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Abstract: Among major international research and practice issues, the issue of the circular economy has emerged
recently as “an alternative economic paradigm” to address the current needs of the present and to search for innovative
solutions for the future. The objective of this paper is to explore the initiatives and practices of the circular economy that
could be actuated by tourism firms with the aim of understanding the value that could be created and its contribution to
sustainable devel opment based on decarbonization, energy efficiency, and the use of renewable sources. To achieve this
objective, an in-depth, qualitative case study of a tourism resort is presented and analyzed to identify the key CE
practices activated, with theaim of creating greater value and contributing to sustainable production and consumption.
The results show that the main CE practicesimplemented focus primarily on enhancing resource efficiency, reducing
emissions, and minimizing environmental impacts. Thisresearch also emphasizes the benefits that the CE provides in
terms of economic, environmental, and social efficiency. The study enriches therelevance of CE and the sustainability
approach for thetourism sector by highlighting the main value opportunities that tourism firms could grasp from the
application of CE. Also, the paper contributes to providing practical suggestions regarding possible initiatives and
practices that tourism managers could adopt for deploying CE practices.
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I ntroduction

ourism researchers worldwide are now debating strategies, policies, and new business
models to assist in therecovery of thesector from thedisastrous effects caused by the

COVID-19 dituation on the socio-politic and economic situation (Zenker and Kock 2020). What
resonateswith most practitioners and researchers is to radically rethink and redesign the competitive
strategies of the sector for recovery and renewal (Gossling et al. 2020; Hall et a. 2020; Sigala 2020).

In the current scenario, sustainable tourism developmenthas emergedas a critical issuefor future
developmenttrgjectories with the aim of boosting the efficient use of natural resources while
producing lesswaste and addressing the challenges of climate change and biodiversity (UNWTO
2020). A new economic concept known as the “circular economy” (CE) has emerged recently to
address social and environmental sustainability issues that increasingly arise in tourism research and
its practice (Manniche et al. 2021; Geissdoerfer et a. 2017). CE isreplacing the traditional “take,
make, dispose” economic model (Urbinati et al. 2021, p. 1), which has become highly unsustainable.

In recent years, there has been a significant surge in interest and engagementwith the concept of
thecircular economy among researchers and practitioners. The circular economy has gained traction
across various domains, and different managerial journals are now focusing on exploring the
principles of the circular economy, their impact on new business models, and the dynamics of value
creation and capture (Antikainen and Valkokari 2016; Bocken et al. 2016; Lewandowski 2016;
Centobelli et al. 2020).

Theliterature related to the tourism domain has a so increased due to the negativeimpacts of its
activities on the community and environment.

In the current debate on sustainable tourism, the practices related to a CE are considered to be
critical (Vargas-Sanchez 2018), and that CE isrelevant due to its promises as an “integrative and
instructiveframework for encouraging more sustainable tourism practices” (Manniche et al. 2021, p.
2). However, few references and empirical research are found in the tourism sector. Therefore, thereis
fertile ground for additional empirical research on the practices and initiatives in the tourism sector.
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In this context, thisresearch aims toinvestigate the initiatives and practices of the circular
economy and understand the value that can begenerated as wel as the impact on sustainable
development.To achieve this, a case study methodology is applied. Through the case study analysis,
we seek todescribe the role of CE practices in driving the sector toward new mechanisms for
sustainable value creation, transfer, and capture. We also provide practical insights into suitably
approaching CE in the tourism field.

The paper isstructured as follows: first, aliterature review of the CE intourism is provided,
followedby the methodol ogy used to analyze the case study. Then the findingsobtained from our case
study analysis have been presented that highlight the key CE practices that the hospitality firm has
activated to create, transfer, and capture sustainable value.

Literature Review

Creating Value with the Circular Economy

Recently, the term CE has become the keyword for researchers, policymakers, and managers,
indicating the significant attention that society isdedicating today to new approaches that seek to
transform the way we use resourcesradically. It doesthis by replacing previouslinear production and
consumptionmodel swith closed production systems that place more emphasison time by reusing and
recyclingand keeping resources in a loop of production and usage (EMF 2015). CE consists of a new
economicmodel that is associated with significant competitive advantages for businesses as well as
benefitsto the environment (EMF 2015). The relevanceof this new economicmodel is also evidenced
by EU strategies and policies, such as the European Green Deal that aims to transform the EU into a
modern, resource-efficient, and competitive economy, as well asEU policy and recovery packages
(EU Commission 2020).

The academic research has, so far, dedicated significant attention to the conceptualization and
definition of the main features and dimensions of the CE paradigm. There are different definitions
reported in the literature that aim to grasp the main features and characteristics of CE.

EMF (2015), definesit as follows. “CE is an industrial system that is restorative or regenerative
by intention and design. It replaces the ‘end-of-lifé concept with restoration, shifts towards the use of
renewable energy, eiminates the use of toxic chemicals, which impair reuse, and aims for the
elimination of waste through the superior design of materials, products, systems, and, with this,
businessmodels”, thus highlighting the relevance of “reuse” and “recycle’ of resources and products
aswell as“re-duction” of environmental and social impacts.

One of the most compl etedefinitionsis the one of Kirchherr et al. (2017), that describesit as “an
economic system that is based on business modds whichreplace the ‘end-oflifé concept with
reducing, alternatively reusing, recycling, and recovering materials in production/distribution and
consumptionprocesses, thus operational at the micro-level (products, companies, consumers), meso
level (eco-industrial parks) and macro level (city, region, nation and beyond), to accomplish
sustainable development, which implies creating environmental quality, economic prosperity, and
social equity, to the benefit of current and future generations.

In addition, researchers havereserved significant attention for analyzing how firms are
innovatingtheir business practices, strategies, and models to implement CE with the ultimate goal of
achieving improved production effectiveness and business performance in a sustainable and
cost-efficient mode (Geissdoerfer et a. 2020).

Geissdoerfer et al. (2020), definedfour main strategiesthat firms could adopt for redesigningand
innovating theway how they create, ddiver, and capture value consisting of Cy-cling; Extending;
Intensifying,and Dematerializing strategies (Parida et al. 2019; Bressanelli 2018; L ideke-Freund et
al. 2019).

These strategies could be used by firmsto reuse, repair, and increase the lifetimeof products and
materials, intensify resource loops, as well asincrease collaborative consumption services.

On the other hand, other researchers have focused on analyzing how theimplementation
(LUdeke-Freund et a. 2019; Centobdli et a. 2020) of CE practices impacts value-creation and
-capturing processes (Centobelli et al. 2020). For example, Urbinati et al. (2021), argued that there
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are different new and innovativemanagerial practices that firms could activate for creating, capturing,
and delivering value through CE business models along two main dimensions:

Dimension 1—addresseshow firms design the value network. This means how firms organize
and structure key resources, activities, and supply chain relationshipswith the stakeholders to create
and enhance value.

Dimension2—relatesto how firms designinnovativeval ue prepositionsand interfacesto capture
value. The authors highlight that there are different optionsto be adopted for redesigninga new value
network, such as:

» Initiativesoriented toward the reduction in greenhousegas emissionsand negative environmental
impacts (Sassanelli et al. 2019; Su et al. 2013), recognized as Energy efficiency initiatives;

* Initiativesoriented toward new practices and capabilities that contribute to enabling sustainable
loops by using natural, recyclable, sustainable, and eco-friendly materials and by activating new
designpractices for enabling product and component circularity (recycle, reuse, disassembly)
(Sassanelli et al. 2019), recognized as Design for“X” initiatives;

»  Enhanced awareness and systemic view initiativesaimed to endorsedirect participation of supply
chain stakeholders invalue-creation processes and to create shared value and trust by
implementing operative communication (Ghisdlini et al. 2016; Singh and Ordofiez 2016);

* Redesignthe customer value proposition and interface initiativesby activating new modalitiesof
bringing the products to users such as leasing or renting products, payper-use activities, and by
offering complementary services for products with the aim of broadening their lifecyclethrough,
e.g., repair and maintenance services, ND take-back programs (Kunz et al. 2018; Stahel 2016);

*  Promotion and communication initiatives aimed at informing customers about thenew value
propositionof the business through websites and social media, as well as directly by staff, with
the aim of directly involving them in CE themes (Baxendale et a. 2015).

However, activating such new practices requires the redefinition of business and supply chain
processes, aswell as new business practices to reinvent the way firms create, transfer, and capture
value (Centobdli et al. 2020) by reducing the environmental impact of materials and products,
minimizingthe need for virgin resources and distribute resources in anequal and fair mode (EMF
2014).

CE and ESG Goals

The overarching objectiveof a circular economy (CE) is to achievea harmoniousbalance among
people, the planet, and economicgrowth (profit) (Elkington 1997). The CE concept is deeply rooted in
environmental economics and employs scientific principles to pursuesustainable goals (Mentink
2014). While sustainability and circularity are often used interchangeably, they have distinct
objectives, origins, and motivations.

Sustainability aims to achieve “development that meets the needs of the present without
compromisingthe ability of future generations to meet their own needs” (Brundtland 1987). On the
other hand, the concept of the circular economy focuses on an economicmodel that is restorative and
regenerativeby design, aimingto retain the maximumvalue from products, components, and materials
(EMF 2015).

Einarsson and Sorin (2020), argued that sustainability is a broader concept that encompasses
economic,social, and environmental benefitsat the societal level, whilethe circular economy primarily
pertains to economic actors who implement the new production and consumption system. Therefore,
thecircular economy is seen as a necessary process and an intrinsic foundationfor a radical transition
towards sustainability (Sengerset al. 2016) and for achieving sustainable developmentgoals. In other
words, Sustainability is the goal; circularity is ameans. Hence, the circular economy concept
embraces and complements the established notion of sustainability, reinforcing its relevance.

It isimportant to note that transitioningto a circular economy requires rethinkingand redesigning
growth, focusing not only on positive economic impacts but also on broad societal benefits (Taylor
2021). Moreover, itinvolves the utilization of advanced and disruptive technologies to reduce the
overall demand for raw materials and maximize the value and lifespan of products (Stahel 2013).
Such new practices necessitate the redefinition of business and supply chain processes and the
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adoption of nove businesspractices to reinvent how firmscreate, transfer, and capture value
(Centobelli et a. 2020).

Activating CE in Tourism

Tothrive inthe post-COVID-19 era, it iscrucia for scholars and researchers to steer tourism
developmentstrategies toward sustainable resource utilization by introducing new ideas, moddls,
approaches, and paradigms (Del Vecchio et al. 2020; Einarsson and Sorin 2020; Romagosa 2020;
Rodriguez et al. 2020; Sigala 2020). The Circular Economy (CE) approach is gaining popularity as a
guiding principle for achieving asustainable and resilient tourism ecosystem (Einarsson and Sorin
2020, p. 4). Despite the tourism industry’s significant contributions to socio-economic growth,
includingGDP, jobs, and economic development, it also has arange of negative environmental and
social impacts, such as pressure on the natural capital and local resources, harm to ecological habitats,
the utilization and consumption of resources such as land, buildings, furniture, vehicles, fossil fud,
food, and textiles, aswell ascontributing to global greenhouse gas emissions (Einarsson and Sorin
2020; Rodriguez et al. 2020).

The tourism industry’s consumption and production mode is primarily based on a linear
take-make-disposemodel, relying heavily on vast quantitiesof raw and natural resources (Mannicheet
al. 2021). However, researchers are exploring the potential for the tourism industry to contribute to
the CE, given its complexity, heterogeneity, interdisciplinary nature, and interconnectedness with
various indirect value chains, activities, and sectors (Dd Vecchio e al. 2020). Consequently,
researchersare now focusing on exploring the CE for tourism by examiningthe different practices and
mechanisms employed by tourism businesses.

Recent studies have highlighted the significance of transitioning toward circular production and
consumption modes for different stakeholders in the tourism sector, including food production,
transportation, building, and construction (Pamfilie e al. 2018; EMF 2015). Key practices that
support circular tourism include recovery, reuse, redevelopment, valorization, and regeneration
(Menegaki 2018).

Many CE practices and strategies can be implementedby tourism businesses and destinationsto
create a more sustainable experiencefor all stakeholders, reducing natural resource consumptionand
negative social and environmental impacts (Rodriguez et al. 2020). Examples of accommodation
structures, such asthe Greet hotel brand by Accor, Crowne Plaza Copenhagen Towers, and Green
SolutionHouse, that have implemented initiatives that focus on building material recycling, asset
renovation, in-place material, and workforce utilization, modular and reusable raw material use,
modular design, flexible partitioning solutions, and preferencefor easily repairable, upgradable, and
customizedmaterials and products (Einarsson and Sorin 2020; Manniche et al. 2021). For example,
the study by (45) highlighted the use of renewable energy sources in Greek hospitality structures,
including thermal, geothermal, and biomass-generated energy. Girard and Nocca (2017) provided
evidence of the practices and initiatives undertaken by Italian hotels to reduce CO2 emissions and
create a differentiation strategy, including the use of natural gas, electric buses, and zero-km menus.

Scholars have focused on analyzing how CE can contribute to sustainable tourism by creating
new opportunities for long-term recreation activities, reducing negative impacts on the environment,
and attracting green customers. (Ma et al. 2018; Merli et al. 2019). Other studies have focused on
understandingthe customer perception and interest in circular economy practices, such as the effect of
greenpractices on customer satisfaction and purchasing intentions (Kim et a. 2017; Yusof e al.
2017) or the relationship between green practices and profitability (Yang et al. 2015).

Research has shown that hospitality businesses are primarily focused on sustainability activities
and transition to circular practices mainly within reduction strategies (38). Studies have also aimedto
identify best practices, strategies, and guiddines for transitioning toward a circular modd in
hospitality companies, such as Rodriguez-Antén and del Mar Alonso-Almeida(2019), who analyzed
CE practices in four European hotel chains and Menegaki (2018), who examined the extent hotels in
Greece,

For instance, Pamfilie e al. (2018), analyzed the deployment of CE practices by hote
establishmentsin Romania, viewed from the perspective of industry managers. Florido et al. (2019),
provided aroadmap for transforming a tourist destination into a CE model, while Manniche et al.
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(2021), studied how CE, natural capital, and resilience concepts are being utilized by scholars and
companies in the tourism and hospitality sector in their business operations and development plans.

Food services and restaurants are a'so employingreusahility, recycling, and reduction practices
in the production, packaging, and waste managementof food (Alholaet al. 2017; Privitera2016). At a
macro leve, there are avariety of initiatives, policies, and interventions in place topromote and
support the development of CE. Examples include the European project Ecobnb, which brings
together eco-friendly accommaodation structures, the Eco Leader Award initiated by TripAdvisor to
acknowledgesustainable infrastructures, and the Booking Booster program launched by Booking,
whichprovides financial support and training opportunities for companies involved in sustainable
tourism.

Despitethe growing number of scientificworks on CE in tourism, research on circular tourismis
gtill in its infancy. Further research isrequired tocomprehend the approaches to adopting CE
principles, thechallenges and barriers businesses face during the transition, and to identify best
practices (Rodriguez et al. 2020; Manniche et al. 2017).

Thispaper aims to address this gap by presenting empirical evidence of CE practices being
implemented by hospitality structuresin the Mediterranean region.

M ethodology

Thisresearch paper utilized asingle-case-study methodology to explore a “contemporary
phenomenon within its natural context, where researchers have limited control over participant
behavior” (Yin 2014, p. 14). Accordingto Berg (2007), employingthe case study approach alowsfor
a thorough analysis of intricate particulars, patterns, and fundamental components that may be
disregardedwhen using alternative research methods. Furthermore, Creswell et al. (2007), asserted
that this approach integrates various methodsof data collection, includinginterviews, archival reports,
documents, artifacts, and direct observations.

For this case study, a range of data sources was employed, including semi-structured interviews,
field notes from informal meetings, internal documentsand reports, websites, social media, and media
releases. The use of multiple data sources facilitates data triangulation (Yin 2014), which is crucial
for attaining a comprehensiveunderstanding by considering different perspectives on the phenomenon
(Stake 2000). The validation strategy, ensuring internal, construct, and external validity, is outlined in
Table 1.

Table 1. Case study validity (own elaboration).

Test Strategy Phase

Selection of the case
(defining criteria for a
representative case)

The case presents characteristics that justify

Internal validity the internal validity of the results

Multiple data sources

Validation of the constructs through the Data collection (reports,
Constructvalidity =~ key components of CE interviews, visits)
Adoption of Urbinati and framework on Design of the study

CE practices

Construction of the findings
External validity Validation with external references (data analysis by three
researchers)

Theresearch context centers on enriching knowledgeregarding circular tourism and its potential
achievements, specifically through the examination of the Vivosa Resort. This Italian hospitality firm
that has embraced circular economy practices across its value chain processes. The selection of this
caseis motivated by severa factors:
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1. Thecase represents the Mediterranean tourism ecosystem, aligning with the book’s objective to
provideinsightsinto how hospitality establishmentsin the regionare employingcircular economy
principles to redefine the future of tourism;

2. Thecase exemplifiesinteresting and ambitious practices and initiatives pertaining to material
recovery, waste reduction, energy efficiency, and more;

3. Theresort’s strategy isfirmly rooted in economic, social, and environmental sustainability;

Theresort has received numerous awards and certifications for its commitment to sustainable
practices;

5. Thecase serves as asuccess story, illustrating tangible benefits derived from the adoption of
circular economy principles,

6. Thecase is highly relevant as it exemplifiesa virtuous model that combines sustainable tourism
concepts with eco-projects aimed at enhancing guest experiences.

To analyze the evidence from the case study concerning the circular economy, the framework
proposed by Urbinati et al. (2021), was employed. This framework categorizesthe various practices
and initiativesimplementedby the resort over timeinto two dimensions: the value network dimension,
whichencompasses energy efficiency, design considerations, use of sustainable materials, and
stakehol der involvement, and the customer value proposition and interface redesign dimension, which
focuses on promoting theresort’s core value proposition through diverse communication channels,
engagingcustomers in sustainability practices, and enhancing staff and customer awareness and
capacity building.

Resear ch Findings: The CE Experience of the Resort

Case Description

The case considered was an Italian resort located inthe Apulia Region, Italy, which has been
recognized as afrontrunner for its sustainability practices adopted due to aset of initiatives and
practices deployed that are described. Theresort is part of the Eco-resorts group due to different
sustainable, innovative principles developed over time, high-tech solutions, and the adoption of
managerial technigques and practices.

The CE practices of the resort are evidenced using the framework of two dimensionsproposed
by (Urbinati et al. 2021) (Table 2):

- Thevalue network dimensionthat includes Energy efficiency initiatives, Design for “X”; Usage
of durable, natural, recyclable, modular products and materials; theextent of involvement of
supply chain stakeholders in value creation initiatives; communication practices with the supply
chain stakeholders and upstream partners.

- Thevalue proposition dimensionincludesinitiativesto promoteits core val ue propositionthrough
itswebsite, socia media, and all available communicationschannels, as well as the involvement
of customersin sustainability and CE practices.

Table 2. Value creation initiatives (own elaboration from data received from reports of the Vivosa
resort).
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Value Creation Initiatives

Energy Efficiency Solutions

Resort invested in reducing fossil energy consumption
Installed photovoltaic panels for energy production from
alternative sources.

Replaced traditional bulbs with LED technology.
Implemented “Crepuscular” ignition devices for adaptive
lighting and reduced electricity consumption.

Increased electricity use from alternative sources from 3.6%
Kw/h in 2015-2017 to 35% in 2019.

Expected a 15% increase in electricity production from its
photovoltaic system by 2021.

Significant reduction in CO, emissions.

Value Creation Initiatives

Reuse and Recycle Initiatives

Adopted the Design for X practices for water and waste
reuse and recycling.

Encouraged sustainable energy sources, 0 plastic, and
electric columns.

Promoted use of eco-friendly products.

Utilized advanced digital technologies for

environmental design.

Sustainable Management of
Resources

Efficient management of water resources, focusing on
consumption reduction.

Installed a system for greywater reuse.

Reused food waste in agricultural production.
Implemented waste reduction policies.

Reduced waste per guest night by 5% in 2019 and an
additional 3% reduction in 2020.

Involvement of Stakeholders in
CE Business

Suppliers engaged in sustainable production and
consumption.

Strong collaboration with the local community for
procurement of goods and services.

Hiring practices support the local economy and
sustainability goals.

Collaboration with sustainability associations and training
for operators and employees.

Redesigning the Value Proposition

Communicated sustainability and awards through its
website and social media.

Enhanced customer awareness and engagement in
sustainability practices.

Promoted “Green” activities and respect for the
environment.

Used sustainability certification and awards to
communicate the circular value proposition to customers
Obtained benefits in cost reduction, socioeconomic and
environmental impact, supply chain sustainability, and
reputation.

These initiatives have resulted in various benefits, including cost reduction, socioeconomicand
environmentalimpacts, supply chain sustainability, energy efficiency, developmentof new skills and
capabilities, enhanced brand reputation, and improved competitive advantage.

Discussion of Results

Value Network Practices

Creating value by investing in Energy efficient solutions: The management of the resort is highly
committed to pursuing anenergy efficiency policy that contributes to reducing greenhouse gas
emissionsand negativeenvironmental impacts. Followingthis goal, the resort has investedin reducing
fossil energy consumptionand has commenceddifferentinitiativesto increase the production of energy
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from alternative sources. To this aim, theresort has installed photovoltaic panels on the shelters
shading all internal areas designated for parking; traditional bulbs have been replaced with LED
technology; “Crepuscular” ignition devices have been installed to reach the target of +20% of the
parking lot’s lighting points, to adapt the degreeof illumination in real-timeto natural brightness, and
to reduce eectricity consumption. All these initiatives allow for a reduction ingreenhouse gas
emissions and have a significant environmental impact. Indeed, these initiatives have allowed the
company to increase the percentage of electricity use from alternative sources from 3.6% Kw/h, on
averagefrom 2015 to 2017, to 20% in 2018 and 35% in 2019. The electricity production from the
photovoltaicsystem is expected to increase by 15% by 2021. The installation of photovoltaic panels
has led to asignificant reduction in CO2 emissions. The average value of CO2 emissions in 2019
exceeded the target of 12.13 kg per guest night, while in 2020, with the increased functionality of the
photovoltaic system, the CO2 reduction allowed a further 12% reduction compared to 2019.

Capturing value from reuse and recycle initiatives: The resort adopts Design for X practices to
reuse and recyclewater and waste (as explained above). Also, designfor the environmentthrough new
forms of sustainable energy sources thanks to solar panes, O plastic, and electric columns are
encouraged. Where possible, the resort favors the use of eco-friendly products: eco-friendly detergents
for cleaning and biodegradable catering products (placemats, containers). Also, the use of advanced
digital technologiescontributes to the design of an environment such as online check-in (eliminating
paper consumptionand use); Intelligent management of consumptionsin the rooms: the electricity line
of the roomsworkingwith a key card inserted into a reader; and air conditioningcontrolledby sensors
placed on the windows, and operating only with closed doors and windows.

Creating value by sustainable management of resources. Being cognizant that tourist facilities
can put pressure on aquatic resources and energy sources aswell as on local biodiversity if waste
management is not adequately managed, the resort seeks to efficiently manage its natural resources,
such aswater, and pays particular attention to its consumption reduction, by undertaking re-use,
recover, and resource-efficient treatment initiatives, also considering the recent emergencies in the
supply, especially in Southern Italy. Fo thisreason, asystem of recovery has been instaled for the
reuse of greywater, i.e, water coming from sinks and showers. This less valuablewater can be
recovered, treated, and reused for non-potable purposes. most of the wastewater is recoverablesinceit
containsorganic substances that can be degradedin a short timeand a bacterial load that can be easily
managed. The following are among therecognized uses of thiswater: feeding toilet drains; fire
extinguishingsystems; feeding fountains and water tanks; irrigation systems;, and circuits of air
conditioningsystems. Concerning waste management, theresort promotes and pursues a policy of
reducing waste thanks to a reduction in the use of beveragesin plastic packaging and the commitment
toreduce the production of undifferentiated waste and wet waste to be sent to landfills. Also,
initiativesfocusing on the reuse of food waste are favored that contribute to extending their lifetime
and contribution, i.e., by reusing them in agricultural production to circumvent chemically based
fertilizers. The company also uses, where possibleeco-friendly products, such aseco-friendly
detergents for cleaning and biodegradable catering products (placemats, containers).

These practices have permitted the company to reduce waste per guest night by 5% in 2019
(compared to 2018) and an additional 3% reduction in 2020.

Create value by promoting the complete involvement of all stakeholders in CE business.
Suppliersare highly involvedin the sustainable production and consumption processes of the resort to
endorseclosed-loop processes and innovative procurement for materials, products, and raw materials.
Theresort has established strong and fruitful cooperation with the local community for goods and
servicesprocurement, i.e., local products are favored to support the local economy and to reduce
transport distances and, therefore, the emission of CO2. Also, the hiring practices of the firmsare
orientedtoward achieving different sustainable goals, such as hiring most of its employees from
neighboring countries to support the local economy. The resort also benefits from a strong
collaboration with various associations committed to sustainability. Theresort organizes targeted
training courses to sensitize all operators in the value chain to the impact of their actions on the social,
economic, and environmental ecosystem as wel as training related to performing and adopting CE
principles. In addition, for its employees, specific training courses related to sustainability policy and
its application are organized in cooperation with experts and institutes.

Creating value by redesigning the value proposition—Theredesign of thecustomer value
proposition and interface is achieved through the website, social media, and all available
communicationschannels. The website communicatesinstantly what the Resort is about and which
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target it addresses. There is a section dedicated to sustainahility as well as the different awards won
over theyears (i.e, gold-travel life, TUI Umwelt champion, environmental management standard
1SO14001, 2020 and 2021 Italy’s Leading Eco Resort—World Traved Awards)
(www.worldtravelawards.com,accessed on 23 May 2022). Continuous communication and the
presence of itsvalues on social media are realized under the hashtag #ecoresort. Theresort pays
special attention to enhancing awareness of and actively engaging customers in sustainability and CE
practices. To this aim, theresort sensitizes and provides useful information to the customers for
reducingthe washing of linen—not every day, reducing the use of water; engaging customers in the
“Green” activities of the Vivosaresort, such as the initiative Eco kids which shares the love of nature
and respect for the environment, organizing naturalistic excursionsfor customers (guided by certified
naturalists), urging clients to respect and not disturb flora and fauna. Sustainability certification and
awards areanother way of interfacing and communicating the circular value proposition of the
company to the customers.

All these adopted manageria practices have allowed the resort to obtain a set of benefitsin terms
of cost reduction, socioeconomic and environmental impacts, supply chain sustainability, energy
efficiency,new skills and capabilities development, brand reputation enhancement, and improved
competitive advantage.

Conclusions

The growing recognition of limited resources and the importance of extracting value from them
has emphasized the urgent need for asignificant transformation in the tourism industry. This shift
involves replacing the conventional linear tourism mode with a circular economy (CE) modd.
Researchershave started exploringthe interest of different stakehol derswithin the tourism value chain
inembracing CE principles. Through acase study analysis, this chapter presents the endeavors of
tourism businessesin implementingpractices, initiatives, and opportunitiesthat facilitate the transition
toward a circular economy.

However, the case study highlightedthat the implementedpractices primarily focus on enhancing
resource efficiency, reducing emissions, and minimizing environmental impacts (Urbinati et al. 2020).
Theinitiativesrelated to reusing, recycling, and recovering materials primarily revolve around waste
management within hotels, including items such as paper, glass, used oil, and plastics.

These findings are perfectly consistent with those indicated in the previous literature (Manniche
et al. 2021; Rodriguez et al. 2020) and demonstratethat the transition toward the embracement of CE
isin its early stages, with practices and initiatives mainly bound to reduction and recycling. Adopting
a CE business model that is grounded in exploring resilient, regenerative, innovative business models
and operations could befundamental to developing sustainable and differentiation strategies for the
post-COVID-19restart of the tourism sector (Sorin and Sivargjah 2021). However, the full shift
toward anew socio-techno-economicsystem grounded inthe principles of CE is a multilevel and
multidimensionalprocess that necessitates interventions in technical, economic, social, cultural, and
political domains (Mannicheet al. 2021), as well as a reconceptualizationof the purpose of the firm.
Thislogic drivesits value-creation and a rethinking of its perceptions of value.

Thisstudy has theoretical implicationsas it contributes to better conceptualizingwhat is meant
by tourism CE and sustainability. The study reinforces the relevance of CE andthe sustainability
approach for the tourism sector. It brings into light the relative importance of the application of CE
practicesfor tourism firms by elucidating the main benefits that tourism firms could obtain from it.
Indeed, by considering the different mechanisms of valuecreation and capture resulting from the
implementation of CE practices, the study contributes to understanding how tourism firms could
create, transfer, and captureeconomic, social, and environmental value. Finally, it enriches the
existing body of knowledge with new empirical research.

From apractical point of view, the study contributes to providing practical suggestions for a
suitableapproach to CE in the tourism fidd. The study provides ahands-on analysisregarding
possibleinitiativesand practices that tourism managers could adopt to deploy CE practices. A specific
approach and managerial orientation are necessary for the proper and beneficial application of CE
principles with the aim of creating greater value and contributing to sustainable production and
consumption modds. Furthermore, the study can enlighten managers as well as policymakers
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regarding the adoption of new frameworksthat support tourism firmsto transit from linear to circular
economy approaches.

Our study, like all research, has certain limits. First, the use of asingle case study presents a
limitation, especially concerning the problems associated with generalizing the findings. Yin (2014),
countered that case studiesseek to deiver analytical generalizability from the observations of a
phenomenonby contributing to theoretical explanationsthat can be applied to identify similar cases.
Second, more studies are needed concerning practical guidelineson how tourism business could design
their business mode according to CE principles. Third, it would beinteresting toinvestigate the
challenges and opportunities of the CE further. All the limitations represent future lines of research.
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