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Ecotourism and green building
define the 21st-century

onsumers of all kinds are increasingly

viewing their purchases in a new way —
through green-colored glasses. Ecotour-
ism, sustainable travel and green build-

ings have entered the thoughts and lexi-

cons of travelers worldwide. And a recent survey by
the audit firm KPMG found that a majority of con-
sumers were willing to pay more in order to go
areen.

The survey, released at the end of 2007's holiday
shopping season, found that 88 percent of con-

sumers described themselves as very concerned
aboul the environment. The survey further found
that 74 percent indicated that they purchase envi-
ronmentally friendly products, while a majority

reported that they

cial effort to support retailers with a areen reputa
tion.
One example of this is the explosive growth of
ecotourism. Ecotourism, as de (lnLd by the Inter-
i ism i is “responsible
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re willing to spend more for envi-
ronmentally friendly items and that they make a spe-

travel to natural areas that conserves the environ-
ment and improves the well-being of local people.”
According to New Scientist magazine, “this sector of
the travel and tourism industry is growing at a stun-
ning 10 percent to 30 percent per year and now
accounts for around one in five tourists worldwide.”

As these numbers indicate, travelers are willing to
put their money where their environmental con-
science is, and the hospitality industry should take
note. Going green can mean making green in the
form of increased profits.

For example, a growing percentage of hotels,
B&Bs. inns, motels, city and state parks, elegant
hotels, resorts and business hotels are taking steps
toward greener operations. These include modest
efforts like including towel rack hangers and sheet-
changing cards, which encourage quests to consider
using their linens more than once. According to the
Green Hotels Association such efforts can “save 5
percent on utilities alone. At least 70 percent of
quests can be expected to participate.” The effects
of these utility savings are immediate, and the pro-
grams are casily put in place at little
cost.

While small efforts to go green can
yield benefits, more ambitious green

decisions will reap even greater resuilts,
Use of green building methods when
developing new hote B&Bs. resorts,
motels and business hotels can have a
considerable impact on both the long-
term utility costs associated with manag-
and the appeal to green

ing a facil

consumers.
Going areen presents opportunities for
businesses in the hospitality sector to
cut costs, work more efficiently and ulti
mately improve their bottom-line results
For example, eneray costs, a large factor
in any hospitality operation budget, can

be reduced through environmentally

beneficial, low-energy consumption

methods. Green building can have
a significant impact on these c
According to a study authored by
Gregory H. Kats, the director of
financing for eneray efficiency and
renewable energy at the U.S.
Department of Energy, green
buildings reduce energy consump-
tion by 25-30 percent on average.
Businesses in the United States
spend $107,897,000,000 annually
on energy for their facilities, accord-
ing to the U.S. Department of Ener-
gy. A 30 percent cut in this cost
would represent $32,369,100,000
annually in bottom-line savings for
businesses in every region and sec-
tor of the country.

In order to measure the value of
dreen hotel facilities, however, it is
also necessary to consider the cost
of building green, as compared to
traditional building practices. There
is a widespread misconception that
green building is significantly more
expensive than conventional build-
ing methods. While building areen
may come at a higher initial cost
than traditional building methods,
green investments are easily
regained over time. In Sustainable
Building Technical Manual: Green
Building Design, Construction,
and Operation, estimates that the
initial construction of green build-
ings typically accounts for only 2
percent of the total cost, with oper-
ations and maintenance accounting
for 6 percent. The long-term cost
savings, however, can lead to an
ROI of between 10-20 percent
through reduced operating costs
according to Sage Blossom
Consulting’s Kit Cassingham.
Cassingham goes on to point out
that one estimate shows up to
“$50-75 per square foot savings
over the average 20-year life of a
building — more than 10 times the
2 percent extra cost for green build-
ings.”

Further, according to the US
Green Building Council, the con-
struction industry’s leading green
building rating organization, the
costs of green building to a recog-
nized compliance level are also rel-
atively modest. The USGBC’s LEED

Green Building Rating System is the
nationally accepted benchmarlk for
the design, construction and opera-
tion of high-performance green
buildings. recognizes four dif-
ferent levels of the application of
green building practices to new and
renovated buildings. The highest
level of compliance earns a plat-
inum certification for the building,
while the lowest threshold of com-
pliance earns a certified recogn
tion. A Level 1 (certified) certifica-
tion adds only about .6 percent to
the cost of a building, while silver
and gold certifications (Levels 1l &
111) add only about 2 percent. To
carn platinum recognition, a build-
ing will likely increase in price
approximately 6.5 percent. The
average premium paid for green
buildings is slightly less that 2 pe
cent, or between $3-5 per square
foot, according to Kats. The US
Green Building Council currently
recognizes more than 30 hotel/
resort facilities certified at various
LEED levels in the United States,
with project size varying between a
modest 10,714 square feet to facili-
ties as large as 323,743 square

The future of hospitality looks
bright — and green. Hotels, B&Bs,
resorts, motels and business hotels
of all sorts and locations are taking
advantage of green practices, from
asking guests Lo reuse towels to
building new LEED-certified facili-
ties. The savings available make it
clear that the more you invest in
green practices and building, the
richer the rewards. Your customers
will thank you, your accounting
department will thank you, and,
ultimately, the planet will thank you
for going green. mm

Scott H. Lawson is the author of
Green Colored Glasses —
Ecotourism, Green Building, and
the 21st Century Hospitality
Industry and is president of The
Scolt Lawson Companies located
in Concord, N.H. He can be
reached at scott@slgl.com.

March/April 2008 Bwww hospitalityconstruction.com 181

PAID ADVERTISING

The Dens” Brand of
Paperless Gypsum
Products from
Georgia-Pacific

DensGlass Gold'
Exterior Sheathing

The original and universal standard of
superior weather resistance, now with
a12-month warranty,

DensShield

Tile Backer

The acrylic-coated tile backer fhat
stops morsture at fhe surface.
Lightweight and strong, built for
speed on the job site

DensDeck

Roof Boards

The fiberglass mat coverboard with a
track record of resistance against wind
uplift, hail, foof traffic, fire, moisture and
mold in a broad range of applications.

DensGlass Ultra
Shaftliner

The panel designed specifically for
moaisture-prone vertical or horizontal
shafts, inferior stairwell and area
separation wall assemblies. 12-month
Weather Exposure Warranty.

DensArmor Plus
Interior Drywall

The paperless drywall that accelerates
scheduling because it can be installed
before building is dried-in. 6:month
in-place Weather Exposure Warranty.
GREENGUARD" certified for low VOC
emissions,

DensArmor Plus’
Abuse Guard
Interior Drywall

Same benefits as DensArmor Plus
with added resistance to scuffs,
abrasions and surface indentations.
Ideal for hospitals and schools

@ bulldpaperless com

2008 Georgia-Pacfic Gy

Circle No. 35



