
UNDERSTANDING THE SUSTAINABILITY STANCE  
OF MICRO AND SMALL-SIZED ACCOMMODATION  

OWNER-MANAGERS TO ENTER INTO  
(SUSTAINABLE) ENTREPRENEURSHIP 

FEMKE A. VRENEGOOR1,2, GJALT DE JONG2 & ELENA CAVAGNARO1 

1Academy of International Hospitality Research, NHL Stenden University, The Netherlands 
2Centre for Sustainable Entrepreneurship University of Groningen/Campus Fryslân, The Netherlands 

ABSTRACT 
This research looks at the motivates and values of owner-managers of micro and small-sized 
accommodations for entering into the accommodation business and implementing CSR measures in  
it. According to theory, it may either be because of self-enhancement motives, for self-transcendent 
motives, or a combination of the two. These different motives may lead to the entrepreneur 
implementing sustainability measures in his operations, only the extent and depth to which this is  
done depends on the underlying values of the person. Explorative semi-structured interviews with  
the owner-managers of micro and small-sized accommodations were carried out. Results show that 
indeed the primary reason for entrepreneurs to enter into business is for self-enhancement reasons. 
Notwithstanding, a number of entrepreneurs mention both self-enhancement and self-transcendence 
motives. Most entrepreneurs do not mention sustainability as part of their business goal, but have 
implemented several CSR measures. This goes from basic actions like LED lights and separating waste, 
until solar panels and waste prevention. When referring to sustainability, the entrepreneurs mostly 
explain it as actions that are good for the environment. Actions that are good for society are not seen as 
belonging to sustainability, even though the entrepreneur undertakes several actions that add value to 
it. Further research is needed to get a better understanding of the types of CSR measures that are 
implemented in their accommodations, and how this connects to the dominant values of the individual. 
Keywords:  tourism entrepreneurs, accommodation owner-managers, sustainability stance, motives, 
values, CSR measures, SME’s. 

1  INTRODUCTION 
The aim of the research presented in this paper is to develop a deeper understanding of the 
motives of micro and small-sized accommodation owner-managers to enter into business, 
their sustainability stance and their dominant values. Value theory is used to explain whether 
patterns in behaviour can be identified. This research thus contributes to the limited research 
on the intersection between tourism SME’s, sustainability and values. This is important, as 
the tourism industry is seen as having a responsibility to behave morally and ethically [1] and 
values are ultimate antecedents of pro-environmental behaviour [2]. Values have been shown 
to decide the business operations for some owner-managers in tourism [3], though little is 
known about their motives to behave sustainable and the CSR measures they implement [4], 
especially for SME’s [5]. 
     For future generations to be able to have the same quality of life as we currently have in 
the Western world, it is necessary to take global environmental and social action. The United 
Nations (UN) created a set of 17 Sustainable Development Goals (SDGs) to end poverty, 
protect the planet and ensure prosperity for all [6]. A clear role for companies is shown in the 
SDGs, asking for production of goods and services in a responsible manner, thus “doing more 
and better with less” [6]. This is necessary, as companies are seen by many to be the most 
important protagonists of the current unsustainable state of society [7], [8].  
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     Globally, the tourism industry is an important contributor to the economy and has seen 
steady growth over the last few years. In 2017, tourism growth was higher than that of the 
global economy [9]. In the European Union, it contributes 10% to its GDP and provides direct 
and indirect jobs for 26 million persons [10]. In the Netherlands, the direct contribution of 
tourism to the GDP was 4,4% in 2018, and 6,3% of all jobs were in tourism [11]. According 
to UNWTO [10], 33% of all tourism establishments are hotels and similar accommodations 
and in the Netherlands 95% of accommodations fall in the micro (less than 10 rooms) and 
small (less than 50 rooms) size category [12].  
Small firms play a key role in the sector [5], [10], but are seen to be lagging behind in  
their implementation to reduce their negative impact to climate change as to reach the  
SDGs. As Thomas et al. put forward, SMEs in tourism “have largely failed to embrace  
the growing environmental agendas of the public sector” [5, p. 969]. Current tourism 
development is unsustainable [13], and is responsible for approximately 5% of global CO2 
exhaust [13]. Within the tourism industry, accommodations are responsible for 21% of  
the impact on climate change [13], and in the Netherlands they are even responsible for  
about 30% of the CO2 exhaustion of tourism [14]. 
     To be sustainable, an organization should “manage its resources in such a way that 
economic, social and environmental benefits are maximized in order to meet the need of the 
present while protecting and enhancing opportunities for future generations” [15, p. 4]. One 
way for an organization to take care of this, is by implementing Corporate Social 
Responsibility (CSR) principles in their company. CSR is defined as the active and voluntary 
contribution of an enterprise to environmental, social and economic improvement [16], and 
is concerned with a company’s obligations to be accountable to all its stakeholders when 
operating and undertaking business activities [15]. When speaking about CSR in this paper, 
all the company’s sustainability efforts are meant. The focus of CSR research has been 
particularly on larger companies. SMEs have received little attention [4], [17]. It is the owner-
manager in such accommodations that shapes the organisations strategy [18], and existing 
research has “failed to understand the reasons behind the possible cognitive constraints that 
can affect the sustainable orientations of decision-making by SME hotel entrepreneurs”  
[19, p. 146].  
     There is an ongoing debate about whether the owner-managers of tourism SME’s may  
be called entrepreneurs or not. It is not a goal of this paper to go into this matter. The  
term entrepreneurs will be used for the owner-managers, as according to Drucker [20] 
entrepreneurship is a form of behaviour. In academic literature some attention has been given 
to the antecedents of this behaviour, i.e. individual hotel entrepreneurship. Especially the 
motives, attitudes and business challenges of such entrepreneurs have been investigated [17]. 
Though attitudes are one of the factors that decide behaviour [2], literature shows that there 
is a gap between attitude and behaviour [2]. Values are considered to be stable and ultimate 
antecedents of behaviour, and might therefore predict not contemporaneous and future 
choices [2]. They are defined as “desirable trans-situational goals varying in importance, 
which serve as guiding principles in the life of a person or society” [21, p. 21]. Values guide 
pro-environmental behaviour such as energy reduction [2], and help to understand why a 
person will take certain sustainable actions, but will not take others. Limited attention has 
been given to values as an antecedent of accommodation entrepreneurship, though they are 
the ultimate antecedent of behaviour, whereas motivations are immediate antecedents [2].  
     Hence, it makes a lot of sense to study motives and values together. For this research, 
particularly the values the individual holds as well as their motives to operate a hotel are 
interesting, because the dominant values, type of motives and the strength they have 
determine the goals the individual has for their business [17]. Operating in a sustainable 
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manner may be one such a business goal. Therefore, we present the findings of our research 
amongst the owner-managers of micro and small-sized accommodations in the Netherlands. 
We asked them about their motives to become an entrepreneur, their value orientations and 
the CSR measures implemented by them and hope to thus help close these knowledge gaps. 

2  THEORETICAL UNDERPINNING 
Thanks to different streams of entrepreneurship literature, we know why some individuals 
implement CSR in their companies, and others do not. This section will first define traditional 
entrepreneurship before going into lifestyle entrepreneurship. After, the role of values will 
be explained in relation to motives to become an entrepreneur to understand from which 
value orientation that behaviour stems.  
     Entrepreneurship, in the Schumpeterian sense of the concept, refers to “creative 
destruction”, as it seeks to replace existing products or services in the market place with a 
superior one [22]. The ability to innovate, to create a new product or service and introduce  
it successfully to the market place to grow one’s business, is seen as a distinguishing  
feature for entrepreneurs [8]. Opportunity recognition, innovation and risk taking are seen as 
essential [7], [8]. The afore mentioned definition finds its basis in economic studies, and 
following it, the owner-managers of micro and small-sized tourism firms would not be 
considered entrepreneurs due to their lack of having economic goals. Yet, tourism research 
repeatedly speaks about tourism entrepreneurs, regardless of the size of the organization.  
This may be explained by considering the specific context of this sector. As Skokic and 
Morrison put it “this [economic] perspective has failed to explain the motivation of numerous 
small businesses in tourism which defy models of economic rationality, that of lifestyle 
entrepreneurs” [23, p. 157]. Lifestyle entrepreneurs are identified as those entrepreneurs who 
own and operate a business closely aligned with their personal values, beliefs, interests and 
passions [8], [30]. For them, success of their organization is not expressed in economic terms, 
but rather in their continued ability to maintain their chosen lifestyle [24]. This puts them at 
the other end of the renowned continuum across from for-profit/commercial entrepreneurs. 
However, lifestyle entrepreneurship is still a rather fuzzy concept, and there is some 
indication that there are more nuances in the motives for entrepreneurship [3], [5], [25].  
     Besides lifestyle entrepreneurs, another relatively new type of entrepreneur has been 
identified in literature, namely the sustainable entrepreneur. Such individuals use the 
opportunity arising from a certain market failure (in this case the unsustainability of  
the world) as a specific organisational goal to reach value creation on the triple bottom line 
of people, planet and profit [7], [8]. Here there is an explicit addition of creating social and 
environmental value, thus this type of entrepreneurs is motivated by self-enhancement values 
and self-transcendent values. One such an example in the hospitality industry is the Feldmilla 
hotel in Italy. This is a small family run enterprise which is fully climate neutral and their 
business goals are connected to society and the environment. However, it remains unclear if 
all lifestyle entrepreneurs also pursue sustainability goals, such as the Feldmilla hotel.  
     What is clear, is that next to profit, socioeconomic and environmental values play a role 
in the decision-making process of at least lifestyle entrepreneurs in tourism [3], and that 
“applying psychological and sociological lenses” has value when trying to understand the 
behaviour of individuals commercially letting out accommodation [5, p. 966]. Font et al. [4] 
offer insight into the implementation of CSR measures by SME tourism business by 
identifying three frames for engaging in them; cost-reduction competitiveness (taking 
measures that lead to operational and internal benefit), societal legitimization (taking 
measures that are visible or expected by others) and lifestyle-value drivers (taking measures 
due to personal choices and out of habit). It may even be argued that operating one’s 
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organisation in a sustainable manner may be an outcome of effectuation, rather than a 
purposeful goal [26]. However, the causation and effectuation theory seems to be largely 
ignored in tourism and lifestyle research. 
     It is evident that not all entrepreneurs behave equally sustainable, and that they have 
different motives to engage in the implementation of CSR measures, if they do so at  
all. It is necessary to investigate this further due to the considerable CO₂ exhaust caused  
by accommodations, and the large percentage of SME’s in the sector. If all these 
accommodations were to become more sustainable, this would be a significant improvement 
of the sustainability stance of the tourism industry. 
     Environmental psychology, social-psychological theory and cognitive theory offer answers 
to understanding these different sustainability stances by looking at pro-environmental 
behaviour, and the underlying values guiding such behaviour. Many definitions of  
pro-environmental behaviour exist, but in this research, it is understood as behaviour that 
adds value to humans and the environment. Humans are part of the environment and that 
acting pro-environmentally therefore equals actin pro-socially. Values are a person’s guiding 
principles to reach a desirable trans-situational goal in life [21]. Since they guide life goals, 
they guide attitude and behaviour to reach that life goal. Therefore, they are important to 
consider when discussing pro-environmental behaviour. Schwartz’ theory reflects that every 
person holds a number of values at the same time, and the relative importance give to those 
values differ per person and per circumstance. Values are not about specific action, but rather 
exceed them, and thus serve as an individual’s standards based on which (s)he assesses what 
is right or wrong, what should be done or not done, and so on. Since each person holds 
different values, that may be in conflict with each other, a trade off occurs between competing 
values. Similar values are referred to as value types, and clusters of compatible value types 
are called value orientations [2].  
     Values relevant to pro-environmental behaviour can be split in two categories, namely 
self-enhancement values and self-transcendence values. The first category concerns the 
overarching value orientation as valuing power, achievement and hedonism, and the second 
category concern the overarching value orientation for universalism and benevolence  
[21]. Theoretically, a person with dominant self-enhancement values may perform as  
pro-environmentally, as persons with dominant altruistic and biospheric values, if those 
actions align with their self-interest. However, individuals with strong self-transcendence 
(i.e. altruistic and biospheric) values are more likely to show more salient pro-environmental 
behaviour [2]. Notwithstanding, it has been shown that general beliefs in support of 
sustainability, intentions and behaviour are positively connected to biospheric values, and 
that they are negatively connected to egoistic values [2].  
     The entrepreneurial behaviour to grow one’s business can be seen as behaviour according 
to self-enhancement values [21], connected to an egoistic value orientation [2]. Becoming  
an entrepreneur because of the freedom it allows oneself, and because of the status it gives 
fall under the above explanation. Becoming an entrepreneur to be able to provide for your 
family, or to help better the economy in one’s area are at least partially motivated by altruistic 
(thus self-transcendence) values. Research using cognitive theory to understand the motives 
for entrepreneurs in the accommodation industry to enter into business describe various 
reasons. Some of the most important ones are financial motives, personal satisfaction, 
independence/working for oneself, and fulfilling a desire to open a hotel [17], [18]. All of 
these motives fit the definition of self-enhancement values, despite the often-conscious 
rejection of economic and business growth opportunities in favour of maintaining a certain 
lifestyle [3].  
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     Entrepreneurs with high hedonic and gain values thus have a lower propensity to 
implement sustainability measures that require effort. This may form a barrier to more 
stringent implementation of sustainability in accommodations. This barrier is aggravated 
further by the nature of hospitality: a hotelier’s role is to provide the luxury, comfort and 
service quality that a guest is seeking. These entrepreneurs do not want to hinder guests in 
their organisations with striving for more sustainable operations [33], even though guests 
themselves appreciate the green efforts of a hotel [28]. One could say that the aforementioned 
reflects a cognitive dissonance in accommodation entrepreneurs, where on the one hand they 
wish to add value to sustainability via their operations, but on the other hand do not want to 
decrease the guests’ experience during their stay.  
     Values are ultimate antecedent of behaviour, motivations immediate antecedents. A better 
understanding of the motivation of an entrepreneur to operate an accommodation, the CSR 
measures they implement and their dominant values will allow to better comprehend their 
sustainability stance. For this reason, the next section explains how this data was collected. 

3  METHOD 
To collect data, explorative face to face semi-structured interviews were completed. This 
qualitative approach was chosen because it allows to openly examine the experiences of 
entrepreneurs, the meaning they give to their business and the choices they make. To avoid 
socially desirable answers, the respondents were not informed about the overall goal of this 
research as not to frame them towards sustainability. Rather, the hotelier was asked for their 
motives to become an entrepreneur in the accommodation industry. This allowed to see if the 
respondent comes up with sustainability as a motive for operating their business themselves, 
or only after explicitly being asked for it. This is necessary, as it gives an indication of  
the prioritized values of the hotelier. To support this goal, a value card game with the 16 
values significant for pro-environmental behaviour, as determined by Schwartz [21] and Steg 
et al. [27] was used. One additional universal value was added to this card game, as 
entrepreneurship theory shows it is of major importance, namely freedom. In total, the card 
game contained 17 value cards. During the interview, the owner-manager was asked to select 
the 5 values that (s)he finds most important, and to rank them hierarchal from most important 
to least important. A picture of this ranking was taken for analysis purposed, and the five 
selected cards were used for further discussion with the following interview questions.  
     A combination of convenience and purposive sampling was used to collect the data. This 
was done as entrepreneurs in any case are a hard-to-reach group, and even more so in the 
accommodation industry. Using these types of sampling helped getting access to the needed 
population for an interview. Owner-managers of accommodations with fewer than 50 rooms, 
which in the Netherlands’ make up more than 90% of the market [12], either independent or 
franchise, were selected. Interviews continued until saturation was reached. In total, 17 
interviews were collected. Of those, just over half were with women. Most of the respondents 
were middle aged. Typically, the accommodations were Bed & Breakfasts or small hotels 
with a restaurant. In this sample, the number of rooms to let ranged from 2 to 41 rooms, 
showing a spread amongst the size categories.  
     The interviews were transcribed true verbatim with the help of research assistants under 
the supervision of the main author. Standard confidentiality practices were adhered to. The 
data was analysed using a deductive approach. To avoid interviewer bias, coding and analysis 
of the transcripts was done by two researchers separate from each other. This process of 
triangulation increases the validity of the research outcomes by avoiding conceptual 
interpretation. Using an iterative process following DeCuir-Gunby et al. [29], a codebook 
was created based on data-driven open and axial coding of the interview transcripts. 
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Intercoder reliability was tested by two researchers using the agreed upon codebook to code 
two randomly selected interview, and compare results. The Kappa coefficient showed almost 
perfect agreement. 

4  FINDINGS 
Below the findings from the data are presented following the three main themes deriving 
from the interviews, namely motives, sustainability and values. 

4.1  Motives 

Entrepreneurs enter into business due to different motives. A range of motives was found  
in the data, but in general two categories can be identified. The first contains those 
entrepreneurs with a passion for the accommodation industry, seeking a professional career 
in it. The second category contains entrepreneurs who have a passion for something else. 
This “something else” leads to a plethora of reasons to enter into business. Here one finds  
the lifestyle entrepreneurs that seek to balance their personal interests, needs of their family 
and their business career [18], [30], [31], the opportunity-driven entrepreneurs that faced 
some business opportunity and choose to become an accommodation entrepreneur because 
of it [32] and those for whom the accommodation is a means to fulfilling another main 
business goal. Though there might be an overlap between these reasons for going into  
the accommodation business, the entrepreneurs belonging to this category did not have 
owning-managing an accommodation as their primary goal. Therefore, this author calls 
entrepreneurs in this category “accidental hoteliers”, which doesn’t mean the accommodation 
form cannot be a B&B.  
     In the category with accommodation entrepreneurs with a passion for the industry mostly 
owner-managers of hotels with a restaurant are found (I9, I10, I14 and I17), though there is 
one hotel without a restaurant (I15) and one B&B (I6). When asked for their motives to enter 
into business, several interviewees mentioned that their parents owned a hotel, and they 
therefore grew up being and working in a hotel (I10, I14 and I17). One was even the 5th 
generation of hotel owners in his family (I17). Working in a hotel was therefore “taught from 
the nursery” (I10). Interestingly, over half of these entrepreneurs did venture into other lines 
of work before committing to a career as the owner-manager of an accommodation (I9, I14 
and I17). As one person says “the hospitality sort of is an addiction” and that it had been  
“a little girl’s dream” to own a hotel (I9). Others (I10 and I15) never left the hotel industry 
and went straight from a hospitality education into working in their hotel (I10), or had had  
a long career as general manager in hotels and were looking for a new challenge which they 
found in owning their own hotel (I15). Smaller types of accommodation owners may also  
fit in this category. For example, when moving to another part of the country, one B&B 
owner-manager purposely looked for a house that gave them the possibility to operate a B&B 
from it, with enough space to share with guest. Before actually purchasing the property, they 
looked into the possibility of getting the required licenses (I6). Similar findings were reported 
by Lashley and Rowson who found that accommodation owner-managers reported having a 
life-long dream of owning a hotel, or thought that they would enjoy operating one [18]. 
     In the category with a passion for something else, the accidental hoteliers, most 
entrepreneurs are owner-mangers of an accommodation in support of another primary goal. 
Frequently, this other goal is having a restaurant (I7, I8, I13 and I16). As one interviewee 
stated “I had the ambition to own a restaurant, and coincidentally this one came with a hotel” 
(I7). Others said they were looking for a new challenge after owning a previous restaurant 
(I13). Though the accommodation was not their primary goal, these entrepreneurs did see the 
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merit of it being connected to their restaurant. The guests that stay in the hotel, also eat in the 
restaurant (I7, I16). One entrepreneur referred to it helping him get through the low season 
of the restaurant, as it allowed him to sell package deals (I16). 
     For others, the main motivation is not found within the hospitality or related business. 
Amongst the accommodation owner-managers livestock and poultry farmers are found (I2 
and I5). The poultry farmer wanted to build new stables, and bought land from her neighbours 
as to be able to do so (I2). Since the land purchased had a “perfectly good house” on it, they 
decided to “do something with it, as leaving it empty would be a waste” (I2). For the livestock 
farmer operating the B&B was the result of his search for a way to supplement the income 
from his farm, thus keeping this primary business viable for the future (I5).  
     One interviewee said that he planned on becoming an entrepreneur, as he didn’t want to 
work for a boss for long. However, “it didn’t have to be in the hospitality industry” (I12) and 
he even didn’t want to remain working in it for too long. However, when the previous owner 
of his hotel quit, this opportunity was offered to him, and he thought it would be nice. Another 
emerging motive for becoming an accommodation owner-manager is maybe the purest form 
of “accidental hotelier”. These individuals didn’t plan to go into the accommodation industry 
or even the hospitality industry. They simply had space available in their homes (I1, I3, I4). 
It came to be organically, out of the desire to remain living in their house after a divorce, or 
avoiding having a gap in their resume while being a stay-at-home-mom. 
     Lifestyle reasons for becoming an entrepreneur are found in both the passion for  
the accommodation industry, and the passion for something else category. Some female  
owner-managers mentioned that becoming an accommodation entrepreneur allowed them to 
work from home, which combined well with a family with (young) children (I1, I4 and I9). 
Spending quality time with family and friends is recognized as one of the lifestyle motives 
[30], [32]. Another commonality is not necessarily looking for profit maximization, but rather 
for alignment between one’s personal interests and their business career [19], [30]. Few of 
these accommodation owner-managers were actively looking for expansion possibilities. As 
one entrepreneur states, “right now it is enjoyable and it is not an obligation” (I2). Expanding 
would mean having to hire personnel, whereas now she could manage on her own. Not 
aiming to maximize economic gain is recognized in tourism and hospitality literature as 
fitting with lifestyle reasons for operating a small business [3], [30]. On the other hand, some 
owner-managers did want to expand and are on the path of doing so. As one would expect 
based on literature [4], none of the entrepreneurs mentioned sustainability as the main reason 
for becoming an entrepreneur.  

4.2  Sustainability 

When asked to explain what sustainability means, most respondents state that it is about caring 
for the environment and not wasting its resources (I2, I3, I5, I8, I9, I10, I17), or preventing 
global warming (I10). Some individuals mention it is about durability, considering what it better 
for the environment for the future (I8, I9, I13). Several owner-managers sum up measures that 
are good for the environment and why they are good for the environment, rather than explaining 
what sustainability entails (I1, I3, I4, I6), where some referred to considering the impact of ones 
actions (I1, I5, I14) and “minimizing your footprint” (I14). Interestingly, only one entrepreneur 
specifically mentions social sustainability when discussing sustainability in his company (I8) 
where in his case it concerned the wellbeing of his employees. Another entrepreneur refers to 
the importance of sustainable relationships “with employees, guests and suppliers” (I17). 
Several entrepreneurs undertake measures that add value to the people aspect of sustainability, 
but do not recognize it as such. A typical example is sourcing products locally which they see 
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as better for the environment due to less transport, but do not realize the social side of it.  
This situation found by the author is not exceptional, as in hospitality, but also in general, 
most initiatives are geared towards the environmental side of sustainability [33]. As pointed 
out by Elkington and Rowlands especially the value addition to the social dimension has been 
overlooked [34], and still many businesses focus on the environmental and economic 
dimensions only [33].  
     Though not necessarily indicative of a negative propensity towards sustainability, some 
entrepreneurs stated that they dislike the word sustainability (I2, I8, I11, I17). These 
interviewees feel the word is used as an umbrella term for many different actions, is “used 
too much” (I8) and that it is a “relative concept” (I11) used with a broad meaning (I17). 
Alcott states that sustainability is “one of the least meaningful and most overused words in 
the English language” [35, p. 246], and the author of this paper is confident that the same 
goes for the usage of the Dutch version of the word in the Netherlands. 
     The nature of providing hospitality is strongly connected to the pampering and comfort  
of the guest. When sustainability reduces such comfort, it is seen as conflicting with the 
nature of the entrepreneurs’ business (I1, I7, I8, I9, I11). This puts entrepreneurs in a position 
where they have to consider which they will prioritize; being environmentally friendly or 
providing the guests with the pampering they expect [36]. Common issues described are 
having to maintain a comfortable temperature in the accommodation and the pertaining 
restaurant (I7, I9), as well as daily clean towels and bed sheets (I7, I9). Most of the 
entrepreneurs prioritized the comfort of the guest above reducing the use of natural resources, 
though one owner-manager stated that she refused to tumble dry the towels, as she though it 
to be unsustainable (I1).  
     Entrepreneurs state that when faced with a decision, they do consider if it is possible to 
choose a (more) sustainable option. They evaluate the cost and benefit of doing so, and then 
make an informed decision. This goes for basic measures such as replacing the LED lights, 
but also for more complex ones such as insolation. Typically, the occasion for evaluating the 
more complex measures is at the time of a planned refurbishment or new construction (I1, 
I3, I8, I9, I10, I14). One interviewee explains that they are currently renovating their hotel 
rooms, and are looking at if it can be done sustainable, and how (I14). Another mentions that 
they will renovate their kitchen, and in anticipation future law prohibiting the use of gas, will 
choose another form of cooking (I8). This coincides with literature, where this same moment 
was indicated as an opportune one for installing fixtures that helped the hotel reduce their 
utility usage [37]. Besides the added value to the environment when the business is updated 
according to sustainability standards, entrepreneurs state it is also about “keeping with the 
times”, as well as keeping your company viable for potential future sale (I2, I17) At least  
the latter is an economic motive as well. 
     In general, cost is mentioned as typical barrier for not choosing the sustainable option,  
as well as it costing too much time and effort to implement (I1, I2, I10, I12, I14). As  
one entrepreneur states “sustainability clashes with reality” (I1), as it would cost her too  
much time and money to operate her accommodation fully sustainable. Literature shows  
that time and money constraints are commonly named as barriers to more thorough 
implementation [37].  
     The CSR measures implemented in the accommodations typically are what is referred to 
as “low-hanging fruit”; measures that require little investment and effort, and easily earn 
themselves back moneywise [39]. One can think of utility usage reducing measures such as 
LED lights (I5, I6, I7, I8, I9, I10) and water reducing taps (I10). Other measures oft used are 
related to the prevention and reduction of waste, mostly food waste. For example, to have 
less food waste from breakfast, some ask the guest beforehand how much and what they wish 
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for breakfast (I4 + I7). These are environmental measure found to be carried out often  
by hoteliers [36]. Others try to reduce the waste by eating leftovers themselves, or giving  
it as food for chickens (I1, I2). Arguably, the latter may be because of frugality, rather  
than sustainability, as it is “sinful to waste” (I2). This perfectly fits what Tzschenke et al. 
“inherited thriftiness” [36, p. 131]. Others stated that sometimes they had to waste “good 
food” due to hygiene regulations (I9, I15), or that they chose mono-packs as they believed 
that even though it used plastic, it prevented food waste (I1, I15). A more radical food  
waste prevention technique was used by one entrepreneur who refused to serve food in  
buffet form, as it led to too much food being thrown away (I17).  

4.3  Values 

Entrepreneurs were asked to select their top 5 values from a set of 17 value cards both  
for themselves personally, as for themselves as entrepreneur. From the 17 interviewed  
owner-managers nine persons created a value top 5 of most important values that was 
different for themselves personally and themselves as an entrepreneur. There are instances 
where respondents justify this difference by stating that as an entrepreneur, they have more 
obligations. They need to be more ambitious and focus on keeping the company financially 
healthy, as they “have bills to pay” (I7). Morrison and Teixeira [31] state that the economic 
survival and viability of the company is an important topic for these smaller (lifestyle) 
businesses. Eight persons indicated that they are the same person as an individual as an 
entrepreneur, and that their top 5 values is thus the same. As one entrepreneur states  
“what you see is what you get” (11).  
     From Tables 1 and 2 below, it can be seen that the personal values most often mentioned 
are pleasure, freedom and enjoying life. Pleasure and enjoying life are hedonic, whereas 
freedom falls under a gain goal frame. Looking at the personal values which score highest,  
it can be seen that freedom, pleasure and enjoying life are the most prominent. Even if  
one takes the subtotal of all biospheric items, it still doesn’t become one of the most 
prominent self-reported values for individuals. Looking at the entrepreneur values, the items 
most often mentioned are freedom, pleasure and ambitious, with freedom scoring highest of 
the values, followed by enjoying life and pleasure. Enjoying life and pleasure are hedonic, 
and freedom is gain.  

Table 1:  Personal value top 5. 

Personal value top 5

Personal value Score Count

Freedom 54 14

Pleasure 45 15

Enjoying life 43 12

Ambitious 24 9

Helpfulness 20 7

 

Sub-total egoistic 173 54

Sub-total altruistic 47 17

Sub-total biospheric 36 14
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Table 2:  Entrepreneur value top 5. 

Entrepreneur value top 5

Entrepreneur value Score Count

Freedom 58 14

Enjoying life 36 10

Pleasure 33 13

Ambitious 31 11

Unity with nature 25 8

 

Sub-total egoistic 178 57

Sub-total altruistic 37 14

Sub-total biospheric 40 14
 
     Comparing the two tables to each other, one can see that there is not a large difference 
between the ranking of the values according to personal or entrepreneur top five. Part of  
this may be understood as almost half of the sample saying they are the same person as  
an individual and as an entrepreneur. The biospheric value items score slightly higher with  
the entrepreneurial values. This might be explained because in tourism (under which 
hospitality and thus accommodation falls) nature is oft part of the product sold. What stands 
out from the explanation of the values by the respondent, be it for themselves personally,  
or for themselves as entrepreneur, is that most of them do not distinguish between the  
items that fall in the biospheric category. Even though the definitions of the terms were in  
the back, when picking one of the biospheric items the explanation of it overlaps with the 
meaning of the other items. In several interviews the respondent even said that to them  
these items were the same, or so closely related to each other that they found it hard to choose 
just one (I5, I14). If all the items in the biospheric category are taken together, they would 
move to position 4 in the personal values ranking, and even position 2 in the entrepreneur 
values ranking. The table further supports the claim that at least in this sample group, most 
owner-managers are not what is considered a sustainable entrepreneur, but rather entrepreneurs 
who undertake CSR measures in their accommodations to a varying degree. The entrepreneurs 
are typically motivated by self-enhancement values, though some self-transcendent values are 
of importance.  
     When combining motives, sustainability and values, profiles of the different entrepreneurs 
can be created. For space reasons, the author will present one entrepreneur who, compared 
to others in the sample, reported having implemented more CSR measures in his 
accommodation and one entrepreneur who reported fewer CSR measures implemented.  
     One of the interviewees reporting more, and more stringent CSR measures implemented 
in his accommodation is a 64-year old male hotel-restaurant owner-manager, falling in the 
passion for the industry category (I17). He is a 5th generation hotel owner, and it is a lifestyle 
he was used to from at home. He chose to become an owner-manager as it would give him 
more independence and freedom. He feels sustainability is a very broad concept, but to  
him it meant minimizing one’s impact on the environment, and thinking about continuity. 
The measures undertaken by him are especially strong on the social dimension of 
sustainability; he offers his employees fixed contracts rather than temporary ones, he has 
used the same suppliers for his company since starting, and offers many vegetarian and  
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vegan menu options. Furthermore, he is Green Key certified (highest level), avoids waste as  
much as possible by e.g. not offering buffets in the restaurant, uses local, sustainable, and/or  
fair-trade products as much as possible and renewable energy. His personal values are the 
same as those as an entrepreneur. In his top 5 he lists social justice (2nd place), equality (3rd 
place) and preventing pollution (5th place). 
     Not all accommodation entrepreneurs reported having implemented as many or high effort 
measures as the one described above. One entrepreneur with fewer CSR measures reported 
is presented here below. 
     This interviewee reporting fewer sustainability measures implemented than others in this 
research sample is a 43-year old female owner-manager of a hotel-restaurant who falls in the 
passion for the industry category (I9). She always wanted to own a hotel, and when moving 
within the country used that opportunity to realize her dream. She also appreciated the 
possibility of having a family with working from home. She defines sustainability as thinking 
about earth in the long term and not wasting things. Sustainability measures reported in her 
hotel are switching of lights when they are not needed, lowering the heating when possible, 
and installing LED lights. When part of her hotel was renovated, roof insulation was put in. 
She states herself that the sustainability measures she implements are out of cost saving, and 
that she evaluates possible measures using that as a criterion. She stated that the guest’s 
expectations of luxury and the hotel building being very old are barriers to becoming more 
sustainable. She lists her personal values and entrepreneurial values to be different, both 
consist of self-enhancement values except for “helpfulness”. This helpfulness value is stated 
by several interviewees to be part of the hospitality DNA, and needed to work in this industry. 
     Of course, there are many nuances in between the two ends of spectrum presented here. 
To exemplify; one 32-year old male entrepreneur with a passion for something else does 
focus on the wellbeing of his employees, and using local seasonal ingredients, but hasn’t 
implemented many other more stringent CSR measures in his business. 

5  CONCLUSIONS AND IMPLICATIONS 
This paper reported on the motives and values of micro and small sized accommodation 
owner-managers to enter into (sustainable) entrepreneurship. Combining the motives for 
entering into the hospitality industry, their definition of sustainability and the measures 
implemented by them with their dominant individual and entrepreneurial values is a new 
avenue of research in this field. Though the sample size for this study limits the ability to 
make firm conclusions, it does give interesting insights deepening the knowledge in this field 
of research, and opens paths for further research.  
     The results of this research indicate that the reasons for entering into the accommodation 
industry is not just out of passion for it, or lifestyle reasons, but also by chance. This group 
of entrepreneurs was labelled as “accidental hoteliers”. Notwithstanding, entrepreneurs in 
either category can fall on the higher or lower end of the spectrum when looking at number 
and type of CSR measures implemented in their accommodation.  
     When asking the interviewees to define sustainability several entrepreneurs sum up CSR 
measures that are or could be taken in their business, rather than giving an actual meaning of 
it. Furthermore, almost all respondents refer to the environmental side of sustainability, and 
do not recognize the social dimension as being part of it. Some of these entrepreneurs even 
undertook several measures which add value to the social side of sustainability, but it doesn’t 
occur to them to mention these when either giving the definition, or explaining the measures 
undertaken by them. 
     When looking at values, the card game as used in this research is an innovative manner to 
understand the respondent’s dominant values based on 16 values established to be significant 
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for pro-environmental behaviour + 1 value from entrepreneurship theory, and used in 
questionnaire form. Overall, freedom, enjoying life and pleasure, all three self-enhancement 
values, rank highest in both the personal values, as well as the entrepreneurial values.  
When looking at the top 5 values listed of accommodation owner-managers with more and/or  
higher altruistic and biospheric values, we can recognize that these individuals also 
implement more and higher-effort sustainability measures in their business than others in  
this sample. Within the altruistic values, helpfulness and equality rank high. The helpfulness 
is seen as a trade needed when working in the hospitality industry, and equality was explained 
as having little power distance between themselves and their employees. Respondents found 
it hard to distinguish between the different biospheric values, and mostly explained them  
to belong to each other.  
     Though previous research has been carried out connecting reasons for entering the tourism 
industry to type and amount of sustainability measures implemented, this has not been 
connected to the persons’ dominant values. This research implies that entrepreneurs listing 
more self-transcendent values in their top 5 personal and/or entrepreneurial values, also 
exhibited more and higher-effort sustainability measures implemented, and individuals  
with dominant self-enhancement values to have implemented fewer. Further (quantitative) 
research could prove the strength of this relation. 
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