section, to form the 

methodology of the thesis and to receive deeper understanding in how to conduct interviews.  

3.3 Qualitative Interviews 

The methodology used in this thesis is qualitative and mainly based on interviews. The aim of 

a qualitative method is to obtain a wider picture of the area being researched by focusing on 

experiences and thoughts rather than facts and numbers (Dalen, 2015a, p. 15). By using 

qualitative interviews as the main source of information, the purpose has been to answer the 
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research questions from the perspective of the parties concerned (Kvale and Brinkmann, 

2009, p. 39).  Qualitative interviews have been conducted in order to receive the hotels’ 

interpretation and perception of the SSTL. Additional interviews have also been held with 

parties directly involved in the certification programme to gain a deeper understanding of the 

studied area. A heuristic approach has been used in order to analyse the content of the 

interviews and to incorporate the gathered material in a context (Dalen, 2015a, pp. 18–19). In 

this thesis, the context is represented by the tourism industry in the Seychelles and its view on 

the SSTL.  

3.3.1 Choice of interview groups 

The choice of interview objects for this thesis are parties responsible for different areas of the 

certification programme and hotels holding the certification or applying to receive one. The 

first interview served as an introductory meeting and was held with the Director of Standards 

and Regulations Sinha Levkovic and Quality and Standards Officers Lilian Durup and Janice 

Bristol at the Tourism Department. These three persons manage the SSTL and possesses great 

knowledge about the programme, its development and its future prospects. The second 

interview was held with Betty Seraphine, the former Programme Coordinator for the SSTL. 

Seraphine currently holds the title of Programme Coordinator Unit at UNDP, but was 

responsible for the initial process of developing and launching the certification programme in 

2012. The third interview was conducted with E-marketing Manager Vahid Jacob and E-

marketing Executive Corina Andre at STB. This interview was held in order to gain 

information about the marketing and promotion of the SSTL.  

The interviews held with hotels included two SSTL certified establishments and two that were 

in the process of becoming certified. By interviewing these different groups, the study is 

limited to hotels familiar with the SSTL and excludes hotels without current experience of the 

label. This limitation was also made due to the timeframe of the field study, the estimated 

time to conduct the interviews and the work needed to process the gathered material. The 

choice of which hotels to interview were made in agreement with Sinha Levkovic, Janice 

Bristol and Lilian Durup at the Tourism Department (Levkovic et al., 2016). The first contacts 

with the chosen hotels and their representatives were also handled by the Tourism 

Department. The choice of representative to interview was made based on the person’s 

involvement in the certification and the processes of application and self-assessment. 

3.3.2 Semi-structured interviews 

The interview technique used in this thesis was semi-structured, with predetermined subjects 

and questions of an open character. The semi-structured approach is used to create a 

discussion with the person being interviewed and to let the conversation flow freely (Dalen, 

2015a, pp. 34–35). 

The interview objects received an introductory email with information about our educational 

background, the area of research, the collaboration with the SSTL and the aim of this thesis. 

This information was repeated in the beginning of the interview, followed by a request for 

permission to record and take notes of what was being said. The documentation of the 

interviews were made in order to remain present in the moment and to be able to use 
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quotations from the interview (Dalen, 2015a, p. 37).  Additional notes were taken of non-

verbal observations like body language and surroundings, in order to create a fuller content 

and an extra dimension to the recorded material (Dalen, 2015a, pp. 70–71). By dividing the 

tasks of secretary and moderator, constant attention from one person could be directed to the 

conversation and person being interviewed (Kvale and Brinkmann, 2009, p. 195).  

The interview questions were discussed with the contact persons at the Tourism Department 

in order to guarantee quality and relevance. The questions were occasionally updated with 

respect to each hotel and their use of the SSTL, to ensure accuracy in each interview.  

3.3.3 Data processing  

The recorded material from the interviews was transcribed closely after each interview was 

held and merged together with additional notes. This was made to ensure that the gathered 

information retained its credibility and was safely stored on different devices (Kvale and 

Brinkmann, 2009, pp. 94–95). In addition to this, the gathered material was codified to ensure 

the respondents’ and the hotels’ anonymity. By not revealing the respondents professional 

title, the name of the hotel, its size or its location, the information presented in this thesis is to 

remain confidential. The approach of anonymizing the interview objects was made in order 

for the respondent to feel safe to answer the questions truthfully and without any potential 

ulterior motives (Kvale and Brinkmann, 2009, pp. 88–89). 

The material presented in the thesis findings chapter have been structured around the 

interview questions and the respondents’ answers to provide the reader with a complete 

picture of the studied area. The hotels have been codified and will hereafter be referred to as 

Hotel 1, Hotel 2, Hotel 3 and Hotel 4. The first two hotels hold the SSTL certification and the 

second two are in the process of becoming certified. The interviewed hotels provide various 

services and amenities and are of different sizes, where the smallest hotel has 12 villas and the 

biggest has 285 rooms, villas and/or private residents.  

3.4 Validity of methodology 

The method used in this thesis is mainly based on qualitative interviews, which makes the 

question of validity in the process of analysing the gathered material of importance (Eriksson 

and Wiedersheim-Paul, 2006, pp. 58–59, 61). To ensure the validity of the thesis all 

interviews have to be structured and held under the same circumstances in order to provide 

each correspondent with the same context (Kvale and Brinkmann, 2009, pp. 160, 163). The 

interview method also requires a critical approach and awareness about potential language 

confusion, cultural barriers and power structures (Ibid). In addition to this, the interview 

objects have to be chosen with regard to their knowledge about the research area (Holme and 

Solvang, 1991, p. 101). In this thesis the hotels have been chosen based on their common 

feature of being, or becoming SSTL certified. This limitation can be criticized from the 

perspective of excluding uncertified hotels, which may hold opinions of importance regarding 

the area of research. By including these parties, an additional dimension to the aim of the 

thesis could have been made and potentially affect the thesis outcome.  
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The interview’ answers have all been valued the same and the interview’ objects opinions 

have not been personally evaluated or reflected upon. This has been done in order to keep an 

unbiased approach during the process of conducting interviews and writing the thesis 

(Eriksson and Wiedersheim-Paul, 2006, p. 59). The neutrality also comes into hand with 

regard to the correspondents’ self-investment and knowledge in the area of research (Dalen, 

2015b, p. 123). The unbiased approach is also to be maintained in relation to collaborating 

parties and to not let their interests in the thesis influence its outcome (Eriksson and 

Wiedersheim-Paul, 2006, p. 35). In this project this meant to keep critical towards, but to still 

meet the requirements and agreements made with the Tourism Department.  

3.4.1 Literature criticism 

The secondary data used in this thesis consists of governmental reports and literature 

concerning the conceptual framework and the methodology section. The choice of literature 

has been made with regard to the content’s reliability, publisher or author and publication 

date. Reports published by the government of Seychelles are not to be found in a designated 

area, a collecting database or web site. The reliability regarding latest releases of these reports 

may therefore be questioned. However, the publications used in this thesis are aimed to be of 

primary sources and of the latest volumes and newest releases.  
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4. CONCEPTUAL FRAMEWORK AND PREVIOUS RESEARCH  

This section aims to create a framework of concepts and previous research, which will be 

used in the analysis of the thesis empirical findings. The concepts have been chosen in order 

to describe the tourism industry, its actors and how to best promote eco-labels. By identifying 

STB as a Destination Management Organisation the aim is to analyse the possibility of using 

Destination Management Systems, and further ICT tools, in the process of promoting the 

SSTL.  

4.1 Destination management organisation  

The responsibility of a Destination Management Organisation (DMO) is to market a 

destination while managing the development and implementation of strategies concerning the 

tourism industry (Ali and J. Frew, 2013a, pp. 184–185). A destination is further defined as a 

geographical region, where tourists come to visit and take part of products and services 

provided by the tourism sector (Ibid). The tourists visiting a destination usually perceive the 

sector’s components as a collective, even though its individual components might not be 

connected to each other (Ali and J. Frew, 2013a, pp. 184–185). Usually, a range of national, 

international, private and public stakeholders may be active at a destination. This makes 

destinations complex to manage, due to their stakeholders’ potential personal and professional 

interests (Ibid). The DMOs are usually part of the national government and their aim is 

therefore to meet the requirements of all stakeholders, tourists and local residents (Ibid). 

DMOs are also undertaking the task of maintaining a long term perspective regarding 

sustainable development at a destination (Ibid). This should be included in their strategy 

without jeopardizing the economic growth of the tourism sector (Ibid).  

4.1.1 Destination management system  

A Destination Management System (DMS) can be seen as the technological infrastructure of 

the DMO, which manage the linkage between the local stakeholders and visiting tourists (Ali 

and J. Frew, 2013a, pp. 111–112, 185). The system collects relevant information regarding the 

tourism industry in a specific region and consists of several platforms, which compiles and 

distributes information to market a destination (Ibid). This is made by Information and 

Communication Technology (ICT) tools and often coordinated and controlled by the DMO 

(Varghese, 2013, p. 50). The term ICT is used to describe technical solutions required for 

information flow and processing and includes products and applications, used for information 

sharing, communication and storage of digital data (Ali and J. Frew, 2013b, p. 3). These tools 

are often connected to each other by their individual internet access and can further be 

exemplified as smart phones, computers and tablets (Ibid). The process of information 

dissemination through these technical devices forms a potential communication network 

between individuals and organisations (Yu-Feng Chou et al., 2013, p. 1356). As being a part 

of a destinations DMS ICT tools enables tourists to find information about accommodations, 

tour operators, activities etcetera (Varghese, 2013, p. 50). Through this communication 

system the DMO may also provide tourists with valuable information regarding for example 

the destination’s history, culture and environment (Ibid).  
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Before visiting a destination, a tourist undergoes a pre-trip phase, which includes research, 

decision making and booking (Scott and J. Frew, 2013, p. 40). This phase could be considered 

as the most important phase when it comes to information gathering during the process of 

planning, conducting and concluding a trip (Ibid). The majority of the information is reached 

by the internet, during a complex process in which the tourist faces several steps of decision 

making regarding choice of potential destinations etcetera (Ali and J. Frew, 2013a, p. 112). 

The DMS is usually one of the first sources of information the tourist will meet in this 

researching process, due to its overall collection of material regarding the destination (Ibid). 

Through the tourists’ perspective, the DMS is often considered to be a reliable source, due to 

the extent of the provided information and the DMO’s authority as a governmental organ 

(Ibid). This gives the DMO the opportunity to spread important and current information to 

tourists through its DMS (Ibid). This information could for example concern sustainable 

development at the destination:  how to make sustainable choices, codes of conduct and 

sustainability initiatives being made (Ibid). The DMS can be seen as a communication link 

between stakeholders and tourists and can therefore be used to transfer information about 

sustainability from the actors at the destination to its potential customers (Ibid).  

4.2 Eco-labels 

Eco-labels are developed in order to set standards and control that a product, service, 

organisation or process can be perceived as sustainable (Toth, 2002, pp. 74, 78). The label 

guarantees a certain level of sustainable practices and can be seen as a benchmark for 

customer and industry requirements (Ibid). An eco-label often incorporate an icon or 

logotype, which allows customers to recognize suppliers or products, which meet the 

standards required to receive a certification (Tang et al., 2004, p. 87). In the tourism industry, 

eco-labels provide tourists with the choice of reducing the potential negative impact their 

vacation might bring the destination (Ibid). From the perspective of the tourism market, an 

eco-label may work as a competitive advantage and to legitimize the businesses’ potential 

impact on sustainability (Taufique et al., 2014, p. 2177). Implementing certification 

regulations regarding, for example energy- and water consumption, could presumably also 

increase the efficiency of a business and further result in economic savings (Font, 2007, p. 

389).  

Certification programmes for eco-labels can be formed in order to accomplish a general and 

improved degree of standards concerning sustainable practices in the tourism industry (Font, 

2007, p. 395). This requires an approach in which the certification criteria are set to be 

intermediate and equally achievable for all parties concerned (Ibid). Another possible 

approach is to use an eco-label to classify and show off the top-performing business of the 

industry (Ibid). This can be done by setting the standards high and encourage the most 

ambitious initiatives (Ibid). Regardless of the choice of approach, all businesses should be 

given equal opportunities to become certified (UNEP, 2005b, p. 25). When it comes to 

certification of accommodations establishments this means that characteristics like the amount 

of beds, star-rating and brand should be disregarded and that the degree of difficulty to meet 

the required standards should be the same (Ibid). Even if a program is constructed to maintain 

equitability, previous research has shown that large enterprises are the first to adapt newly 
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established certification programmes (TIES, 2005, p. 9). The reason for this might be their 

economical resources, organizational structure and/or already ongoing sustainable work 

(Ibid). Usually these first establishments already fulfil many of the certification criteria and 

can therefore work as a way to showcase the label and its standards (Font, 2007, pp. 388–

391). This can be of use when it comes to promoting a new eco-label and to attract smaller 

establishments without the same resources and sustainable practices (Ibid).  

4.3 Promoting eco-labels 

Tourists planning a trip generally consider the price of the vacation, activities available at the 

destination and accommodation amenities, before taking eco-certifications into account 

(UNEP, 2005c, p. 10). To market and promote eco-labels is therefore important in order to 

inform customers of their ability to make sustainable choices (Taufique et al., 2014, p. 2178).  

4.3.1 Potential customers  

The perception of eco-labels is influenced by customers’ previous experience of similar 

certification programmes and their confidence in the authority behind the label (Taufique et 

al., 2014, p. 2184). Customers need to obtain knowledge about the certification processes, its 

criteria and how the sustainable practices are assessed in order for them to consider the label 

as meaningful (Ibid). The difference between certified and non-certified establishments also 

needs to be communicated to the customers to raise the awareness of the label and its meaning 

(UNEP, 2005c, p. 19). This process can be seen as a key-element when promoting an eco-

label (Ibid).  

The concept of sustainable tourism is still relatively new and the initial process of 

constructing and implementing eco-labels is therefore usually not driven by customer demand 

(Font, 2007, p. 402). Instead, eco-labels are often enforced by other initiatives, or as a way for 

the government to encourage sustainable practices in a certain industry (Ibid). In order to 

successfully promote an eco-label, the general knowledge and awareness of sustainable 

tourism has to be raised before a market demand can be accountable (Ibid). Customers’ 

knowledge about sustainable issues has been identified to differ depending on which 

geographical region they originate from (Taufique et al., 2014, pp. 2178, 2184–2185). The 

marketing strategy for an eco-label therefore has to be designed differently depending on the 

targeted market and its customers’ values and needs (Ibid). To promote an eco-label at a 

market with highly involved customers will require another strategy than to approached 

customers with low involvement (Ibid). Customers who are highly involved in questions 

concerning sustainability are more likely to be influenced and affected by advertising and 

information about eco-labels (Ibid).   

4.3.2 Dissemination of information 

The network of interest in this thesis consist of tourists and actors in the tourism industry. 

This network enables its members to share information regarding a destination and can further 

function as a tool to inform tourists about sustainable alternatives and eco certifications (Ali 

and J. Frew, 2013b, pp. 60–62). The decision-making process, concerning the alternatives 

tourists may face, is a key-element in the concept of sustainable tourism (Ibid). The tourists’ 
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power to choose sustainable practices over traditional ones is of great importance for 

operators, which have invested in and implemented sustainable practices (Ibid). The 

information needed for tourists to make well-considered decisions is therefore to be managed 

carefully and communicated appropriately (Ibid). This information has to be chosen with 

regard to the total amount of available information, in what channels it later should be 

featured and how tourists are expected to receive it (Ibid). Thereafter the information can be 

spread by the use of ICT tools in order to suite the receiver, the occasion and information 

content (Ibid).  

Regarding the specific case of dissemination of information about an eco-label the 

information may be communicated to customers in various ways (Taufique et al., 2014, pp. 

2185–2188). The strategy for marketing an eco-label should for example consider contexts 

which potentiality could attract customers and how the visibility of the label could be 

enhanced by connecting it to relevant parties in the industry concerned (Ibid). The marketing 

plan should also include guidelines for how to provide customers with necessary information 

about the label (Ibid). The information provided should include enough details for the 

customer to understand the meaning of the label and further be able to determine its 

credibility (Ibid). This has to be achieved without overloading the customer with information 

and with a use of terminology suitable for the receiver (Ibid). The persuasive power of the 

information disseminated in the process of marketing the label also needs to be carefully 

thought through by the implementing organ (Ibid).   
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5. FINDINGS 

This part of the thesis presents the findings emerged from interviews held with industry 

stakeholders and parties responsible for the SSTL. The first section of the chapter presents 

findings from interviews with the responsible managing part of the SSTL, Sinha Levkovic, 

Janice Bristol and Lilian Durup at the Tourism Department. In order to include a historical 

perspective of the programme and its progress, the former program coordinator for the SSTL, 

Betty Seraphine, was met. The programme’s current position on the tourism market and its 

marketing strategies were further discussed with Vahid Jacob and Corina Andre, responsible 

for E-marketing at the STB. The last part of the chapter is dedicated to present the interviewed 

hotels’ interpretation of the SSTL and the market’s general perception of sustainability.  

5.1 The process of developing the SSTL and its future prospects 

The idea of a national eco-label in the Seychelles was founded in the early 2000s during the 

time period of the country’s second EMPS and its additional tourism specific strategy 

VISION 21 (SSTL - Assessors’ Manual, 2015b, p. 3). Since then, the SSTL has been 

managed by different governmental divisions, with the same aim of creating awareness of the 

label and further sustainable tourism (Levkovic et al., 2016). 

5.1.1 The initial process of developing the SSTL 

The SSTL is a governmental initiative with the objective to establish sustainability practices 

in the tourism sector (Levkovic et al., 2016). The initial vision was to create a specific eco-

certification programme for accommodation establishments and if this was proved to be of 

success, to further develop the programme to include other parts of the sector (Ibid). The 

process of developing and launching the certification programme was founded by UNDP and 

adopted and managed by the former Ministry of Tourism and Transport, through the STB 

(Seraphine, 2016). UNDP was also involved in the process of forming and reviewing the 

certification criteria (Ibid).  

5.1.2 The collaboration between the STB and the Tourism Department  

The SSTL was during its first years of implementation and development governed by the 

STB. In 2012 a new ministry, called the Ministry of Tourism and Culture, was created in 

order to handle all tourism related issues (Seraphine, 2016). The new ministry replaced the 

Ministry of Tourism and Transport and as a result of this reorganisation the tourism related 

question were to be handled by the Tourism Department and its sub division of STB (Ibid). A 

second reformation of the ministries was made in June 2015, which led to a separation 

between the STB and the Tourism Department (Seychelles Nation, 2013). This resulted in two 

separate divisions where the SSTL is to be managed by the Tourism Department and 

promoted by the division of the STB (Ibid).  
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Figure 4. Figure describing the structure of parties responsible for governing and controlling the 

SSTL.  

5.1.3 Initial vision and future prospects  

There are currently six hotels holding a SSTL certification (Seraphine, 2016). This is less than 

the initial vision stated by UNDP, which was that ten hotels should have received the 

certification before the end of 2015 (Ibid). Even though the goal was not achieved, Seraphine 

argues that the programme is heading in the right direction and stresses the fact that the phase 

of launching and implementing an eco-label is time consuming (Ibid). The Tourism 

Department envisioned and forecasted an even higher number of certified hotels (Levkovic, 

2016). They estimated a critical number of 50 certified establishments, for when the process 

of attracting more hotels should become of ease (Ibid). They also envisioned that 30 hotels 

should have received a certification at this moment, February 2016 (Ibid). The unfulfilled 

visions are claimed, by both Seraphine and the Tourism Department, to be associated with the 

lack of general awareness regarding sustainable development (Levkovic, 2014, p. 26; 

Seraphine, 2016). They also state the importance of the label’s recognition and the need for 

more economical incentives for the hotels to become certified (Ibid). In addition to this, the 

Tourism Department argues that a more effective marketing strategy is needed in order for the 

label to progress and attract more hotels to apply for the certification programme (Levkovic, 

2014, p. 26). The international recognition is also mentioned as a key component in the work 

of developing the programme and for it to become successful (Ibid).  

5.2 Marketing  

The marketing plans for the SSTL have evolved through the years and are incorporating 

guidelines for how to promote the label towards both hotels and tourists (Jacob and Andre, 

2016). The STB is the division holding the responsibility for marketing the destination of the 

Seychelles, which further includes promoting and marketing the SSTL (Ibid).  
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5.2.1 How the STB promotes the destination of Seychelles 

The Seychelles are marketed with the slogan the Seychelles islands… another world, which 

has been selected to illustrate the islands’ uniqueness and to emphasize the country as an 

authentic and environmentally intact destination (STB - Newsletter, 2014). The STB promotes 

the destination of the Seychelles through a range of different channels: its web site 

www.seychelles.travel, on international travel trade fairs, through brochures and social media 

(Jacob and Andre, 2016). The web site of STB can be seen as its main marketing platform and 

contains all destination related information tourists may need (Ibid). The site provides 

information regarding the country’s history and culture, different types of accommodations, 

activities, events, maps and image galleries etcetera (Ibid). According to Jacob, 80 per cent of 

the tourists arriving to the Seychelles have been visiting the web site before their vacation 

(Ibid). In 2015 the number of unique visitors at the web site was counted to 1.2 million, which 

can be compared to the number of 600 000 visitors in 2013 (Ibid). This makes the STB web 

site one of the most visited in comparison to sites driven by tourism boards in other African 

countries (Ibid). This growth can also be seen in the marketing channel of social media, where 

STB’s two Facebook sites have grown from 4 200 followers in 2013, to the current number of 

500 000 followers in the end of 2015 (STB - Newsletter, 2015). 

STB’s other marketing platforms are closely related to its web site (Jacob and Andre, 2016). 

For example, the STB provides tourist with a free mobile application, called The Seychelles 

Islands Travel Guide, which currently can be reached using tablets (Ibid). The application was 

launched in January 2014 and contains information similar to the one found at the STB web 

site (Ibid). Another marketing channel, which is correlated to the web site are the international 

trade fairs the STB attends (Ibid). The trade fairs bring stakeholders from the tourism industry 

together to showcase their destinations, products and services (Ibid). Jacob claims that 90 per 

cent of the people interacting with the STB at these fairs have visited the web site beforehand 

(Ibid). The STB uses the fairs to market the Seychelles by handing out brochures, promoting 

material and by showing inspiring videos of the destination etcetera (Ibid).  

5.2.2 How the SSTL is promoted  

The SSTL is managed by the Tourism Department, which is responsible for providing the 

STB with relevant information to be used in marketing of the label (Jacob and Andre, 2016). 

The marketing strategy of the SSTL includes two target groups: uncertified hotels in the 

Seychelles and tourists interested in the destination (Ibid). These groups have to be managed 

and approached differently when it comes to marketing (Ibid).  

The promotion of the certification programme towards hotels includes both group- and 

individual meetings, which are convened and organised by the STB (Levkovic et al., 2016). 

The aim with the promotion towards hotels is to spread the recognition of the programme and 

to inform the hotels about potential benefits the SSTL might bring their business (Ibid). These 

benefits include cost-savings, due to water and energy efficiency, increased customer 

satisfaction and marketing advantages over uncertified hotels (Ibid). The hotels can also be 

seen as the main targeting group for the information found at SSTL’s home page, www.sstl.sc 

(SSTL - Certified Hotels, 2016b). The web site provides its visitors with information 

regarding the mission of the certification program, its application process and an abbreviated 
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list of required criteria (Ibid). In addition to this, hotels holding the certification are presented 

and listed with hyperlinks to their individual web sites (Ibid). This list is not featured 

anywhere else in STB’s online marketing channels and is therefore the only place where 

tourists and industry stakeholders can find all of the certified hotels collected (STB - 

Accommodations, 2016). This list, and further SSTL’s web site can be reached through the 

web site of STB (Ibid). By navigating to the tab plan your visit in the main menu and its 

subheading accommodations, the SSTL logotype will appear in the side section and provide a 

link to the home page of SSTL (Ibid). According to Levkovic, there is not enough traffic on 

the SSTL’s web site and the amount of visitors being transferred from STB’s web site, by 

clicking on the logotype-link, is currently unknown (Levkovic, 2016). The activity at SSTL’s 

Facebook site is also seen to be low, with its latest update in March 2014 (SSTL’s Facebook 

site, 2014). 

In order for the SSTL to increase its international recognition, the Tourism Department signed 

a mutual recognition agreement with the Fair Trade Tourism (FTT) organisation in July 2015 

(FTT - News, 2015). The non-profit organisation of FTT promotes sustainable tourism in 

southern Africa and the mutual agreement is a way for the SSTL to show the programmes 

commitment to responsible and fair trade tourism (FTT - Our guarantee, 2016). The SSTL is 

currently also in the process of applying for a similar agreement with the Global Sustainable 

Tourism Council (GSTC), to further raise the international credibility of the programme 

(SSTL - News, 2016). GSTC is a leading organisation, which manage global sustainable 

standards for the tourism industry (GSTC - About us, 2016). An agreement could provide the 

SSTL certified hotels with promotion through GSTC’s web site and through its partnerships 

with online travel agencies (SSTL - News, 2016).  

5.2.3 Future plans for marketing the SSTL 

The current marketing of the SSTL will be updated during the year of 2016, when the STB 

reconstructs and launches a new edition of the web site www.seychelles.travel (Jacob and 

Andre, 2016). The new web site will provide the SSTL with a dedicated tab in the main menu, 

instead of the link to its individual web site, currently located in the side menu (Ibid). The 

information found in the new tab will be formulated by the Tourism Department and 

thereafter designed and integrated by the STB (Ibid). According to Jacob, the tab is likely to 

increase the number of individuals taking part of information regarding the label and its 

certified hotels (Ibid). This assumption is made due to the high number of visitors at the web 

site of STB and the improved visibility the new tab will provide (Ibid). This way of 

information dissemination through digital channels can be compared to the traditional way of 

marketing, by for example spreading information through brochures (Ibid). The STB is using 

both kinds of marketing channels in its promotion of the SSTL, by combining the digital 

channels of the web site and social media, with its representation at trade fairs (Ibid). The 

digital approach has also recently been incorporated into these fairs, where the STB now is 

handing out digital brochures on pen drives, in addition to the traditional ones (Ibid). The 

brochures featuring the destination’s different accommodation alternatives, are currently 

being updated to highlight the SSTL (Ibid). This will be done by dedicating the first pages to 

hotels holding the certification (Ibid).  
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The future vision for the SSTL is to increase the number of certified hotels and to raise the 

awareness of the label among tourists (Levkovic, 2016). In order for the vision to become 

reality, the label’s international credibility is argued a need of increase (Ibid). According to 

Levkovic, this may be achieved by proceeding the ongoing work of gaining recognition from 

international organisations in the area of sustainable tourism (Ibid). Levkovic also advocates 

the importance of digital marketing channels to distribute information about the label (Ibid). 

Currently, the SSTL is only featured on STB’s web site and not in its mobile application, nor 

in its social media channels (Ibid). The mobile application of STB will be updated during this 

year and available for both smartphones and tablets (STB - Newsletter, n.d.). How or if 

information regarding the SSTL will be included in the application is currently unknown 

(Ibid).  

5.3 The hotels’ view of the SSTL 

The four hotels, interviewed in this thesis, share the view of the SSTL as a good initiative 

from the government of Seychelles and stand behind the programme and its sustainable 

practices (Hotel 1, 2016; Hotel 2, 2016; Hotel 3, 2016; Hotel 4, 2016). The required practices 

and score needed in order to receive a certification were mainly met by these hotels, before 

applying for the programme (Ibid). Hotel 1, Hotel 3 and Hotel 4 emphasize their sustainable 

practices as being part of their establishments’ core values and therefore already incorporated 

in their everyday business (Hotel 1, 2016; Hotel 3, 2016; Hotel 4, 2016). The reasons for 

these hotels to apply for the SSTL are argued to be the potential savings, due to energy 

efficiency, the marketing made by the STB and the possibility of increased guests’ 

satisfaction (Hotel 1, 2016; Hotel 2, 2016; Hotel 3, 2016; Hotel 4, 2016). More generally the 

reason for applying is captured in the following quote, made by Hotel 3:  

It is the way the world is: a) It is morally correct to do this and b) It is part of our 

culture anyway c) It puts us on a new level of eco-tourism. (Hotel 3, 2016) 

5.3.1 The hotels’ guests’ recognition of the SSTL  

The guests’ awareness of questions regarding sustainability and further the SSTL is argued by 

the hotels to be limited (Hotel 1, 2016; Hotel 2, 2016; Hotel 3, 2016; Hotel 4, 2016). 

According to Hotel 1 and Hotel 2 their guests are not aware about the certification the hotels 

are holding and do therefore not choose the hotels with regard to the sustainable practices 

required from the SSTL (Hotel 1, 2016; Hotel 2, 2016). Hotel 1 concludes: 

Guests will not come to your hotel because you have this certificate, because they do 

not know about it. (Hotel 1, 2016) 

Hotel 1 is currently not using the SSTL logotype or other information regarding the label in 

any promotion towards their guests (Hotel 1, 2016). Their work of spreading information 

regarding sustainability and their sustainable practices is on other hand well-developed (Ibid). 

This information is figured at the hotel’s web site, in their internal TV-channel at the rooms, 

in green-guide brochures and by information signs in the hotel area (Ibid). Hotel 1 argues the 

reason for not including the SSTL in their promoting material, is due to the certification 

programme being unrecognized as a mark of quality and sustainable practices (Ibid). The 
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same reasons is argued by Hotel 2, even though they also claim their guests’ lack of interest in 

questions regarding sustainability as the main factor not to use the label logotype in their 

promotion (Hotel 2, 2016).  

As Hotel 3 and Hotel 4 currently have not received the certification, they can only speculate 

in their guests’ interpretation of the label and hope for its recognition to raise (Hotel 3, 2016; 

Hotel 4, 2016). They do both state, that they will use the SSTL as a marketing tool, when 

receiving the certification and that their marketing divisions are preparing strategies for how 

to implement this (Ibid). This is concluded by Hotel 4 in the following caption:  

When we receive the certification we will definitely have it on our web site. But I do 

not believe it will be the reason for people choosing to staying at our hotel, it will just 

be something extra, a wow-factor! (Hotel 4, 2016) 

Hotel 4 argues that the recognition of the certification programme and its content does not 

need to be fully understand or spread, for it to serve as a market advantage (Hotel 4, 2016). 

The ability to use the label logotype and an additional informative text at the hotel’s web site, 

will enable guests to embrace the overall meaning of the SSTL (Ibid). Further, this will be 

part of the guests’ perception of the hotel as an establishment taking responsibility for 

sustainable development (Ibid).  

5.3.2 The benefits promised by the SSTL 

One of the potential benefits applicants might obtain, when implementing the SSTL required 

standards, are cost savings, due to energy and water efficiency (Levkovic et al., 2016). These 

four hotels have all experienced cost savings as a result of their implemented sustainable 

practices (Hotel 1, 2016; Hotel 2, 2016; Hotel 3, 2016; Hotel 4, 2016). However, when it 

comes to the certification programme’s other promised benefits, their individual perception 

differs. According to Hotel 1, the promotion of hotels holding the SSTL certification cannot 

be seen as a competitive advantage over uncertified hotels (Hotel 1, 2016). By updating the 

marketing strategy for the certification programme, Hotel 1 argues for a wider spread of the 

SSTL, which might result in an improvement of its promised market advantage (Ibid). This 

requires a strategy including an up to date web site by the STB and SSTL, online articles 

about the hotels’ sustainable practises and a closer communication between the hotels and the 

STB (Ibid). Hotel 1 further suggests: 

The STB should promote the SSTL more. They should look with the hotels what they 

have achieved, what is new, what the hotels are planning for the future and further ask 

how they can assist the certified hotels. (Hotel 1, 2016) 

As being a local certification programme, the SSTL still competes with well-known 

international programmes, covering certification of hotels all over the world (Hotel 1, 2016; 

Hotel 2, 2016). Hotel 1 and Hotel 2 therefore argues for an improved international recognition 

(Ibid). This in order for the SSTL to be of use for the hotels in their marketing and for their 

guests’ to understand the content and purpose of the programme (Ibid). On the other hand, 

Hotel 3 predicts the programme to bring them international marketing advantages when 

receiving the SSTL certificate (Hotel 3, 2016). To what extent these advantages can be 
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expected is unknown, but all additional marketing is perceived as beneficial (Ibid). Hotel 1, 

Hotel 3 and Hotel 4 propose a correlation between the international recognition of the 

certification programme, its marketing benefits and the number of certified establishments 

(Hotel 1, 2016; Hotel 3, 2016; Hotel 4, 2016). They argue, that it is conceivable to reach a 

wider market and spread the awareness of the SSTL, with a greater number of certified hotels 

(Ibid). This interpretation differs from that of Hotel 2, which argues that a limited number of 

SSTL certified hotels could be positive, due to the perception of the certification as an 

exclusive and unique attribute (Hotel 2, 2016).   

5.4 The Seychelles - An eco-tourism destination  

In the Seychelles Eco-Tourism Strategy for the 21
st
 century (SETS 21), the government of 

Seychelles states the national vision of positioning and promoting the country as an eco-

destination (SETS 21, 2003b, p. 3). This vision is to be included in the marketing of the 

Seychelles and implemented by the STB (Ibid).  

5.4.1 The general awareness 

The general interest in sustainable tourism is consider to be growing, but according to Jacob 

the demand is shifting depending on market and geographical region (Jacob and Andre, 

2016). Jacobs interpretation is that the interest in sustainability can be targeted at the 

European market, where the request for eco-friendly hotels is discerned to be higher, than for 

example at the Asian market (Ibid). Despite this, the interest is not considered to be sufficient 

enough for the STB to actively promote the Seychelles as an eco-destination (Ibid). Tourists’ 

main focus when choosing a destination is instead identified to be the total cost of their 

vacation, services and activities available at the destination (Ibid). The hotels interviewed also 

identify the price to be the determinant for tourists when planning a vacation. Hotel 2 sees the 

price, together with the provided services, the hotels amenities and the degree of luxury as the 

four aspects, most significant for their customers (Hotel 2, 2016). Although, Hotel 1, Hotel 3 

and Hotel 4 agree with STB’s interpretation of a growing interest for sustainable tourism 

(Hotel 1, 2016; Hotel 3, 2016; Hotel 4, 2016). This interpretation is based on their guests’ 

increased demand and interest in the sustainable practices being done at their hotels (Ibid). 

This is also noticed in the guests’ behaviour regarding for example recycling and energy and 

water saving (Ibid). Hotel 1 and Hotel 3 define this as an opportunity for the STB to be able to 

promote the country as an eco-destination and further argue the importance of embracing eco-

tourism in order for the destination to stay competitive (Hotel 1, 2016; Hotel 3, 2016). 

Although, Hotel 2 still maintains the view of the Seychelles as a traditional tourism 

destination and does not see sustainable tourism as a unique selling point towards their guests 

(Hotel 2, 2016). 

According to Jacob, the marketing of the Seychelles as an eco-destination can benefit from 

certification programmes like the SSTL, due to the possibility of marketing hotels holding a 

certification as a group (Jacob and Andre, 2016). For this to be applicable, Jacob claims that 

the number of certified hotels needs to be higher (Ibid). Marketing certified establishments as 

a group may serve as a way to spread awareness of sustainable practices being done at the 

destination and further to showcase the destination’s commitment in the area of sustainable 
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tourism (Ibid). The other way around, Levkovic argues for the SSTL to potentially benefit 

from the promotion of the Seychelles as an eco-destination (Levkovic, 2016). The promotion 

can function as an incentive for hotels to apply for a certification and in the long run 

potentially create a standard where the majority of the hotels at the destination are certified 

(Ibid).  
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6. ANALYSIS 

This chapter is divided into four main sections, each of which presents concluding 

discussions, with the intention to answer the research questions. This analysis is based on the 

findings obtained during the interviews, which further have been connected to theoretical 

concepts and previous research.  

6.1 Actors of interest for the SSTL 

The SSTL was founded by the government of Seychelles as a part of its strategy to make the 

tourism industry more sustainable. The programme is also aimed to function as a marketing 

tool and to be used by the governmental division of STB in its promotion of the country. The 

managing and controlling of the programme and its international collaborations are further 

handled by the Tourism Department. These two subdivisions are important actors for the 

SSTL, due to their ability to impact the programme and the tourism industry in the Seychelles. 

Hotels in the Seychelles can further be viewed as an essential party for the SSTL, due to their 

ability to apply for the programme, implement its practises and spread its vision to their 

customers. By holding the SSTL certificate, hotels can be part of the process of 

mainstreaming sustainable practises and raising the awareness of the programme. If more 

hotels were to become certified, tourists visiting the country would be provided with more 

alternatives to make sustainable choices. Furthermore, the tourists represent an important 

party of interest since they have the power to make sustainable choices, influence the hotel 

market and further create a market demand.    

6.2 General awareness of sustainability  

In the Seychelles’ current tourism specific strategy covering the 21
th

 century, the government 

states that the Seychelles should be promoted as an eco-destination. This could be a way of 

redirecting the tourism industry to support sustainable practices and further enable the general 

awareness of sustainability to be disseminated. The promotion, made by the STB is currently 

not focusing on the Seychelles as an eco-destination, due to the concept of sustainability as an 

unaccountable selling point at many of STB’s markets. If this were to be done, other 

governmental initiatives supporting sustainable practices could be benefitted. By raising the 

general awareness of sustainable practices in the industry, market demands can be created. 

According to Font (2007) this is crucial when implementing an eco-label. The governmental 

initiative of the SSTL could therefore be argued to benefit from the marketing of the 

Seychelles as an eco-destination, by the potential creation of an increased market demand for 

sustainable alternatives. This could also enable SSTL certified hotels to be marketed as a 

group and thereby attract more establishments to apply for the certification programme. 

According to Toth (2002), tourists may perceive a certification as a benchmark for sustainable 

practices being done at the destination. Taufique et al. (2014) further argue that the group of 

hotels holding the certification is to receive a competitive marketing advantage over 

uncertified establishments. Toth’s (2002) and Taufique et al’s. (2014) view support the 

hypothesis that the general awareness regarding sustainability could be of great importance in 
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the process of successfully promoting the SSTL. Despite the STB’s impression of a low 

involvement from the tourism market in issues regarding sustainability, some of its markets 

are seen to be more perceptive to the term of sustainability, than others. The European market 

is identified as a market with a growing interest for sustainable tourism and 66 per cent of the 

tourists visiting the Seychelles arrive from this continent.  A suggestion would therefore be 

for the STB to promote the country as an eco-destination more actively and further the SSTL 

at the European market. 

6.3 The hotels’ view of the SSTL 

The Tourism Department’s initial vision for the certification programme was that 30 

establishments should have received a certification at this time (2016). Reasons for not 

fulfilling this vision are identified to depend on the lack of general awareness of sustainability 

and the programmes low recognition. These reasons function as a foundation for the 

marketing benefits the programme promises to provide a certified establishment and weakens 

therefore the incentives for hotels to apply. The process of implementing an eco-label is 

further argued to be time consuming and these incentives can be expected to become stronger 

with time and a growing number of certified establishments. The Tourism Department has 

identified a critical number of 50 certified hotels for when the programme can be expected to 

evolve more independently. Although, Font (2007), indicates that the current certified 

establishments already can be seen as an advantage in the process of attracting more hotels to 

apply for the programme. This view is shared by a majority of the interviewed hotels, which 

argues for a higher number of certified establishments as a way to create a standard and attract 

more hotels to apply. If the SSTL’s aim would have been to only showcase the top preforming 

hotels in the industry with the most sustainable practises and engagement, a low number of 

certified establishments would be desirable. Hotel 2 argues for the advantages with this type 

of aim and for a certifications uniqueness to be beneficial for them.  

According to TIES (2005), newly funded certification programmes initially attract large 

establishments, which already fulfil their required criteria. This observation can be argued as 

true in the case of hotels holding the SSTL certification. The hotels interviewed in this thesis 

had sustainable practices and strategies in place before applying for the programme. The 

effort needed from them to fulfil the required criteria can therefore be argued as reasonably 

small. The hotels organisational structures and economic resources further made it easy for 

them to meet the rest of the unfulfilled required criteria. The majority of the interviewed 

hotels did therefore apply for the programme due to their shared interest in sustainability and 

their view of the SSTL as being a good initiative. They did also include the promised 

marketing advantages in their descriptions of reasons to apply for the SSTL. The two hotels 

that were in the process of applying for the SSTL claimed the expected promotion to be of use 

for them and further confirmed their future use of the SSTL in their marketing. In comparison 

to this, the two certified hotels, Hotel 1 and Hotel 2, argue for the promised marketing 

advantages not to have been fully delivered. This aspect, together with their guests’ claimed 

unawareness of the SSTL are argued to explain why the SSTL certificate is not used in these 

hotels’ own advertising. If the programme was to be more recognized these hotels claim that 

they would incorporate the SSTL logotype in their marketing. The other way around, an 
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increased use of the logotype could contribute in the process of raising the awareness of the 

programme. This could further be a step in the direction of differentiating certified and non-

certified establishments from each other and providing tourists with the ability of choosing 

between them. According to UNEP (2005b) the difference between these establishments have 

to be well communicated in order for the tourists to perceive the certification as meaningful. 

From the perspective of the SSTL, the difference between certified and non-certified 

establishments can be argued not to be communicated appropriately. The small number of 

establishments holding the certification is not separated enough from other hotels in the 

marketing made by the STB. Further, the fact that hotels with sustainable practices, which 

would fulfil the SSTL criteria not are certified, may cause confusion. The process of attracting 

these hotels to the programme and further to provide the already certified hotels with 

additional promotion can be seen as an important mission for the STB. Hotel 1 suggests for 

the promotion to showcase sustainable practices being done by the certified hotels and for this 

to be distributed through STB’s different marketing channels. This may include current 

information and news published continuously at for example the www.seychelles.travel and at 

the Facebook pages of the STB and SSTL. In addition to this an easier access to a list of 

certified establishments can be argued as a way for the STB to provide the hotels with more of 

the promised advertising.  

6.4 Potential marketing channels for the SSTL 

The body responsible for marketing a destination and implementing strategies concerning the 

tourism industry is described by Ali and J Frew (2013b) as a Destination Management 

Organisation (DMO). This concept can be applied on the STB, which is identified as the 

DMO in the Seychelles. STB’s main channels for marketing and managing the destination 

constitute for a technological infrastructure and can be described by the term Destination 

Management System (DMS). This structure can be seen as a network, which connects the 

government of Seychelles with its stakeholders and visiting tourists. The STB is spreading 

information throughout this network, which is made up of its web site, social media channels 

and tablet application. The information is further reached by the use of ICT tools connected to 

the internet. According to Ali and J Frew (2013a) the DMS can be seen as an important 

component in the work of making the tourism industry more sustainable. By providing 

tourists with the information needed in order to make thought through and sustainable 

choices, the DMS can be used to sustainable manage a destination. The STB has the 

opportunity to spread information regarding sustainability and to reach a majority of the 

tourists planning a vacation to the Seychelles. This is based on STB’s DMS and its extent of 

collected information regarding the destination and the reliability of the STB as a 

governmental organ. In other words, the STB holds the power to provide tourists with 

information, which could lead to the tourists making sustainable choices. In the long run, this 

may increase the market demand for sustainable practices in the Seychelles. As stated by Ali 

and J Frew (2013a) the decision-making made by tourists may therefore be seen as a key-

element in the process of making tourism more sustainable. 

A certification programme like the SSTL could provide tourists with the opportunity of 

choosing sustainable practices during their vacation. With its vision of mainstreaming 
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sustainability in the tourism industry, the SSTL could become a benchmark of sustainability 

for tourists. Font (2007) argues for the design of the certification programme criteria to be 

equal achievable for all applicants, in order to meet this vision. The SSTL criteria are 

considered to fulfil the requirements argued by Font and the aim of setting a general standard 

for sustainable practices in the Seychelles is therefore seen as reachable. In order for the 

vision to be achieved the marketing of the SSTL has to be updated and adjusted to fit its 

receivers. The current marketing of the SSTL should evolve for the programme to reach a 

wider spread and be customized to meet the interests from its two target groups, the 

uncertified hotels and the tourists. From the perspective of promoting the SSTL towards 

tourists, Taufique et al. (2014) advocate the importance of providing the tourists with enough 

information to understand the programme. In order to embrace the SSTL, the tourists need to 

fully comprehend the extent of the programme and its criteria. Tourists searching this 

information will most likely end up on the web site of the SSTL, which provides information 

regarding for example the programme’s mission and an abbreviated list of its criteria. SSTL’s 

mission is considered to be well formulated and gives the tourists a general overview of the 

programme’s aim. However, the shortened list of criteria can be argued not to reflect the 

amount of work needed for a hotel to receive a certification. In order for tourists to perceive 

the SSTL as creditable, an extension of this list may be recommended. This may further 

clarify the certified establishments’ commitment in the question of sustainability and indicate 

their investments in required practices. Taufique et al. (2014) argue for this to be done without 

overloading the tourists with information. Currently the information found at the www.sstl.sc 

can be perceived as directed more towards accommodation establishments than tourists, 

which may cause confusion, due to the extent of unneeded information. This observation may 

suggest for a reconstruction of the web site of SSTL, where the information is separated 

according to its corresponding target group. 

The information used in the marketing of the SSTL is to be transferred from the Tourism 

Department to the STB, which thereafter uses the provided content in its different channels. 

As being responsible for the country’s DMS, the STB handles both the web site of the SSTL 

and the destination’s main web site, the www.seychelles.travel. The latter can be identified as 

the STB’s main marketing tool, since tourists often uses the DMS as the main source of 

information. Ali and J Frew (2013a) argue for the importance to adapt the information to the 

chosen distribution channel or ICT tool. The information about the SSTL should therefore be 

provided in a way that is easily understandable for tourists planning a vacation. Currently the 

list of certified establishments is presented at SSTL’s web site, which further is to be reached 

through a link at www.seychelles.travel. The required navigation needed to reach the SSTL 

web site from the destination’s main home page can, due to the number of clicks needed, be 

argued as complex. Tourists in the pre-trip phase of researching a destination, may need more 

easy accessed information to be able to incorporate the information in their decision making. 

Scott and J Frew argue for the importance of this phase, which in this case means that 

information regarding sustainable choices should be provided by the STB and dedicated more 

visibility on its main web site.  

Being a well-visited DMO hosted web site, the www.seychelles.travel has the opportunity to 

more actively spread the word of the SSTL, the certified hotels and sustainable initiatives at 
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the destination. The planned reconstruction of the web site could be seen as a window for this 

opportunity to be taken. According to Jacob, the STB will use this chance to provide the 

SSTL with more visibility and easier accessed content and information about the programme. 

The SSTL will be figured in the web site’s main menu, which could attract more visitors to 

take part of information regarding the programme and advertising of its certified hotels. This 

could be argued to be a step in the right direction for the progress of the programme, due to 

the opportunity to reach more tourists and spread the awareness of the SSTL. The forecasted 

increased awareness will create incentives for hotels to apply for the SSTL and receive 

promotion in STB’s associated marketing channels. In order for this to be fully of use, the 

marketing of the SSTL through the web site of STB, www.seychelles.travel and its social 

media channels should be directed towards the targeted group of tourists. The information 

could then be exclusively formulated to fit the tourists’ important pre-trip phase. STB’s tablet 

application can also be argued as a tool used in this phase and its planned update can therefore 

be advised to include the SSTL. Further, the ability to use the updated application through 

smart phones will provide the STB with an additional marketing channel. 

The international marketing of the SSTL is argued, by a majority of the thesis’ interview 

objects, to be of importance in the process of spreading the programme’s recognition. In order 

to receive the wanted recognition, the STB is currently promoting the SSTL at international 

trade fairs, by the use of digital and traditional brochures. The planned high lightening of the 

SSTL in the new volumes of these brochures will provide certified establishments with more 

promotion. This may further increase the recognition of the programme at the international 

market. In the process of raising the international awareness, the Tourism Department uses its 

possibility of associating the SSTL with already established international organisations and 

similar programmes. This approach can be connected to Taufique et al’s. (2014) argument of 

the potential influence previous experience of similar programmes may have on customers, 

when introduced to new ones. The SSTL is currently holding an agreement with the FTT and 

is in the process of applying for an agreement with GSTC and is therefore using the potential 

association with these organisations to its advantage. To increase the international recognition 

of the SSTL the Tourism Department should continue to develop these collaborations and 

strive to create further compatible agreements. 
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7. CONCLUSION 

In this thesis, the parties of interest for the SSTL have been identified as: the government of 

Seychelles, the Tourism Department, the STB, hotels in the Seychelles and tourists visiting 

the country. The government’s aim for the SSTL is to mainstream sustainable practises in the 

Seychelles. This objective is to be fulfilled by the Tourism Department, responsible for 

managing the programme. The marketing of the SSTL is further handled by the STB and 

directed towards its two targeted groups, tourists and hotels in the Seychelles. The common 

opinion among the interviewed hotels is that the SSTL is a good initiative for the tourism 

industry. Furthermore, the hotels argued for their already well-developed sustainable practises 

and the promised marketing advantages as the main reasons for them to apply for a certificate. 

However, the two certified hotels do not think the promised marketing advantages have been 

received and for the programmes recognition to be low. These hotels have therefore not been 

using their certificate or the SSTL logotype in their own marketing. The hotels suggest for the 

STB to more actively promote the certified establishments and to showcase their sustainable 

work. This can be done by the use of the STB’s existing marketing channels to publish stories 

and news from the certified hotels. The STB’s authority at the market provides it with the 

opportunity to reach a wide range of tourists. The STB is therefore suggested to use its power 

and market position to make the industry more sustainable. By information dissemination the 

STB can provide tourists with the information needed to make sustainable choices. This thesis 

suggests for an easier access to information regarding the SSTL and for it to be located at the 

STB’s web site’s main menu. This information should include the certification criteria and 

links to certified establishments. In addition to this, the STB’s social media channels and 

tablet application should contain likewise and current information. Furthermore, more 

international collaborations and agreements should be created and the brochures being handed 

out at trade fairs should dedicate more visibility to certified establishments and market these 

hotels as a group. By focusing on the certified hotels’ sustainable practises and their SSTL 

approval, the general awareness of sustainability could increase. This would benefit the SSTL 

and raise its recognition among tourists, which further could create a market demand for 

certified establishments and attract more hotels to apply for the SSTL certificate.  
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APPENDIX 

The Seychelles Sustainable Tourism Label criteria 

The following list is to be found at the SSTL web site.(The SSTL - The Criteria, 2016)   

1. Management 

The Management Section includes policy, monitoring, health and safety. This section requires 

some sustainability documentation that will ensure the hotel’s sustainability initiatives are 

undertaken systematically. It requires that progress is monitored over time and that 

opportunities for further improvements are identified. 

Sustainability practices are communicated to the staff, guests, and other stakeholders with the 

aim of raising the overall awareness of sustainability and creating a positive impression. 

2. Waste 

Waste has a number of potentially serious environmental impacts, risk to health.  The most 

obvious impact is the waste that is sent to a landfill. On a small island, landfill waste toxins 

can easily leach into the soil and eventually back to the sea. 

Waste reduction is a widely understood and visible form of sustainable practice and therefore 

presents a good opportunity to foster support from guests, staff, and the community. 

Reducing, Reusing and Recycling are effective ways of cutting business costs. 

3. Water 

The broad aim of water-related practices is to reduce the amount of fresh water used by 

hotels. This reduces the impact on fresh-water supplies as well as the potential for water 

pollution. As with waste, the first step is to reduce water use through conservation and 

rainwater collection, and then to explore options for water reuse and recycling. 

4. Energy 

Energy typically comprises up to 50% of a hotel’s utility operating costs. Reducing energy 

use is the area that is likely to have the most significant financial benefits to an 

enterprise.  Energy reduction practices can consist of ‘management’ practices that change 

staff and/or guest behaviour in order to reduce energy use. 

Examples include staff turning out lights and guests choosing not to have their towels 

laundered so frequently.  There is also a range of practices that require investment in 

appliances, insulation, heating, or other energy-efficient technology. These investments often 

pay for themselves in the medium term. 

5. Staff 

Staff and guest-related practices are of significant importance to the sustainability of a hotel 

enterprise and of tourism in the Seychelles. The Staff criteria aim to recognise fair treatment 

of staff and staffing opportunities given to local people to reduce staff turnover and encourage 

loyalty.    
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6. Conservation 

Most sustainability practices focus on reducing the negative impact of a business on the 

environment or the community in which they operate.   The community and conservation 

criteria reflect the fact that an important part of sustainable tourism is to make a positive 

contribution to the local community and to local conservation activities. 

7. Community 

A hotel can get recognition for the community and conservation practices, it is necessary to 

keep a record of such activities. This may include receipts or letters of gratitude from 

community groups, photos of conservation work, or testimonials from community members. 

8. Guests  

The Guest criteria recognise the importance of guest satisfaction to the sustainability of the 

business. Satisfied guests go home and recommend Seychelles to their friends. Word of 

mouth is one of the most effective forms of tourism marketing. 
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