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Abstract

:

Tourism is currently one of the main sectors of profit for the worldwide economy. This study aims to explore ethics and sustainability in employer branding applied in the hotel industry, which is intended to correlate these very current and little-explored themes. This study aims to explore the investigation of these concepts that have grown, especially in the area of tourism and hospitality, as a way to better understand how the hotel sector can improve and develop strategic tools to achieve organisational success and capture the best talent. Methodologically, a Delphi method (three rounds) was performed through 26 participants recognised as experts of three major associations within the hotel industry in Portugal. As the main outcome, this research validated the Ethics and Sustainability in Hospitality Employer Branding Model, comprising three dimensions (HRM and EB Practices; Factors of business ethics and environmental sustainability; and Advantages of UH in implementing the EB strategy and RS communication) and underlying categories. Findings and practical implications to management are presented.
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1. Introduction


Currently, the hospitality sector faces global challenges in attracting and retaining talent for several reasons, such as unskilled labour, high turnover rate, excessive working hours, high competition and low pay (Alves et al. 2022). Therefore, it is very important not only to attract the right talent but to be able to motivate and involve current employees so that they have no interest in leaving the organisation; for this reason, it is necessary to find tools that can solve these problems in the hotel sector as high difficulty in hiring (Baum and Hai 2019). The new segments of ethical and sustainable tourists increasingly seek to obtain unique and sustainable experiences during their trip and stay, thus creating a greater connection with the destination (Almeida et al. 2019), acquiring cultural and personal enrichment, and thus having a greener consumption (Fennell and Bowyer 2019). Ethical and sustainable tourists travel in a more ecological way, love to discover destinations and their identities, know and respect their cultures, customs, and local communities, use the resources available by the environment without compromising future generations, preserving local traditions and natural resources (Veloso et al. 2021). Therefore, hotel organisations have begun to think about reviewing their strategies so that they can meet the needs and demands of new market segments and contribute to more sustainable tourism through more sustainable and responsible management with Green Human Resources Management (GHRM) policies (Ribeiro and Gavronski 2021), obtaining an employer brand with a more positive and sustained image, thus attracting and winning the most talented (Sullivan 2009), with sustainability being a relevant factor in organisational strategic planning (Silberhorn 2019; López-Gómez 2018; Lee and King 2008).



The aim of this research is to understand the relationship between ethics and corporate social responsibility and EB strategy communication in retaining and attracting talent in the hospitality industry. More specifically, this research intends to explore the role of HRM practices in conjunction with the EB strategy in terms of attraction and retention being implemented by the hotel industry to inform hospitality industry organisations about what advantages they can achieve by improving their reputation and image, by obtaining a good EB strategy and by being socially and environmentally responsible, and finally to confirm the existence of a link between business ethics and environmental sustainability. The methodological approach adopted in this study is qualitative, using the Delphi method.




2. Literature Review


2.1. Ethics and Sustainability in Hospitality Employer Branding


Regarding the theme of ethics and sustainability in employer branding applied in the hotel industry, we intend to analyse the main definitions of the following concepts of employer branding, ethics, and sustainability, according to their evolution over time and based on the hotel industry, to understand the complexity of each of the concepts. People’s knowledge in organisations has been one of the key factors for organisational success, so it is important to improve the knowledge that makes it possible to appeal to potential candidates and, at the same time, involve current employees (Guest et al. 2017; Gregorka et al. 2020). Monteiro et al. (2020) considers that employer branding is a tool that has great relevance in talent management over the last few years, as it is an innovative strategy that benefits organisations, making them differentiated, attractive, and reliable, contributing to attracting and retaining high-potential talent, being essential in this “war for talent”, gaining competitive advantages over the competition.



Due to globalisation and the fact that the world is constantly evolving, consumers in the tourism and hospitality sector are increasingly demanding, and this quickly results in gradually shortening product and service life cycles and processes; it is necessary to obtain more innovative and creative strategies to exceed consumer expectations and desires. Yohn (2019) states that when the customer experience is achieved by the employee, a unique and sustainable competitive advantage is created because they are managed together as a great employee experience leads to a great customer experience. Eiró-Gomes and Raposo (2020) attest that, in the future, the concept of sustainable development may gain more prominence in corporate social responsibility.




2.2. Employer Branding


Wilden et al. (2010) have been addressing employer branding as the management of the employer brand, which combines human resources management with marketing. This topic has drawn the interest of many marketing experts, as it is based on a relationship of commitment and trust between the organisation and the employee, starting from the recruitment process. According to Edwards (2009), employer branding involves marketing principles, but there has been an increasing number of interventions by the human resources department. The main long-term objective of this strategy is to empower employees to develop the organisational identity of a particular organisation, as well as attract and retain talent.



The concept of employer branding consists of a tool capable of making employees aware of the advantages of belonging to the organisation, fostering a sense of pride, and supporting talent retention. Continuous promotion of a strong employer brand attracts, motivates, and retains the best talents, ensuring an elevated level of continuous performance (Patra et al. 2019). It is important that the image and reputation, through the organisation’s employer branding, attract employees with high potential, offering a set of distinct benefits within the workplace (Pittz et al. 2017). It is easier to maintain good human resources practices by complementing them with employer branding strategy, thus continuing to implement new initiatives that create value and foster strong engagement between employees and the brand. This engagement will extend to all stakeholders, increase employee productivity and improve recruitment, retention, and motivation (Barrow and Mosley 2005; Fernandes et al. 2023a).



The Corporate Leadership Council considers that organisations with an employer value proposition plan are more likely to retain and attract talent, enabling the organisation to achieve its objectives more efficiently. This is achieved through a set of offerings provided by the organisation in exchange for the capabilities, experiences, and skills that an employee brings to the organisation (Minchington 2018), aiming to improve employee job satisfaction (Chandrasekaran 2020).



Minchington (2018) states that by 2025, companies will increasingly compete for the quality of their human capital. In this perspective, to stay competitive in the current digital era market, they must consider the impact of emerging trends so that the employer value proposition strategy can always be up to date. Nowadays, companies are increasingly focused on their growth; however, they face significant challenges as not having the right talent or access to competent talent presents the main threat for many CEOs. This occurs when there is a disconnect between the employer branding strategy and the human resources strategy due to reasons such as a toxic work environment, lack of a more dynamic and differentiated value proposition, failure to fulfil promises, and overbranding (an organisational failure that happens when the market becomes saturated with too many sub-brands). In this sense, there is a need for a shift in strategies, with the main focus on people management (Elegbe 2018).



Considering the ongoing digital revolution, the increasing use of social media is emerging as an essential part of the modern organisational EB strategy, along with human resources practices, to attract and retain talent, thus strengthening the relationship with employees and resulting in a stronger and more consistent bond. Currently, the most used platforms for attracting and recruiting candidates are the digital platforms LinkedIn and Facebook, as they provide more information about potential candidates, and job applications through these platforms have significantly increased, proving to be successful in recruitment (Bagirathi and Magesh 2021).



According to Salameh et al. (2023), the perception of a positive, attractive, and strong employer brand is more connected to its employees, leading to higher retention levels and a decrease in salary expectations since employees feel professionally fulfilled and have a positive and pleasant work environment becomes more valuable than a salary increase. The success of an organisation’s employer branding strategy depends on the involvement of all stakeholders, such as HR leaders, marketing, communications, IT, public relations, and legal functions, who together form the team behind the employer brand (Minchington 2018). It is relevant for organisations to build a positive, differentiated, and strong employer brand, as it becomes a key factor for organisational success, contributing to a stronger brand image and reputation and providing a competitive advantage for the organisation since employees become brand ambassadors through word-of-mouth, thus attracting potential candidates (Itam et al. 2020). In conclusion, an employer branding strategy offers advantages to organisations as it reinforces trust in leadership, retains talent, and fosters stronger bonds with employees through a positive work environment, both in organisational management and teamwork. Simultaneously, it reduces turnover and recruitment costs, as it enhances the organisational culture (Yoganathan et al. 2021).




2.3. Ethics and Sustainability in Hospitality Employer Branding


Ethics and corporate social responsibility (CSR) have been gaining prominence in the current context we live in from various perspectives and dimensions Dias et al. (2023). Not only in the present but even more so in the future, sustainability will undoubtedly be considered a driving theme for the tourism and hospitality sector to position itself in the increasingly competitive market. In this sense, business innovation gains emphasis as it directly contributes to sustainability, considering that modern-day tourists prefer more innovative and sustainable products and services (Triantafillidou and Tsiaras 2018). Both tourism operators and tourists need to be aware of and consider this topic to reduce negative impacts on tourist hotspots and to bring benefits to the local community and themselves (Santos et al. 2021). Only through tourists’ feedback can businesses reach new markets, build customer loyalty, and improve the promotion of tourism services. For this reason, the image of the employer brand is crucial to stay in the minds of current and potential consumers. However, the product or service is interconnected with the dynamics of supply and demand. Therefore, due to the new paradigm of tourism offerings, considering the diversification of products and services that stand out from competitors, creating competitive advantages and excellent business opportunities (Troise and Tani 2021).



Sustainable behaviours enable innovative solutions to the current sustainability challenge through creativity, leading to differentiation and competitiveness in business, which, in turn, drives innovation. This involves integrating green technologies, better known as eco-innovation, to develop more sustainable tourism products and services that can be successfully marketed (Font and McCabe 2017). A new paradigm has emerged in organisational marketing, focusing on the environmentally responsible consumer, which has forced companies to adapt their products and services to attract and satisfy them (Eid et al. 2020). Ethics plays a fundamental role in fostering and driving innovation, as well as the exchange of knowledge and skills among employees in an ethically and socially responsible leadership context, aiming to achieve competitive success (Markovic et al. 2021). According to Nunes and Cooke (2020), in a post-COVID-19 context, there has been increased pressure on tourism to be sustainable and environmentally respectful, contributing to the reduction of its environmental impacts. Tourists will always seek new experiences Streimikiene et al. (2020). Consequently, preventing probable future pandemics has given rise to a challenge among organisations to ensure the sustainable development of this tourism activity, rethinking and transforming the industry towards a more sustainable path and developing opportunities for innovation to attract new markets and partnerships (Bertello et al. 2021).



Oliveras-Villanueva et al. (2020) assert that sustainable practices in the hotel sector have shown a growing trend. Not only do they contribute to environmental protection and preservation, with a focus on energy management, waste management, and water conservation (Kularatne et al. 2019), but they also encourage all stakeholders to take action in favour of the environment and become environmentally conscious consumers (Bresciani et al. 2022). The ten main practices that have significantly improved the quality of sustainable service in the hotel sector, according to the following authors Oliveras-Villanueva et al. (2020), are: (1) the practice of the 3 Rs (reduce, reuse, and recycle); (2) sustainability in internal operations; (3) concern for the surrounding environment; (4) increasing quality and reducing costs; (5) sustainable organisational learning (such as reducing electricity usage and using biodegradable and ecological products); (6) sustainability and effective resource management; (7) sustainable food; (8) environmental certifications (indicating how a certain product is recycled); (9) social practices; and (10) sustainability in human resources, for example, using recycled paper for printing, relying more on digital tools like spreadsheets instead of paper).



The organisational world is in constant change, and we face a society where advertising, notoriety, and brand experience are determining factors, as consumer demands are constant, with increased attention to ethical issues, which are relevant in their purchase decisions (Pina and Dias 2020). As such, the behaviours and organisational attitudes are being rethought and transformed, leading to new structural challenges and ensuring a responsible commitment to the surrounding community, the environment, and stakeholders.



According to the “Sustainable Travel Report” by Booking regarding data from the previous year, 81% of tourists confirm that sustainable travel is important to them, and 50% of tourists state that news about climate change has influenced their decision to opt for more sustainable travel. It is evident that this trend is gaining more prominence and momentum. In fact, 71% of tourists express their willingness to make a greater effort in the following year to travel more sustainably, exploring choices and more sustainable ways of travel, such as using caravans or bicycles at the destination (a 10% increase from 2021). Booking’s digital platform predicted in 2020 that consumer environmental awareness would significantly increase in the coming years, and this is proving to be true, as 78% of tourists feel better about staying in an eco-friendly or sustainably certified hotel and plan to stay in more sustainable accommodations at least once in the following year. Many consumers (41%) reveal that they chose an eco-friendly hotel to help reduce their environmental impact, 33% consider it a more authentic experience, and 31% believe that such a tourism establishment places greater importance not only on environmental issues but also on the local community.



Ethics play a fundamental role in an organisation’s innovation and employer branding strategies; otherwise, advertisements, novelties, and changes may contradict the common good, as many of these efforts focus on selling products or services and attracting tourists without respecting ethical principles (Islam 2020). Another relevant factor is the diversity and inclusion of employees from various backgrounds, as it promotes coexistence, improvement, and learning and ensures company appreciation and competitive advantage. The allocation of compensations or benefits is another essential factor, which should be based on the evaluation of competencies, performance, and ethical behaviour in line with the organisation’s code of ethics. Therefore, this reorganisation should be in tune with the company’s cultural identity, with the purpose of promoting a good work environment, harmony, and integrity (Bharadwaj et al. 2022).



A socially responsible company supports and promotes social and environmental practices, such as social programs and initiatives in the communities where the company operates. It develops partnerships with local and regional entities to deliver community benefits and add value to causes. For example, during the Christmas season, the company might provide toys to underprivileged children. Whenever the company undertakes such initiatives or campaigns to help, it should inform all employees and stakeholders so that everyone is aware of the company’s involvement in these activities (Duque et al. 2020). As an industry with specific characteristics such as perishability and intangibility, assuming its mode of operation as well as its sensitivity to external factors, to remain competitive in the current market, the tourism and hospitality sector must continually adapt and innovate. This is essential due to the existing competitiveness; it is necessary for organisations to find new talents and maintain the existing ones, taking into consideration the employer branding strategy (Pires and Silva 2022). This concept is interconnected with marketing, as marketing is both a social and managerial process, consisting of a set of practices that create and add value to a specific product or service, offering increasing satisfaction, with a primary focus on content, as it will be read and seen by both current and potential candidates, ultimately leading to their loyalty. It should be emphasised that the differentiation and innovation of each employer brand rely on the content it shares. Over time, there has been a contemporary reformulation of what is “Internal Marketing” into Employer Branding (Behrends et al. 2020). Thus, this strategy represents a great opportunity for organisations to achieve more success and organisational sustainability, as it complements the strategic management of human resources with its image as an employer, considering the organisational culture and reputation. It is a fundamental tool in talent management, as it aims to attract and retain the right talents with high potential, thereby adding value to the organisation (Stahl et al. 2021).



In this context, there is a strong correlation between human resources management practices (recruitment, selection, integration planning, performance evaluation, training and development, rewards and benefits systems), which demonstrates their impact on both the workforce and organisational performance (Yu et al. 2022), as well as on the consistency and prestige of the employer brand’s reputation, positively influencing employees’ behaviour and intention to stay in the job (de la Rosa-Navarro et al. 2020). On the other hand, Strategic Human Resources Management (SHRM) involves considering these practices in a systematic, coherent, and harmonious way, leading to good management and promoting a positive employer brand, increasing the probability of attracting and retaining talents, thus gaining competitive advantages for organisations (Graham and Cascio 2018). Several authors argue that strategic talent management is strongly related to the perception of employer branding, as EB is directly associated with the recruitment process. Talent management, on the other hand, relates to the promotion of potential through strategies, ensuring a wide array of talents that facilitate the selection process, given the high power of choice with quality (Maurya et al. 2020). Attraction is the talent management dimension most explored by EB, as this strategy is considered an innovative factor for both attracting and retaining talents (Gregorka et al. 2020).



The hospitality sector will have to focus on SHRM for talent attraction and retention, as it is an area with specific and unique characteristics and competencies, requiring measures to address these specificities (Fernandes et al. 2023b). However, the future of employment in the hotel industry falls short of expectations, being limited and restricted, with immense difficulties in recruitment. In this sense, it is essential to review and implement the employer branding strategy to address these specificities, with the aim of improving employee satisfaction in this industry and attracting potential candidates, resulting in beneficial organisational outcomes and achieving organisational success (Wach et al. 2020). Several authors have highlighted the challenges to be addressed in this industry, including (1) Unskilled Workforce: The hospitality sector faces a problem of having a high proportion of unskilled individuals, making it difficult to recruit and select motivated and qualified professionals, especially for positions that involve significant customer interaction. The lack of adequate knowledge reflects on career development opportunities, leading to difficulties in retaining potential employees and projecting a negative image of the industry’s concern for its employees’ qualifications (Brien 2014); (2) High Employee Turnover: The extreme seasonality of the industry, particularly during the low season when there is reduced demand (Jiménez-Barreto et al. 2021), contributes to a high turnover rate. During this period, hotels try to retain their employees, but there are barriers to retention due to the temporary nature of employment contracts, with many employees being young and working on seasonal contracts; (3) Excessive Working Hours: The seasonal nature of the industry, with a focus on the high season (Jiménez-Barreto et al. 2021), means that employees often work long hours, including nights, holidays, and weekends. This lack of time for family and rest results in emotional and physical strain, causing stress and emotional exhaustion; (4) Low Salaries: Employees in this industry often face low salaries, leading some to hold multiple jobs simultaneously to make ends meet. The reluctance to pay overtime further contributes to the perception of hospitality as a temporary career option while seeking better opportunities (Silva and Reis 2018).



In conclusion, organisations in the hospitality industry have been more focused on customers than on the operational aspect, i.e., the human capital, which is crucial for delivering excellent service and exceeding customer expectations (Malik and Khera 2014). This has resulted in the neglect of employees’ desires, needs, and expectations, leading to low wages, lack of professional recognition, and an unpleasant work environment, which in turn affects their personal lives, causing burnout. Therefore, it is essential not only to attract the right talents but also to promote offers and working conditions that improve the hospitality sector and motivate employees, resulting in favourable behaviours and increased job satisfaction so that they have no interest in leaving the organisation (Kaur et al. 2015). This includes creating a positive work environment, achieving work-life balance, providing flexible working hours, investing in employee training and career development, effective leadership, personalised rewards systems, and a corporate culture that promotes talent attraction and growth (Ahmad et al. 2020). The primary focus of an employer branding strategy is to have a positive impact on employee retention and satisfaction, thus contributing to the overall success of the organisation, a key factor in talent attraction and retention. If there is an organisational culture that promotes talent growth, this strategy becomes well-developed and positive, leading to higher productivity and organisational commitment, achieving better outcomes through a strong, differentiated, and attractive brand image, with correct positioning, gaining competitive advantages, and being more easily chosen in the decision-making process by potential candidates due to its distinction from the competition. Implementing performance evaluation strategies that help employees develop their knowledge and maximise their potential, creativity, and innovation within an organisation that offers learning and employee development enhances the organisation’s employer branding (Potgieter and Doubell 2020), as it fosters innovative products and a strong culture of innovation, increasing the organisation’s attractiveness in the market and attracting more potential candidates.



These practices are critical success factors because if an organisation has a strong and successful brand and a compelling value proposition that showcases its unique selling points, it can achieve competitive advantages and meet talent management objectives (Kargas and Tsokos 2020). By fostering motivation, performance, and commitment, the organisation enhances talent retention and attracts the right talents who aim to improve and develop the organisation, resulting in lower turnover rates. Based on continuous feedback, word-of-mouth referrals, and shared experiences, ethical, moral, and socially responsible conduct, transparency, consistency, and differentiation from competitors are essential for successful employer branding. This leads to effective human resource management, always considering human capital as one of the most valuable assets of organisations, as its characteristics, skills, values, and experiences contribute to the competitive differentiation that influences organisational success/failure (Liu et al. 2021).



To sum up, it is important for organisations in the hotel industry to adopt the employer branding strategy to retain and attract talent, avoid dissatisfaction, and ensure high motivation and commitment from employees, as these factors significantly influence organisational success. For this reason, many organisations invest in team-building activities (Tanwar and Prasad 2016). The introduction of employer branding in organisations is becoming more of a necessity and less of an option, even though it is not yet considered a top priority. While HR managers in tourism and hospitality are aware of the contributions this strategy, combined with HR practices, can bring in minimising the challenges faced by this sector, it is still undervalued by top-level management and both HR and marketing departments.



Corporate ethics heavily rely on employee commitment, influenced by various internal and external factors. A company should strive to maintain a positive work environment and a strong organisational culture that promotes ethical behaviours, practices, and actions to ensure socially responsible conduct without compromising organisational performance. Corporate ethics influence the behaviour of organisations in both internal and external communication (Bakker et al. 2012). Therefore, it is crucial to adapt organisational strategies based on social responsibility and GHRM practices to promote greener and more eco-friendly management.





3. Materials and Methods


Regarding the methodological approach, this study adopts a qualitative methodology, and the chosen qualitative method is the Delphi method. Qualitative research allows for a deep and detailed understanding of phenomena, contexts, and experiences. It focuses on exploring the complexity of a topic, often going beyond simple or quantifiable answers (Gerring 2017). The qualitative approach is highly flexible, allowing researchers to adapt to changes and nuances during the data collection process. This is particularly useful when dealing with complex and constantly evolving topics (Silverman 2020). The Delphi method is considered a powerful research technique as it gathers opinions and ideas from various experts, geographically separated, to obtain a diverse range of results related to the research problem (López-Gómez 2018). It enables a better understanding of the phenomenon under investigation based on the current reality and context (Gerring 2017). Usually, the Delphi method involves three rounds (Donohoe and Needham 2009), whether conducted online, in-person, or simultaneously, to gather as much information as possible about the research problem (Guest et al. 2017). The participants’ responses may complement or contradict each other, considering they are different individuals, leading to convergent or divergent opinions, as they are thought and provided by different people. As with every method, it also has some weaknesses, as we know that the composition of the panel of experts can significantly influence the results (Mullen 2003). If the selection of experts is not conducted carefully, bias can occur in the opinion collected as well as the bias of the facilitator himself can occur (Fink-Hafner et al. 2019), therefore, aware of these biases but nevertheless convinced that this was the right method for this research, everything possible was done to ensure that both the choice of experts and the intervention of the researcher was judicious, trying to maintain maximum impartiality for more reliable results.



3.1. Research Question and Underlying Objectives


The research question in any study corresponds to the main objective that the researcher aims to investigate. In this study, the research aims to answer the following research question: “How are CSR and EB practices implemented in hotels in Portugal?” Based on this research question, the overall objective of this study is to understand the relationship between ethics and corporate social responsibility (CSR) and the communication of EB strategy in talent retention and attraction in the hotel sector. Specifically, this research intends to understand the importance of EB and environmental sustainability for decision-makers and managers in the hospitality industry, explore the role of HRM practices in conjunction with EB strategy in terms of attraction and retention that are being implemented by hotels, inform organisations in the hospitality industry of the advantages they can achieve by improving their reputation and image, by achieving a good EB strategy and by being socially and environmentally responsible, and finally confirm the existence of a link between business ethics and environmental sustainability.




3.2. Sample


In the sample definition, the following criteria were used: the scope of this investigation encompasses 26 experts geographically separated who belong to three important associations within the hotel industry in Portugal, based in the metropolitan area of Lisbon. These associations are AHP (Portuguese Hotel Association), AHRESP (Association of Hotels, Restaurants, and Similar Establishments of Portugal), and ADHP (Association of Hotel Directors of Portugal). These experts not only belong to the associations but also to various hotel units across Portugal, from north to south, including the islands of Madeira and the Azores, as they highly value the hotel industry. Thus, they are the decision-makers for contributing to the improvement and development of the industry. It is important to understand how the Human Resources Department is organised and structured in the different hotel units, whether there is a responsible person if there is a well-defined and elaborated HR manual, and how they address issues of ethics and corporate social responsibility.



This will lead to obtaining relevant data regarding the investigated theme. The sample consists of a panel of 26 participants from the hotel industry in Portugal, including the islands of Madeira and the Azores. These participants were selected according to a homogeneous pattern, considering their knowledge, skills, and expertise in the field. Therefore, this research is based on the application of the Delphi method, which involves three rounds of inquiry, with a minimum of 10 to 12 participants and a maximum of 35 participants, following the approach of (Hsu and Sandford 2007), ensuring a robust sample. Accordingly, nine experts are from AHP, nine from AHRESP, and eight experts represent ADHP, making up the total sample. Most of the participants are male (62%), specifically sixteen participants, while the remaining ten (38%) are female. To provide more details about the sample, a brief characterisation of each interviewee and each association is presented in Table 1:




3.3. Data Collection Technique


In the second phase, the methodology was translated into the Delphi method for data collection, as it is recognised as one of the most suitable techniques for conducting data collection in qualitative research, particularly in a comprehensive area like the tourism and hospitality sector (Silverman 2020). The application of this data collection technique offers numerous advantages, particularly because it is carried out in three stages and allows for an extensive exploration of the ideas and perspectives of the participants (Silverman 2020). These pieces of information are essential for the analysis of the collected results by the researcher, addressing both the research question and objectives. The Delphi method consists of rounds involving specific questions on a particular topic or theme. This process aims to obtain results relevant to the research and to better support the study. It leads to a better understanding of the presented questions and the responses provided by the participants, thereby facilitating the presentation of different opinions.



Consequently, the method was applied to a sample comprising a panel of 26 anonymous professionals who are experts in the hospitality industry. These professionals were carefully selected to answer complex questions in-depth and to provide convergent or divergent responses from the rest of the group. Their expertise was crucial in helping to understand the obtained responses. The criteria for selecting the participants were their affiliation with the governing bodies of the three most important associations in the hospitality sector (AHP, AHRESP, and ADHP). They included presidents, vice presidents, board members, and association representatives from various locations across the country, including the islands, and they had connections to hotel chains.



The selection criteria for the participants focused on professionals who are competent and decision-makers in the marketing area, as they aim to improve and develop the field. The three rounds of the Delphi method will be conducted online, as it has proven to be the most beneficial approach to gathering responses from all 26 participants across the three stages, ensuring the smooth progression of the research. The questionnaire for the Delphi method, based on the review of relevant literature, was structured into three sections. The first section addresses Human Resources Management (HRM) practices in conjunction with the Employer Branding (EB) strategy concerning talent retention and attraction. This part involves identifying the instruments being implemented in the hotel establishments in Portugal and gauging the participants’ opinions on their relevance for the effective functioning of this sector. The second section primarily focuses on factors related to the importance of business ethics and environmental sustainability. It aims to understand whether the executives responsible for these domains in each of the associations believe that these principles are being actively practised in the various hotel units across Portugal. Finally, the third section delves into the advantages that hotel establishments can achieve by implementing an Employer Branding strategy and demonstrating social and environmental responsibility.



By exploring these three aspects, the research aims to gain comprehensive insights into the current state of the tourism and hospitality sector in Portugal. It seeks to identify the best practices being adopted, assess the level of ethical and sustainable initiatives being undertaken, and understand the benefits that arise from embracing an Employer Branding strategy while being environmentally responsible. Throughout the three rounds of the Delphi method, the researchers anticipate that a consensus will be reached among the participants regarding the most effective practices and strategies in the industry. The anonymity of the participants ensures that each expert can freely express their opinions, promoting a diversity of viewpoints and encouraging thorough discussions during the rounds. Upon completion of the Delphi method, the collected data will be meticulously analysed, and the results will be crucial in addressing the research question and achieving the research objectives. The valuable input from the panel of professionals will provide valuable insights to guide the future development and improvement of marketing practices in the tourism and hospitality sector in Portugal. In conclusion, the application of the Delphi method with the selected panel of experts offers a robust approach to gathering pertinent information, paving the way for advancements in the field and fostering the growth of the tourism and hotel industry while promoting ethical and sustainable practices.




3.4. Procedures


For this research, three rounds of the Delphi method were conducted with a panel of experts belonging to three significant associations in the hospitality industry (AHP, AHRESP, and ADHP). This diverse panel comprised professionals holding various positions of responsibility and leadership within these associations and their respective organisations. As a result, a total of 78 responses were collected across the three rounds. After the data collection phase, which took place between April and June 2023 through online means, data analysis was carried out. Two methods of analysis were employed: content analysis and thematic analysis. Content analysis was chosen as it is advantageous for this type of research, as it helps contextualise the study and contributes to the interpretation of the data content. It seeks to uncover the underlying meaning behind the words being studied, identifying keywords and creating indicators (qualitative or quantitative) that enable inferences about the conditions of production/reception of these messages.



The present study is organised into three dimensions (as shown in Table 2) to analyse and interpret the results obtained from different units under examination:



(1) Practices of Human Resources Management (GRH) in conjunction with the Employer Branding (EB) strategy concerning talent retention and attraction.



Importance of Business Ethics and Environmental Sustainability.



Advantages that hotel establishments can achieve by implementing the Employer Branding strategy and by demonstrating social and environmental responsibility.



Obtained results were presented using dynamic tables in an Excel file, allowing for data coding and categorisation. This approach facilitates the analysis of the collected data’s units of study. By employing both content analysis and thematic analysis, the researchers aimed to gain a comprehensive understanding of the research’s focal points. These analyses help unveil patterns, trends, and insights hidden within the responses provided by the panel of experts. The resulting findings are essential for drawing meaningful conclusions and addressing the research questions and objectives. The utilisation of multiple analytical methods allows for a thorough exploration of the data collected, ensuring a robust and comprehensive investigation into the state of Human Resources Management, Employer Branding, Business Ethics, and Environmental Sustainability within the hospitality sector in Portugal.



In summary, the combination of the Delphi method and the subsequent data analysis methods employed in this study contributes to a well-rounded and in-depth examination of the subject matter. The findings and conclusions drawn from this research have the potential to inform and guide future strategies and practices within the tourism and hotel industry in Portugal.





4. Results


In this chapter, the data obtained in this study have been treated in accordance with the principles of content analysis and thematic analysis.



As mentioned in the previous chapter, the results of this research are organised into three central dimensions: (1) Practices of Human Resources Management (GRH) in conjunction with the Employer Branding (EB) strategy concerning talent retention and attraction; (2) Importance of Business Ethics and Environmental Sustainability; (3) Advantages that hotel establishments can achieve by implementing the Employer Branding strategy and by demonstrating social and environmental responsibility. Each of these dimensions helps to understand the theme investigated in this study and provides an opportunity to discern which categories hold greater significance than others. This allows for a comprehensive understanding of the views and opinions of the respondents regarding these topics.



Presented in Tables 4–6 are the results that facilitate the interpretation and comprehension of the achieved outcomes, considering the various categories that emerged from the qualitative analysis through the Delphi method applied to a panel of 16 experts belonging to the three important associations in the hospitality industry (AHP, AHRESP, and ADHP). The first round took place in March, the second round in April, and the third round in May of 2023.



In the first round, the research sample individually summarised and coded the responses, using evaluation criteria ranging from 1 to 12, 1 to 8, and 1 to 10), where 1 was classified as “Less Important,” and, depending on the dimension containing 12, 8, or 10 categories, it was classified as “More Important”. The responses obtained were related to the central dimensions, divided into GRH and EB practices, factors related to business ethics and environmental sustainability, and advantages of implementing the EB strategy and RS communication in hotel units. Next, the collected data were compared, resulting in a final list of twelve practices for the first dimension, eight factors for the second dimension, and ten advantages for the third dimension (Table 3). This positioning of the various experts provides insight into their perceptions of the various categories, categorising them as highly significant, somewhat significant, or not very significant regarding the discussed themes.



The detailed analysis and categorisation of the responses offer valuable information that contributes to the research’s conclusions and provides a deeper understanding of the perspectives of the experts. The data collected in the three rounds of the Delphi method have been instrumental in shedding light on the key aspects of the research, allowing for a comprehensive evaluation of the state of Human Resources Management, Employer Branding, Business Ethics, and Environmental Sustainability within the hospitality sector in Portugal. The subsequent sections of this chapter will delve into the specific findings from each dimension, allowing for a deeper exploration of the results and their implications for the industry. The data collected and analysed through content and thematic analysis offer valuable insights into the perspectives and practices of experts in the field, which can inform future strategies and improvements in the tourism and hotel industry in Portugal.



In the second round (Table 4), a different criterion was employed to classify the categories in the three dimensions. Categories were assigned levels 9, 10, 11, and 12, representing higher significance, levels 6, 7, and 8, indicating some significance, while categories below level 5 were excluded from this round due to their low significance for the sample. Consequently, the first dimension was coded into six categories, the second dimension into four categories, and the third dimension into five categories, as these were considered more important by most experts.



However, during the third round, it was observed that some participants perceived certain categories differently. Some considered them to have low significance, while others found them to be of moderate or high importance. Therefore, the decision was made not to exclude the following categories in this round: “Creative and motivated employees generate better quality in the service provided, thus satisfying the expectations and needs of customers”, as this category received values ranging from 2 to 5, indicating low significance according to six experts, but some others found it important, giving it values between 9 and 10. Another category that was not excluded was “Remain and distinguish yourself in today’s marketplace in the face of competition”, as it received values between 5 and 7, showing some importance for some respondents.



In the third and final round (Table 5), the items for each dimension were appropriately coded and classified to create the final table (Table 6). In this last round, the criterion used to categorise the items in the three dimensions was that items with positions below level 7 were excluded. As a result, the first dimension ended up with three items, with values ranging from 7 to 12, the second dimension had two items with values of 7 and 8, and the third dimension included three items with values between 2 and 10. However, in this last dimension, the criterion was that the categories had to contain values of 9 and 10, as evident in the items “Creative and motivated employees generate better quality in the service provided, thus satisfying the expectations and needs of customers” and “Remain and distinguish yourself in today’s marketplace in the face of competition”. This ensures that the items with the most relevance for each theme, according to the opinions of the various experts, were considered.



The completion of the three rounds allowed the researchers to identify the most significant items in each dimension, enabling a thorough understanding of the perspectives and opinions of the experts on the different themes explored. The analysis of the Delphi method data using content and thematic analysis methodologies has been a valuable process, producing meaningful insights that contribute to the field of Human Resources Management, Employer Branding, Business Ethics, and Environmental Sustainability in the hospitality industry in Portugal. The following sections of this chapter will delve into the detailed findings and interpretations based on these results, providing valuable implications and recommendations for the industry. The insights gained from this study can potentially guide and enhance practices within the tourism and hotel sector, facilitating its growth and development in alignment with ethical and sustainable principles.



With the analysis of the third round, the final table of the model of ethics and sustainability in employer branding in hospitality (Table 6) was obtained. It consisted of five categories in total across the three dimensions (two items in the 1st dimension, one item in the 2nd dimension, and two items in the 3rd dimension) with values ranging from 8 to 12. Based on the data collected in the three rounds of the Delphi method from a panel of 16 experts in the field, it was possible to identify the five categories that are considered of high significance by most respondents across the three dimensions. These categories pertain to practices of Human Resources Management and Employer Branding, factors related to business ethics and environmental sustainability, and the advantages that hotel establishments can achieve by implementing the Employer Branding strategy and engaging in Responsible Sustainability communication.



In the first dimension, two items were identified as highly significant: Career Progression and Work-Life Balance, following an analysis and qualification of twelve categories. This dimension aimed to understand which of these twelve categories was most important for the hospitality sector from the perspective of the experts’ knowledge regarding this employer branding tool. The second dimension contained one highly significant item: “Organisations promoting honest, transparent, and sustained communication foster behaviours, actions, and practices of environmental sustainability, which establishes trust and loyalty among all stakeholders”. This conclusion resulted from the categorisation of eight units of analysis. This dimension aimed to identify the categories that held the most relevance for this area and for the participants, as it prompted them to contemplate the current challenge that organisations in this sector must face and adapt their internal processes, leading to more sustainable management and aligning their organisational strategies based on social responsibility. The third dimension encompassed two highly significant items: “Creative and motivated employees generate better service quality, thus meeting customer expectations and needs” and “Staying and distinguishing oneself in the current market in the face of competition”. These emerged from the coding and classification of ten categories, seeking to ascertain which categories were of the highest significance. It is crucial for organisations in the hospitality industry to adapt to the changes in the global market, and it is essential for their survival to improve their organisational performance by integrating human resources management with environmental management. This approach allows them to invest in environmental and competitive performance, maintain a sustainable and positive image, and enhance service quality.



The analysis of the final table represents the results achieved in the three rounds, with the goal of evaluating whether this model helps to improve and further develop the hospitality industry, positioning it more competitively in the current market. By understanding the significance of the identified categories within the context of employer branding, ethics, and sustainability, organisations in the hospitality sector can utilise this knowledge to enhance their strategies and practices. By focusing on career progression, work-life balance, honest and transparent communication, creative and motivated employees, and staying competitive in the market, hotel establishments can strengthen their positions, attract and retain talent, and build trust and loyalty with stakeholders, including customers. The findings of this research contribute valuable insights for decision-makers and professionals in the hospitality industry, guiding them in their efforts to create more sustainable and responsible business practices. Moreover, this study opens avenues for future research and exploration into the relationship between employer branding, ethics, and sustainability in the ever-evolving hospitality landscape.




5. Discussion


It was found that there is a link between dimensions, and it’s becoming evident that the success of organisations depends on their commitment to ethics and social responsibility. Companies need to foster a strong organisational culture that embodies ethical and sustainable values, practices, actions, and behaviours. This not only promotes loyalty and trust among all stakeholders but also creates a positive work environment. Such factors, both internally and externally, contribute to improved organisational performance while upholding socially responsible conduct (Ferrell et al. 2019).



The first dimension focuses on the practices of Human Resources Management in conjunction with the Employer Branding strategy concerning talent retention and attraction. This tool aims to make organisations attractive, diverse, distinctive, appealing, and trustworthy. It comprises four HR management practices: (1) recruitment, selection, and onboarding; (2) performance evaluation; (3) training and development; and (4) rewards and benefits systems. When these practices are integrated with the Employer Branding strategy, which is an innovative approach, they can enhance organisational creativity both internally and externally, attracting high-potential employees (Santos et al. 2019). In a global perspective shared by the experts, they consider Employer Branding important and beneficial for organisations, as the well-being of employees and the functioning of the organisation are crucial for achieving superior results and gaining competitive advantages over competitors, leading to organisational success (Santos et al. 2019; Santos and Almeida 2022).



This perspective aligns with the success story of the Pestana Hotel Group, which was recognised as the most attractive company to work for in the hospitality sector in 2022, according to the “Randstad Employer Brand Award”. The company employs the Employer Branding strategy, primarily focused on talent retention, to avoid employee dissatisfaction and ensure elevated levels of motivation and commitment, leading to improved organisational development and reduced turnover rates (Alves et al. 2022). The consistency of Employer Branding within the Pestana Hotel Group involves communicating its organisational culture, values, mission, and vision to all stakeholders, ensuring that everyone understands what it means to “Be Pestana”. It is essential to start the communication from within and then extend it to potential candidates, creating a stronger, positive, and stable corporate image as an employer (Sullivan 2009).



The second dimension addresses the importance of business ethics and environmental sustainability. Corporate social responsibility has been gaining increasing prominence in the current context, as it is a crucial matter for organisations to maintain and position themselves competitively in the global market (Reis et al. 2021). Consequently, there is an environmental consciousness that aims to minimise these negative effects on the environment. Regarding the data obtained in this dimension, it can be asserted that it aligns with the literature review, as it underscores that socially responsible organisations possess specific capabilities. They are flexible and adaptable to change, have policies, strategies, and practices that are ethical and sustainable, and have a stronger employer brand and a more positive and secure reputation (Díaz-Meneses and Nieves 2019). Social responsibility, particularly in terms of sustainability, reinforces a more ethical organisational culture, promoting coherence, loyalty, and trust in their values among all stakeholders.



The last dimension analysed in this study pertains to the advantages that hotel units can achieve by implementing the EB strategy and being socially responsible in terms of the environment. This results in an employer brand with greater organisational prestige and the ability to position itself positively in the market by attracting high-quality candidates and retaining the most talented employees. Looking ahead, innovation and sustainability will be two driving forces for the hotel industry, as they will help tourist establishments differentiate themselves from others and maintain competitiveness in the market by implementing eco-friendly strategies and practices. The theme of sustainability is crucial for hotel organisations, as there is a progression towards a more sustainable form of tourism, leading to diverse benefits such as competitive advantages, image and reputation enhancement, an unmatched brand, cost savings, operational efficiency, and a positive contribution to environmental preservation.



The EB strategy is related to the concept of a “great place to work”. When hotel organisations adopt this strategy, they can achieve elevated levels of competitiveness through new, flexible, innovative, and creative work structures, thereby enhancing organisational development. This approach is based on a more creative, innovative, and eco-friendly organisational culture, primarily driven by knowledge. Knowledge has become a key factor in recruitment strategy (talent attraction and retention) as it is essential to enhance the knowledge of current employees, involving them in organisational strategies and appealing to more talented and qualified potential candidates (Gregorka et al. 2020). This fosters more creativity and innovation in the development of products and services, with the goal of guiding and advancing their careers, as it generates greater commitment and dedication, resulting in positive outcomes and organisational success (Ferrell et al. 2019).



In summary, there is a strong connection between the three dimensions mentioned earlier, as socially responsible organisations ensure organisational success, create value both for the organisation and its workforce, and foster brand loyalty. They achieve a more positive image in the market by showcasing their organisational culture and what they offer to their employees, thereby increasing attractiveness to attract and retain high-potential talents and reduce turnover rates. It is crucial for organisations to maintain a differentiated, attractive, and appealing brand, particularly through green innovation, offering products and services that provide unique and authentic experiences to meet the demands of the current market. Such organisations tend to be more innovative and sophisticated, operating dynamic and flexible businesses with a focus on sustainable entrepreneurship.




6. Conclusions


From an organisational perspective, it is crucial to improve working conditions as employees are valued more than ever, leading to increased loyalty, commitment, and performance among current employees. One key challenge for organisations is the ability to retain and attract talent. In this regard, organisations must invest in employer branding policies to understand what attracts potential and current employees to an organisation. It is essential to stay updated on the latest trends in the recruitment market, as organisational competitiveness and competition for the best talents have increased.



Considering the practices of HRM and EB in the hotel industry, one notable aspect is the focus on ethics and social responsibility, aiming to ensure a more sustainable and innovative tourism sector by adopting sustainable practices among all stakeholders. By adopting more sustainable strategies, hotel organisations can position themselves competitively in the global market, gaining reputation and prestige compared to their competitors. This enhances the employer brand, making it innovative, distinctive, attractive, and stronger, leading to advantages in the market. The interplay between HRM practices and EB strategy in terms of attraction and retention in the hotel sector is crucial. Investing in a positive, innovative, and creative organisational culture, as well as social responsibility strategies that benefit employees, such as career progression, work-life balance, and continuous training to develop knowledge and skills, contributes to motivation, commitment, talent retention, well-being, and consequently, lower turnover rates.



Environmental sustainability is a key aspect of business ethics, as it fosters transparent, integrous, assertive, truthful, and ethical organisational communication, contributing to organisational success. Lastly, the advantages that hotel units can achieve by implementing EB strategy and being socially responsible in environmental matters are critical success factors. A strong and successful brand, coupled with an appealing value proposition showcasing differentiating points, such as attractive compensation and benefits packages and open communication, leads to competitive advantages and the achievement of talent management objectives. Although HR managers in this sector acknowledge the contributions of this strategy combined with HR practices in valuing employee well-being as a current priority, retaining professionals within organisations contributes to their reputation and image. As suggestions for future research, it may be interesting to conduct a quantitative study. This study has strengthened knowledge on the topics addressed in the academic and scientific communities, particularly regarding the contribution of HRM practices combined with EB strategy in attraction and retention in the hotel sector, as well as the importance of ethics and social responsibility applied to environmental sustainability in the organisational strategic plan and building a stronger and more positive reputation. Additionally, this study has shed light on the realities of hotel organisations, their methods of attracting and retaining talent in HR management, and how they are revising their strategies to achieve more sustainable management and greater profitability and organisational success, thereby enhancing existing practices and performance.







Author Contributions


Conceptualization, V.S. and P.S.; Methodology, V.S. and P.S.; Validation, V.S., P.S. and I.R.; Formal Analysis, I.R., M.C.S. and B.S.; Investigation, P.S. and V.S.; Resources, I.R. and F.M.; Data Curation, V.S. and P.S.; Writing—Original Draft, B.S., F.M. and M.C.S. All authors have read and agreed to the published version of the manuscript.




Funding


This research received no external funding.




Institutional Review Board Statement


Not applicable.




Informed Consent Statement


Informed consent was obtained from all subjects involved in the study.




Data Availability Statement


Data available upon reasonable request to the corresponding author.




Conflicts of Interest


The authors declare no conflict of interest.




References


	



Ahmad, Asad, Mohammed Naved Khan, and Md Asadul Haque. 2020. Employer Branding Aids in Enhancing Employee Attraction and Retention. Journal of Asia-Pacific Business 21: 27–38. [Google Scholar] [CrossRef]

	



Almeida, Paulo, Sofia Eurico, Sérgio Almeida, Fernanda Oliveira, João Paulo Jorge, Dulcineia Ramos, Verónica Oliveira, Ana Raquel Simões, Patricia Borges, Cátia Malheiros, and et al. 2019. Manual de Boas Práticas e Sustentabilidade no Turismo. Instituto Politécnico de Leiria Obtido em 04 de 10 de 2022. Available online: https://www.ipleiria.pt/estm/wp-content/uploads/sites/21/2021/02/Manual-Turismo-e-Empreendedorismo-Final.pdf (accessed on 4 May 2023).

	



Alves, Helena, Bruno Sousa, Aida Carvalho, Vasco Santos, Álvaro Lopes Dias, and Marco Valeri. 2022. Encouraging brand attachment on consumer be-haviour: Pet-friendly tourism segment. Journal of Tourism, Heritage & Services Marketing (JTHSM) 8: 16–24. [Google Scholar]

	



Bagirathi, M. M., and D. R. Magesh. 2021. Employer Branding Success through Social Media. Journal of Advanced Research in Dynamical and Control Systems 11: 1556–60. Available online: http://www.jardcs.org/abstract.php?id=269 (accessed on 4 May 2023).

	



Bakker, Arnold B., Evangelia Demerouti, and Despoina Xanthopoulou. 2012. How do engaged employees stay engaged. Ciencia & Trabajo 14: 15–21. [Google Scholar]

	



Barrow, Simon, and Richard Mosley. 2005. The Employer Brand: Bringing the Best of Brand Management to People at Work. Oxford: John Wiley and Sons, Ltd. [Google Scholar]

	



Baum, Tom, and Nguyen Thi Thanh Hai. 2019. Applying sustainable employment principles in the tourism industry: Righting human rights wrongs? Tourism Recreation Research 44: 371–81. [Google Scholar] [CrossRef]

	



Behrends, Thomas, Maren Baur, and Larissa Zierke. 2020. Much Ado About Little: A Critical Review of the Employer Branding Concept. Mrev Management Revue 31: 1–30. [Google Scholar] [CrossRef]

	



Bertello, Alberto, Marcel L. A. M. Bogers, and Paola De Bernardi. 2021. Open innovation in the face of the COVID-19 grand challenge: Insights from the Pan-European hackathon ‘EUvsVirus’. R&d Management 52: 178–92. [Google Scholar] [CrossRef]

	



Bharadwaj, Shubhangi, Nawab Ali Khan, and Mohammad Yameen. 2022. Unbundling employer branding, job satisfaction, organizational identification and employee retention: A sequential mediation analysis. Asia-Pacific Journal of Business Administration 14: 309–34. [Google Scholar] [CrossRef]

	



Bresciani, Stefano, Mark Anthony Camilleri, Ciro Troise, and Nicholas O’Regan. 2022. Creating value through open innovation approaches: Implications for cor-porate sustainability and responsibility. Business, Ethics, The Environment & Responsibility. [Google Scholar] [CrossRef]

	



Brien, A. 2014. Do I want a job in hospitality? Only Till I get a Real Job. Paper presented at New Zealand Tourism and Hospitality Research Conference, Wellington, New Zealand; pp. 35–42. [Google Scholar]

	



Chandrasekaran, S. 2020. Impact on Employer Branding through Talent Retention and Motivation in Insurance Companies. International Journal of Business 1: 54–61. Available online: https://arivjournal.com/business/wp-content/uploads/2020/07/AIJB11052020.pdf (accessed on 6 March 2023).

	



de la Rosa-Navarro, Dolores, Mirta Díaz-Fernández, and Alvaro Lopez-Cabrales. 2020. Disentangling the strength of the HRM system: Effects on employees reactions. Employee Relations: The International Journal 42: 281–99. [Google Scholar] [CrossRef]

	



Dias, Álvaro, Graça Miranda Silva, Mafalda Patuleia, and Maria Rosario González-Rodríguez. 2023. Developing sustainable business models: Local knowledge acquisition and tourism lifestyle entrepreneurship. Journal of Sustainable Tourism 31: 931–50. [Google Scholar] [CrossRef]

	



Díaz-Meneses, Gonzalo, and Julia Nieves. 2019. Ethics for Innovation in Hospitality: How Incremental and Radical Novelties Are Induced by Managers’ Social and Ecological Responsibility. Sustainability 11: 6277. [Google Scholar] [CrossRef]

	



Donohoe, Holly M., and Roger D. Needham. 2009. Moving best practice forward: Delphi characteristics, advantages, potential problems, and solutions. International Journal of Tourism Research 11: 415–37. [Google Scholar] [CrossRef]

	



Duque, Luis, Renato Costa, Álvaro Dias, Leandro Pereira, José Santos, and Nelson António. 2020. New Ways of Working and the Physical Environment to Improve Employee Engagement. Sustainability 12: 6759. [Google Scholar] [CrossRef]

	



Edwards, Martin R. 2009. An integrative review of employer branding and OB theory. Personnel Review 39: 5–23. [Google Scholar] [CrossRef]

	



Eid, Riyad, Gomaa Agag, and Yasser Moustafa Shehawy. 2020. Understanding Guests’ Intention to Visit Green Hotels. Journal of Hospitality & Tourism Research 45: 494–528. [Google Scholar] [CrossRef]

	



Eiró-Gomes, Mafalda, and Ana Raposo. 2020. O papel dos profissionais de relações públicas na responsabilidade social corporativa: Algumas notas a partir da realidade portuguesa. Comunicação e Sociedade, 89–107. [Google Scholar]

	



Elegbe, Joel Alemibola. 2018. Determinants of Success of Employer Branding in a Start-up Firm in Nigeria. Thunderbird International Business Review 60: 265–77. [Google Scholar] [CrossRef]

	



Fennell, David A., and Emily Bowyer. 2019. Tourism and sustainable transformation: A discussion and application to tourism food consumption. Tourism Recreation Research 45: 119–31. [Google Scholar] [CrossRef]

	



Fernandes, Patrícia Micaela, Bruno Barbosa Sousa, Cláudia Miranda Veloso, and Marco Valeri. 2023a. The role of endomarketing in human capital management: A study applied to the Minho Urban Quadrilateral. EuroMed Journal of Business. [Google Scholar] [CrossRef]

	



Fernandes, Raquel, Bruno Barbosa Sousa, Manuel Fonseca, and José Oliveira. 2023b. Assessing the Impacts of Internal Communication: Employer Branding and Human Resources. Administrative Sciences 13: 155. [Google Scholar] [CrossRef]

	



Ferrell, O.C., Dana E. Harrison, Linda Ferrell, and Joe F. Hair. 2019. Business ethics, corporate social responsibility, and brand attitudes: An exploratory study. Journal of Business Research 95: 491–501. [Google Scholar] [CrossRef]

	



Fink-Hafner, Danica, Tamara Dagen, May Doušak, Meta Novak, and Mitja Hafner-Fink. 2019. Delphi method. Advances in Methodology and Statistics 16: 1–19. [Google Scholar] [CrossRef]

	



Font, Xavier, and Scott McCabe. 2017. Sustainability and marketing in tourism: Its contexts, paradoxes, approaches, challenges and potential. Journal of Sustainable Tourism 25: 869–83. [Google Scholar] [CrossRef]

	



Gerring, John. 2017. Qualitative Methods. Annual Review of Political Science 20: 15–36. [Google Scholar] [CrossRef]

	



Graham, Brooke Z., and Wayne F. Cascio. 2018. The employer-branding journey. Management Research: The Journal of the Iberoamerican Academy of Management 16: 363–79. [Google Scholar] [CrossRef]

	



Gregorka, Lea, Susana Silva, and Cândida Silva. 2020. Employer Branding Practices Amongst the Most Attractive Employers of IT and Engineering Sector. International Journal of Human Capital and Information Technology Professionals 11: 1–16. [Google Scholar] [CrossRef]

	



Guest, Greg, Emily Namey, Jamilah Taylor, Natalie Eley, and Kevin McKenna. 2017. Comparing focus groups and individual interviews: Findings from a randomized study. International Journal of Social Research Methodology 20: 693–708. [Google Scholar] [CrossRef]

	



Hsu, Chia-Chien, and Brian A. Sandford. 2007. Minimizing non-response in the Delphi process: How to respond to non-response. Practical Assessment, Research, and Evaluation 12: 17. [Google Scholar]

	



Islam, Gazi. 2020. Psychology and Business Ethics: A Multi-level Research Agenda. Journal of Business Ethics 165: 1–13. [Google Scholar] [CrossRef]

	



Itam, Urmila, Siddharth Misra, and Heena Anjum. 2020. HRD indicators and branding practices: A viewpoint on the employer brand building process. European Journal of Training and Development 44: 675–94. [Google Scholar] [CrossRef]

	



Jiménez-Barreto, Jano, Sandra Loureiro, Erik Braun, Erose Sthapit, and Sebastian Zenker. 2021. Use numbers not words! Communicating hotels’ cleaning programs for COVID-19 from the brand perspective. International Journal of Hospitality Management 94: 102872. [Google Scholar] [CrossRef]

	



Kargas, Antonios, and Alexios Tsokos. 2020. Employer Branding Implementation and Human Resource Management in Greek Telecommunication Industry. Administrative Sciences 10: 17. [Google Scholar] [CrossRef]

	



Kaur, Prabhjot, Shikha Sharma, Japneet Kaur, and Sanjeev Kumar Sharma. 2015. Using social media for employer branding and talent management: An experiential study. IUP Journal of Brand Management 12: 7. [Google Scholar]

	



Kularatne, Thamarasi, Clevo Wilson, Jonas Månsson, Vincent Hoang, and Boon Lee. 2019. Do environmentally sustainable practices make hotels more efficient? A study of major hotels in Sri Lanka. Tourism Management 71: 213–25. [Google Scholar] [CrossRef]

	



Lee, Cheng-Fei, and Brian Edward King. 2008. Using the Delphi method to assess the potential of Taiwan’s hot springs tourism sector. International Journal of Tourism Research 10: 341–52. [Google Scholar] [CrossRef]

	



Liu, Yipeng, Demetris Vrontis, Max Visser, Peter Stokes, Simon Smith, Neil Moore, Alkis Thrassou, and Ashok Ashta. 2021. Talent management and the HR function in cross-cultural mergers and acquisitions: The role and impact of bi-cultural identity. Human Resource Management Review 31: 100744. [Google Scholar] [CrossRef]

	



López-Gómez, Ernesto. 2018. El Método Delphi en la Investigación Actual en Educación: Una Revisión Teórica y Metedológica. Educación XX1 21: 17–40. [Google Scholar]

	



Malik, Sahil, and Shikha N. Khera. 2014. New generation–great expectations: Exploring the work attributes of Gen Y. Global Journal of Finance and Management 6: 433–38. [Google Scholar]

	



Markovic, Stefan, Nikolina Koporcic, Maja Arslanagic-Kalajdzic, Selma Kadic-Maglajlic, Mehdi Bagherzadeh, and Nazrul Islam. 2021. Business-to-business open innovation: COVID-19 lessons for small and medium-sized enterprises from emerging markets. Technological Forecasting and Social Change 170: 120883. [Google Scholar] [CrossRef]

	



Maurya, Kamlesh Kumar, Manisha Agarwal, and Dhirendra Kumar Srivastava. 2020. Perceived work–life balance and organisational talent management: Mediating role of employer branding. International Journal Organisation Theory and Behavior 24: 41–59. [Google Scholar] [CrossRef]

	



Minchington. 2018. Employer Brand Experience–Business Models, Frameworks & Roadmaps to Build Your Strategy–Includes 25 Best Practice Case Studies, Employer Branding College: ISBN 978-0-646-99512-0.

	



Monteiro, Beatriz, Vasco Santos, Isabel Reis, Marta Correia Sampaio, Bruno Sousa, Filipa Martinho, Maria José Sousa, and Manuel Au-Yong-Oliveira. 2020. Employer Branding Applied to SMEs: A Pioneering Model Proposal for Attracting and Retaining Talent. Information 11: 574. [Google Scholar] [CrossRef]

	



Mullen, Penelope M. 2003. Delphi: Myths and reality. Journal of Health Organisation and Management 17: 37–52. [Google Scholar] [CrossRef]

	



Nunes, Sérgio, and Philip Cooke. 2020. New global tourism innovation in a post-coronavirus era. European Planning Studies 29: 1–19. [Google Scholar] [CrossRef]

	



Oliveras-Villanueva, Marc, Josep Llach, and Jordi Perramon. 2020. Service Quality in Hospitality and the Sustainability Effect: Systematic Literature Review and Future Research Agenda. Sustainability 12: 8152. [Google Scholar] [CrossRef]

	



Patra, Gouranga, Indranil Mukhopadhyay, and Chinmaya Kumar Dash. 2019. Digital Employer Branding for Enabling Gen Y in the ITeS Sector in Eastern India. Prabandhan: Indian Journal of Management 12: 38. [Google Scholar] [CrossRef]

	



Pina, Rita, and Álvaro Dias. 2020. The influence of brand experiences on consumer-based brand equity. Journal of Brand Management 28: 99–115. [Google Scholar] [CrossRef]

	



Pires, Claudia, and Susana Silva. 2022. A importância do Employer Branding na atração e retenção de colaboradores: O caso da hotelaria. Paper presented at Con-ferência-Investigação e Intervenção em Recursos Humanos, July 28. [Google Scholar]

	



Pittz, Thomas G., Philip G. Benson, Melissa L. Intindola, and Manos Kalargiros. 2017. Opportunity or Opportunism? In advance: An Examination of International Recruitment via Employer and Nation Branding Strategies. Business & Professional Ethics Journal 36: 157–76. [Google Scholar]

	



Potgieter, Adele, and Marianne Doubell. 2020. The influence of employer branding and employees’ personal branding on corporate branding and corporate reputation. African Journal of Business and Economic Research 15: 109–35. [Google Scholar] [CrossRef]

	



Reis, Isabel, Maria José Sousa, and Andreia Dionísio. 2021. Employer Branding as a Talent Management Tool: A Systematic Literature Revision. Sustainability 13: 10698. [Google Scholar] [CrossRef]

	



Ribeiro, Rossana Parizotto, and Iuri Gavronski. 2021. Sustainable Management of Human Resources and Stakeholder Theory: A Review. Revista de Gestão Social e Ambiental 15: e02729. [Google Scholar] [CrossRef]

	



Salameh, Anas A., Attia Aman-Ullah, Waqas Mehmood, and Abdul-Halim Bin Abdul-Majid. 2023. Does employer branding facilitate the retention of healthcare employees? A mediation moderation study through organisational identification, psychological involvement, and employee loyalty. International Journal of Hospitality Management 112: 103414. [Google Scholar] [CrossRef]

	



Santos, Vasco, and Nuno Almeida. 2022. Ethical Marketing Model for Luxury Hotel Chains: Development and Validation of a Performance Evaluation Tool. Sustainability 14: 7382. [Google Scholar] [CrossRef]

	



Santos, Vasco, Maria José Sousa, Carlos Costa, and Manuel Aun-Yong-Oliveira. 2021. Tourism towards Sustainability and Innovation: A Systematic Litera-ture Review. Sustainability 13: 11440. [Google Scholar] [CrossRef]

	



Santos, Vasco Ribeiro, Tiago Ferreira Vitorino, Álvaro Lopes Dias, Domingos Martinho, and Bruno Barbosa Sousa. 2019. Developing a Commercial Ethics Framework for Analysing Marketing Campaigns. International Journal of Service Science, Management, Engineering, and Technology 13: 1–16. [Google Scholar] [CrossRef]

	



Silberhorn, D. 2019. Change Leadership: The New thought Leadership for Climate Challenge. India: Internacional Public Relations Association. [Google Scholar]

	



Silva, VPG da, and FL dos Reis. 2018. Capital Humano—Temas para uma boa gestão das organisações. Lisboa: Edições Sílabo. [Google Scholar]

	



Silverman, D. 2020. Qualitative Reaserch. Thousand Oaks: SAGE Publications Ltd. [Google Scholar]

	



Stahl, Gunter K., Ingmar Bjorkman, Elaine Farndale, Shad S. Morris, Jaap Paawe, Phikip Stiles, Jonathan Trevor, and Patrick Wright. 2021. Six principles of effective global talent management. IEEE Engineering Management Review 53: 25–42. Available online: http://mitsmr.com/1qZ0Ydh (accessed on 4 October 2022).

	



Streimikiene, Dalia, Biruta Svagzdiene, Edmundas Jasinskas, and Arturas Simanavicius. 2020. Sustainable tourism development and competitiveness: The systematic literature review. Sustainable Development 29: 259–71. [Google Scholar] [CrossRef]

	



Sullivan, J. 2009. Understanding Available Retention Strategies: Are You Prepared for Turnover Rates to Double? (Part I of 2 Part series). [Google Scholar]

	



Tanwar, Karnica, and Asha Prasad. 2016. Exploring the Relationship between Employer Branding and Employee Retention. Global Business Review 17: 186S–206S. [Google Scholar] [CrossRef]

	



Triantafillidou, Eleni, and Stefanos Tsiaras. 2018. Exploring entrepreneurship, innovation and tourism development from a sustainable perspective: Evidence from Greece. Journal for International Business and Entrepreneurship Development 11: 53–64. [Google Scholar] [CrossRef]

	



Troise, Ciro, and Mario Tani. 2021. Exploring entrepreneurial characteristics, motivations and behaviours in equity crowdfunding: Some evidence from Italy. Management Decision 59: 995–1024. [Google Scholar] [CrossRef]

	



Veloso, Cláudia Miranda, Cícero Eduardo Walter, Bruno Sousa, Manuel Au-Yong-Oliveira, Vasco Santos, and Marco Valeri. 2021. Academic Tourism and Transport Services: Student Perceptions from a Social Responsibility Perspective. Sustainability 13: 8794. [Google Scholar] [CrossRef]

	



Wach, Bernhard A., Marius C. Wehner, Barbara E. Weißenberger, and Rüdiger Kabst. 2020. United we stand: HR and line managers’ shared views on HR strategic integration. European Management Journal 39: 410–22. [Google Scholar] [CrossRef]

	



Wilden, Ralf, Siegfried Gudergan, and Ian Lings. 2010. Employer branding: Strategic implications for staff recruitment. Journal of Marketing Management 26: 56–73. [Google Scholar] [CrossRef]

	



Yoganathan, Vignesh, Victoria-Sophie Osburg, and Boris Bartikowski. 2021. Building better employer brands through employee social media competence and online social capital. Psychology & Marketing 38: 524–36. [Google Scholar] [CrossRef]

	



Yohn, Denise Lee. 2019. Why Every Company Needs a Chief Experience Officer. Harvard Business Review, June 13. [Google Scholar]

	



Yu, Kang Yang Trevor, Brian R. Dineen, David G. Allen, and Anthony C. Klotz. 2022. Winning applicants and influencing job seekers: An introduction to the special issue on employer branding and talent acquisition. Human Resource Management 61: 515–24. [Google Scholar] [CrossRef]








 





Table 1. Sample characterisation.
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Association Designation

	
Association’s Governing Body






	
AHP–Portuguese Hospitality Association

	
AHP representatives in Lisbon




	
AHP representatives North Zone




	
AHP representatives in Algarve




	
AHP representatives in Azores




	
AHP representatives in Madeira




	
Social and Environmental Responsibility Representatives




	
AHRESP–Association of Hotels, Restaurants and Similar Services of Portugal

	
Effective president of Coimbra area




	
Alternate President of Coimbra area




	
Effective members of Coimbra area




	
Effective president of Faro area




	
Alternate President of Faro area




	
Effective president of Porto area




	
Alternate President of Porto area




	
Effective Chairman of the Supervisory Board of AHRESP




	
Alternate Chairman of the Supervisory Board of AHRESP




	
ADHP–Portuguese Hotel Directors Association

	
Communications and Marketing Representatives











 





Table 2. Dimensions and its items analysed in the data collection.






Table 2. Dimensions and its items analysed in the data collection.









	Dimensions
	Analysed Items





	Dimension 1-HRM practices in combination with EB strategy regarding talent retention and attraction
	
	
Food Allowance



	
Health Insurance



	
Career Progression



	
Discounts in all hotels, hostels, and apart-hotels of the group (stay, restaurants, spas, and vouchers) for both employees and their families.



	
Work-family balance



	
Skills development (such as having an English, French or German course)



	
Great working environment (positive and initiative-taking attitudes)



	
Internship opportunities (whether curricular, professional, summer, or international)



	
Correct posture and image towards society (good reputation)



	
Promote the realisation of bachelor’s and master’s degrees benefiting from the organisation



	
Opportunity to conduct the master’s dissertation in the organisation.



	
Job offers in different areas of the hospitality sector








	Dimension 2-Business Ethics and Environmental Sustainability Importance
	
	
Participation in innovative projects containing corporate social responsibility actions at the environmental level.



	
Environmental sustainability as a priority factor in the strategic management of hotel units that contributes to the improvement of their image/reputation, thus achieving competitive advantages.



	
The transmission of organisational identity based on ethical business values contributes to a more consistent environmental sustainability policy.



	
Business ethics establishes organisational citizenship behaviours for environmental sustainability.



	
The organisation, by transmitting honest, transparent, and sustained communication, promotes behaviours, actions, and practices of environmental sustainability, which leads to a relationship of trust and loyalty among all stakeholders.



	
Socially sustainable HRM



	
The fact that the organisational dynamism is focused on environmental sustainability.



	
Green HRM relates to commitment and organisational performance.








	Dimension 3-Advantages that hotels can achieve by implementing the EB strategy and being environmentally and socially responsible
	
	
Ability to secure and retain the best professionals (flexibility and autonomy).



	
Capturing top-quality potential candidates.



	
Obtaining a motivated, qualified, and committed team



	
Good career progression and development plan, considered attractive, appealing, and innovative.



	
Creative and motivated employees generate better quality in the service provided, thus satisfying the expectations and needs of customers.



	
Improved image/reputation in today’s market



	
Generate more value for the customer through greener services with organic and “green” products that the hotel offers (such as hygiene products).



	
Increased productivity



	
Remain and distinguish yourself in today’s marketplace in the face of competition.



	
Customer loyalty















 





Table 3. Results from first round.
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1st Dimension

HRM and EB Practices

	
Categories

	
Position




	
Food Allowance

	
7, 10 e 11




	
Health Insurance

	
3




	
Career Progression

	
9 e 12




	
Discounts in all hotels, hostels, and apart-hotels of the group (stay, restaurants, spas, and vouchers) for both employees and their families.

	
1




	
Work-family balance

	
11




	
Skills development (such as having an English, French or German course)

	
6 e 10




	
Great working environment (positive and initiative-taking attitudes)

	
8 e 10




	
Internship opportunities (whether curricular; professional; summer or international)

	
4




	
Correct posture and image towards society (good reputation)

	
7




	
Promote the realisation of bachelor’s and master’s degrees benefiting from the organisation

	
2




	
Opportunity to conduct the master’s dissertation in the organisation

	
1




	
Job offers in different areas of the hospitality sector

	
4




	
2nd Dimension

Factors of business ethics and environmental sustainability

	
Participation in innovative projects containing corporate social responsibility actions at the environmental level.

	
6




	
Environmental sustainability as a priority factor in the strategic management of hotel units that contributes to the improvement of their image/reputation, thus achieving competitive advantages

	
6




	
The transmission of organisational identity based on ethical business values contributes to a more consistent environmental sustainability policy

	
7




	
Business ethics establishes organisational citizenship behaviours for environmental sustainability

	
4 e 5




	
The organisation, by transmitting honest, transparent, and sustained communication, promotes behaviours, actions, and practices of environmental sustainability, which leads to a relationship of trust and loyalty among all stakeholders

	
8




	
Socially sustainable HRM

	
2




	
The fact that the organisational dynamism is focused on environmental sustainability

	
1




	
Green HRM relates to commitment and organisational performance

	
3




	
3rd Dimension

Advantages of UH in implementing the EB strategy and RS communication

	
Ability to secure and retain the best professionals (flexibility and autonomy).

	
3 e 8




	
Capturing top-quality potential candidates.

	
3 e 8




	
Obtaining a motivated, qualified, and committed team

	
8




	
Good career progression and development plan, considered attractive, appealing, and innovative

	
2




	
Creative and motivated employees generate better quality in the service provided, thus satisfying the expectations and needs of customers

	
2, 5, 9 e 10




	
Improved image/reputation in today’s market

	
6




	
Generate more value for the customer through greener services with organic and “green” products that the hotel offers (such as hygiene products).

	
4, 5 e 9




	
Increased productivity

	
4




	
Remain and distinguish yourself in today’s marketplace in the face of competition

	
5, 7 e 10




	
Customer loyalty

	
9











 





Table 4. Results from second round.
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1st Dimension

HRM and EB Practices Dimension

	
Categories

	
Position




	
Food Allowance

	
7, 10 e 11




	
Career Progression

	
9 e 12




	
Work-family balance

	
11




	
Skills development (such as having an English, French or German course)

	
6 e 10




	
Great working environment (positive and initiative-taking attitudes)

	
8 e 10




	
Correct posture and image towards society (good reputation)

	
7




	
2nd Dimension

Factors around business ethics and environmental sustainability

	
Participation in innovative projects containing corporate social responsibility actions at the environmental level

	
6




	
Environmental sustainability as a priority factor in the strategic management of hotel units that contributes to the improvement of their image/reputation, thus achieving competitive advantages

	
6




	
The transmission of organisational identity based on ethical business values contributes to a more consistent environmental sustainability policy

	
7




	
The organisation, by transmitting honest, transparent, and