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Overview 

 

This training offers an introduction into tourism and sustainability. With this training a set of 

training modules is offered which will improve your knowledge of the positive and negative 

impacts of tourism. Moreover, it will reveal how you can make your company more 

environmentally and social responsible. Knowledge and understanding of the different aspects of 

sustainability is essential to improve your organisations’ corporate performance. Therefore 

obtaining the Travelife training certificate is an essential first step in implementing your 

sustainability management system.  

 

Modules 

The Travelife Training consists of the following modules, further divided in sub-modules.  

Module “Sustainable Tourism and Destination Management Companies (DMC) introduces 

the concept of sustainable tourism. It deals with the most important, tourism related, social and 

environmental aspects. Moreover it explains the relevance of sustainability for destination 

management companies and how sustainability management can benefit your company. 

  

The module Sustainability Management explains to you, as Sustainability Manager, how to 

move your organisation towards sustainability in an effective way. It also introduces the tools and 

instruments available to realise your goals.  

 

The module on Internal Management deals with the possible measures you can take to improve 

the sustainability of your operational office such as sustainable energy consumption, waste 

management and the social policies of your organisation. 

  

Supply-chain Management demonstrates how you can increase the sustainability in the entire 

business-chain through close collaboration with existing business partners and by selecting new 

suppliers.  

  

Transport deals with the variety of transport means within the business-chain. What is the 

environmental burden from each type of transport and how can you reduce it. 

  

In Accommodation the social-cultural, economic and environmental impacts of accommodations 

are described. In what way can you, in collaboration with your suppliers, promote sustainable 

hotels. Within this module also the issue of food and sexual exploitation of children is dealt with.  

  

Excursions deals with the impacts of the different types of activities undertaken by your clients 

within the destination. 

 

Local Guides, Tour leaders and Local Representatives deals with the qualifications, working 

conditions and relevance of this group of employees in your organisation 

 

The module Destinations deals with the impact of tourism on destinations and how destination 

management companies can have a positive impact. Different types of destinations are discussed 

such as mountains, urban areas and coastal and marine tourism.  

  

The final module deals with an essential responsibility of a travel company, Customer 

Communication. How can you motivate your clients towards the right decisions and behaviour 
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during the holiday cycle. In addition, this module shall answered the question how to stimulate 

outbound tour operators and travel companies to have a positive effect on the whole value chain 

of responsible tourism. This above all refers to those tour operators and travel companies that 

dedicate less attention to the issues of responsible tourism than they should according to the 

level applied by DMC.  

 

Each module consists of the following elements:  

 

 Introduction to the most important impacts of tourism.  

 Possible ‘Actions and Solutions’ from the viewpoint of a destination management company. 

After each Action you will find an indication if reporting about, or compliance with the action 

is an obligatory part of Travelife. Additional information such as best practices and references 

can be found in the online Travelife platform (travelife.info).  

 

Exams and your personal certificate  

After studying the Travelife Training you can test your knowledge and understanding through an 

informal online exam. After passing the formal online exam successfully you will receive a 

personal certificate, which qualifies you as Travelife Sustainability Manager. This certificate has a 

validity of 3 years after which you are expected to conduct some follow-up courses. 

 

Travelife online tools  

To support destination management companies and other travel companies and their suppliers, 

Travelife offers a range of tools (standards and instruments) to assist with the implementation of 

your sustainability policy:  

 

 The online Travelife Action Planning tool supports you in defining an action plan for your 

organisation with more than 150 possible solutions and measures. 

 The online Reporting tool supports you in regularly reporting your progress both internally as 

well as external stakeholders such as your branch association or Travelife.  

 

 The action and reporting system is based on the same solutions as presented within this 

Travelife training. They cover all relevant steps you can take in order to make your company 

more sustainable. 

 

 The Travelife Sustainability System for hotels and accommodations is a commonly shared 

online system to support with the evaluation of the sustainability of accommodations, based 

on shared Travelife environmental and social standards.  

 

 In the Green Travel Market you will find an international overview of already sustainably 

operating suppliers (accommodations, ground operators, destination management 

companies), destinations and tour operators and travel agents.  

 

All Travelife tools are accessible via www.travelife.info.  

 

  

http://www.travelife.info/
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Basic company sustainability requirements and Travelife Certification 

Destination management companies and other travel companies that comply with the Travelife 

basic requirements will received the Travelife Partner status. The basic requirements are indicated 

behind each chapter in this training. Reporting on them takes place through the Travelife 

reporting tool.  

 

Destination management companies and other travel companies wishing to work in full 

compliance with international recognised standards for Corporate Social Responsibility (CSR) and 

Sustainable Tourism can work towards the Travelife Certification level. This level has integrated 

leading standards and guidelines such as the EMAS III environmental management and tourism 

sector specific requirements, the ISO 26000 Social Responsibility guidance and themes, the Global 

Reporting Initiative tour operator sector supplement and the OECD Guidelines for Multinational 

Enterprises. The Travelife Certified standard has been recognized by the Global Sustainable 

Tourism Council as fully reflecting the GSTC Criteria. For the Travelife Certification level an on-site 

audit of your company is required.  

 

Your Reaction 

This training is updated continuously. Therefore, we appreciate to receive your comments, 

suggestions, questions and advise via the contact form at www.travelife.info.  

 

  

http://www.travelife.info/
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Introduction Sustainable Tourism and Travel Companies  

 

In addition to numerous positive impacts tourism can also have a negative impact. By avoiding or 

minimising the negative impacts tourism can become more sustainable.  

 

Tourism and Sustainability 

Leisure time is important to relax of one’s daily commitments. After World War II, travelling 

became a popular way to spend one’s holidays for an ever increasing number of people in 

Western Europe. This was caused by an increasing amount of holidays in labour agreements, and 

thanks to a rise in the average income level.  

For example, initially an average Dutch person would spend the holidays right across the border 

in one of the surrounding countries. Nowadays, the same average Dutch person considers all 

continents before selecting a holiday destination and travels up to 3 times per year for short and 

longer holiday breaks. 

 

Today travel and tourism have become a significant part of the global economy contributing for 

more than 10 % of the global GDP, employing more than 200 million people worldwide. For many 

developing countries, tourism provides an important source of income and contributes to social 

and economic developments. Tourism also supports intercultural understanding and can support 

wider economic investment and developments by improving the general image and recognition 

of a country or destination.  

  

Tourism could however also lead to negative impacts. It can put pressure on tourist destinations; 

socio-cultural, environmental and economical. Profit is realised on short term, but how durable 

are the destinations in the long run? If the ecosystem is damaged the tourist attractions can lose 

out! 

  

Sustainable Tourism: definition and principles  

In reaction to the negative impacts of tourism the concept of “sustainable tourism” was 

developed. Sustainable Tourism was defined by the UN World Tourism Organisation (UNWTO) in 

1988: 

  

“Sustainable tourism meets the needs of present tourists and host regions while 

protecting and enhancing opportunity for the future. It is envisaged as leading to 

management of all resources in such a way that economic, social and aesthetic needs 

can be fulfilled while maintaining cultural integrity, essential ecological processes, 

biological diversity and life support systems.” 

  

According to this definition it’s alright to enjoy tourism and to benefit from it financially. 

Nevertheless, we should make sure that this will still be possible for future generations. If we 

damage the cultures and natural environments in tourist destinations, these destinations will lose 

the elements which are the base of their attractiveness.  
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People, Planet, Profit - 3 P’s 

“People” stands for the socio-cultural interests of the local population. To conserve the culture 

and the engagement of local people with tourism development in their destination. This involves 

labour conditions, attention to vulnerable groups in society, human rights, no discrimination, no 

child labour or sexual abuse etc. 

“Planet” concerns the natural environment. To inflict minimal damage to the destination: flora, 

fauna, water, soil, and climate. To protect the environment by taking various measures. 

 “Profit” is about the economic interests. To do business in a responsible manner which also 

contributes to the prosperity of local people permanently.  

  

Corporate Social Responsibility (CSR)  

CSR is voluntary commitment whereby a business monitors and ensures its active compliance 

with the spirit of the law, ethical standards, and international values. The goal of CSR is to 

embrace responsibility for the company's actions and encourage a positive impact through its 

activities on the environment, consumers, employees, communities, and other relevant 

stakeholders. 

 

Global Sustainable Tourism Criteria  

The Global Sustainable Tourism Criteria (GSTC) are a set of 37 voluntary standards representing 

the minimum that any tourism business should aspire to reach in order to protect and sustain the 

world’s natural and cultural resources while ensuring tourism meets its potential as a tool for 

poverty alleviation. 

 

Ecotourism 

Ecotourism stands for sustainable tourism in natural areas for which the UN-World Tourism 

Organisation has set up clear criteria. Frequently the word ‘Ecotourism’ is confused with 

sustainable tourism in the large sense, and often also non-sustainable tourism to natural areas is 

marketed as “ecotourism”. 

 

Community Based Tourism (CBT) 

CBT is tourism managed and owned by the community; supporting environmental, social, and 

cultural sustainability; and provides economic opportunities for local people. It enables visitors to 

learn about the local environment and ways of life. 

 

The community will be aware of the commercial and social value placed on their natural and 

cultural heritage through tourism, and this will foster the conservation of these resources. 
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Sustainability for Destination management companies  

 

Changes in the tourism market, the growing availability of information and communication 

connections have enabled the travel companies in the tourist destinations to change the manner 

of their business operations. A growing number of ground operators and newly established travel 

companies is no longer focused solely on servicing the tour operators, but, as a destination 

management companies, they organize complex contents, thus improving the tourist offer of 

destination. 

 

Destination management companies generally operate on their own behalf, offering most 

complex tourism products (tours, packages, events, conferences) or their professional services in 

terms of design and management, as opposed to ground operators and other inbound travel 

companies, which operate in the tourist destination on behalf of tour operators, and usually offer 

simple tourism products and/or mediation services. Destination management companies use their 

extensive knowledge of local tourism resources, have professional staff and other available 

resources necessary for the design and realization of services related to travel, stay and different 

activities in the tourist destination. 

 

Since they are often caught between the interests of tour operators on the one side and the 

interests of service providers in the tourist destination on the other, DMC have a specific role in 

developing and promoting sustainable tourism. Given that they represent a sort of interface 

between local resources and global tourism demand, their responsibility for sustainable business 

operations in tourist destinations is even greater. Specifically, when the local tourism resources 

are exhausted or destroyed, DMC cannot simply relocate their business operations elsewhere. 

DMC is strongly related to tourism destination, the environment, and the people it includes.  

  

Why work towards sustainability?  

Taking responsibility towards your stakeholders such as staff, suppliers, local communities, 

destination, tour operators and travel agents, will provide you with clear business benefits:  

 

Profit Increase 

A sustainable corporate image supports an increase in turnover. A sustainable image stimulates 

repeaters, attracts new clients and will result in a larger market-share.  

  

Reduced Costs 

Sustainability management and actions often contribute to a reduction in operational costs, an 

increase in productivity, a more efficient usage of available means and the avoidance of fines. 

  

Access to financial capital 

More and more often, social and environmental criteria are included in the conditions for financial 

loans or investors. This facilitates the attraction of financial capital for sustainable companies. 

  

Human capital 

In general employees are proud of employers who take a serious approach towards CSR. DMCs 

known for their commitment towards sustainability are more attractive to work for. More and 

more talented young people are looking for companies that share wider values. Moreover, 

talented and experienced employees will stay longer with the same employer, thus increasing the 

innovative and competitive strengths of the organisation.  
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Corporate and brand image  

“Sustainability” is more and more considered as the next step in “quality”. Clients ask for it 

increasingly. Therefore, a sustainable corporate image is helpful to the various brand images. It 

strengthens the market position in periods of economic decline. 

  

Conservation of destinations 

Sustainable measures and policies improve the local situation. Obviously this doesn’t only affect 

the tourist, also the local people will benefit from it. DMCs have a specific role here, because they 

are familiar with the local situation, and in particular with the weaknesses and possible threats. By 

implementing sustainable policies in their business operations, they can also influence on the 

other service providers in the destination more than any other subject in the value chain of 

tourism, but they can also influence on tour operators, travel companies and end users of their 

services. Moreover, the long-term assurance of quality in a destination also supports the 

continuity of the organisation.  

  

Risk management and “license to operate” 

DMCs reduce their liability by consenting to legislation. By demonstrating a pro-active attitude 

regarding sustainability and product quality they will facilitate the defence in possible court cases. 

It also prevents possible damage to the corporate image. This is particularly important in 

circumstances where tour operators and travel companies in the emissive areas devote more 

attention to sustainability and corporate social responsibility. 
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Government legislation 

Governments are more and more subject to pressure from stakeholders, labour unions and 

citizens to impose legislation on commercial enterprises. Of course this is stimulated when 

negative corporate behaviour gets into public attention. DMCs that implement codes of conduct 

and demonstrate their adherence to these codes are in a stronger position to affect or even avoid 

legislative propositions and measures. This is particularly important in destinations where tourism 

is still developing because of the risk of excessive or inappropriate control of DMC’s business 

operations by regulations. 

 

Role of DMCs  

DMCs can integrate sustainability in the corporate policy by means of the following activities:  

 

Internal management 

All the activities inside the office such as energy saving, waste management, paper management 

and good labour conditions. 

  

Product development 

A DMC develops a greater number of complex tourism products in a tourist destination, such as 

tours, package tours, events, various conferences, etc. In addition, DMCs provide local 

management services for tour operators, and the organizers of conferences and events. Thus, 

DMCs have a crucial role in the tourist destination in choosing direct service providers in the area 

of accommodation, food, transportation, and various attractions. It's a challenge to select the 

most sustainable elements in the supply-chain and improve the competitiveness of the whole 

tourism product of the whole destination. 

  

Supply-chain management 

A DMC develops a long-term partnerships with service providers in the destination. Given that a 

number of service providers in a tourist destination is always limited, the impact of DMC to 

service providers is not expressed primarily through the selection and contractual conditions. 

Therefore, DMCs must use a variety of ways to stimulate their business partners to shift their 

attention to more sustainable management. DMCs can do this by providing information and 

training, marketing and other incentives and by including sustainability requirements in the 

contractual conditions.  

 

Collaboration with destinations 

DMCs can have a crucial impact on the sustainability of a destination, since they represent a link 

between service providers in the destination and market demands. They can influence local 

authorities, business associations and local NGOs promoting individually or collectively towards a 

more responsible and long term perspective in developing the destination. As a subject of 

destination management, in a tourist destination DMCs may be the leaders in implementing 

various activities and initiatives, and certainly in directing the whole destination towards the 

responsible tourism and sustainable development.  

  

Customer relations 

DMCs do not have an important role in direct communication with clients as tour operators and 

travel companies, with the aim of motivating customers towards more sustainable decisions in 

selecting modes of travel and destination, but have a crucial role in influencing their behaviour 

during their stay in the destination. Thus, DMCs may have a long-term impact on the 

understanding and awareness of customers in terms of future choosing and booking the 
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sustainable forms of accommodation, mode of transportation and activities in any destination. 

They can achieve that by implementing destination or activity-specific codes of conducts as a part 

of their sustainable policies to raise awareness among their customers.  

 

Although DMCs have an important role to play, they cannot make tourism more sustainable by 

themselves. They can only succeed when all the stakeholders involved reach out to each other: 

tour operators, local governments, NGOs, local suppliers, the local communities and the tourists. 

However, because of the specific position between destination and international tour operator 

ordering services on the one side, and destination and tourist consuming services on the other 

side, DMC has a special responsibility.  

 

A DMCs position within the value chain of tourism and their role in the tourist destination can 

support an effective implementation of this ‘special responsibility’. To activate it the sustainability 

manager must develop a policy and action planning, monitor the results and make improvements. 

 

Moreover, it is crucial to create more corporate awareness and understanding in order to obtain 

support for sustainability. The execution is mainly a task for destination managers, contract 

managers, operation managers, local tourist guides, the tour operators’ local representatives and 

tour leaders because they are in direct contact with suppliers and with guests. At the same time, it 

is also the task of sales managers who are in contact with tour operators and other key customers 

of services. Specifically, it does not necessarily mean that every customer of DMC services (tour 

operators, organizers of conferences and events, associations, etc.) shall have a high level of 

corporate social responsibility and focus towards sustainable tourism. In order to obtain their 

support, it is essential that all departments are well informed and involved in sustainable 

management.  

 

Sustainable Tourism Management is not a fast solution, it’s a gradual process! 
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1. Sustainability management 

 

To be effective, sustainability must be introduced in a structured and systematic manner. To 

ensure that all actions are addressed efficiently and comprehensively a company can implement a 

Sustainability Management System (SMS) that covers all areas of responsibility. A prerequisite of 

adopting an SMS is acknowledging that sustainability is part of the business cycle and by proving 

it has the same status as other company objectives.  

 

Objective of Sustainability Management  

The objective of an SMS is a continuous improvement of the sustainability performance of a 

company through the cycle of ‘plan, do and review’. An SMS will help the organisation to reduce 

the negative environmental, socio-cultural, and economic impacts of its activities and to increase 

the positive impacts. It can identify priorities for action, plan strategies and monitor them to 

assure implementation. Consequently the strategies are evaluated to determine areas for 

improvement and to address any possible shortcomings. 

 

SMS Components 

A Sustainability Management System contains all DMC activities that relate to sustainability; 

internal management, product development, the supply-chain (transport, accommodation, 

activities), customer relations, cooperation with tour operators and destination management.  

 

It is important that all phases through which a product passes are considered, from product 

development, planning and purchasing (of travel components) to the receipt and delivery of a 

DMC service. Attention for the relationships with accommodations, carriers and other tourism 

product suppliers is essential for setting-up an effective SMS.  

 

A Sustainability Management System guarantees that all responsibilities and consequences 

receive due attention and are measured, monitored and adjusted where necessary. 

  

An effective SMS should be:  

 Comprehensive – addressing all impacts and areas of responsibility; 

 Integrated – all key players in the company are involved. Constructive partnerships with 

relevant stakeholders are facilitated (governments, NGOs, local communities etc.);  

 Credible – ensuring that all actions are measured, monitored, reported on and adjusted 

wherever possible. 

 

A set of policies, programmes and practices should integrate social, environmental and economic 

principles into existing business processes in close interaction with stakeholders. A Sustainability 

Management System allows all staff to recognise the wider impacts of their activities in society. 

This enables the responsible sustainability manager to co-ordinate the activities more easily. 

Moreover, an SMS ensures that all players both in- and outside the company will be involved in 

the process. 
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The road to Travelife 

Since the late 1990’s individual tour operators started to implement sustainability management 

approaches within their companies. In the year 2000 the 25 most active tour operators grouped 

together in the Tour Operators’ Initiative for Sustainable Tourism Development (TOI) under the 

leadership of UNEP, The United Nations Environmental Program and the UN World Tourism 

Organisation. Valuable first experiences were collected and published. For the first time 

methodologies and concepts where developed on how to implement sustainability into tour 

operators.  

 

Since the year 2000 also the first travel associations started to take up a collective approach. In 

2003 the Dutch travel association ANVR established the Product Oriented Environmental 

Management system which became obligatory for all 200 ANVR tour operator members. It 

included the appointment of an environmental co-ordinator, training and the compliance to 

minimum standards. In Germany the alternative travel association Forum Anders Reisen 

introduced a set of minimum sustainability standards its members had to comply to. 

 

Although valuable experiences were gained with these initiatives, actual implementation of 

sustainability appeared difficult in practice as tourism is a competitive market with many different 

actors that are strongly interrelated through their supply chain. For example, each active tour 

operator started to develop its own environmental criteria to check their hotels. This was 

expensive and created confusion among hotels who were confronted with different standards. 

What was needed was a collective and international approach with common standards and tools, 

tailored to the needs of the specific conditions within the tourism sector.  

  

In 2004 the key players were brought together in the frame of an EU funded project in order to 

develop a common tour operator sustainability system. In addition to the Dutch and UK tour 

operator associations also UNEP, Leeds Metropolitan University, Lund University and ECEAT, the 

European Centre for Eco and Agro Tourism were partners in this project. During a 3 year process 

early experiences, standards and methodologies were combined and further developed and 

integrated with general sustainability systems and guidelines such as the EU EMAS system (Eco 

Management and Audit System), ISO 14001 (Environmental Management) and the UN supported 

Global Reporting Initiative (GRI). At the German ITB tourism fair in 2007 the common standard 

and tools were launched under the name “Travelife”. 
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The Travelife Management System   

The Travelife Management System is an integrated set of approaches, standards and tools aimed 

to create a level playing field, create cost benefits in implementing sustainability and avoid 

confusion among suppliers and consumers.  

 

The introduction of the Travelife system in a company can be easy or more challenging, 

depending on the size and structure of the organisation, the level of engagement and the 

available means. It enables small as well as larger companies to develop and implement a 

sustainability policy. The Travelife approach is flexible and can be tailored to the unique character 

of the products and services of your company. It offers standardized and collective methods and 

tools which result in a greater efficiency and cost reduction, while maintaining the flexibility to 

reflect your companies’ identity. 

 

Implementation of Travelife incorporates a number of framework requirements that are set and 

monitored by your travel association and/or Travelife. This is designed to act as verification that 

your company has achieved the required steps in the implementation process. 

 

The Travelife 6-step approach 

In order to implement Travelife successfully a series of steps must be taken. Together these steps 

form the Travelife management system which in principle has the same structure as for example a 

common quality management system. The 6 steps of the Travelife management system are: 

 

Step 1: Engage your business 

Step 2: Conduct a baseline assessment 

Step 3: Create a corporate sustainability policy 

Step 4: Prepare and implement an action programme 

Step 5: Monitor and evaluate your programme 

Step 6: Report results on progress made to internal and external audiences 
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All steps should be conducted in the correct order whatever the size of your company. Smaller 

companies may find that some of the steps can be scaled down. 

 

The key features of the cycle are: 

 To know where you want to go (by setting your policy, goals and objectives). 

 To set priorities for actions based on your objectives. 

 To evaluate how your company and suppliers are doing in relation to your policy, goals and 

objectives. 

 To report on your achievements. 

 

Although Travelife enables a flexible approach, depending on the business operations specifics of 

each DMC, the basic principles are also applied in the text messages of the tour operators and 

travel companies, but also hotels that use the Travelife Management System. This greatly 

facilitates mutual communication of certain parts of the value chain of tourism, and accelerates 

the implementation of the system. 
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The following table provides a summary of the Travelife Management system, highlighting the 

process and outcomes of each stage. 

 

Step Objective Actions Outcome 

1. Engagement 

 

Develops the 

organisation’s 

commitment to 

sustainability 

management and 

performance.  

• Allocate responsibility  

• Consult with staff, suppliers, 

customers and other 

stakeholders 

 

Greater commitment and 

direction 

 

Output: 

• Mission statement 

• Policy statement  

2. Baseline 

assessment 

Provides an 

assessment of the 

current sustainability 

of the operations and 

the organisation’s 

sustainability 

management 

performance.  

• Summarise and assess major 

impacts of activities and 

suppliers within destinations  

• Determine causes of each 

impact, and significance of the 

impacts  

• Set measurement methods for 

future assessments.   

Systems in place to identify and 

measure impacts.  

 

Output: 

• Registration of significant 

impacts of major company 

activities  

 

3. Policy 

Ensures milestones are 

fixed along the way, 

by developing 

objectives and targets 

based on prioritisation 

of significant impacts.  

• Prioritise impacts 

• Set sustainability objectives and 

targets 

• Ensure the policy is clear, 

credible and achievable 

• Disseminate the policy 

 

Staff and stakeholders know what 

the priorities are and how they 

will be addressed 
 

Output: 

• A written plan to reduce 

negative impacts and maximise 

positive impacts 

 

4. Action plan 

Puts the policy into 

action, ensuring all 

tasks are undertaken.  

• Draw up an action plan 

• Develop a sequence and 

schedule of tasks to meet each 

objective  

• Set indicators  

• Allocate human, physical and 

financial resources 

• Determine responsibility, 

budget, timescales for each task  

• Keep records of the tasks 

undertaken 

The DMC can prove which tasks 

have been done and how 

successful they were  

 

Output:  

• Records of actions and tasks 

• New measurements of 

performance and management 

indicators 

 

5. Audit 

and review 

Ensures the plan is 

implemented and is 

achieving the desired 

results, and takes 

remedial action for 

deviations from the 

plan.  

• Ensures to check both 

management and performance 

of the system 

• Conduct a new measurement of 

the impacts to assess 

improvements 

• Send the audit report to senior 

management and write a review 

for the next cycle 

Management can plan the next 

cycle with tangible data  

 

Output : 

• Audit report assessing 

effectiveness of SMS  

• Review report incorporating 

actions to be carried into the 

next SMS cycle  

 

6. Report 

Communicates 

management actions 

and performance to 

all relevant 

stakeholders 

• Identify audience 

• Gather information 

• Decide reporting system 

• Publish and disseminate 

The DMC can demonstrate its 

sustainability performance to 

stakeholders 

 

Output: 

• Transparent presentation of 

sustainability achievements  

• Transparent presentation for 

external stakeholders 
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1.1 Engage your organisation 
 

In order to establish and implement the Travelife Management System it is important to carry out 

the following preparatory actions: 

 

A. Engage the management team 

To assure a successful implementation of the sustainability policy it is essential to include it in the 

organisations´ core operations. It needs the involvement and commitment on all management 

levels from the very beginning. Management must dispose of the necessary time and resources to 

facilitate the process. They must be familiar with the different Travelife steps and tools and be 

able to promote the advantages of working towards sustainability both in- and outside the 

organisation. Without the approval and support of top-level management, it will be difficult for 

the other staff members to recognize the value of engaging in a step-change process.  

 

From the very beginning it is important to create an open communication process. For all 

employees to understand the importance of engaging in the process, it can be added to the 

agenda of all department meetings and of other gatherings. At this early stage, a presentation on 

the principles of a Sustainability Management System can be beneficial. Smaller companies may 

not have any management levels below the Executive Board which may make it beneficial to 

employ external help for presentations and for engaging the employees. Obviously, the 

involvement of management is not only essential at the start-up phase but remains crucial during 

the implementation of the sustainability policies.  

 

B. Appoint a Sustainability Coordinator  

The appointed Sustainability Coordinator will act as a focal point of all sustainability related 

activities, and will also be the contact person for the tour operator association on sustainability 

issues. This person must be authorised to act on behalf of the company in order to minimise 

unnecessary bureaucracy. It is not required that this staff member has this role as his/her only job 

function, even though that will be beneficial depending on the size of the organisation. 

Sustainability fits in well with a number of departments, in particular those relating to quality and 

product development. In small DMCs this position can well be taken up by the management team 

or director. 

 

... and Sustainability Team  

The first task of the Sustainability Coordinator is to assemble a team of 2 to 6 individuals 

(depending on the size of the DMC) representing a cross section of the business structure. The 

implementation of the sustainability policies has to involve all staff members which makes it 

essential to avoid this area of work being hived-off. It is also important that the team members 

have a good understanding of the products and services offered by the company and that they 

are empowered to plan the activities.  

 

For that reason contract managers, marketing managers, product managers and developers, 

operations managers, quality managers and sales managers could be very capable team 

members. Even though individual team members may not always have hands-on experience with 

all corporate activities, they must be capable to make decisions relating to future policies and 

planning. Moreover, they should play a vital role in the monitoring and reviewing process. In the 

case of small DMC, one person often performs several previously mentioned functions. From the 
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perspective of introducing a system of sustainability management, it is not important how many 

people are in the team, but that all the usual functions of DMC are included in the activities. 

 

Key roles 

Key roles the coordinator and team can take on are: 

 Starting up and coordinating sustainability related activities; 

 Contribute to, edit and distribute internal sustainability bulletins/booklets; 

 Coordinate sustainability training for staff, associates, and where appropriate for suppliers; 

 Plan consultation/brainstorm meetings with colleagues concerning possible sustainability 

measures; 

 Consult with suppliers on sustainability issues; 

 Integrate policies and actions with staff, associates, suppliers, tour operators and customers – 

achieving sustainability objectives often requires partnerships that involves understanding, 

collaboration and action by all three groups; 

 Inform all employees on a regular basis of the progress being made in order to maintain 

momentum; 

 Keep up an active interaction with external stakeholders in order to stay well informed. 

 

 

C. Job specifications and role profiles 

It is important to fix tasks into the job descriptions of the relevant employees in your company. 

The following table outlines how different staff and departments may be able to support and 

assist with the implementation of your sustainability policy and goals:  

  



 

 
Travelife Training ● Corporate Social Responsibility for Destination Management Companies 

 

21 

Main staff and 

departments 
How they can be involved 

Board of Directors 
• Provide resources and show clear internal and external commitment for 

the Sustainability objectives  

Human Resources Director 

and Department 

• Incorporate sustainability tasks and responsibilities into job descriptions 

and staff appraisals 

Product 

Managers/Contracting 

Managers 

• Include the sustainability performance of suppliers as a selection 

criterion.  

• Incorporation of sustainability clauses in contracts with suppliers (the 

company’s purchasers are the most important point or even single 

contact for suppliers. 

Destination Managers  

• Discuss sustainability issues and related company objectives as part of 

regular contacts with suppliers and other stakeholders in the destination  

• Provide feedback and continuous follow-up with suppliers and other 

stakeholders in the destination  

• Facilitate dissemination of sustainability policy and training and 

awareness materials 

Local Tourist Guides 

• Prepare and implement activities related to sustainable policy with 

guests during excursions and tours, and before all, try to develop 

awareness  

• Provide feedback and continuous follow-up with guests 

Operation managers 

• Develop activities related to sustainable policy in the implementation of 

operational activities with guests (transfers, assistance, excursions, 

events, etc.)  

• Address the potential changes of the operational activities in line with 

sustainable policies  

Sales manager 

• Discuss sustainability issues and related company objectives as part of 

regular contacts with key customers (tour operators, organizers of 

conferences and events, associations, etc.) 

• Provide feedback and continuous follow-up with key customers  

Legal Advisors 

• Provide legal advice on wording, inclusion and enforcement of 

sustainability clauses in suppliers’ contracts  

• Provide legal advice on wording, inclusion and enforcement of 

sustainability clauses in contracts with key customers (tour operators, 

organizers of conferences and events, associations, etc.) 

Marketing Manager  

• Develops marketing and communication plan to reflect company’s 

sustainability strategy  

• Provides recognition to suppliers by offering additional promotion to 

those with good sustainability performance  

Financial Manager  
• Examines the cost implications of the sustainability-induced changes 

required in the supply chain and their impact on prices  

Quality/Health and Safety 

Managers 

• Monitor quality and health and safety standards of suppliers 

• Incorporate sustainability performance issues into monitoring of 

suppliers 

Sustainability Unit  
• Provide coordination of the sustainability programme 

• Offer advice on sustainability issues, technical support, etc. 

Internal Communications or 

Training Unit 

• Provide assistance in development of training programmes for staff and 

suppliers on sustainability issues 

Note:  
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This table outlines the generic roles. The main staff, departments and titles may vary, as companies have 

different structures. Nevertheless, whatever the structure of a company, it is important to involve key staff 

from all relevant areas. This table can help to identify the different competencies that need to be brought 

together to develop and implement a sustainability policy and action plan. 

 

It is also important to note that big differences can exist between the structure and the allocation of work 

roles in small and large DMCs.  With many DMC the individual managers and members of staff often take 

on several different roles within their companies. 

 

D. Improving knowledge and expertise 

Training courses targeted to different audiences can provide technical knowledge on how to 

promote the goals of sustainable development within each department in the organisation. The 

Sustainability coordinator/manager must have a thorough understanding of tourism and 

sustainability related issues, and a profound knowledge of the Travelife management system and 

the Travelife tools.  

Travelife Training 

A web based Travelife training on sustainability and tourism leads to a formal certification. With a 

choice of modules on all relevant topics, it is advisory that the Sustainability Team and other key 

staff members follow the full Travelife introductory course. Other employees can select 

appropriate modules. 

 

The Travelife online training offers modules and tools on the following themes:  

 Sustainability Management 

 Internal management  

 The tourism supply chain (transport, accommodation, excursions, food) 

 Tourism types (winter sport, cruise, golf, soft adventure, wildlife tourism) 

 Collaboration with destinations  

 Communication with clients 

 

Each module deals with the issues and possible solutions. The training is enriched with more than 

200 existing ‘best practices’ showing what international tour operators already do to tackle the 

issues. The training is concluded with an online exam, providing a personal Travelife certificate to 

candidates. There is a testing exam, which provides hints towards the correct answer and a formal 

exam which can be taken several times per year in co-ordination with your travel association 

and/or Travelife. 

 

Advanced courses 

In addition to the Travelife introductory training it is advised to follow more advanced courses. 

This education can be internal or external and it can be focussed on the specific needs of your 

company.  

 

 

E. Sustainable Tourism Mission Statement 

The starting point in developing a sustainability strategy is a public commitment to sustainability 

as part of the corporate mission statement. The statement should inform all stakeholders within 

and outside your organisation about your commitment to sustainability. A mission statement is a 

short declaration of the Board of Directors describing the company’s core values in terms of 

principles and intentions. 
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It should:  

 State the businesses’ intentions for the future clearly and concisely 

 Reflect the companies’ involvement  

 Be meaningful to society  

 Be sincere 

 

An example of a sustainability mission statement could be as 

follows:  

 

“Our aim is to contribute to a sustainable society and to 

sustainable tourism. Our objectives are to reduce 

negative environmental, socio-cultural and economic 

impacts of our product by adapting our travel policies 

and standards. We support our suppliers towards higher 

sustainability standards and we stimulate more 

awareness among our customers and motivate them 

towards more sustainable travel behaviour.” 

 

 

F. Engaging staff through internal communication 

An internal communication campaign can help to guarantee that all staff members participate 

fully in the implementation of the company’s sustainability goals and objectives and that 

permanent change is achieved within the organisation.  

 

All staff members must know what is expected of them and how their work can be adapted in 

order to implement sustainability within the company. They also need to know how they can 

bring forward their own personal knowledge and ideas in order to contribute to the 

implementation of sustainability in the company. Development and distribution of information or 

instructional materials to your employees can be done through workshops, briefings and 

feedback materials, and through staff newsletters and intranet. 

 

 

 

1.2 Conduct a baseline assessment 
 

Before any action can be taken to address the impacts of business activities it is essential to create 

a picture of the current impact of your company – a baseline assessment. The assessment can be 

used to guide the development of a Sustainability Policy and Action Programme and it provides a 

basis for comparison and evaluation of progress in the future.  

  

The baseline assessment will allow you to make a measurable evaluation that will enable target 

led reductions. By means of a systematic identification of impacts you can highlight the actual or 

potential environmental, socio-cultural and economic risks.  

  

The baseline assessment includes the following steps:  

  

A.    Identification of your company’s supply chain components   

B.    Identification of the impacts of your products and services  

C.    Identification of your company’s total impact  
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A. Identification of your company’s supply chain components 

As a start for your baseline assessment you should identify the relevant components of your 

supply chain. They can be divided between the following business areas: internal management, 

the supply chain (including contracted products, services and suppliers), destinations and 

customer relations. In most cases they should incorporate the following:  

  

Internal management: 

 Offices, locations  

 Personal employed per country  

 Purchasing products and materials  

 Purchasing of printing materials  

 Contracts with third parties  
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Supply chain:  

Transportation  

 Type of transport included in DMC’s services in the destination (Plane, Ferry, Cruise, Coach, 

Train, Car, etc.)  

 The total distance covered during travel, capacity utilization for each type of transport.  

 The deployment frequency of a transport means during the operating season (your baseline 

assessment is focused on a trading season or a trading year). 

 

Accommodation  

 The range of accommodations offered through your products (such as hotels, hostels, B&B, 

bungalow parks, camp-site, apartments, villas).  

 The number of accommodations in different destinations/resorts and their relevance (number 

of passengers/year) for your organisation. 

 

Activities offered  

 The range of activities/excursions offered for key customers (tour operators, organizers of 

conferences and events, associations, etc.) (golf, diving, water sports, safari, city tour etc.).  

 The range of activities/excursions offered by your organisation through local sales (i.e. your 

excursion programme for individual users).  

  

Destinations 

 The most relevant destinations/resorts and the amount of pax per destination/resort. 

 

Consumer communication channels  

 The range of tools and materials containing information (of any nature) that is provided to 

your key customers (tour operators, organizers of conferences and events, associations, etc.) 

before and after contract signing. 

 The range of tools and materials containing information (of any nature) that is provided to 

your guests or potential guests prior and after booking.  

 The range of mechanisms in place for getting that information to guests (i.e., included in the 

information books in hotel receptions, automatically sent via mailing list, sent on requests 

from internet, requests by phone etc.).  

 The range of situations where guests receive verbal information from the DMC staff members 

and/or local guides and representatives. 

 

B. Identify the impact of your products and services 

As a second step you need to identify the main environmental, economic and socio-cultural 

impact of each of the identified (supply) components of your company. The measurements are 

based on a sales season or a calendar year. 

 

For your internal management the impacts can be measured relatively easy since you can use 

internal data on energy and resources used within your office or your social policies towards your 

employees. 

 

It is more complex to determine the scope of impacts associated with your supply chain, 

destinations or the impact of the behaviour of your key customers and guests. 

 

DMCs work with an infinite number of suppliers, customers, guests and destinations/resorts and it 

might not always be feasible to assess and calculate the social and environmental impact of each 
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individual supplier or customer. In these cases an organisation can use external and objective 

information which marks your suppliers as “good”, “average” or “moderate” without having to 

assess the impact through own research. 

 

Best practices 

‘Best practices’ are the application of specific technologies, management practices and 

management processes that contribute to minimisation of negative impacts, and maximisation of 

positive impacts.  

 

For example, water consumption by a hotel causes an impact on water resources. In turn, water 

consumption can be reduced by use of technology (such as water-efficient low-flow shower 

heads and water saving devices), management practices (such as practices to minimise the 

amount of water used by staff when cleaning rooms), and management processes (such as 

monitoring of water consumption and application of environmental management systems to 

ensure water consumption is kept below targets set in the hotel’s environmental management 

policies).  

 

Similarly, working conditions in a hotel can be influenced by use of technologies (such as labour 

saving devices), management practices (such as practices to ensure good shift patterns for staff), 

and management processes (such as monitoring of working conditions to ensure that these meet 

targets set in the hotel’s policies on employment and working practices).   

 

Best practice standards 

For each type of supplier or destination a set of best practices can be defined containing all 

relevant impact areas. For example for accommodations some of the following issues are 

regarded as relevant: energy use, water use, waste water, social policies, biodiversity and 

procurement. Together they form the best practice standard which is used to determine the 

sustainability performance of suppliers. As certain issues are more relevant than others, 

‘weightings’ are used to reflect the relative importance of each best practice. For example the 

proper disposal of waste is rated higher than the instalment of solar energy panels. 

 

By assessment and auditing of best practices the suppliers can be rated and divided in 

performance groups: for example good and bad; or bronze, silver and gold. A sustainability 

certificate based on an external audit guarantees a certain effort and performance from the 

supplier related to a wide set of standards. 

 

Since the late 1990’s several tour operators such as TUI, MyTravel Northern Europe, Hotelplan 

Suisse and Aurinkomatkat, developed standards to audit accommodations. Although valuable 

experiences were gained it resulted in relatively high costs for the tour operators to assess and 

store the information while the differences in standards and assessment procedures often lead to 

confusion and irritation among suppliers when assessed by different tour operators.  

 

In order to avoid confusion and provide clear expectations towards the suppliers Travelife has 

defined a standardised checklist of best practice for each type of supplier. These checklists are 

defined in co-ordination with different interest groups and stakeholders. Moreover they are in 

compliance with existing best practice systems and sustainability certification systems. The criteria 

cover environmental as well as social issues such as water, energy, waste, cleaning materials, local 

purchasing and employment, environmental policies and management systems, and 

environmental certification. 
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Collecting, storing and sharing information 

DMCs work with a large number of suppliers and tour operators. Some collaborations are for a 

long period of time, others are for short periods of time or incidentally. It would be extremely 

costly if each DMC would have to gather sustainability data from all its suppliers. 

 

Moreover, individual suppliers could get irritated and confused when confronted with different 

tour operators requesting similar checklists. In order to solve this problem, which is typical for a 

network industry as tourism, Travelife has developed a central online data-base in order to store, 

evaluate and share information on sustainability performance of suppliers; the Travelife 

Sustainability System. 

 

The system allows suppliers to do an online self evaluation, which can then be assessed onsite by 

an external auditor. The audit is linked to an award system providing the Travelife Bronze, Silver 

and Gold awards. The results of the audits are shared between all the participating tour operators 

and DMCs in the system.  

 

By participating in the Travelife Sustainability System, tour operators and DMCs have easy access 

to sustainability related information on their suppliers. Suppliers have to be audited bi-annually in 

order to be able to proof their compliance with the Travelife sustainability standards. 

 

The overall performance of your suppliers base is identified by calculating the number of 

suppliers that comply with the Travelife bronze, silver or gold standard as a percentage of the 

total relevance of your suppliers (e.g. accommodations, animal attractions, diving schools, etc.).  

 

The Travelife Sustainability System: 

 Focuses on a core set of the most significant impacts to enable easy comparison between 

different enterprises.   

 Supports suppliers’ general levels of awareness, technical capacity and motivates them to be 

involved in a sustainability programme. 

 Collects information on the extent to which best practices are actually applied by an 

enterprise. 

 Offers instruments to collect information on your performance level focused on the variety of 

suppliers your company works with. The instruments contain checklists, reporting forms and 

advise on how to gather the information. Consumer feedback through enquiries or informal 

comments can be an important source of information as well. When possible the information 

will be gathered from your organisations administrative, management or financial records. 

 Through regular “on site” checks on the performance (minimum once every 2 years), the 

improvements are monitored.   

 The audits are done by independent external auditors. 
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C. Identification of your company’s total impact 

After having identified the performance of your individual suppliers the next step of your baseline 

assessment is to identify your company’s overall sustainability performance.  

 

Same as for suppliers, Travelife also developed a set of indicators and best practice standards to 

indicate your organisations’ performance. The indicators apply to the different areas of your 

company, for example: 

 

Sustainability management 

 Percentage of employees with a Travelife Training certificate  

 Presence of sustainability mission statement and sustainability corporate policy 

 

Internal management 

 Do employees have formal contracts 

 Is the staff encouraged to make use of environmentally friendly transport to/from work 

 Percentage of environmentally friendly paper used in office(s) and promotional materials 

 Use of ‘green’ energy  

 

Supply chain management 

 Do sustainability clauses have a prominent place in the organisations’ contracts 

 Percentage of overnight stays in accommodations with a Bronze, Silver or Gold Travelife 

certificate  

 Percentage of local transport with compensation of CO
2
 emission  

 

Destinations 

 Do you support social or environmental initiatives in destinations 

 Do you inform and advise the tour operators on local (un)sustainable developments regularly 

 

Customer relations 

 Are sustainability issues addressed in major publications 

 Do you provide the tourists with information on sustainable tourism within the 

destinations/resorts, for example codes of conduct or information leaflets.  

 

By answering these questions your baseline assessment will become clearly apparent.  

Based on that you can define your policy and action plan in order to improve your performance. 
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1.3 Create a corporate Sustainability Policy 
 

Based on the sustainability mission statement and information collected in the baseline 

assessment a company can develop a sustainability policy. A sustainability policy establishes the 

framework for identifying, monitoring and improving aspects of a company's environmental and 

social performance. The policy gives details as to what you intend to achieve over a medium 

period (e.g. 5 years). It has both an internal and external function: 

 

 Internally - your commitment to sustainability promotes your goals to all employees and 

details their individual role in its development and implementation. As a result, sustainability 

becomes a basic and intrinsic asset of the organisation. It should express unity of purpose by 

integrating all of the company’s efforts towards sustainability into a single document 

 Externally - your commitment to sustainability indicates to your customers, to the tourists, 

suppliers and tourism stakeholders how you intend to control the impacts of your products 

and services. It gives details how this will contribute to your organisation becoming a more 

sustainable DMC.  

 

The sustainability policy should have the support from the board of directors and senior 

management, and should cover the operations in the company headquarters as well as all of its 

operations in destinations/resorts. A description of the organisational commitment to 

sustainability in a written policy ensures that all management underwrites the principles and 

significance of sustainability. They will be more committed to implement the sustainability policies 

within the company and the supply chain.  

 

A. Developing a policy 

From different sections of the company including product management, purchasing, quality 

control and health and safety, a policy development team (Sustainability Team) should be formed. 

In order to ensure the practicality and relevance of the policies, the development process should 

include consultations with a range of stakeholders including staff and suppliers.  

  

Based on mission statement and baseline assessment the Sustainability Team establishes the 

concept text for the sustainability policy. The management comments on this concept text are 

included in the final declaration which is signed by the director. The specific steps and procedures 

should of course comply with the regular method of establishing the corporate policies.  

 

Some points to take into account during the policy development: 

  

 Don’t start implementing any sustainability activities without having a written policy. Without 

knowing your aims in advance, you run the risk of developing a system that cannot achieve its 

objectives. Employees will be demotivated if they do not see a clear direction and final aim. 

 The objectives and targets of your sustainability programme should be shaped by the findings 

of the earlier baseline assessment and the mission statement. Objectives specify sustainability 

goals, while targets indicate the level of improvement to be attained.  

 All managers within your organisation must support the sustainability policy, and will need to 

be engaged in its implementation and monitoring.  

 Don’t make the policy too rigid. After you have begun to implement your sustainability policy 

and gathered some experience you may wish to modify or extend the policy. 
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 The policy should be written in such a way so as to respond to developments both within and 

outside the organisation. 

 Allow room for continuation and evolution of the policy. Ideally, your policy should state that 

you aim to evaluate and further develop your sustainability policy. While putting it into 

practice you will need to revise the policy regularly to establish whether it is still appropriate. 

 Don’t be too ambitious with your objectives. Objectives that are formulated too ambitiously 

have little or no chance to be achieved.  

 Engage with your tour operators and other customers, tourists, suppliers, the community and 

other stakeholders in the destination in formulating and developing your policy. You may find 

it useful to discuss your ideas with a few of your company’s suppliers and key customers (e.g. 

tour operators or organizers of conferences), and use their feedback to help you develop a 

robust policy. 

 

Your sustainability goals do not have to be achieved all at once – it is a continuing process of 

moving towards more sustainable operations. You can start by taking feasible steps which, 

although restricted, are aimed at gradually improving your sustainability. 

 

B. The content  

The content of the policy should reflect the core company processes including the life cycle of the 

DMC tourism product from the planning stage to the development and delivery of the product:  

  

 Internal management  

 Product management  

 Supply chain management  

 Cooperation with destination/resorts  

 Customer relations (including individual guest, but also tour operators, organizers of 

conferences and events, associations, etc.) 

  

Even though there are no established requirements about what should be included in a 

sustainability policy, in general it should:  

  

 Be in compliance with your sustainability mission statement and/or the objectives of your 

corporate policy.  

 Be established for and by your organisation and not be copied from another company.  

 Address the key aspects of the aforementioned five business action areas. 

 Address key issues, including the impacts identified in the baseline assessment; 

 Correspond with the nature, scale and impacts of the company’s activities and services. 

 Set open, honest and realistic goals. 

 Comply with laws, regulations and codes of conduct. 

 Convey the message that you strive for ongoing improvement.  

 Cover both products and services.  

 Encompass all employees within your organisation, and be understandable to everyone within 

your organisation.  

 Aim to ensure that suppliers contribute to the company’s sustainability aspirations. 

 Ascertain a commitment to raise awareness about sustainability issues among stakeholders, 

especially suppliers and consumers.  

 Be accessible to people outside your organisation. 
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 Be accompanied by a signature of the Executive Board under the declaration stating that the 

policy is supported by the organisation’s management.  

 

It is vital to note that your company needs to ensure that the actions it takes on sustainability 

issues do not affect its competitiveness. For this reason, the aim is not to achieve everything all at 

once, but to make continuous improvements towards your company’s sustainability goals, and to 

facilitate unceasing improvements by your suppliers. Sustainability brings business benefits, and 

therefore it should be implemented by taking all business aspects into account. 

  

C. The policy declaration 

In order to inform people about your sustainability policy both within and outside your 

organisation, you should write a Sustainability Policy declaration. This is a written statement 

signed by the Executive Board, which summarizes the contents of your Sustainability Policy.  

 

The statement should be short (0.5 - 2 pages) and written in clear language. Moreover, it should 

be printed in both the mother tongue of the company and in the main languages of the regions 

from which tourists come from and/or in which you communicate with your key customers, such 

as tour operators, organizers of conferences and events. Thus it will be understandable for your 

local suppliers and (inter)national business partners. It should include the most important aims, 

objectives and targets of your sustainability policy.  

 

D. Communicate your policy 

To your suppliers  

In order to reach your objectives you must clearly explain your sustainability policy and your 

expectations to your suppliers. This will include both any management measures that you want 

your suppliers to take (such as joining the Travelife Sustainability System) as well as the general or 

specific improvements you hope to achieve by working with them.  

  

Keep your messages simple and focused and when possible join forces with other DMCs and tour 

operators working with the same suppliers. Your communication should also include details of the 

time frame for implementation of your company’s objectives, as well as any recognition that you 

(or your key customers, such as tour operators) may have decided to offer to suppliers that make 

good progress, sources of technical support for suppliers, or any plans that your company may 

have to include sustainability criteria in supplier contracts. 

  

The sustainability policy can be communicated through the regular channels. Usually this is a 

combination of printed materials backed-up by informal meetings and discussions between 

suppliers and your company’s staff. Other valuable measures for communicating your policy and 

programme to your suppliers include workshops (either in selected destinations, or built into a 

regular event that your company already organises), internet pages, checklists and questionnaires 

designed to highlight key aspects of your programme, or printed materials such as leaflets, 

posters and manuals.  

 

To company staff and associates  

Internal communication is considered a vital tool for binding an organisation, enhancing 

employee morale and promoting transparency. Clear internal communication will help to create a 

solid company culture with focus on sustainability.  

 



 

 
Travelife Training ● Corporate Social Responsibility for Destination Management Companies 

 

33 

 Focus attention to your Sustainability policy and action plan during company meetings. 

 Include ´Sustainability´ on the agenda of the regular staff-meetings. 

 Incorporate your Sustainability Policy declaration in the induction pack for new employees 

and include appropriate sustainability elements in their key performance indicators. 

 In an appropriate manner, be sure to also organize every activity you do with the employees 

with key associates, such as local travel guides, companions, animators, who are in direct 

contact with tourists  

To key clients and tourists To achieve the objectives, it is important to show sustainable policies 

to all customers and guests, and in particular to key customers. Although most international tour 

operators already have a high level of requirements for sustainable business of DMCs, it does not 

mean that all of your key customers shall approach corporate social responsibility in tourism in 

the same manner. It is therefore important to instruct them in the policies and values which DMC 

has in terms of responsible business operations. In that respect, it is useful to:  

 Place your Sustainability Policy into your company prospectus, your travel brochures and web 

sites. 

 Discuss with your key customers which policies of corporate social responsibility they 

implement, and what is the best way to achieve common goals  

 Include the issues of sustainability policy in business negotiations, regular communication, 

and all other forms of information exchange with your customers  

 

To other stakeholders in the tourist destination 
 

To achieve the objectives, it is also necessary to proactively communicate the sustainability 

policies with the various stakeholders in the tourist destination, which are not your suppliers. This 

includes communication with destination management companies, local authorities, NGOs 

dealing with sustainability issues, with educational and research institutions, and other interested 

stakeholders. In that respect, it is useful to:  
 

 Place your Sustainability Policy into your company prospectus, your travel brochures and web 

sites. 

 Whenever you get the opportunity, discuss with other key stakeholders in the tourist 

destination which policies of corporate social responsibility they implement, and what is the 

best way to achieve common goals  

 Whenever possible, involve in the work of destination management companies, 

communication with the local authorities and NGOs, and present your sustainability policies 

to create useful partnerships and encourage them to work together  
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1.4 Prepare and implement an Action Plan 
 

Once the corporate Sustainability Policy is in place a Sustainability Action Plan can be developed 

to guide its implementation. It shows what actions and tasks must be carried out in order to 

accomplish the objectives identified in your Sustainability Policy. While the sustainability policy is 

focused on the mid-term (approx. 5 years) the Action Plan is focused on the short-term (1-2 

years). Developing the programme will involve a number of key tasks, including: 

 

A  Prioritising areas of action; 

 

B     Setting objectives and targets; 

 

C  Defining responsibilities, budget  

and timetable 

 

 

A.  Prioritise areas of action 

Your Sustainability Policy will aim for continuous improvement in the sustainability of your 

company, recognising that no company can become sustainable overnight.  

 

When you begin implementation of any programme it is best to test out your approach by 

prioritising areas in an initial pilot stage. This allows you to find out what does, and what doesn’t 

work. Moreover, it gives opportunities to fine-tune your activities before rolling them out more 

widely, and helps you develop a more effective approach. For example:  

  

 focus on a particular type of suppliers – perhaps selecting those that feature largest in your 

product supply (e.g. large hotels; small hotels; attractions; excursion providers etc.); 

 focus on the major impacts that you identify in your supply chain (e.g. where you have major 

concerns or receive the most complaints); 

 focus on your core destinations/resorts or in destinations/resorts where you can partner with 

other DMCs or local stakeholders;  

 prioritising ‘easy wins’ in the short-term can be a good way of motivating your suppliers and 

staff to tackle more difficult actions and tasks in the future. 

 

B. Setting your actions 

By setting your actions you should take the following factors into account: 

  

 The results of your baseline assessment including the key impacts of your company.  

 Your Sustainability Policy objectives and the minimum criteria your company has set.  

 Top management approval of all actions and tasks.  

 The available resources for running your Sustainability programme. 

 The involvement of a wide variety of key employees (departments) within the establishment 

of your priority actions. 
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 Maintain internal transparency. If you draw up the action programme in consultation with 

employees and your suppliers, there is a greater chance of a realistic and feasible programme 

and it will stimulate their engagement.  

 Consultation with key stakeholders such as local authorities in the destination/resort or       

owners of large contracted hotels is important to ensure that they agree with the targets.  

 Co-ordinate actions with other DMCs or your travel association in order to create more 

effectiveness.  

 Limit the number of tasks which you hope to accomplish to those which are realistic and 

consider especially the capacity of your suppliers for making improvements. 

 Actions and related tasks should be SMART: i.e. Specific, Measurable, Achievable, Realistic 

and Time-bound. 

 Prioritise the different measures that you are going to take. Keep a written record of your 

reasons for setting specific priorities in the action programme. 

 Keep your Sustainability Action Plan concise and bulleted. If explanations are required, they 

can be appended to the programme at the end.  

 

The actions and tasks can be summarised in a table which will become the central point of the 

sustainability programme. From here, the actions to be undertaken can be expanded upon, with 

regular checks to show how they are contributing to the policy and targets.  

 

During the planning phase it remains crucial to verify the legislation in both the destination 

country as well as in the countries of tourist origin. Maybe your organisation works with an 

information system on current and new legislation in these countries. As tour operating directors 

can be held liable for the tourist activities offered to consumers it is of the utmost importance to 

keep them well informed on all relevant legislation in your destination. 

 

C. Define time-table, responsibilities, budget 

A Sustainability Action Programme should include a timetable for implementation of the overall 

plan and for each individual action, specific responsibilities for each department, and the 

resources (such as training or technical information) and budget needed to implement the plan. 

Large DMCs may find it easier to have separate but co-ordinated action programmes for each 

department, destination or resort.  

 

The following should be considered in particular:  

  

 Decide on a sequence and timetable for the tasks as some will need to be       accomplished 

first before others can be performed.  

 Start planning your tasks from what has to be achieved at the end of the year, and work 

backwards through all the steps that need to happen for this to be accomplished; this is how 

project managers work. 

 Decide who will be responsible for each action and task and get their ‘buy-in’ to the process, 

as well as their suggestions on how the tasks should be completed.  

 Assign responsibility for implementation of actions and tasks to your managers as much as 

possible, not exclusively to members of your Sustainability Team. 
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 Incorporate actions into regular company procedures for reviewing progress and staff 

appraisal.  

 Allocate a budget to each action and task, as well as materials or other physical resources if 

necessary.  

 Communicate the programme to all stakeholders that will be affected by them, including 

customers, employees, suppliers and local communities, along with information on what you 

expect from these stakeholders as DMC. 

 

D. Travelife Action Planning tool 

The Travelife online action planning tool provides an easy online tool in order to plan concrete 

steps promoting sustainability. The tool includes more than 200 actions grouped in 5 main 

themes: Sustainability Management, Internal Management, Supply Chain Management, Working 

with Destinations and Consumer communication.  

 

While the tool provides a wide range of actions that DMC can take, each association or individual 

company is able to select the actions that are most appropriate to its business activities and 

suppliers. The actions presented are suitable for DMC of any size and are based on what (other) 

DMCs and tour operators already do successfully. New actions and approaches can easily be 

added. The action planning and reporting tool provides trade associations the opportunity to 

monitor their member’s commitments and progress and to benchmark tour operators with each 

other, over time and with other associations. The system produces an automatic PDF sustainability 

action plan. 

 

If your association has adapted the Travelife programme you will have to follow the minimum 

Travelife requirements and the specific obligations set by your association. In these cases you will 

need to check that your action plan complies with the requirements of your trade association. 

  

 

1.5 Monitor and evaluate achievements 
 

One of the most crucial stages in the implementation of sustainability is to establish whether or 

not your commitment has been put into practice. It is relatively easy to show that you have 

engaged in sustainability and to produce the paperwork to show that you have created a policy 

and produced an action plan. However, you should be able to show that your policies and action 

programme have actually led to a more sustainable organisation. In order to do this you need to 

establish how well you have been able to implement and follow your sustainability action 

programme.  
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Thus, sustainability performance should be monitored and documented regularly to assess 

whether targets and objectives are met and to identify actions that have not been implemented 

successfully. Records should be kept of the tasks planned and undertaken, and at regular intervals 

new measurements should be made of the impacts to see if the performance has improved. 

 

A. Advantages of monitoring 

Monitoring and recording the progress enables you to:  

 Check if significant impacts have been addressed and that actual performance meets the 

objectives and targets planned.  

 Look at what worked well and what did not with a view to making specific changes to your 

ongoing sustainability approach. 

 To foster openness and discussion about problems and successes, and to prioritise future 

activities more effectively. 

 Establish clear and appropriate recommendations for next year’s management cycle.  

 Benchmark your achievements against other DMCs within your association. 

 Publish results in order to inform external stakeholders if you wish. 

  

The results, in particular recommendations for improvements, should be reviewed by senior 

management and by the company’s board of directors. 

 

B. Monitor tasks, goals and objectives 

You need to monitor if you have achieved your sustainability:  

 tasks (short term period)  

 objectives (medium term period)  

 goals (long term period) 

 

Have you accomplished each sustainability task?  

To establish if you have carried out your tasks, you must evaluate your action plan. You should 

establish: 

 

 Was the progress of each measure and action in the sustainability programme   checked and 

recorded?  

 What are your achievements to date? 

 What problems have occurred in the implementation of the action?  

 What changes or extra efforts are still necessary in order to get the desired result?  

 

Have you achieved your sustainability objectives and overall goals?  

It is unlikely that in the first year of a sustainability programme you will be in a position to state 

whether or not you have achieved your sustainability objectives, as they are generally medium 

term (3-5 years).  

 

You will, however, be in a position where you can comment on how realistic and relevant they are 

in the light of your first year’s experience. The achievement of these objectives generally relies 

upon the completion of several smaller tasks. You are likely to have accomplished some of these.  
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Questions which will help in evaluating your sustainability objectives are the following:  

 Were the objectives achieved in the way that you expected?  

 What were the problems encountered, if any, in achieving the objectives?  

 What changes or extra efforts are still necessary in order to reach the desired result?  

  

Internally, you should use your monitoring and evaluation to review, and help in planning the 

next stages of your action plan. You may need to make some changes in targets, allocation of 

responsibilities for particular tasks, and approaches you use in the action plan. Some tasks may 

prove easier to accomplish than expected, and others more difficult, so be flexible in revising your 

action plan around operational realities for both your company and suppliers. 

 

C. Monitoring tips 

 Hold regular meetings with relevant individuals, to review progress and help sort out 

problems as they arise. Key staff in each area often understand best where and how 

improvements can be made, and involving them in the process helps to build and maintain 

their commitment to sustainability. 

 Ensure that monitoring is frequent enough to detect problems at an early stage, so that 

corrective action can be taken if needed.  

 Identify and refine the most successful approaches to improvement of sustainability 

performance across the company’s supply chain.  

 Document and store monitoring information collected in a central database. You can use the 

Travelife action planning and reporting tool for this.  

 To ensure that the management system is transparent, accountable and appropriate to the 

company’s needs, monitoring systems should be sufficient to record actions and justifications, 

but not overly time-consuming. 

 

 

1.6 Report and Communicate Results 
 

Having monitored and evaluated your sustainability programme you will need to communicate 

the progress that has been made. This is the opportunity to communicate with the outside world 

as well as with immediate stakeholders the results of your actions. By reporting to staff and 

suppliers you recognise their commitment to sustainability and you remind them of the 

programme’s objectives and targets, as well as present them with the overall results so far.  

 

External reporting increases transparency and credibility, it improves the corporate image and 

adds value to the company. Moreover, reporting also helps to foster openness and discussion 

about problems and successes and it enables companies to prioritise future activities more 

effectively.  

 

Sustainability reports should be issued on a regular basis. While too frequent reports will make 

the process excessively burdensome, infrequent reports will allow the sustainability process to 

slip. An annual reporting cycle, coinciding with the company’s financial reporting, is generally the 

most appropriate.  
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A. Principles for good reporting 

The UN supported Global Reporting Initiative (GRI) has defined the following principles for good 

sustainability reporting:  

 Balance - the report should present an accurate picture of the findings rather than showing 

only positive examples. 

 Comparability - the topics and indicators in your report should be selected, compiled, and 

reported consistently in a manner that enables stakeholders to analyze changes in your 

organisations performance over time. 

 Reliability - the information and the processes used in preparing your report should be 

gathered, recorded, compiled and disclosed in a way that supports the quality of the 

information, and that could be subject to a successful (external) examination. 

 Accuracy - the information you report should be sufficiently accurate and detailed for 

stakeholders to assess your performance if necessary. 

 Timeliness - reporting happens on a regular basis and in time for your stakeholders to make 

informed decisions. Your organisation should commit to provide a consolidated disclosure of 

sustainability performance at a single point of time regularly.  

 Clarity - information should be made available in an understandable and accessible manner.  

 

 

B. Travelife Reporting tool 

The online Travelife Reporting tool has been developed to support you in following the above 

mentioned principles of good reporting. Moreover it enables you to report to your trade 

association that you comply with the minimum standard defined by them.  

The tool will also reveal the progress you made between the different reporting periods.  

 

All questions have yes/no options. You either comply or you do not comply. If you state your 

compliance you will sometimes be requested to provide additional information (indicators), such 

as: 

 

 An explanation, what did you do exactly and how did you do it, e.g. which additional training 

did you provide to your employees.  

 A number, to show your actual performance and measure you progress, e.g. how much 

percentage of your accommodations has a sustainability certificate.  

 A document, to demonstrate your compliance, for example a copy of an energy bill stating 

that you purchase ‘green’ energy. 

  

The tool enables you to produce a basic report in PDF format, showing your performance within 

the different categories and your progress reached.  
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C.  Scope of an external report 

If you wish to produce an external report it is advisable to follow the GRI framework for the 

content of a sustainability report:  

  

1. Strategy and analysis: including a statement from the most senior decision maker about the 

relevance of sustainability to the organisation (mission statement) and a description of the 

key impacts, risks and opportunities and strategy (policy).  

 

2. Organisational profile: background information on the organisation, number of pax, main 

destinations and products.  

 

3. Report parameters: profile, scope and boundary and assurance of the report.  

 

4. Governance, commitments and engagements: governance, external initiatives and 

stakeholder engagement.  

 

5. Management and performance indicators used and the results reached: your actual 

performance based on the Travelife reporting questions and indicators or any additional 

issues you would like to cover in your report.  

  

Consider using a third party to review the company’s sustainability report before publication. 

  

D.  Chose the best way to communicate 

A printed report is one way to communicate, but there are many others you might adopt 

depending on your resources and the needs of your key stakeholders such as e-mails, flyers, press 

releases and on your website.  

 

The most common method of publishing and disseminating sustainability reports is through the 

internet, to reduce the costs of printing and enable easy distribution.  

In addition you may want to produce an attractive summary of your sustainability activities and 

progress to provide information to both your clients and your suppliers. 
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1.7 Actions / Solutions 
 

1. Sustainability Management & Legal compliance  

  Title  Description Report  Obligatory  

 Engagement of company  

1.1 
Sustainability coordinator 
(main office) 

A sustainability / CSR coordinator is appointed and his/her role and 
activities are defined (corporate level)  

  

1.2 Mission statement 
A sustainability mission statement is defined which is published via 
the company’s corporate web site.  

   

1.3 
Trained sustainability co-
ordinator / team  

The Sustainability coordinator / team has successfully completed 
the Travelife Sustainability training and exam (within the previous 
three years). 

  

1.4 Trained key staff  
Key staff members such as product managers, communication 
managers and sales managers, have passed the Travelife training.  

  
 

Social cooperation  

1.5 Collaboration  
The company is actively involved in external forums and working 
groups which are supportive to sustainability in tourism.  

 
 

1.6 Exchange of experiences 
Experiences and best practices concerning sustainable tourism are 
shared with other companies and other stakeholders (e.g. via the 
Travelife website). 

 
 

1.7 Donations  

The company provides support to nature protection organisations 
and/or community development (e.g. infrastructure, education, 
health, sanitation) or other local/national sustainability initiatives. 
Can also be done by stimulating staff and/or client donations.  

 
 

 Baseline assessment  

1.8 
Overview partners / 
suppliers  

The company has a system in place to identify the nature and 
number of main partners and suppliers it works with (directly or 
indirectly) and their sustainability performance (e.g. certified or 
not).  

 
 

1.9 Baseline assessment  
The company has conducted a baseline assessment regarding its 
compliance with sustainability best practice standards (e.g. with the 
support of this Travelife standard for Travel companies). 

  

Policy  

1.10 Sustainability policy  

The company has a formal, written sustainability policy which 
complies with the activities and scope of the company and is 
supported by top-management. The policy aims for a reduction of 
the negative social, cultural, economic and environmental impacts 
of the company’s activities; and includes employee related health 
and safety aspects.   

  

1.11 Communication  
The corporate sustainability policy is accessible to employees, 
suppliers as well as the general public via the corporate website 
and main consumer based websites.  

  

Action plan  

1.12 Action plan 
The company has a sustainability action plan (targets, actions, 
measures, responsibilities and time planning).  

  

1.13 Staff involvement  The management involves employees in the implementation of the 
action plan and acknowledges them as driving force for successful 
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and continuous sustainability improvements.  

1.14 
Product developers / 
contract managers 

Product developers and contract managers are informed, trained 
and provided with resources to implement the supplier related 
policies.   

Monitoring and evaluation 

1.15 Monitoring and evaluation 
The company has developed documented procedures to monitor 
and evaluate the implementation of the sustainability policy, 
objectives and targets.  

  

1.16 Staff Communication 

Employees are regularly updated on the company’s sustainability 
policy statement, activities, results and related issues (e.g. 
newsletters, intranet and other internal communication channels 
used by the company). 

 
 

External reporting and communication  

1.17 Management reporting 

At least once a year the sustainability co-ordinator reports to top 
management on the effect of the implemented policies and actions, 
the status towards the defined objectives and formulates 
recommendations for improvement 

  

1.18 Travelife reporting  
The company reports its progress via Travelife at least every two 
years. 

  

1.19 Public reporting 
The key sustainability results are reported to the public at least 
every two years and are available on the company website.  

  

1.20 
Sustainability and public 
relations  

The company enables and facilitates sustainability related 
questions from customers and other stakeholders.   
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2. Internal Management: Social Policy and Human Rights 

 

To advance a credible Sustainability Policy towards its suppliers, a company must first have its 

internal affairs in good order. By minimising the environmental effects of the office operations 

and activities and by acting in a socially responsible way, a business can be an example for both 

its staff and suppliers. 

 

Tourism is part of the service sector and highly customer focussed. This implies that its human 

capital is of the highest importance to a tour operator.  

 

Proper labour conditions can assure a high level of satisfaction and motivation among staff 

members. It reduces the job-changing rate which results in a higher service level to the 

customers. Moreover, it has a positive effect on the organisation’s continuity and its competitive 

strength in the long run. 

 

If a country’s labour laws or their enforcement do not meet elementary international standards, a 

DMC should move beyond national legislation. Elementary international standards have been 

defined and agreed by the International Labour Organisation (ILO), a global forum in which 

governments and social partners of its 183 member states can freely debate on minimum labour 

standards. Key ILO standards are for example freedom of association, which ensures that workers 

and employers can associate to negotiate work relations; and the prohibition of child and forced 

labour.   

 

Other widely agreed labour standards are for example the assurance that employees receive 

appropriate earnings (living wage) for their performance at work, and are entitled to a fixed 

number of paid holidays each year. A regular employee satisfaction survey can help measure and 

understand employee motivation and satisfaction, and provide you with valuable suggestions on 

possible points of improvement. In addition elementary human rights such as non-discrimination, 

must be respected.  

 

A clearly defined health & safety policy will let your staff and others know about your 

commitment to the health and safety of your staff. You can consult your staff on health & safety. 

Employees are often the best people to understand risks in the workplace. By involving them in 

your decisions you show them that you take their health and safety seriously. 

 

Training is important at all levels to assure the ‘employability’ of personnel. Life-long learning and 

the development of transferable skills should be encouraged. For this reason all employees 

should receive training and information on social and environmental policies. By offering trainee 

positions, both a social obligation and the need for future staff recruitment is fulfilled. 
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2.1 Actions / Solutions  
 

2. Internal management: social policy and human rights  

 
Title Description Report  Obligatory  

Social policy and human rights 

2.1 
Freedom of 
association  

Trade union membership, collective labour negotiations and 
representation of members by trade unions is not hindered.  

  

2.2 
Collective labour 
agreement  

The company participates in and is in compliance with a (sector 
wide) collective labour condition negotiation structure (in case locally 
existing). 

 
 

2.3 Forced labour 
Employees are free to enter their employment through their own 
choice and can leave their employment when they choose without 
penalty in accordance with their contract. 

  

2.4 
Formal contracts in 
writing  

All employees of the company have a written employment contract, 
including labour conditions and a job description.  

  

2.5 Living wage  
The company pays employees at least a living wage which is equal 
to or above the legal minimum. 

  

2.6 Overtime 
Overtime is paid, or time is given back as lieu, unless specific 
conditions relating to overtime have been agreed by the employee 
and written into their signed contract of employment. 

  

2.7 Healthcare insurance  
The organisation contributes to a healthcare insurance for all 
employees. 

  

2.8 Maternity  The company offers schemes for pregnancy- and maternity leave for 
all employees.    

2.9 Disability risks   The company contributes to a disability-risk insurance of all 
employees.   

2.10 Pension  The company has a pension scheme for all staff members.  
  

2.11 Holiday  The employees have the right to a fixed yearly paid holiday.    

2.12 Additional benefits  Employees are awarded additional benefits beyond their legal 
entitlement (e.g. profit sharing schemes).    

2.13 Health and safety  

The company has a health and safety policy for employees which 
complies with legal standards / best practice. Accidents are 
investigated and corrective measurements are taken. First aid sets 
and trained staff is available at all relevant locations.  

  

2.14 Equal opportunities  

The company ensures that people are not discriminated against with 
regard to recruitment, conditions of employment, access to training 
and senior positions, or promotion in terms of gender, race, age, 
disability, ethnicity, religion/beliefs or sexual orientation. 

  

2.15 Child labour 

The company does not employ children (14 year or younger) to 
complete work which is normally undertaken by adults, and there 
are special working times and conditions for children working within 
the business in accordance with national regulations and the UN 
Convention on the Rights of the Child, whichever provides most 
protection incorporating the exceptions under the ILO convention 
138. 

  

2.16 Complaints procedure  
The company can demonstrate that there is an effective procedure 
through which employees may raise grievances and that appropriate 
and timely follow up procedures are in place. 
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2.17 Representation 

The company has a means through which all staff may make 
representation to senior management about key employment issues 
and there is a clear process which demonstrates how such 
representations are followed up. 

 
 

2.18 
Documentation 
disciplinary 
procedures  

There are documented disciplinary procedures in place and staff are 
aware of them 

 
 

2.19 
Flexible working 
times  

The company supports flexible working times or part time 
employment (e.g. to support family obligations)   

2.20 

 
Access for persons 
with special needs 

The office building and other premises of the company provide, 
where technically and financially viable, access for people with 
special needs  

  

2.21 
Measuring employee 
satisfaction 

Employee satisfaction is regularly measured and suggestions are 
taken into account.  

 
 

Training and education  

2.22 Health and safety  
All staff members receive periodic guidance and training regarding 
their roles, rights and responsibilities regarding health and safety 
issues.  

 
 

2.23 
Training and 
education  

The company ensures, at all levels of responsibility, the staff 
competencies and personal development of its employees by 
equally offering resources and opportunities for personal 
development through regular training, education or the nature and 
organisation of the work (e.g. peer learning, is learning from each 
other).  

 
 

2.24 Trainee places Traineeships are offered to students.   
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3. Internal Environmental Management 

 

Also inside a DMCs’ own offices the environmental impacts can be reduced significantly. These 

measures are not only protecting the natural environment, but they also result in financial 

benefits and in more sustainability awareness and motivation among staff when seeing direct 

results. This section on internal environmental management focuses on paper, energy, water and 

waste. Moreover, it discusses measures for CO2 reduction and internal communication.  

 

Paper 

On a global level the production of paper is responsible for 3 to 4% of the total CO2 emission, 

which nearly equals the CO2 emission of the airline industry. Although tour operators have 

recently decreased their paper consumption due to online marketing they still use a lot of paper 

for their activities, varying from internal office use to the promotion of the final products in their 

catalogues. The environmental impact of paper use can be minimised by introducing more 

environmentally friendly paper, and by a reduction of paper use in the office and in promotional 

materials. 

 

Sustainable paper has many different aspects. This concerns the use of paper which is produced 

from trees coming from sustainably managed forests; and paper having a high content of 

recycled old paper. On the other hand the paper production process should be sustainable; 

without use of toxic chemicals and chlorine bleaching and reducing the use of water and energy 

in the production process. 

 

Several sustainability labels can be supportive in the purchasing process. A good 

example is the Forest Stewardship Council (FSC) label for paper from sustainable 

forests. Moreover, the promotional materials can be produced by sustainably 

managed printing companies (e.g. with an ISO 14001 or EMAS certificate). 

Reduction of paper use can be achieved by using email and double-sided 

printing. 

 

In the travel business, travel catalogues are a leading source of paper use. The production of 

brochures can be reduced by using internet for advertising and sales. Also the client databases 

should be kept updated in order not to waste brochures. Re-use the paper as much as possible.  

 

Purchasing 

Sustainability criteria should also be considered in purchasing stationery materials, catering, 

coffee/candy machines, gardening, housekeeping and corporate clothing.  

For example you can buy recyclable ink cartridges; only purchase cleaning materials which have 

the lowest possible impact on the natural environment; only engage with cleaning companies that 

work sustainable, and select organic food and/or fair-trade food for catering. Sustainability criteria 

can be included in the selection criteria for suppliers. More and more governments are 

developing and applying criteria for their own public procurement.   

For example, from 2010 onwards, Dutch government can only purchase sustainable products and 

services, which also applies to travel products. The government criteria for travelling- and other 

products can be found on http://www.pianoo.nl/english.  You can apply them as well. 

 

Waste 
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Sustainable waste management is based on three objectives: reduce, reuse and recycle. Waste 

prevention focuses on prevention and reduction of waste and the environmental damage it 

causes.  

 

Try to produce as little waste as possible, for example by purchasing all supplies in bulk. It reduces 

the amount of packaging materials and the purchasing costs. You can separate waste so it can be 

recycled; glass, paper/cardboard, plastics, toner/ink, batteries, organic waste.  

 

Energy 

DMCs can help to prevent climate change by reducing the amount of energy used. It can be 

achieved by applying sustainable energy sources and by reducing the energy use in the offices.  

 

Examples of energy reduction management are a well functioning climate control system in 

corporate buildings. Heating and air-conditioning take up approx. 60% of the energy bills of 

office buildings. These expenses can be reduced by adjusting the pre-set temperature, by using 

timers for the heating / cooling system and by isolating the building. 

 

Next in line is the office lighting which accounts for approx. 25% of the energy bills. By replacing 

the light bulbs with energy-efficient lighting such as LED’s a financial benefit can be reached in 

the very short term.  

 

Computer equipment also consumes a high amount of energy. So when replacement is due, 

select models with low energy consumption and instruct your staff to switch them off completely 

when they are not in use. 

 

Water 

Water conservation is something few of us think about at work. In office buildings most water is 

used by toilets. You can reduce the water consumption by installing water saving devices such as: 

 

 Water meters 

 Tap flow restrictors 

 Sensor-activated taps  

 Tap aerators and percussion taps 

 

Water leakages are often a course of high water spillage. By making staff members aware to 

report leakages to maintenance personnel and by regularly monitoring your water use you can 

avoid this.  

 

Mobility 

The mobility of the employees consists mainly of the travel between home and work and for 

business purposes. The environmental impact of this home-to-work transportation can be 

reduced by using sustainable transport such as public transport and cycling (soft mobility). 

Furthermore, tele-working and replacing business meetings by tele- or videoconferences, can 

reduce employee mileage.  

 

  



 

 
Travelife Training ● Corporate Social Responsibility for Destination Management Companies 

 

48 

Climate Compensation 

In addition to reducing the energy consumption and by using sustainable sources, the remaining 

CO2 emissions from use of conventional energy sources can be compensated. This can be done 

by investing in tree-planting schemes, sustainable energy projects or by purchasing CO2 credits 

on the market. In this way, the company will become climate-neutral. Current prices for one ton of 

CO2 is about 15 Euro.  

 

Training and awareness raising  

Much of the success of your internal environmental sustainability depends on the individual 

participation of staff members. Therefore communication and awareness raising about possible 

actions and policies must be regular and accessible, for example with newsletters on intranet, 

posters and campaigns (for example a ‘cycling week’). Having your own house in order also will 

ensure employee commitment to your overall sustainability policy. 

 

3.1 Actions/Solutions 
 

3. Internal Management: environment and community relations  

 
Title  Description Report  Obligatory  

Procurement 

3.1 
Reduction of 
disposable and 
consumable goods 

The company has a policy to measure and actively reduce the use of 
disposable and consumer goods (especially paper for internal office 
use).  

 
 

3.2 
Sustainable 
purchasing 

The business has implemented purchasing policies which favour 
sustainable goods and services including building materials, capital 
goods, food, beverages and consumables (e.g. locally produced, fair-
trade, organic, low carbon footprint, eco-labelled, FSC). 

 
 

3.3 Office paper: type 

More than 90% of paper use in the office (for internal and 
administrative use) consists of sustainable (FSC, Recycled or 
sustainably produced) paper (provided that such options are locally 
available).  

  

3.4 Office paper: printing  
Copy and printing machines are set by default to double-sided 
(duplex) printing or other forms of paper saving modes.  

  

3.5 
Certified coffee and 
tea  

At least 50% (in kilo or value) of coffee and tea provided in the office 
consists of fair trade or organic produce, or has another recognised 
sustainability certification.  

 
 

3.6 Office supplies  
Other office supplies (maps, pens, furniture etc.) are purchased 
sustainably.    

3.7 Bulk purchasing 
Products are purchased in bulk in order to reduce the amount of 
packaging materials.    

3.8 Catering  
Catering works sustainably (purchasing, transport, waste) and offers 
a maximum range of locally produced, organic, MSC, fair trade and 
healthy food.  

  

3.9 Giveaways  
Sustainability criteria are considered on providing giveaways and 
New Year's presents.    

Paper (promotional materials) 

3.10 Printing company  
The printing company works with a certified environmental 
management system (e.g. ISO 14001, EMAS). 
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3.11 Promotional materials 
Brochures are printed on environmentally friendly paper (recycled, 
FSC or chlorine free) for more than 50% of total corporate use (in 
kilo’s, pages or costs). In case locally available at reasonable costs. 

  

3.12 Efficient brochure use 
Efficient use of brochures is stimulated. For example with use of a 
demand or stock management system. An 'internet only' policy is 
also accepted to comply with this criterion. 

 
 

Energy consumption  

3.13 
Energy reduction 
policy 

The company has an energy- saving policy which is implemented 
and monitored.  

  

3.14 
Energy consumption 
and sources 

Energy consumption for heating and electricity is measured, sources 
are indicated and total Green House Gases and/or carbon emissions 
are calculated. Different periods are compared with the aim to reduce 
emissions.  

 
 

3.15 Sustainable energy  
In case locally available against reasonable (extra) cost sustainable 
(green) energy is purchased or produced. 

  

3.16 Carbon compensation 
CO2 emission from the use of fossil energy for the offices is 
compensated.  

 
 

3.17 
Energy efficient 
lighting 

At least 75% of lightning is energy efficient ((class A: KLLs, LEDs, T-
8s, or T-5s), including outside and parking spaces). 

 
 

3.18 
Automatic switch 
on/off system  

An automatic switch on/off system with for example timers or 
movement sensors is operational in locations where this is practically 
feasible.  

  

3.19 
Equipment “switch-
off” policy  

Equipment is, whenever feasible, switched off after office hours (not 
on ‘standby’).  

  

3.20 
Light “switch-off” 
policy  

Office lightning is switched off after office hours.   

3.21 
Low energy 
equipment 

When buying new equipment the company gives preference to low 
energy equipment based upon highest standards of EU directory 
2003/66/CE, Energy Star or equal regulations.  

  

3.22 Efficiency mode  Equipment is set by default in the energy saving mode.    

3.23 Other measures  Other measures, not previously mentioned, have been implemented.  
  

Water consumption  

3.24 Water reduction policy  
The company has an active policy to reduce water consumption 
which is implemented and monitored.  

 
 

3.25 Water sourcing  
Water sourcing is sustainable, and does not adversely affect 
environmental flows.   

3.26 Water use  
The water use in cubic meters is measured on a monthly or yearly 
basis for benchmark purposes and sources of water are indicated. 

 
 

3.27 Flow restrictors  Flow restrictors are installed in min. 75 % of the taps.  
  

3.28 Aerators Aerators are installed.  
  

3.28 Percussion taps 
Percussion taps, or other water saving technologies, are installed in 
min. 75 % of all taps.    

3.30 Water saving toilets  
Push buttons or other water saving equipment is installed in the 
toilets (in case the office is in ownership of the company) 

 
 

3.31 Rain water  Waste water and/or collected rain water is re-used.  
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Waste management 

3.32 Waste legislation 
The company complies with the national legislation concerning waste 
disposal. Any residual waste disposal has no adverse effect on the 
local population and the environment. 

  

3.33 Waste reduction  

The company has developed and implemented a solid waste 
reduction and recycling policy with quantitative goals to reduce non 
re-useable or recyclable waste (for example re-use or recycling of 
coffee cups, double sided printing, bulk purchasing).  

  

3.34 
Sustainable 
packaging  

The company has taken measures to reduce the amount of 
packaging materials and is not using non-recyclable or non-
biodegradable package materials.  

 
 

3.35 Plastic water bottles  
Drinking water is used from the tap or filtered water is provided 
avoiding the use of plastic bottles.  

 
 

3.36 
Reuse / recycling of 
waste  

The business demonstrates that it separates all materials which can 
be recycled (or re-used) by the business (including glass, paper, 
organic waste and plastics). It organizes, as much as locally feasible, 
collection and proper disposal thereof if collection is not provided by 
the local authorities. 

  

3.37 Toner/ink 
When using ink and toner cartridges for printing and copying, waste 
reducing methods (recycling, refilling) are implemented whenever 
feasible.  

 
 

3.38 Recycling of batteries  Batteries are recycled (if locally possible) or properly disposed of.   
 

Reducing pollution 

3.39 
Waste water: 
treatment 

Wastewater including grey water is effectively treated, complies with 
national legislation and is only reused or released safely, with no 
adverse effects to the local population and the environment. 

  

3.40 
Pollution reduction 
policy 

The use of harmful substances, including pesticides, paints, and 
cleaning materials, is minimised and substituted when available, by 
innocuous products and processes. All storage, handling and 
disposal of chemicals is properly managed. 

 
 

3.41 Paint  
Lead-free and water based paints are used both inside and outside 
when locally available.   

3.42 Cleaning materials  
Cleaning materials are non-hazardous, non-eutrophic and bio 
biodegradable. If locally available they are certified with the EU Eco 
label or another comparable certificate.  

 
 

3.43 
Noise, light, erosion 
and ozone 

The company implements practices to minimise pollution from noise, 
light, runoff, erosion, ozone-depleting compounds; and air, water and 
soil contaminants from its buildings (as far as being able to control by 
the company).  

  

Mobility 

3.44 Mobility policy 
The company has a sustainable mobility policy for staff related travel, 
which includes reduction of travel and more sustainable modes of 
transport. 

 
 

3.45 
Business travel 
emission  

Staff related business travel is measured (type, distance). Carbon or 
GHG emissions are calculated, with the aim to reduce and 
compensate.  

 
 

3.46 
Business travel 
Compensation  

Carbon or GHG emissions of staff related travel is compensated, 
through a reliable programme.  

 
 

3.47 Employee incentives  
Employees are (financially) stimulated to use public transport or 
sustainable means of transport (e.g. bicycles). 
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3.48 Transport reduction  
Transport is reduced by tele-work, tele/video meetings and other 
means.  

 
 

3.49 
Promotion 
clean/energy cars  

Compensation for lease cars is limited to cars of the lowest energy 
class (e.g. EU category A or B).    

Sustainability training and awareness raising  

3.50 
Staff environmental 
training and 
information  

All staff members receive periodic guidance, training and/or 
information about their roles and responsibilities with respect to 
internal environmental practices including water, energy saving, 
paper, and waste issues. 

 
 

Land use and community relations  

3.51 
Land use and 
construction  

Land use, planning, design, construction, renovation, operation and 
demolition of company buildings and infrastructure is in compliance 
with zoning and protected or heritage area laws and regulations.  

 
 

3.52 Siting and design  
Siting, planning and design of newly constructed company buildings 
respects natural and cultural heritage surroundings. Best practices 
should be implemented within reasonable extra costs.  

  

3.53 
Sustainable design 
and construction 

Planning, design, construction of new buildings or renovations (from 
the moment of first certification) is based on locally appropriate and 
feasible sustainable practices and materials. 

  

3.54 Local cultural sites  

The business contributes to the protection and preservation of local 
historical, archaeological, culturally, and spiritually important 
properties and sites, and does not impede access to them by local 
residents. 
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4. Sustainable supply chain management 

 

Tour operators hold a unique position to engage their suppliers and the tourism industry towards 

a higher level of sustainability. They are well aware of the growing consumer interest. Moreover, 

tour operators have access to knowledge and information, and to best practices which often are 

out of reach for many local suppliers and destinations. The tour operators’ purchasing capacity 

(economic power) enables them to set conditions to their suppliers. They can be contracted 

directly or through local partner agencies as DMCs. 

 

At the same time, DMCs are much better acquainted with the real situation in the tourist 

destination, so they can develop long-term partnerships with local service providers and 

aggregate demand for particular service providers for more tour operators. Although addressing 

the same direct service providers which tour operators can also contact directly, DMCs must 

approach them in an entirely different way. Because of the limited number of service providers in 

DMC’s destination, they must approach to building relationships with their suppliers with much 

more sensitivity, because they cannot easily be replaced.  

 

Key suppliers of DMCs are:  

 

 Transport companies  

 Accommodations  

 Excursion providers  

 Local guides and tour leaders  

 

 

 

4.1 Supply chain strategies 
 

The level of sustainability of your product supply is directly related to the sustainability level of 

your suppliers. To stimulate their sustainability performance you can use several strategies which 

are described in this section. 

 

A.  Selection of new suppliers 

A quick way to increase the product sustainability is to give preference to sustainable suppliers 

and destinations/resorts during your product development process. Moreover, current suppliers 

can be replaced by more sustainable alternatives. With the support of the Travelife Hotel System 

and Green Travel Market, you can find a growing number of already sustainable suppliers.  

 

In practice however, a preference for already sustainable suppliers cannot always be followed-up. 

In many destinations there are no sustainable suppliers yet, or only to a limited extent. 

Furthermore, the available sustainable suppliers do not always meet your organisations’ demands 

regarding price, location or quality. Therefore it’s a good alternative to stimulate your current 

suppliers to increase their sustainability level.  
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B. Engagement of current business partners 

Since it is not always (commercially) desirable to replace existing suppliers with other, more 

sustainable suppliers (e.g. accommodations), your company should prepare a long term strategy 

(with targets and time-lines) on how to stimulate and support your contracted suppliers towards 

more sustainability. This strategy can be transmitted to all your current and prospective suppliers 

by your product manager.  
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Major contracted suppliers 

Products and 

Services 
Suppliers 

Transport from point 

of arrival to & from the 

destinations/resorts 

Public transport (e.g. train), coaches, taxis, airlines, airports, ship 

lines etc.  

Transport in 

destination 

Public transport , Parking, Car rental, boat rental, bike rental, 

walking option, fuel suppliers, coach rental etc.  

Accommodations 
Hotels, bed & breakfasts, self-catering apartments, campsites, cruise 

ships, cottages etc. 

Food & Catering  
Restaurants and bars, food shops, farmers, local markets, fishermen, 

butchers, supermarkets etc.  

Activities 
Excursion- and round-tour suppliers, sports- and recreation 

facilities, shops and production companies.  

 

A DMC has various instruments to stimulate its current suppliers towards more sustainability: 

 

 Knowledge and awareness raising 

 Technical support 

 Promotional advantages 

 Contract conditions  

 Collaboration with other Travel companies (DMCs and international tour operators) 

 

Knowledge and awareness raising 

Many (accommodation) suppliers are unaware of the negative impacts of their products on (local) 

ecological and social circumstances. Tour operators and DMCs can stimulate their engagement by 

improving their knowledge and awareness, and by providing them with practical advice. 

Communication with suppliers can take place in several ways: 

 

 product- and contract managers can put sustainability to their attention during the regular 

contact moments. 

 You can collaborate with other travel companies (DMCs and international tour operators) on 

informing the suppliers on sustainability standards. The Travelife ‘Best Practice’ standards give 

a clear indication which improvements are within reach. When several travel companies 

communicate the same standards the signal will have a significant impact on their suppliers. It 

will also avoid conflicting messages.  

 In collaboration with local organisations (government, NGOs) you can organise a variety of 

awareness raising activities.  

 

Technical support 

From the moment suppliers are engaged to work towards sustainability it is essential to provide 

them with support. This can be done with technical manuals, training, workshops or individual 

consultations. You can do this yourself or in collaboration with other DMCs, tour operators, NGOs 

and governments or you can outsource it to specialised organisations.  
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For each type of supplier, Travelife has developed a manual to support their sustainability policy. 

These manuals are available online in several languages (www.travelife.org).  

 

 
 

Suppliers can also be encouraged towards sustainability management by offering them financial 

support to stimulate sustainability investments. For example with accommodation contracts at a 

fixed price for the season, the supplier can be obliged to implement certain sustainability 

measures. Another example are tour guides in Nepal who were provided with kerosene burners in 

order to prevent woodcutting for firewood. Moreover, in Thailand the Kasikorn bank offers low-

interest loans to larger hotels for investing in energy reduction and waste management systems. 

 

Promotional advantages 

By providing your suppliers with a variety of business advantages you can stimulate their 

engagement towards sustainability. An easy way to acknowledge (accommodation) suppliers who 

meet with the Travelife criteria can be the publication of their bronze, silver or gold award, which 

many international tour operators use as a standard. Research has shown that a majority of 

consumers give preference to a sustainable product when price/quality are the same. 

Furthermore, an increasing number of commercial organisations and governments have switched 

to sustainable purchasing.  

In addition to the publication of Travelife awards, suppliers can be offered other advantages such 

as: better contractual conditions compared to ‘non-sustainable’ competitors, extra promotional 

attention and higher ratings in online search systems.  

 

Contract conditions 

Awareness raising and incentives for sustainable behaviour can be the first steps towards 

sustainability. When the standards have been widely accepted they can be integrated in the 

contractual conditions with suppliers. Obviously it is important to communicate this in 

anticipation in order to give suppliers the possibility to make improvements. A consequence can 

also be that the collaboration with certain suppliers needs to be terminated. However, this 

strategy can only be followed when comparable, but more sustainable alternatives are available.  

 

By including specific sustainability clauses in your contracts you clearly communicate your 

expectations. Also, when collaborating on this with other DMCs and tour operators working in the 

same destination this can be an effective way to reach sustainability. Often, as the part of its 

supply chain, DCMs shall also be bound to these practices by their key customers, such as tour 

operators, organizers of conferences and events, associations, etc. 

  

http://www.travelife.org/
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A very successful initiative which is supported by many outbound travel companies is the ECPAT 

code for prevention of sexual abuse of children. This clause is included in most tour operator 

accommodation contracts.  

 

Collaborative approach  

To be successful, a proper mix of instruments, fine-tuned for the type of supplier and destination 

is essential. The most effective overall approach to stimulate suppliers is to collaborate with other 

in- and outbound travel companies and local stakeholders such as NGOs and governments.  

When the local business sector is confronted with one overall message coming from the market 

as well as from local stakeholders the message will have a high level of persuasiveness to guide 

the sector towards sustainability. For example by using common sustainability standards, and by a 

collective approach towards suppliers in destinations. Information on recent initiatives and 

destinations can be found at the Travelife web site.  
 

 

 

5. Transport 

 

In general, transport is responsible for the largest environmental impact of a holiday package. In 

this chapter the impacts and how to reduce them are discussed.  

 

Environmental impact of transport  

Motorised holiday transport is mostly based on fossil fuels. Airplanes use kerosene, and cars and 

coaches run on petrol, gasoline or gas. The development and use of electric cars and coaches is 

increasing but until now they only make out a small percentage of the total number of motor 

vehicles. In many countries trains run on electricity, which is mostly produced in by fossil fuel 

power plants  but which can also be obtained through micro hydro power plants, nuclear power, 

wind turbines and solar panels.  

 

Burning fossil fuels contributes to climate change by the emission of carbon dioxide and other so 

called “greenhouse gases” like methane. Climate change leads to an increase of average 

temperature, melting of glaciers and polar ice and sea level rise. It has a direct impact on the 

tourism industry. For example temperature rise will cause death of coral reefs, and the 

Mediterranean coast could become too hot for summer tourism. Other areas such as Northern 

Europe might become more attractive destinations although summer rain levels are expected to 

increase.  

 

In addition to greenhouse gasses, fossil fuel also leads to air pollution through the emission of 

Nitrogen Oxides (NOx), Sulphur dioxide (SOx), and very small particles (Particulate Matter). 

Especially children, elderly people and people with asthmatic problems suffer from air pollution.  

 

Moreover, the availability of fossil fuels is limited. The International Energy Agency predicts that 

around the year 2020 the global oil production will decrease. This shortage will lead to (much) 

higher fuel prices. 

 

Of the total Global Carbon Emissions by tourism transport of passengers has with 75 % the most 

significant impact. Accommodation however is still responsible for 21 % of the contribution. As 

global tourism is growing with about 5% per annum the emission by the tourism sector is 
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expected to increase with 220 percent by 2035. This is especially due to the even stronger 

increase in air transport (320 %) due to strong growth of intercontinental tourism.  

 

Global Carbon Emission Tourism Sector 

 
     Source: UNWTO 2006 

5.1 Airplane 
  

Aircrafts are the favourite means of transport for medium- and 

long-haul destinations. The energy consumption of aircrafts is 

relatively high. The CO2 emission of planes is not the only 

impact on climate change. Partly due to the height of flying 

‘contrails’ (condensation trails) are formed and various chemical 

reactions emerge, contributing to climate change.  

 

Some important elements affecting airplane emissions are: 

 

Type of airplane 

Modern airplanes consume less energy and also emit less damaging substances than older 

models. Obviously, also the maintenance level plays an important role. In general propeller 

aircrafts use less energy and have a lower impact on climate change because of the lower altitude 

they fly on. In comparison, smaller jets consume relatively more energy per passenger-mile. 

 

Number of seats and occupancy level 

Because of the high number of seats per plane and higher occupancy levels of their planes, 

charter flights and low-cost carriers produce less air pollution and CO2 emission per passenger-

mile than regular flights.  

 

Distance 

Logically, short-haul flights have less CO2 emission and pollution than long-haul flights. 

Nevertheless, per passenger-mile they reach the opposite effect! The reason for this is that 

emissions are highest during take-off and landing, and because short flights often are not able to 

follow the shortest route to reach their destination. 

 

Stopovers 

Since on short-haul flights often stopovers are made, emissions increase. Contrary to this, on 

intercontinental flights (> 6.000 km) refuelling stopovers result in a lower emission per passenger-

mile since the aircraft flies with less fuel, has a lower weight and therefore consumes less energy. 
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Tax exemption  

As airlines are competing on an international market, most governments give a competitive 

advantage to air transport by exempting it from VAT and taxation on kerosene.  

 

 

5.2 Cars 
 

Cars still are the most popular vehicles to reach the holiday destination. Over the past few years 

the air polluting emissions have been reduced with the introduction of unleaded petrol, catalyser 

and diesel particulate filter (DPF). When a diesel powered vehicle is equipped with a DPF the 

emission of small particles is reduced by 99%. Nevertheless, the emission of CO2 remains a 

problem as they are directly related to the combustion of fossil fuels.  
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The main influences on the emission of cars are the following: 

 

Distance 

The longer the distance, the higher the emission of pollutants and CO2. 

 

Type of road 

On motorways fuel consumption and air pollution is relatively lower than on secondary roads. 

Therefore, also CO2 emission and noise hindrance is less. 

 

Construction year 

Older cars emit much more polluting fumes than newer types due to stricter rules on emission 

and because they generally use less fuel. 

 

Driving style 

A calm style of driving, also referred to as ‘Eco-driving’ results in approx. 10% less energy 

consumption, thus lower emission of CO2 and pollutants. 

 

Attributes 

The use of car accessories like roof- and cycle racks or a caravan of camper, increase the fuel 

consumption by 20% to 50% due to a higher air resistance.  

 

Occupancy 

The more people in a car the lower the emission per person. As the extra weight of a passenger 

has a minimal effect on fuel consumption, doubling the number of passengers nearly halves the 

emission per person.  

 

 

5.3 Train 
 

Trains provide suitable transport to nearby and far destinations. Most trains run on electricity. 

Producing the electricity has a negative effect on the natural environment, but trains are energy 

efficient and don’t produce any pollutants or CO2, with the exception of powder dust from 

friction. In some countries (Switzerland, Sweden) trains run fully on sustainably produced 

electricity, in other countries trains use partly sustainably produced electricity (The Netherlands, 

Austria, Germany). 

 

For longer distances the ordinary international train is often replaced by the high speed 

alternative. Energy consumption depends on the distance travelled, the type of train and the 

speed it averages. Because of the higher speed the high speed trains consume double the 

electricity per passenger-mile than normal international trains. Nevertheless this is compensated 

by their occupancy rate which is also twice as high as in normal trains.  

 

Up to approx. 1000 – 1500 km the (high speed) train is a good alternative to air travel, especially 

when travelling from city centre to city centre. When comparing the total travelling time from 

´door-to-door´, travelling by train is often less time-consuming and less expensive than travelling 

by aircraft. Checking in takes less time and even on longer distances the travelling time by train 

can equal the time needed to arrive there by flight. 
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5.4 Coach 
 

Fuel consumption and polluting emissions 

of coaches mostly depend on the speed 

and the type of engine. Fuel consumption 

per passenger mile is always lower than 

cars or planes and sometimes even lower 

than trains. In general diesel engines are 

rather polluting. Most coaches used for 

international travel are only a few years old 

and comply with current emission 

standards. Emissions per passenger mile also depend on occupancy rates. Occupancy rates of 

regular buses vary widely, whereas shuttle buses have overall high occupancy rates.  

 

Coaches used for excursions generally have a high fuel consumption often caused by the air-

conditioning inside. While the tourists are visiting the attraction, often the driver keeps the engine 

running in order to preserve a pleasant temperature inside. Energy could be saved by turning on 

the air-conditioning only 10 minutes before the passengers return (based on fixed time schedule 

or mobile phone message). Also passengers can be explained that for environmental reasons the 

air conditioner will only be turned on after passengers are entering the coach.  

 

In the Netherlands the voluntary ‘Coach Companies Standards Foundation’ (SKTB) focuses on 

safety, quality, and environmental standards. Most Dutch coach companies have joined this 

foundation which focuses on: 
 

 the maintenance of coaches,  

 observation of traffic regulations,  

 lower fuel consumption and less air pollution.  

 

All ANVR members in the Netherlands exclusively use coaches with this label for their coach-

transport travel products. 

 

 

5.5 Comparing means of transport 
 

To compare the various means of transport is complex, however for all vehicles counts: the longer 

the distance, the higher the energy consumption and CO2 emission. In general, the environmental 

impact (air pollution and CO2 emissions) per mode of transport can be ordered (ascending) as 

follows: 

 

1. Coach 

2. International train 

3. High-speed train 

4. Car with 4 passengers 

5. Car with 4 passengers plus caravan 

7. Charter/low-cost carrier 

7. Car with 2 passengers 

8. Scheduled flight economy class 

9. Car with 2 passengers plus caravan 
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Emissions per person, Stockholm – Rome – Stockholm (2000 km) 

 

 
 

 

Some rough conclusions concerning the environmental impact of a specific journey are the 

following: 

 

 The coach is the most sustainable way of transport. Compared to a coach journey, the 

environmental impact of train journeys is 2 times higher, and of car journeys with 4 

passengers 2.5 times higher. A flight affects the environment 3.5 to 8 times more than a coach 

journey. The difference is the highest on short distances.  

 The emissions of a high speed train and a normal international train are comparable since the 

high occupancy levels of high speed trains compensate for the higher energy consumption.  

 Cars contribute significantly to air pollution and CO2 emissions; especially older models and 

diesel engines perform poorly. Cars with 2 passengers and a car with 4 passengers + caravan 

are comparable to the pollution from an airplane, but a car with 2 passengers + caravan 

produces more pollution per passenger than a flight to the same destination. 

 Scheduled flights are 25% more polluting than low costs airlines and charters. This is due to 

higher occupancy rates and higher density of seats. 
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5.6 Less polluting transport to the destination 
 

Obviously, in order to protect the environment it is best to travel by foot or bike to the 

destination of choice. However, in most cases it’s more convenient to use some kind of motorised 

transport. The environmental impact of this type of transport can be limited in several ways. 

 

Time – distance proportion 

One longer, possibly long-haul journey is better for the environment than several short trips to far 

destinations. For example a one-month visit to Egypt by air is less harmful than 4 long-weekend 

visits by flight to Istanbul, Rome, Barcelona and Lisbon. 

 

Alternative destinations 

On short distances, up to approx. 700 km, coaches or trains are an excellent alternative to flying 

to the destination. Up to approx. 1500 km both trains and coaches are still a fairly good choice of 

transport. Moreover, the expanding network of high-speed-trains on many continents is an 

attractive addition to the selection process, as well as the available cargo space for bicycles in 

trains and coaches. Apart from their recreational value during a holiday, bicycles can also be used 

as local transport in the destination.   

 

Transport alternatives 

Where possible, preference should be given to a flight by charter or low-cost carrier: more seats 

per plane and a higher occupancy level. Also, if possible use an airline that is known for its 

sustainable policy and modern lower emission aircrafts. 

When selecting coach transport, give preference to a shuttle-bus over a regular bus, and/or for a 

coach-company known for its environmentally friendly policy.  

 

Carbon compensation 

The effects of CO2 emissions on climate change can be compensated through carbon off-set 

schemes. This compensation can be achieved by for example planting trees. While growing they 

absorb CO2 that was emitted for the (air)travel to the destination. Furthermore, compensation can 

be achieved by investing in energy-efficient measures or the production of renewable energy. By 

doing so you will travel ‘climate-neutral’ or ‘carbon-neutral’.  

Specialist organisations providing climate compensation schemes for example are Trees for 

Travel, Green Seat, Climate Care and Future Forests. The World Wildlife Fund (WWF) has 

developed standards in order to properly calculate the positive effect of certain compensations 

measurements. A relatively new and cheaper option is the purchasing of carbon credits on the 

carbon trading markets which are available in several countries and regions of the world. 

 

The cost of climate compensation is less than often perceived. For a flight from Paris to Istanbul 

(1.500 km) this is for example 1000 kilo CO2 which would cost about 15 Euro’s in 2011. It will 

increase the price on an air ticket with less than 10 %. This is reasonable, considering that 

governments add no taxes on kerosene, while in many countries prices for (car) petrol consist of 

government tax for over 50%. 
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Tour operators and DMC’s have various means to support climate compensation: 

 

1. By informing clients about the option to compensate for their greenhouse gas emissions 

(‘carbon offsetting’), for example by adding an informative folder with the travel documents. 

2. By including carbon offsetting in the reservation system as a voluntary option (as is done with 

travel insurances). The compensation costs will be charged by the tour operator. 

3. By standard inclusion of carbon offsetting costs in the sales price, similar to fuel surcharges. 

This way, the consumer cannot abstain from it. 

 

5.7 Transport in the destination 
 

The environmental impact of transport in destinations can be serious because it often takes place 

in vulnerable natural surroundings. The natural environment and traditional landscapes can be 

affected significantly by tourism-induced increase of infrastructure, traffic, pollution and noise. 

 

Most of the discussed issues on transport to destinations are also valid for transport within the 

destinations. Flights will generally play a smaller role even though they can be of importance for 

tours in larger countries such as China, Australia, New-Zealand or the United States. Similarly, car 

travel takes up a smaller part in long haul destinations as vacationers generally don’t have their 

own car at their disposal. An advantage of rental cars is that (mostly) they are rather new and 

produced according to the latest environmental requirements.  

 

Public transport and cycling are also sustainable ways to travel. But renting mopeds or motorbikes 

are environmentally not very sound, especially due to the emissions of small particles and noise 

disturbances. The recent trend towards electric motorbikes is however very positive as it uses a 

very clean, silent and efficient source of energy. Even if the electricity itself is produced with fossil 

energy it reduces the carbon emissions by 60 %.  

 

DMC can have a strong influence on the safety and sustainability levels of the transfer and round 

tour coaches within destinations. Obviously they must comply with local legislation, but in 

addition the DMC can demand local transport providers to include sustainability clauses in the 

contracting phase with the transport providers.  

 

In more and more destinations, for example in the Alps, local car traffic is actively discouraged by 

implementing car free zones and offering attractive alternatives. For example the Austrian village 

of Werfenweng offers a free public transport pass to holiday makers who deposit the keys of their 

car during their stay in the village. They are called “soft mobility” destinations. In many winter 

sports destinations ski-passes allow free access to the local (transfer) buses as well. And in most 

holiday destinations the overall supply of non-motorised transport such as rental bikes is 

increasing.  

 

Many European cities have established ‘park- and ride’ facilities. These serve coaches which can 

park there without entering urban areas, and visitors who can park their cars and continue their 

journey by public transport or bicycle. 

 

Finally, also for local transport the total distance travelled is an important determinant of its 

environmental impact. This is important to bear in mind when planning roundtrips and 
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excursions, as well as considering the distance between the accommodations and the beach or 

the local nightlife. Ideal for both tourists and the environment is when they are within walking 

distance! 

 

 

5.8 Actions / Solutions 
 

5. Transport       

 
Title Description Report  Obligatory  

Transport to destinations 

5.1 Transport to destination  
In selecting transport options to the destination a policy is 
followed to select the most sustainable options.   

 

5.2 
Transport to departure 
airport 

Sustainable (public) transport is preferably included or offered 
to the point of departure for the international / long distance 
journey. This includes avoidance of short distance connection 
flights (in balance with price and comfort arguments).  

 
 

5.3 
GHG / Carbon 
compensation 

GHG or Carbon compensation for the international transport is 
included in the package price.    

5.4 Certified bus transport 
In selecting coach transport companies minimum quality and 
safety arguments are considered.    

Transport in the destination 

5.5 Sustainable transport  

In selecting local transport options for transfers and excursions 
sustainable alternatives are always considered and given 
preference to (taking into account price, comfort and practical 
considerations).  

 
 

5.6 Code of conduct for drivers  
Transport providers are provided with codes of conduct and 
guidance regarding sustainable driving techniques.    

Sustainable packages  

5.7 Sustainable packages  

The company has integrated and/or is promoting one or more 
sustainable holiday products / packages based on a 
recognised methodology (including sustainable transport, 
sustainable accommodations and sustainable activities).  
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6. Accommodations 

 

Another essential element in the tourist supply-chain is accommodation. Usually, the 

accommodation type is a key element in the tourists´ holiday selection: hotels, apartments, 

cottages, campsites. As most tourists stay in hotels we will concentrate on hotels in this chapter. 

However, we will also deal with cruise ships as they are like small villages where the ‘villagers’ stay 

on board for several days. 

 

 

6.1 Hotels  
 

Socio-cultural and economic effects 

Hotels provide a variety of employment opportunities, varying from unskilled manual labour to 

middle and higher management positions. This provides attractive learning and career 

opportunities to the local population and avoids emigration. Moreover, employment in tourism 

can help to diversify an economy from agricultural or industry based to a more service based 

economy, providing higher status and wages. To use its full potential, training and education is 

essential to increase the (professional) hospitality skills of local people. In addition hotels can 

support local cultural activities such as art, music, dance and gastronomy. 

 

In principle it is desirable for the accommodations to be locally owned in order to stimulate local 

entrepreneurship and to keep income in the local economy. However, in some cases the local 

properties are of inferior quality, thus only attracting limited target groups. Locally owned tourism 

businesses may have less access to financial credit and sometimes their employees are paid lower 

wages and are offered less training than employees of international hotel chains.  

 

To prevent child prostitution in high-risk areas, hotel management should follow the ECPAT code 

of conduct dealing with the avoidance of the hotel being used for child prostitution. ECPAT is an 

international NGO against child prostitution and sexual exploitation of children. 

 

Large coastal resorts often limit the access to the beach for local people. This can also have a 

negative economic impact when fishing can no longer take place and families lose their main 

source of income. 

 

Environmental effects 

Careful planning of the accommodations can help protect the habitats of local fauna and flora. 

Accommodations can provide a new function to historic buildings and thus save them from 

destruction. Hotels built with local materials and according to traditional designs will fit better in 

the local environment than most standard constructions do. Local people will take pride in this 

and tourists will enjoy a more cultural experience. 

 

In some regions the creation of employment opportunities reduces chances that local 

communities engage in environmentally harmful ways of earning their living such as 

unsustainable agriculture, (illegal) logging and hunting. 

 

But accommodations can also have negative environmental impacts which largely depend on 

landscape-design, local regulations and the amount of luxury and extra facilities such as pools 
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and fitness rooms. Also the location plays an important role in a hotel’s environmental impact: 

urban areas are less vulnerable than coastal or natural protected areas.  

 

Energy consumption 

Energy is needed for heating, illumination, ventilation, cooling and for preparing food for the 

hotel guests. Most energy consumption is caused by heating or cooling the rooms (approx. 50%). 

Hotels use a higher amount of energy per person per night than cottages or camp sites.  

 

Water consumption 

Water consumption of a tourist in an average beach-destination is much higher than their water 

consumption at home or the water consumption of a local inhabitant. In a hotel with swimming 

pools and large gardens, consumption can reach up to 800 litres per person per day. On 

campsites however, tourists use less water than at home.  

 

In many destinations water consumption is a major local problem as tourism takes place 

especially in sunny and dry areas. In high (and dry) season the demand for water for tourists can 

exceed the capacity (frequent showers, swimming pools etc.). The high pressure on water 

resources can reduce the water supply to local people, agriculture and the surrounding protected 

areas.  

 

Waste 

The amount of waste produced per person per night in an accommodation is very much the same 

in different accommodation types and is comparable to the amount produced at home. Problems 

arise when waste treatment and disposal is not managed and controlled appropriately such as 

illegal dumpsites, ocean dumping, overflowing landfills, absence of waste water treatment etc. 

These practices damage the (marine) ecosystem, especially when the waste contains (toxic) 

chemicals. Ground water becomes polluted which affects flora and fauna and the quality of 

drinking water.  

 

Littering is a major problem in busy tourist destinations such as beaches and some protected 

areas. It mostly concerns plastic bottles and bags which is very disturbing and can have serious 

consequences for animals that eat them or get trapped into it. Littering in mountain areas is even 

more harmful to the environment since on high altitudes there is less oxygen in the air, the 

depletion process of (toxic) waste is even slower than normal and can take hundreds of years.  

 

Nature and landscape 

Accommodations take up space. Generally, hotels are built close to the seafront or mountains. 

These are often the most vulnerable areas. Replacing the natural vegetation by buildings and 

paved roads reduces the capacity of the earth to absorb water. Moreover, due to concentration 

the surface water starts flowing faster which accelerates the erosion level.  

 

Concentration of (high-rise) hotels usually takes place in valleys and along the seashores. It can 

result in extreme traffic pressure and visual pollution which will reduce the perceived quality of 

the destination for a visitor. Concentration of tourist facilities can also lead to positive 

environmental consequences. The visual pollution remains limited to a small area and all the 

necessary environmental (waste collection) infrastructure can be implemented with relatively low 

investments.  

 

Disturbance of nature, flora and fauna can be another consequence of accommodations. Because 

of the production of noise, light and physical barriers it may become impossible for animals to 
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cross from natural areas to the sea shore. Especially hotels create this kind of barriers. Bungalow 

parks or holiday cottages are usually installed with abundant green areas in between which can 

be used by the local animals to cross the terrain. Campsites are also more seasonable and can be 

turned back into natural areas relatively easily.  

Landscaping around luxury resorts also affects the biodiversity, for example when using pesticides 

or excessive water. Moreover, resorts often use exotic plants in the gardens which can damage 

the local ecosystem. Especially accommodations in natural areas or rural areas must be planned 

and managed cautiously. On the other hand, when it’s done well, landscaping and garden design 

can also support the local biodiversity and even the recovery of disturbed and eroded landscapes 

(e.g. by harmful agricultural practices or deforestation).  

 

To reach sustainable tourist resorts it is essential to work according to effective local planning and 

clear architectural regulations, suitable for the area. Often legal requirements are not 

implemented due to corruption and lack of public interest locally. Poor planning will lead to lower 

tourism experiences and lower economic benefits (e.g. additional traffic or traffic congestions). 

DMC could address local governments and business partners on these issues.  

 

Sustainability Certification 

Hotels and other accommodation types can take measures to reduce the energy- and water 

consumption and the amount of waste. Tourists can help by taking less showers, reuse towels and 

by reducing the use of electricity, heating and air conditioning.  

 

A small number of accommodations have an eco-sustainability certification. Such certification can 

be obtained by a tourism business for its active approach to reduce the negative impact of its 

activities on the natural and/or social environment. With a sustainability certificate both DMC’s 

and consumers can easily determine which accommodations or other products are truly 

sustainable.  

 

Most sustainability certificates are focussed on the environment (ecolabels). In Europe Green Key 

for accommodations and Blue Flag for beaches and marinas are very well known. Only in Europe 

there are about 60 certificates. Not all are of good quality as their criteria might be relatively weak 

or they do not work with independent on-site auditors.  

In 2004 an umbrella organisation for the ‘top-10’ of European sustainability certificates was 

established under the name VISIT (Voluntary Initiatives for Sustainability in Tourism). 

 

 

 
 

 

The European Union has its own ecolabel for hotels and campsites, the European Flower. This 

label is also given for many other product groups, such as office paper and cleaning materials.  
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Travelife Award for hotels  

As most certificates do not include social criteria and because many destinations do not have 

their own sustainability certificate, Travelife has developed a certification system that can be used 

by DMC to rate their accommodations and other suppliers; the Travelife Sustainability System for 

Hotels and Accommodations. After an initial self-assessment hotels can request for an audit. This 

is done by certified independent auditors (third party). The information is then shared with all 

participating tour operators, travel agencies and DMC’s.  

 

Rated hotels can obtain a Travelife certificate which will then be published by the participating 

tour operators. 

 

 

 

Global Sustainable Tourism Council 

On global level a number of leading organisations (incl. Travelife) in collaboration with the United 

Nations (UNEP and UN World Tourism Organisation) have founded the Global Sustainable 

Tourism Council. This organisation evaluates and recognises existing certificates on the basis of 

common agreed global standards.  

This so-called accreditation process looks into the quality and type of standards and indicators as 

well as into the auditing and award process. In 2012 the Travelife standards for hotels and 

accommodations and for Tour operators and Travel agents have been formally recognised by the 

GSTC. Similar international organisations already exist for wood (FSC = Forest Stewardship 

Council) and fish (MSC = Marine Stewardship Council).  

 

 

6.2 Food 
 

It is preferred when locally produced food is served to the tourists. This strengthens the local 

economy through the food supply-chain of production, distribution and sales. It supports 

traditional employment and also creates new job opportunities. It limits the leakage of tourism 

income by avoiding the imports of (foreign) food products. Moreover, it reduces the ‘food 

mileage’: the distance made by food products from production area to the final place of 

consumption, thus saving on transport and energy. 

 

Nevertheless, locally produced food might not always meet with the expectations of tourists. The 

quality can be inferior to the products consumed at home. Sometimes, when tourism is growing 

fast, the local food supply and distribution cannot keep up with demand. This can cause shortages 

of food available for local people and consequently increase food prices. Furthermore it is 

important that hotels do not offer endangered species on their menus, such as various types of 

fish.  

 

Hotels often charge low rates for the accommodation and make profits from higher prices on 

additional services and food & beverage. Therefore, hotels will often not stimulate their guests to 

have their meals outside the hotel, thereby limiting opportunities for local entrepreneurs to 

benefit from tourism. Obviously, especially the ‘all-inclusive’ concept has this consequence for 

local business. 

6.3 Souvenirs 
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Some souvenirs are mass-produced and imported into the destination. Other souvenirs are 

produced manually and in the destination itself. Buying locally produced souvenirs can help to 

preserve traditional handicraft skills and support local employment. Souvenirs can be produced 

during the low-season and sold in high-season, which also helps to avoid seasonality of 

employment.  

In some cases it is beneficial to the local economy to adapt souvenirs and artefacts to the taste of 

the tourist visitors. For example decreasing the size of items in order to facilitate the transport 

back home. Furthermore, local artists may design new and attractive souvenirs based on local 

materials and traditions, which is another stimulus to the local economy.  

 

Export of locally produced souvenirs can stimulate the international demand for these items, 

which is an important push for local production. In Bali for example thousands of artists and 

traders are employed in the export of “souvenirs” to shops in tourism source countries. In this 

case tourism has stimulated local production and exports (making use of the highly artistic 

tradition in Bali).  

 

However, some souvenirs are produced illegally with materials taken from protected animals or 

plants (e.g. turtle, ivory, coral, orchids etc.). Buying and importing (products from) threatened 

species is a penal offence based on international regulations. The tourist demand for these items 

can entice local people to sell them. Similarly, through the demand from tourists local people can 

be encouraged to sell their historic artefacts. Sometimes local people even are engaged in 

stealing archaeological treasures to be sold to tourists. Tour operators and DMC’s have an 

important role in informing tourists on the local situation in each destination.  

 

In recent years more and more non-traditional products and services are offered to tourists. For 

example tailor-made clothing, copying of paintings, dental treatment, eyelid corrections etc. This 

should be considered as a positive development as more money is left within the local economy.  

 

 

6.4 Cruises 
 

Cruises are holidays which are predominantly spent on board of a ship. A cruiser is both 

accommodation and transport, complemented with many possibilities for entertainment. A cruise 

ship is like a floating village with on average 3.000 ´villagers´ on board. All seas and oceans can be 

visited for cruising, but the most popular destinations are the Caribbean and the Mediterranean.  

 

Socio-economic effects 

Cruises strengthen the local economy with port user fees, taxes on local purchases and on 

services such as pilots, tugboats, waste disposal, and provision of fuel and fresh water at the ports 

of call. Visits by cruise ships generate income for local tourist attractions, restaurants, shops, local 

crafts & souvenirs and excursions. 

 

However, most of the supplies on board are purchased in the country of departure in order to 

ensure a certain quality level. In local ports only fresh vegetables and fruits are bought. Once 

ashore, cruise passengers usually spend a lot less than regular tourists as they do not use 

accommodation and enjoy most of their meals on board of the ship. Some tourists never even 

leave the ship as the ship itself is the main attraction of their holiday. Nevertheless, there are also 

tourists who use their short acquaintance with a destination as an introduction to return for a 

longer visit in future holidays.  
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New destinations can benefit relatively fast from cruise tourism as there is no need for big 

investments in accommodations and local human resources. On the other hand cruise routes can 

easily be adapted, which can cause a high degree of uncertainty for the destination’s economy, 

especially when (public and private) investments are made anticipating the arrivals of cruise ships 

and their passengers. 

 

Environmental impacts 

The major negative impact from the cruise ships is caused by the discharge of polluted water into 

the sea. An average cruise ship with approx. 3000 passengers produces more than twice the 

amount of ‘grey water’ (from sink, shower, laundry) than its guests produce at home. For 

discharging ‘grey water’ there are no restrictions, even though this water also contains chemicals 

from cleaning products, soaps and from laundry products. 

 

 ‘Black water’ (sewage water from toilets) can be discharged in international waters as it does not 

cause major environmental damage. Closer to shore, ships must purify black water before it can 

be discharged. Bilge water (water which has run into the hold due to leakages) contains fuel/oil 

and other chemicals. To save money bilge water is often discharged in the ocean untreated, which 

is against international regulations. 

 

An average cruise ship produces approximately double the amount of solid waste per person per 

day as a person produces at home. This (toxic) waste must be disposed of in on-shore waste 

treatment facilities.  

 

Waste discharged into the sea can be harmful for marine life. Seabirds can be poisoned by 

chemicals ingested by their fish prey, and sea-turtles can mistake plastic bags for jelly-fish and 

swallow them with fatal consequences. In polar areas waste can be even more dangerous because 

the polar eco-systems are more vulnerable due to the low temperatures (comparable to mountain 

areas).  

 

Cruise ships use a lot of energy for moving, illumination, heating and air conditioning. An average 

cruise ship with 3000 passengers causes as much air pollution as approx. 12.000 cars do. The main 

cause is the type of energy used: heavy oil which is not allowed in normal cars.  Even in a port 

ships still produce emissions equal to about 4.000 cars driving around in the port area 

continuously. In the harbour big machines are shut down while the smaller diesel- and steam 

engines still produce energy for air conditioning, fridges, lights, pumps etc. 

 

This pollution can be avoided by taking energy from the grid on shore. In most ports in the 

United States this is possible. However, in spite of the European Commission’s recommendations, 

until now this is only possible in a few European ports. 

 

 

  



 

 
Travelife Training ● Corporate Social Responsibility for Destination Management Companies 

 

71 

6.5 Actions/Solutions 
 

6. Accommodations     

 
Title  Description Report  Obligatory  

Accommodations 

6.1 
Sustainable 
accommodations 
policy  

The company has developed and implemented a long term 
strategy (with targets and time-lines) to improve the sustainability 
of its contracted accommodations.  

 
 

6.2 
Accommodation 
communication  

The company is clearly and actively communicating its 
sustainability objectives and requirements regarding 
accommodations to contracted and other relevant 
accommodations.  

 
 

6.3 
Certified 
accommodations 

In selecting accommodations the company favours 
accommodations that work with internationally acknowledged (e.g. 
GSTC recognised) and/or Travelife certification. The percentage of 
certified companies / overnight stays is measured, is growing and 
exceeds the market average.  

 
 

6.4 Contract conditions  

Basic/standard sustainability clause(s) are (directly or indirectly) 
included in all contracts with accommodation providers. (e.g. child 
labour, anti-corruption and bribery, waste management and 
protection of biodiversity).  

   

6.5 
Distribution of ‘Best 
practice’ standards 
and guidance  

Best Practice (e.g. Travelife) standards and other guidance 
towards more sustainable management (e.g. training manuals) are 
distributed to the best-selling accommodations.   

  

6.6 
Baseline / self 
evaluation 

Contracted accommodations are required to self-evaluate their 
company on a regular basis and share this information with the tour 
operator (e.g. through the Travelife Sustainability System for hotels 
or other acknowledged programmes).  

  

6.7 
Participation to 
training/education  

Contracted accommodations are stimulated to participate in local 
or (inter)national sustainability training and education (in case 
these trainings are offered in the destination). 

 
 

6.8 Collective actions  
The company supports (upon request) collaborative initiatives with 
other tour operators and DMC’s to promote sustainability among 
accommodations in specific destinations 

 
 

6.9 Incentives 
Incentives are offered to accommodations which engage actively in 
sustainability (e.g. financial, contract conditions, or marketing 
benefits such as green logos / indications).  

 
 

Specific policies  

6.10 
Child and 
compulsory labour 

The business does not contract directly or indirectly 
accommodations which are involved in compulsory labour or which 
employ children to complete work which is normally undertaken by 
adults. There are special working times and conditions for children 
(< 14 years) working within the business, in accordance with the 
UN Convention on the Rights of the Child and/or the ILO 
convention 138. This condition is mentioned in the contract with the 
accommodation.  

  

6.11 
Locally produced 
souvenirs 

Accommodations are stimulated to offer locally and/or sustainably 
produced souvenirs   
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6.12 

Accommodations 
respecting and 
featuring local 
architecture, settings 
and cultural 
heritage. 

The company prefers accommodations and restaurants that 
incorporate elements of local art, architecture, or cultural heritage; 
while respecting the intellectual property rights of local 
communities (taken into account price, comfort and other selection 
criteria).  

 
 

6.13 
Sexual exploitation 
of children: 
contracting  

Accommodation contracts include clauses which enable the DMC 
to end the contractual agreement prematurely if the 
accommodation supplier does not take adequate measures to 
prevent sexual exploitation of children. 

  

6.14 
Local communities 
resources 

In case of clear evidence that contracted accommodations 
jeopardize the provision or integrity of basic services such as food, 
water, energy, healthcare or soil to the neighbouring communities it 
can be reason to terminate the co-operation with the 
accommodation.  

 
 

6.15 Local and fair Food  
Accommodations are stimulated to purchase and use local food 
products which are produced based on fair trade and sustainability 
principles. 

  

6.16 Biodiversity  
Contracted accommodations are expected to limit their negative 
effect on local and global biodiversity where-ever feasible (e.g. not 
to offer red listed species on the menu). 
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7. Sustainable Excursions  

 

Of all components of the tourist package, excursions and local entertainment often have a large 

impact on the destination itself. Before we can define your companies´ role in this matter and 

provide you with possible ways of improvement, various types of excursions are described more 

in detail hereunder. 

 

 

7.1 Sun, Sea, Snorkelling and Diving 
 

Activities on the beach and in the ocean are rather sustainable. Nevertheless, also some ‘Sun & 

Sea’ activities can cause problems. 

 

The rubbish on the beach, especially plastics, is extremely dangerous for animals that are enticed 

to eat it. In addition it results in very unattractive beaches for the tourists and it could attract rats 

that can spread the rubbish even more and disturb the ecosystem. Riding motorbikes on the 

beach and in sand dunes damages these vulnerable ecosystems. The erosion caused by the motor 

vehicles damages these natural barriers against high water levels. Recreational facilities in coastal 

areas can disturb the behaviour of birds that nest on the ground and in some places it also 

disturbs the nesting of sea turtles.  

 

Similarly, a number of problems can occur off-shore. Snorkelling, diving and boating can damage 

corals. For example due to people touching corals, boat codling with coral reefs or anchoring in it. 

Coral is very vulnerable and grows slowly. Also people collecting the corals and shells can 

endanger certain animal species. Last, feeding fish disturbs their normal behaviour and can cause 

aggressive behaviour. 

 

 

7.2 Walking, hiking & biking 
 

In some, often poorer mountain areas trekking has become an important activity with 

considerable contributions to the economy.  

 

Social effects  

For high mountain hiking and climbing, specialised support staff is needed such as cooks and 

porters. Unfortunately these people are often underpaid and don’t receive any legal protection.  

Their labour conditions are often dangerous. Porters are not provided the appropriate clothing 

and equipment and have to carry overweight loads, leading to serious and sometimes fatal health 

and safety problems. 

 

Environmental effects 

In principle walking, hiking and mountain biking are environmentally friendly activities. In most 

protected areas these activities take place on prepared routes. In fact, most damage to the 

environment stems from the construction and maintenance of these tracks (e.g. landslides and 

erosion). However, serious damage could arise when hikers wander off track and surpass the 

carrying capacity of the surrounding areas. This disturbs the composition of the soil and its flora 

and fauna. High tolerance species take over from the vulnerable and rare species and serious 

erosion can emerge.  
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Mountain biking is a sport which usually takes place in mountainous areas, where the terrain is 

very vulnerable due to a thinner top soil layer and the sensitive vegetation in higher areas.  

 

Tourist demand for hot showers and cooked food can cause excessive woodcutting and – as a 

consequence - erosion in mountain areas. This can only be prevented if alternative fuels such as 

kerosene are brought along. Mountain climbers usually prefer walls without vegetation because 

they present fewer dangers when climbing. For this reason vegetation is removed from the 

climbing routes. 

 

Especially at high altitude, the waste that is left behind causes severe pollution to flora and fauna 

and the water. The amount of surface water is rather low in higher regions which limits the 

availability of water for showers and toilets. Consequently, hygienic problems may arise. This can 

cause conflicts over water resources between tourists and local communities. 

 

 

7.3 Wildlife excursions 
 

Wildlife tourism is a form of tourism where one can observe wild animals in their natural habitats. 

For example jeep safaris in Africa but also the observation of whales or crocodiles from boats, or 

tours where tourists cross the jungle searching for wildlife. In many developing countries these 

activities form an important source of income and therefore an important reason to protect 

threatened species. 

 

An important negative impact of wildlife tourism is disturbance of animals. Animals may flee, 

some species return after a while but other species leave the area permanently. The first 

encounters with tourists are most influential. Eventually the animals can get used to the visitors 

and adapt their behaviour, for example by avoiding the tourists. Or animals start actively 

approaching the tourists for food, which can result in aggressive behaviour against the visitors 

and disturbs their traditional behaviour.  

 

The most common means of transport for safaris are jeeps and other motorised vehicles. Because 

of practical and safety reasons there are little alternatives to this. Apart from disturbance caused 

by noise, these vehicles cause damage to the flora and fauna of the area. Paved or unpaved roads 

create barriers within habitats, motorboats used for observing whales create noise and 

disturbance under water. The sensitive marine mammals can become seriously stressed and 

disoriented. 

 

During the wildlife excursions, overnight stays often take place in natural areas. Collecting wood 

for cooking and the fireplaces may affect the ecological balance. Obviously, rubbish cannot be left 

behind. If sanitary facilities are lacking the human excrements can pollute the ground- and surface 

water. 
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7.4 Golf 
 

Golf is a long-term economic activity due to its relatively high investment. If a golf course is on 

the right location and properly designed and maintained it can be an important up-market asset 

for a destination. It can create an attractive landscape with a large diversity of flora and fauna and 

can support carbon sequestration through a programme of tree planting and maintenance. 

 

However, a golf course has strong spatial impacts and affects the natural and/or agricultural 

environment. By constructing a golf course the endemic vegetation can be replaced by exotic 

species and natural water cycles can be disturbed.  Furthermore, the local landscape is not always 

taken into consideration resulting in poor integration of the golf course in its environment.  

 

Watering golf courses can be very problematic. The greens need much moisture in order to 

maintain their green appearance, but many courses are located in hot and dry areas with a lack of 

water during summer. Often, this gives rise to conflicts between the golf course and local 

inhabitants.  

 

Many golf courses use chemical fertilizers and chemical pesticides to protect against insects and 

diseases. When these end up in the ground- and surface water it leads to algae which cause death 

of other organisms, adversely affecting the ecosystem in the surrounding areas.  

 

 

7.5 Motorised sports 
 

Motorised sports are part of many holidays types. Varying from winter sports to beach holidays 

one can find snow scooters, jet skiing, riding on quads and off-road motorbikes etc. These light 

and small vehicles often have two-stroke engines which are lighter and more powerful than four-

stroke engines. However, as two-stroke engines emit part of their fuels without combustion they 

cause more CO2 and NOx emissions than four-stroke engines do. 

 

For certain types of sport such as jet skiing the fuel consumption and CO2 emission is extremely 

high. Large amounts of toxic pollutants (e.g. 

benzene) end up in the water and in the 

atmosphere. This is both dangerous for marine life 

as well as for the tourists who enjoy the water. 

Moreover, the toxic pollutants enter the food chain 

and the food products which are used for human 

consumption.  

 

Fish and marine mammals can be hit by jet skis. Because the jet ski has little depth and it has no 

twin screw, it can move in very shallow water where it causes waves which damage the shores and 

ecosystems. Moreover jet skis produce a lot of noise, harmful to the jet skier but also very 

disturbing for the other tourists and marine life. Especially water birds can be seriously disturbed 

by the waves and the noise of jet skis. 

 

Quads are off-road bikes on 4 wheels. This gives them more stability and easier handling than 

motorbikes. Because of the big wheels and small size these vehicles are easy to manoeuvre on all 

types of terrain. The fuel consumption and CO2 emission are higher than with off -road 



 

 
Travelife Training ● Corporate Social Responsibility for Destination Management Companies 

 

76 

motorbikes, however both types of engines emit large amounts of pollutants (CO2, NOx, fine 

dust).  

 

The big wheels with large profiles leave deep tracks in the countryside, destroy plants and cause 

erosion. For some species these tracks can pose a barrier they cannot overcome. Birds are 

disturbed and smaller animals are squashed. The noise production has a strong negative impact 

on both wildlife and tourist experience in the area.  

 

 

7.6 Attractions 
 

Socio-cultural effects 

Tourist excursions and visits to local attractions provide tourists and the local population with an 

opportunity to meet each other in a positive way. Generally tourists enjoy meeting local people as 

long as they do not feel exploited. The mutual sentiments depend on the type and number of 

tourists, and how the contacts take place.  

 

‘Staged authentic’ events for tourists can be beneficial if they keep tourists away from ‘real’ 

authentic cultural moments of expression. After the performance for the tourist audience the local 

people have the possibility to return to their ordinary lives. Nevertheless, tourist attention for local 

culture and traditions can also revive the local awareness and appreciation of these traditions. For 

example excursions to authentic little villages can also stimulate employment for young villagers 

so they do not have to migrate elsewhere.  

 

Tourism can also strengthen the position of the visited ethnic group in relation to the majority. 

For example the international recognition of the Balinese culture through tourism strengthened 

the position of the Balinese people in relation to the Indonesian society as a whole. However, 

most encounters between tourists and local people are rather brief and limited to certain regions. 

Other cultural effects on a minor ethnic group such as television, development programmes, 

education, returning labour migrants and the dominant ethnic group are usually more important.  

 

Contacts with tourists can also have negative socio-cultural impacts for the host regions. Local 

people can imitate the excessive consumptive behaviour of tourists or begging, often by children, 

can increase. Furthermore, cultural expressions such as art, dance and music, are sometimes 

commercialized and over-assimilated in ‘authentic’ souvenirs and shows.  

 

Some daytrips are notorious for bringing little economic benefit to the visited area. For example 

when vehicles and guides are hired in the base town, and the passengers use packed lunch, thus 

spending little money in the destination. 

 

It is important to prepare visitors when visiting culturally sensitive places such as religious 

monuments unprepared, in order to avoid improper behaviour. This can avoid negative feelings 

towards tourists and more mutual understanding between tourists and the local population. 
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7.7 Animal attractions 
 

Animals are often part of the tourist activities. Examples are dancing bears, bull fighting or animal 

riding. These activities can involve physical abuse and can also result in death of the animal (bulls 

don’t leave the arena alive). 

 

Animal fighting usually concern fights between two animals of the same breed (dog fighting, coq 

fighting) and fights between different breeds (e.g. dog vs. bear). Many animals die as a result of 

these fights.  

 

Animal racing can also have this consequence. For example ‘Galgo’ racing in Spain; if the dogs 

don’t run fast enough their owners hang them. Tourists should strongly reject these types of 

‘entertainment’.  

 

 

 

                      
 

 

 

Animal abuse can also take place in rather unexpected circumstances. Innocent tourist attractions 

such as donkey rides, horse & carriage rides or a camel trip can camouflage serious maltreatment 

of the animals by for example overloading, or extremely long working days with no water and 

high temperatures. Tourists who do not wish to support this should be aware of these 

circumstances, the appearance of the animals and the conditions they have to work in. 

 

In any situation where the public interacts with captive animals, either directly or indirectly, high 

standards of animal welfare should be paramount. Animals have specific needs, regardless of their 

situation. Whilst there are many examples of good practice, some captive wild animals suffer poor 

animal welfare standards, and as such may suffer for the benefit of the visiting public. Moreover, 

visitors can be at risk from animal attacks in situations where a supplier allows close contact to 

occur between tourists and wildlife.  

 

Therefore, when wildlife species are displayed, a travel company should ensure that it is done in 

compliance with (inter)national legislation and accepted standards. By encouraging good practice 

concerning the care of all animals, their welfare can be substantially improved in the destination 

at large.  
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7.8 Codes of conduct  
 

In order to define and agree on proper behaviour during certain types of sensitive activities codes 

of conducts have been developed. Best is if they are endorsed by credible organisations such as 

UN bodies or specialised NGOs.  

 

The codes can focus on the activity provider or on the behaviour of the participants. Travel 

companies have an important role in the distribution of these codes in order to create awareness 

and support proper behaviour. Of course it would be best if the implementation of these codes is 

externally monitored. Governments and protected areas could and should play an important role 

in this. In case of weak local structures or corruption the tour operators, DMC’s and tourists could 

take up this role.   

 

 

7.9 Towards more sustainable excursions 
 

Outbound travel companies usually offer excursions during the clients´ holiday in a destination, it 

rarely is included in the (pre-booked) package price. This has many advantages like a lower 

package price and more flexibility for the client. However, a disadvantage can be that the 

outbound travel company has little control over the range of excursions offered locally, which can 

therefore be delegated to the local partner agencies.  

 

Your company could however set the pace by preparing a clear sustainability policy on excursions, 

which can be communicated to local excursion suppliers by your local partner agencies, local reps 

and / or hotels.  

 

Where available you can give preference to excursions that operate on the basis of acknowledged 

sustainability standards. Also, in areas with highly sensitive excursions, relevant guidelines and 

codes of conduct can be distributed to excursion providers. Moreover, in contracts with local 

excursion providers, both you and your local partner agency can include some basic sustainability 

clauses to avoid negative excursion impacts. 

 

The overview of ´Actions/Solutions´ at the end of this module provides a clear description of 

possible actions to promote more sustainability in excursions, but the ground rule must be that a 

company offers no products and/or services that can harm people and the natural environment in 

destinations.  
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7.10 Actions / Solutions 

 

7. Excursions & activities      

 
Title  Description Report  Obligatory  

Excursions & activities 

7.1 
Inventory sensitive 
excursions offered in the 
destinations.  

The company maintains an overview of environmentally or 
culturally sensitive excursions which are offered in each 
destination. This includes excursions directly offered by the 
company or by local service providers (partner agency or 
accommodations). 

 
 

7.2 
Sustainable excursion 
policy 

The company has developed and implemented a policy to 
improve the sustainability of its excursion base.   

 

7.3 Suppliers communication  

The company is communicating (directly or indirectly) its 
sustainability objectives and requirements to contracted and 
other relevant excursion providers.  

 
 

7.4 

Distribution of codes of 
conduct / guidelines for 
sensitive excursions or 
activities. 

Excursion providers for of sensitive excursions or activities, 
which are integrated into packages or offered through local 
partners, receive and implement documented guidelines 
and/or codes of conduct in order to minimise negative visitor 
impact and maximise enjoyment. The guidelines are 
developed with the collaboration and consent of relevant 
NGOs and the affected community. 

- Captive animal attractions 
- Marine activities (snorkelling, diving, whale, dolphin and 
turtle watching) 
- Sport fishing 
- Visiting cultural heritage 
- Wild life watching and visiting protected areas  
- Featuring captive wildlife  
- Encounters with native and traditional cultures    
- Visiting culturally or historic sensitive areas 

The guidelines include directions on what and how to 
communicate with costumers including the requirement to 
communicate related customer codes of conduct. 

 
 

7.5 Certified excursions  

Where available preference is given to excursions who 
operate on the basis of acknowledged and controlled 
sustainability standards.   

 
 

7.6 
Training materials and 
advise  

Training Manuals and other guidance towards more 
sustainable management are distributed to excursion 
providers.   

7.7 Contract conditions  

Basic sustainability clause(s) are included in contracts (e.g. 
child labour, anti-corruption and bribery, waste management 
and protection of biodiversity).   

Specific criteria 

7.8 
No negative impact 
activities  

The company offers no products or services of excursion 
providers that harm humans, animals, plants, natural 
resources (e.g. water/energy), or which are socially/culturally 
unacceptable.  
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7.9 Wildlife featuring  

Excursions and attractions in which captive wildlife is held 
are not offered, except for properly regulated activities in 
compliance with local, national and international law. In case 
of living specimens of protected and wildlife species these 
are only kept by those authorised and suitably equipped to 
house and care for them humanely. 

  

7.10 Wildlife harvesting 

Wildlife species are not harvested, consumed, displayed, 
sold, or traded, except as part of a regulated activity that 
ensures that their utilisation is sustainable and in compliance 
with local, national and international law. 

  

7.11 Wildlife interactions 

Excursions which include interactions with wildlife comply 
with relevant (e.g. Travelife) codes of conduct. Taking into 
account cumulative impacts, they do not lead to any adverse 
effects on the viability and behaviour of populations in the 
wild. Any disturbance of natural ecosystems is minimised, 
rehabilitated, and there is a compensatory contribution to 
conservation management. 

  

7.12 Skilled Guides  

In sensitive cultural sites (e.g. indigenous villages), heritage 
sites or ecologically sensitive destinations, guests will be 
guided by skilled guides.  

 
 

7.13 
Supporting local 
communities  

The company intends to include into packages or promote to 
clients excursions and activities which directly involve and 
support local communities (by purchasing services or goods, 
traditional crafts and local (food) production methods, visiting 
social projects). 

   

7.14 
Supporting environmental 
and biodiversity protection 

The company intends to include into packages or promote to 
clients, excursions and activities which support local 
environment and biodiversity (e.g. visiting protected areas, 
visiting environmental protection projects).  
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8. Tour leaders, local representatives and guides 

 

Tour leaders, Local Representatives and Tourist Guides can be regarded as a specific type of 

supplier or employee. In this text they are considered as individual people who are contracted 

directly by the travel company. Their contracts are often made on temporary and/or ad-hoc basis.  

 

Job descriptions 

 Local representatives - person who manages and supervises the holiday stay on behalf of 

the tour operator, ensuring the programme is carried out properly and providing practical 

local information. A representative usually welcomes your clients upon arrival, introduces 

them to the accommodation and destination, deals with customer problems on-the-spot, and 

advises them on, for example, local restaurants, rent-a-cars and local excursions.  

 Tour leaders – person who accompanies groups on round-tour itineraries within one or more 

destinations. A tour leader has similar responsibilities as a local representative but usually 

deals with one group at a time.  

 Tour(ist) guide – person who accompanies your guests on excursions and visits to e.g. local 

cultural attractions and natural heritage. In some countries a tour guide must first obtain an 

area-specific qualification and/or license to do this work. The tourist guiding qualification is 

specific to each country; in some cases the qualification is national, in some cases it is broken 

up into regions.  

 

Employment conditions 

The employment conditions of local representatives, tour leaders and guides should be fair and 

based on local legislation and international best practice standards, such as living wage and clear 

contract conditions. In case they are contracted indirectly, for example by your incoming partner 

or via local tourist agencies, you should also ensure these standards are kept. Moreover, in case of 

equal qualification you can give preference to local people. By doing that you support the local 

economy and contribute to the development of local skills.  

 

Qualification and sustainability interpretation 

As local representatives, tour leaders and guides are in direct contact with both clients and 

suppliers in the destination, they have a considerable impact on the quality of your clients´ 

holiday experience as well as on the (sustainability) choices they make. They have a key role in 

informing and advising your customers in selecting (sustainable) restaurants, excursions or visitor 

attractions; how to deal with waste; which souvenirs (not) to buy, local codes of behaviour (e.g. 

dressing codes); and how to recognise and inform authorities regarding sexual exploitation of 

children. 

 

Local representatives, tour leaders and guides should be well informed on local customs, social 

norms and sustainability issues; and have the proper skills to communicate this in positive and 

engaging manner to your clients. To ensure your sustainability policies are followed-up in practice 

and these (local) staff members remain updated on the latest consumer trends and sustainability 

targets, it is important to select qualified and skilled people and to provide them with regular 

training and explanations on the companies’ sustainability policies and relevant (sustainability) 

issues. 
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Local monitoring and feedback  

Local representatives and tour leaders have also a role in monitoring the (sustainability) 

performance of your local partners such as accommodations and excursion providers and on 

relevant sustainability issues and opportunities in the destination. This will support you in 

improving your product and client information and if needed to address any problems with local 

authorities.  

 

 

8.1 Actions/Solutions 
 

8. Tour leaders, local representatives and guides    

 
Title  Description Report  Obligatory  

 

8.1 
Preference local tour 
leaders / reps 

In case of equal qualification the company prefers to employ 
local tour leaders, representatives, tour guides, porters, 
drivers, cooks and other local staff (including management 
positions), and provides training as required.  

  

8.2 Employment conditions 

The business ensures that tour leaders, representatives, 
guides and other locally active staff, contracted by the 
company, understand the terms and conditions of their 
employment including remuneration. 

  

8.3 Living wage  
Tour leaders, local representatives, guides and other local 
staff, contracted by the company, are paid at least a living 
wage that is equal to or above the legal minimum.  

  

8.4 Training and education  
Tour leaders, local representatives and guides, contracted by 
the company, are qualified and are trained regularly.  

 
 

8.5 Sustainability policy  
Tour leaders, local representatives and guides are informed 
on the relevant aspects of the companies´ sustainability 
policy and are expected to comply with it.  

 
 

8.6 Sustainability knowledge  
Tour leaders and local representatives have been trained on 
general tourism sustainability principles. 

 
 

87 Destination knowledge  
Tour leaders and local representatives are knowledgeable 
regarding the destination including relevant sustainability 
aspects.  

 
 

8.8 
Customer 
communication  

Tour leaders, local representatives and guides inform clients 
on relevant sustainability matters in the destination (e.g. 
protection of flora, fauna, and cultural heritage, resource 
use), social norms and values (e.g. tips, dressing code and 
photography) and human rights (e.g. sexual exploitation).  

  

8.9 
Sexual exploitation of 
children: staff training  

Tour leaders and local representatives, contracted by the 
company, receive relevant information and/or training on the 
avoidance of sexual exploitation of children.  
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9. Destinations 

 

As destinations are selected because of their environmental qualities and social peacefulness, 

DMC’s who have invested in the branding and marketing of destinations have a direct interest in 

keeping their destinations in an intact condition. 

 

If cultural or natural tourist attractions are not protected, tourists will no longer be inclined to 

book a holiday to such a destination, or will merely go if it’s offered at a very low price. 

 

The sustainable development of a destination depends mostly on local and national decision 

making processes. DMC’s can influence these processes by giving preference to more sustainable 

destinations or by supporting destinations towards more sustainable policies. The reasons why 

they give preference to ‘sustainable destinations’ should be clearly communicated by the DMC’s 

in order to raise awareness within the destinations.  

 

 

9.1 Selection of destinations  
 

Tourist destinations are selected based on their tourism potential, which is traditionally made up 

of elements such as the natural and cultural attractions, the price level of tourism-related services 

(including the exchange rates), health and safety and security.  

 

In addition to these traditional criteria, a responsible tourism development strategy will also 

consider sustainability issues including the destination’s environmental, social and economic 

development records, and the potential positive and negative impacts that tourism might have on 

an area.  

 

Selecting destinations that measure their carrying capacity and work within this capacity, for 

example by limiting the construction of new hotels, can make it more likely that the area will 

remain attractive and sustainable for tourism in the long run. 

 

A DMC should also favour destinations with good-quality local labour or where training 

programmes are in place to increase the number of local people employed in tourism, whilst 

avoiding destinations where unacceptable labour conditions or working practices such as forced 

labour or child labour are common or where there is an unacceptable level of human rights 

abuses.  

 

In addition, giving preference to destinations that support financially sustainable practices and 

have an open and accountable tax system will help to maximise the local economic benefits of 

tourism.  At the same time stopping (or threatening to stop) tours to destinations with high levels 

of corruption and financial mismanagement will provide incentives for eliminating corruption in a 

destination. 

 

Sustainability assessment of destinations 

Below overview presents the most important issues for sustainable destination management. For 

individual tour operators it is hard to assess these items for each individual destination and to 

keep records of relevant sustainability information. However in future, Travelife will develop a 

shared database that allows travel companies to assess information on specific destinations.  
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Environmental Issues  

 Availability of fresh water, infrastructure and consumption 

 Energy availability, infrastructure and consumption 

 Transport infrastructure 

 Wastewater treatment systems 

 Hazardous and solid waste disposal systems 

 Air and water quality 

 Land-use and biodiversity conservation strategies 

 Compliance (or non-compliance) with relevant international declarations, conventions, and 

treaties 

 National, sub-national, regional and local environmental regulations  

 Activities to conserve and/or restore the habitats of endangered species 

 Activities to fight trade in threatened flora/fauna and archaeological/cultural heritage 

 

Planning issues  

 Proper and long-term zoning policy identifying and securing residential areas, recreation 

zones, open areas, public areas, private areas, proper and sufficient beach access etc. for the 

local population 

 Respect of local architecture, culture and scale by defining rules for construction (e.g. 

limitation of floor levels for building)  

 Clear long term vision of the type of tourism to be developed and the foreseen tourist target 

group 

 Protection of historic or authentic buildings or parts of villages and cities against uncontrolled 

development 

 

Social and Human Rights Issues  

 Compliance with International Labour Organisation (ILO) conventions on child and forced 

labour  

 Freedom of association  

 Non-discrimination 

 Programmes to combat sexual exploitation of children  

 Programmes to combat and mitigate the social impacts of HIV/AIDS  

 Citizen participation in planning process 

 Allocation of revenues generated from tourism to local communities, and levels of equity in 

the distribution of income  

 Compliance with international declarations, conventions and treaties on human rights  

 Policies and general conditions of indigenous (land) rights 

 Structures/procedures for dialogue and engagement with indigenous people about ongoing 

or planned projects 

 

The necessary information can be collected by DMC staff and local stakeholders combined with 

consumer feed-back, for example by ‘post-holiday’ questionnaires.  

 

In most cases, socio-cultural and ecological information can be found in environmental and social 

impact reports from governmental institutions, banks, NGOs, universities or businesses.  
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9.2 Influencing destinations 
 

If your company is already active in a destination you can exert influence for example by lobbying 

for and helping to develop and implement a long term destination vision. Of course, the most 

effective way is to cooperate with other tour operators in the destination. 

 

Cooperation with local stakeholders 

Tour operators and DMC’s can improve the positive effect of tourism on local economic and 

social development by cooperating with local stakeholders. This coordination and cooperation 

can not only improve the quality of tourist products and experiences, but also benefits the 

destination and its local population.  

 

Discussion with local partners and other stakeholders will demonstrate that your companies´ 

influence is present in every destination and can be activated. Often local stakeholders are 

pleased to receive feed-back from their trade partners as local stakeholders are not always aware 

of tourist expectations. It helps to build trust among tour operators, organisations and local 

citizens in the destinations, paving the way for long term relationships.  

 

For example you can inquire with local public officials whether they need any help with their 

projects. You can advise the local authorities about a more sustainable approach in terms of 

infrastructure, planning, sustainable construction, waste management and consulting the local 

citizens. Often the local people are unaware of the long-term consequences and risks of certain 

decisions.  

In addition to providing advice, you can pass on your knowledge by providing handbooks, 

training manuals, guidelines and access to data about market trends.  

 

Influencing environmental planning and management 

You can influence national and local authorities’ decision making processes regarding 

environmental planning and policy. The environmental quality of a destination can be preserved 

by proper management. For example by developing green areas, protected areas and pedestrian 

areas, or by planting trees, renovating coastal zones and implementing waste management 

systems.  

 

A group of tour operators that operate in a certain destination can also stimulate sustainability by 

approaching their common suppliers collectively (for example within the frame of Travelife 

sustainability system for accommodations). The effectiveness can be enhanced by cooperating 

with local tourist organisations and local governments. For example many authorities engage in 

environmental awareness campaigns for accommodations in their destinations. Support from 

international tour operators and DMC’s would greatly enhance their efforts.  

 

Conservation of natural and cultural heritage 

DMC’s can also play an important role in the development of sustainable tourism in and near 

protected areas. In this case, it is important that all stakeholders are involved, proper zoning is in 

place and tourism contributes economically to park management and socio-economic 

development of local communities. This means that entrance fees are paid for and DMC’s – on 

behalf of their clients – help verify that generated funds are well-spent.  

 

Additionally, you can support protected areas by promoting and marketing round trips and 

excursions, and by encouraging your clients to support nature conservation with a donation. At all 



 

 
Travelife Training ● Corporate Social Responsibility for Destination Management Companies 

 

86 

times, it is important to set an example and to select local excursion providers based on their 

compliance with clear codes of conducts 

 

Promotion of local products 

Tour operators and DMC’s can support local economies by promoting local trade. For example, 

tour operators can help local tradesmen to have their food produce and souvenirs comply with 

the standards of the western tourists. This can be achieved by offering training methods on food 

production and souvenirs that live up to the tourists’ expectations.  

DMC’s can also support local farmers by asking hotels to choose locally produced goods over 

products from other regions or countries  

 

Gifts and charity 

Another way to stimulate sustainability is by donations to sustainable developing projects or 

programmes. These gifts can be in cash or in kind, for example by making your staff available. 

These kind of activities often involve social and economic assistance to weak members of a local 

community, or the support of nature conservation projects in a destination.  

 

By communicating these acts of charity to your customers they will become motivated to make a 

contribution themselves. For example they can visit the project, which will enhance their 

understanding of the local culture even more and your guests will leave even more satisfied. You 

can also set up or choose a reforestation or nature conservation project, and request your 

customers to make a contribution to this charity (for example by means of carbon-offsets).  

 

 

9.3 Winter sports destinations 
 

Over the past decades the popularity of winter sports in mountainous areas has increased 

tremendously. Winter sports mostly affects the natural environment but it also has many socio-

economic effects. 

 

Socio-economic effects 

Winter sports provide income to many mountain regions. It assures seasonal employment for the 

local inhabitants in hotels, restaurants, transport and recreational services (ski teacher, guide) etc. 

Because of this many youngsters can find employment and can stay in their region.  

In winter the large influx of tourists affects the social structure. Many ski resorts grow from small 

and local recreational areas into large-scale holiday destinations. This is also stimulated by the 

upward trend of second homes in holiday destinations.  

 

Environmental effects 

Winter sports tourism affects the natural environment in many ways. The necessary infrastructure 

for winter sports (hotels, roads, chair lifts, ski trails) can damage the local ecology by tree cutting, 

erosion and avalanches, damage to vegetation and a shrinking amount of land for the animals to 

live on. Intensive skiing, snowboarding and cross-country skiing leave their tracks on the 

mountain slopes. Moreover, snow scooters and helicopter skiing waste high amounts of fuels and 

it disturb the animal life in the area. 

 

To compensate for a lack of snow and to lengthen the season, artificial snow is produced with 

‘snow canons’. This has a number of negative environmental effects: very high use of energy and 

water, pollution with added chemicals, noise and bad smells when diesel engines are used. 
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Global warming 

In the 20th century, the average temperature on earth has risen by one degree Celsius. Moreover, 

global warming has accelerated during the last few years. Expectations are that the temperature 

increase will be strongest in mountainous areas in the northern hemisphere, especially the Alps. 

Therefore, it is expected that European ski resorts below an elevation of 1200 meters will not be 

able to continue within the coming 50 years. By then, skiing will only be possible on slopes of 

higher altitude and the skiing season will become shorter. Obviously, this will have a serious 

impact on the tourism industry.  

 

Many resorts already take measures to protect the environment; for example with snow canons 

which do not use oils or chemicals, car-free ski resorts, free use of ski-buses and removal of wood 

with snow sleds in order to prevent damage to the soil and the vegetation. 

 

Promotion alternative winter sports 

Lower ski resorts, for example many destinations in Austria, can only continue when alternative 

activities can be offered. Cross-country skiing and other activities such as ice skating, mountain 

biking on ice and ice sailing, as well as wildlife observation should be promoted. This strategy is 

also relevant to protect the higher located destinations from overcrowding.  

 

 

9.4 Urban tourism 
 

For some cities tourism has always been an important source of revenue.  Moreover, an increased 

number of short holidays, more active and culturally interested senior citizens and more low-

budget carriers have made city trips very popular. 

 

Social, cultural, economic effects  

Tourism is a major source of income for city centres with high cultural value. It attracts a different 

type of shops in places abandoned by offices and industries due to traffic congestions and a lack 

of (parking) space. The money earned in tourism can be invested in the old centres to regain their 

former grandeur. Traffic-free streets can make the overall picture even more attractive. 

 

Local people also benefit through employment, higher property prices and economic growth. In 

less developed countries, tourism can be beneficial when it stimulates overall investments in 

infrastructure; for example in public transport and waste management systems.  

 

Potentially however, using urban heritage for tourism can give rise to mono-functional areas with 

a loss of authenticity. As urban heritage is usually located in the city centre, tourism can dominate 

other economic activities and turn city centres in tourist enclaves without regular urban activities. 

This can be avoided by spreading hotels, museums and other tourism infrastructure in the areas 

surrounding the old city centre.  

 

It can bear risks for a city to focus solely on tourism. The tourism market is very susceptible to 

shifts in demand and it is very sensitive to incidents. For example a bomb attack can cause 

demand to shift to another destination for many years. The cost of public services such as waste 

disposal and water purification rise with the growing number of tourists. Strong tourist 

development cause an increase of property prices which makes it more difficult for local people 

to acquire these properties. Moreover, the cost of living can increase as well. 
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Environmental effects 

A high number of visitors to urban heritage can also pose a threat. Major temperature changes, 

changes in humidity levels and strong vibrations can damage historic buildings and museums. 

These processes are irrevocable, which makes it essential to limit the number of visitors. 

The traffic infrastructure to the city has harmful effects on the surrounding landscapes. Moreover, 

the tourist traffic from and to the city centre (e.g. coaches) can cause congestion and air pollution.  

 

Accommodating tourists requires a large amount of hotel rooms in the historic city centres. Often 

authentic buildings are replaced by modern hotels.  Moreover, hotels can give rise to complaints 

about noise (air conditioning), stench, traffic and waste. It can be recommended to expand the 

tourist supply from the historic centre to other, less well-known areas of the city or the region. 

Many tourists enjoy exploring such unknown tracks. Convenient public transport systems can 

move tourists to city centres.  

 

Meeting with local city residents is another option. It fits well with the upcoming trend among 

tourists to get in touch with the local population. Artists, craftsmen, merchants and others can 

inform the visitors on the urban history, politics, environment etc.   

Theme tours can highlight specific elements of the city and its surrounding regions. For example 

Rio de Janeiro offers trips to the slums where youngsters are employed to guide the tourists 

around.  

 

Another interesting aspect is the alternative kinds of authenticity: the intangible heritage such as 

markets and festivals, out-of-season events, or trips to creative companies where the visitors can 

‘test and taste’. Alternative city routes can pass some ecologic initiatives such as parks and 

gardens, cycling routes, galleries, green shops and restaurants with use of so-called ‘green maps’.  

 

More and more cities offer city passes with price reductions for several services. For example 

public transport and attractions.  

 

 

9.5 Actions / Solutions 
 

9. Destinations       

 
Title  Description Report  Obligatory  

Selection of destinations 

9.1 Sustainable destinations  

Sustainability aspects within destinations are considered in the 
selection process of new destinations (e.g. traffic-free areas, 
sustainable city planning, proper waste management infrastructure 
and community participation). 

 
 

9.2 
Unsustainable 
destinations 

Destinations in which tourism leads to structural negative local 
effects in terms of biodiversity, waste; sanitation; human rights; and 
healthcare, water, energy and food availability are not selected 
(unless the company's involvement results in clear counter 
balancing effects).  

  

9.3 Accessible destinations  
In selecting new destinations the reach ability through more 
sustainable means of transport is considered.   

 

9.4 International sanctions 
The company complies with UN and other relevant (EU) sanctions 
regarding tourism destinations.    
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Local policies and initiatives  

9.5 
Compliance with local 
planning. 

The activities of the company are in compliance with legally based 
spatial planning, protected area and heritage regulations and 
destination management strategies of local, regional and national 
authorities.   

  

9.6 Local economic network  

The company supports initiatives that improve the relationships 
between accommodations and local producers, among which the 
production and distribution of local food products and souvenirs etc. 
(e.g. initiatives to improve quality level, logistics, transport) 

 
 

9.7 Policy influencing 

The travel company influences and supports local government 
(when possible together with other travel companies and 
stakeholders) concerning sustainability, destination planning and 
management, use of natural resources and socio-cultural issues. In 
case of unsustainable management and developments the company 
discusses this with the relevant authorities (directly or through local 
partner agencies). 

  

9.8 
Support biodiversity 
conservation  

The business supports biodiversity conservation, including protected 
areas and areas of high biodiversity, through for example financial 
contribution, political support, and integration in product offers.   

9.9 Forbidden souvenirs  

The company and its direct service providers do not promote 
souvenirs which contain threatened flora and fauna species as 
indicated in the CITES treaty and the IUCN ‘Red List’; historic and 
archaeological artefacts (except as permitted by law).  
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10. Customer communication and protection 

 

Effective communication with clients is essential before, during and after their holidays. It is an 

important instrument to increase general awareness on sustainability and to promote more 

responsible choices from your clients. Correct information on destinations and products will 

manage their expectations, avoid disappointment and increase the quality of the holiday 

experience. Moreover travel companies have a responsibility to inform their customers regarding 

health and safety risks and how to avoid them.  

 

 

10.1 Awareness and behavioural change 
 

The choices and behaviour of customers affect the sustainability of your holiday product. It relates 

to the transport, hotels and type of excursions they book, but also how they dispose of their 

waste, the products they buy and the food they eat. Often customers are not fully aware of the 

negative impacts of their holidays, especially in case the impacts are not seen over a longer 

period or they are not fully aware of the wider environmental and social relations in the 

destination. Therefore it is the responsibility of a International tour operator and DMC to make 

customers aware of the consequences of their choices and on how they can contribute to a more 

sustainable destination.  

 

Consumer awareness 

Recent research shows a strong and growing awareness of international customers regarding 

travel and sustainability: 

 

 Two thirds of British holidaymakers find it important that tour operators develop products 

with the lowest possible impact on the natural environment. 

 50 % of the Germans consider a clean and intact natural environment an essential condition 

for choosing a destination. 

 50% of Germans would choose for a hotel with a sustainability certificate when other relevant 

aspects such as price and comfort are the same.  

 The majority of U.S. (57%), Australian (62%), and British (74%) travellers favour hotels that 

employ local staff, and even higher proportions from each country expect that their hotels 

“guarantee good wages and working conditions”. 

 82% of Dutch customers would appreciate it if sustainability information would be part of the 

product information in travel brochures.  

 

These studies show that most customers are aware of sustainability, expect travel companies to 

act according to sustainability principles and provide them with advice and guidelines to make 

the right choices. A detailed overview of researches can be found on Travelife online platform.  
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Not all consumers have the same level of sustainability awareness and commitment. Roughly they 

can be divided in 3 more or less equal groups:  

 

1. True Greens (also LOHAS, Lifestyles of Health and Sustainability): most dedicated, high 

education and income, ready for action. Will react negative in case products are 

unsustainable (USA 30 %, Germany 40 %, Japan 15 %). 

2. Sprouts: positive and negative attitude, behaviour easily influenced, “do not want to do 

evil”. Will act positively if well informed and no negative personal consequences will occur.  

3. Hedonistic: it is somebody else’s responsibility. Individual cannot contribute to 

improvement of social and environmental situations. 

 

Ideally these groups need a different approach and communication style while selling the 

product. However as most target groups are mixed it is best to follow an approach which works 

for the three of them.  

 

Communication strategies 

Communication is a two-way process where the message sent by the sender should be 

interpreted in the same terms by the recipient. Different types of recipients (target groups) 

therefore need different messages and communication strategies. Some characteristics of 

effective communication are: 

  

 Clarity of purpose: it should be clear to the sender what the aim of the message is.  

 Completeness: the message delivered should be comprehensive. It can be supported by facts 

and observations.  

 Feedback: whether the message sent by the sender is understood in same terms by the 

receiver or not can be judged by the feedback received.  

 

Changing people’s behaviour follows the AIDA principle:  

 

Attention   observing and understanding the problem (awareness) 

Interest   accepting their own contribution to the problem 

Desire   availability of alternative choices 

Action   alternative choice is attractive  

 

 

As during their holidays clients want to escape from their everyday worries and responsibilities, it 

is important to choose the style and moment of communication carefully. At the same time 

however, most customers are aware of potential negative impacts and would appreciate to be 

informed on “how to do no evil”.  

 

Therefore clients should receive the information with short, positive and engaging messages that 

stimulate a sense of commitment without provoking sense of guilt. Positive language and 

messages should result in a preference for the sustainable alternative. It is most effective when 

clients are inspired towards more sustainable behaviour by the presentation of sustainable 

alternatives as quality and innovative products and by new experiences. This can be done by 

linking sustainability features with direct benefits for the customer. Secondary information could 

inform them that their choices also contribute to the conservation of the local culture and/or 

nature. 
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Sustainability feature Words to tell the story 

Contribute to the economy of 

poor rural areas  

Visit authentic communities, discover unknown places, 

contact with local people, learn about ancient traditions, 

experience local life.  

Preservation of local culture and 

traditions.  

Timeless traditions. Cultural diversity. Unmatched 

experience.  

Local products  Authentic, unique flavour / ingredients, sense of taste  

Chemical free produced food  Organic, ecological, natural,  

Proper planning 

Clean environment, quite, traffic free, relaxed atmosphere, 

harmonious with the surrounding nature, In balance with 

the surroundings.  

Biodiversity  
Discover unknown / unique species. Least know natural 

sanctuaries. Undiscovered. Virgin forests. Intact nature 

Environmentally friendly hotels  
State of the art technology proving comfort and ease 

throughout your stay.  

 

By using words like ‘authentic”, “traditional” and “natural’ you move away from moral obligation 

and will be able to relate to the “True greens” as well as the more hedonistic target groups. For a 

growing majority of holidaymakers, knowing that they did no harm or even contributed to 

sustainability will increase the quality of their experience. Research shows that most customers are 

willing to pay a premium (5-10%) for that.  

 

However, depending on the type of product, you might not want to lose your more hedonistic 

target groups that are less inclined to pay a premium. In that case and provided that it is well 

communicated, sustainability provides you with a competitive advantage as it increases the 

perceived value of your products.  

 

 

10.2 Communication within the full holiday cycle 
 

Sustainability can be communicated through different channels: e.g. publicity, brochures, 

websites, travel documents, magazines, in-flight videos, welcome meetings upon arrival, enquiries 

after their return etc. In order to be effective, the tone and content of the communication should 

not only be in line with the target groups and media used, but also adapted to the moment it is 

given: prior to booking or before, during, or after the holiday.  

 

A. Prior to booking  

Responsible marketing and promotion  

In order to reinforce the sustainable tourism message a company should ensure that its holidays 

are advertised in a responsible manner. Many countries have strict consumer regulations 

regarding advertising and marketing messages. Claims about the quality, facilities and locations 

of holiday destinations are a common cause of customer complaints and dissatisfaction. It is 

therefore essential that information about a destination, product or experience is correct and 

verifiable. This includes sustainability-related aspects such as respecting the cultural and 
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environmental integrity of destinations and resisting the commercial pressure to ‘over-sell’ tourist 

destinations as idyllic paradises. It is essential that brochures and other communication materials 

present an accurate image of the destination since it enables customers to make the choice that 

matches with their needs and interests.  

By implementing customer consultation guidelines and by maintaining proper fact sheets of 

destinations and products you can ensure that all sales staff communicate the same messages 

and key information in their interaction with clients. Through client feedback the guidelines and 

fact sheets can be regularly updated.  

  

Promoting a sustainable choice 

Through promotion materials and individual consultations, travel companies have an important 

role in motivating customers towards sustainable choices. Clients can be informed about different 

transport alternatives and their environmental effects, such as carbon emissions. Certified 

accommodations and excursions should be clearly indicated in order to attract positive attention. 

 

Carbon offsetting, in case not yet included in the package price, can be offered on a voluntary 

basis. This can best be done by including carbon offsetting as an integral part of the reservation 

and payment procedures. Alternatively, clients can be referred to a credible carbon offset scheme 

through a special leaflet or reference. This is however less effective as it requires an active 

approach and additional payment procedure.  

 

Customer protection  

Secure storage and handling of private personal and financial data is essential. In most countries 

regulations are in place in order to ensure the privacy and financial safety of customers. In many 

countries (e.g. EU), travel companies have to participate in an insurance system in order to refund 

clients in case of bankruptcy.  

 

Communicate your sustainability policy and actions 

General information on sustainable tourism and your companies’ sustainable tourism policies 

should be communicated in a very accessible manner. For example the organisations’ policies 

regarding sexual exploitation of children can be communicated with a standard text on the 

website, in brochures and in other publications. It is important to not only communicate your 

policy but also your achievements.  

 

B. After booking and in the destination  

Travel documents should provide customers with destination-specific information regarding 

sustainability as well as health & safety aspects, such as for example:  

 

 Local culture-related behavioural practices.   

 Information about local (public) transport means. 

 Illegal souvenirs, including in- and export of historic and religious artefacts. 

 Local restaurants, food and shops. 

 (non) sustainable food and fish species.  

 Policies regarding sexual exploitation of children. 

 Health & safety risks and precautions.  

 Emergency procedures and contact persons.  
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Local representatives, tour leaders and guides also have an important role in (verbally) 

transferring information and influencing the decisions of the customers. Moreover, (company 

specific) information materials in hotel lobbies can be an important communication channel.  

 

Codes of conduct 

A very practical and direct way to show the client how to travel more sustainably is by providing a 

code of conduct. Codes of conduct translate sustainability policies and objectives into practical 

tips and recommendations for clients. Codes of conduct are usually tailored towards certain 

activities or destinations. For example codes for mountain trekking, whale watching, diving or 

codes for visiting protected areas or cultural heritage. Travelife is developing a growing number 

of codes in co-operation with NGOs who are working on specific themes, such as the Born Free 

Foundation for captive animal activities. Destination codes of conduct can best be included in the 

travel documents and/or given upon arrival in the destination. Codes for a specific activity can 

best be communicated just before the beginning of the activity and/or explained by the tour 

leader.  

 

Local excursions can be enriched with information and interpretation about local people, nature 

and environment. In more and more destinations special excursions have been developed with a 

focus on nature conservation or community development (e.g. Gambia is Good demonstration 

farm, Rio Favela tours in Brazil). By promoting these “alternative” excursions travel companies can 

increase the awareness of their customers, support directly the initiatives and create local support 

for tourism development. Clients can also be encouraged to donate to local charities and 

sustainability initiatives, especially after they have experienced successful projects (for example 

tree planting, community facilities, or environmental education projects). 

 

C. After holidays 

To improve the quality of the travel product it is useful to stimulate clients to provide feed-back 

on their holiday experiences. It can be measured through structured enquiries and by monitoring 

the complaints. In order to improve the sustainability of the travel product and to monitor the 

effect of implemented policies it is essential to also include sustainability as a theme into the 

customer feedback forms. Questions can relate to the observation of any negative social or 

environmental aspects related to the product or the destination, or to the clarity and amount of 

information provided by the travel guide or local representative. The collected feedback on 

sustainability can then be used to discuss further improvements with suppliers, the local agent or 

the local government. 
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10.3 Actions / Solutions 
 

10. Customer communication and protection      

 
Title  Description Report  Obligatory  

 Prior to booking 

10.1 Consultation guidelines  
A company guideline for client consultation is available and is 
followed by client advisors.    

10.2 Customer privacy  The company ensures that customer privacy is not compromised.    

10.3 
Marketing and 
advertising messages  

Marketing and advertising messages comply with relevant standards 
and voluntary codes of conduct and do t promise more than is 
delivered. 

  

10.4 Product information  

Product information is clear, complete and accurate with regard to 
the company and its products and services, including sustainability 
claims. 

 
 

10.5 
Destination information, 
quality  

Destination information, including sustainability aspects, is factually 
correct, balanced and complete.   

 

10.6 
GHG / Carbon emission 
level 

Clients are informed about the GHG or carbon emission of the travel 
offer before booking in order to enable consumers to take this into 
account in their decision making process. 

 
 

10.7 Sustainable transport 

Clients are informed about the environmental impact of different 
transport options to reach the destination (in case these are t 
included in the package). Sustainable alternatives, when existing, are 
offered.  

 
 

10.8 Transport to the airport 

Clients are informed about and stimulated to choose sustainable 
transport options to the place of embarkation (e.g. special 
arrangements in co-operation with public transport companies such 
as Rail and Fly). Alternatives are provided for short distance 
connection flights.  

 
 

10.9 
GHG / Carbon 
compensation 
information 

Clients are informed about the possibilities for GHG or carbon 
reduction/compensation for the international transport in the package 
tour. 

 
 

10.10 
GHG / Carbon 
compensation with 
booking 

GHG / Carbon compensations of air transport is integrated as 
voluntary option in the booking form. Payment is channelled through 
the travel company.  

 
 

10.11 
Indication sustainable 
accommodation and 
excursions  

(Certified) sustainable accommodations, excursions, packages 
and/or transport options are promoted with logos or other messages. 
They are recognisable to consumers and presented as the “better” 
option.  

 
 

10.12 
Travel advise 
sustainable offers.  

In the frame of personal travel advise, the customer is informed 
about sustainable alternatives concerning accommodations, 
excursions, package holidays and transport options, if available. 

 
 

10.13 
Sustainability 
commitment  

Consumers are clearly informed about the participation and/or 
certification of the company by Travelife and the related sustainability 
commitments and actions.  

 
 

After booking and during holidays  

10.14 
Destination information 
and interpretation  

Information is provided to consumers about the natural surroundings, 
local culture and cultural heritage in the holiday destination.   

 

10.15 
Sustainability 
information  

Consumers are informed about key sustainability aspects and issues 
in the destination and receive recommendations on how to make a 
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positive contribution (e.g. limitation of resource use, waste, illegal 
souvenirs, cultural habits, dress code, initiatives to be supported).  

10.16 Health and Safety  
Customers are informed regarding risks and precautions related to 
health and safety matters in the destination.  

 

10.17 
Destination contact 
person   

A contact person and permanently reachable telephone number is 
available for emergency situations.   

10.18 Emergency situations  
Guidelines are available and relevant personnel are educated on 
how to deal with emergency situations in the destination.    

10.19 
Codes of conduct / 
guidelines for sensitive 
excursions or activities.  

Clients receive documented guidelines and/or codes of conduct for 
sensitive excursions and activities in order to minimise negative 
visitor impact and maximise enjoyment. The guidelines are 
developed with collaboration and consent of relevant NGOs and the 
affected community. 
 

- Animal attractions 
- Marine activities (snorkelling, diving, whale, dolphin and turtle 
watching) 
- Sport fishing 
- Visiting cultural or historically sensitive sites  
- Wild life watching and visiting protected areas 
- Encounters with native and traditional cultures 
 

These codes of conduct describe the desired behaviour of the client 
as well as key elements of the standard the service provider is 
expected to comply with. Distribution is based on an assessment 
within the own product offer and from excursions and activities 
offered in the specific destinations visited (see also under 
excursions).  

  

10.20 Sexual exploitation  

Customers are informed about commercial, sexual or any other form 
of exploitation and harassment, particularly of children and 
adolescents. 

  

10.21 Illegal souvenirs  

Clients are informed about applicable legislation concerning the 
purchasing, sales, in- and export of historic or religious artefacts and 
articles containing materials of threatened flora and/or fauna in the 
destination (e.g. CITES).  

  

10.22 
Local services and 
goods 

Clients are motivated to use local restaurants and shops    

10.23 
Sustainable transport 
options  

Where feasible clients are informed on sustainable transport options 
in destinations. For example by providing information on public 
transport. 

  

10.24 Donations 

Clients are encouraged to donate (e.g. through travel company 
supported charities) to local charity and sustainable initiatives (e.g. 
nature conservation, cultural and social projects).  

 
 

After holidays 

10.25 Client satisfaction 
Client satisfaction is systematically measured and the results are 
taken into account for service and product improvements.    

10.26 
Sustainability and client 
satisfaction  

Sustainability is an integral part of the research into client 
satisfaction.   

 

10.27 Complaints  
The company has clear procedures in case of complaints from 
clients.    

 


