


CLOCKWISE FROM LEFT: Rewilding  

in the Central Apennines, Italy; zipline,  

Costa Rica; vegan food, Greece  

PICTURES: Exodus/Bruno D’Amicis; Responsible Travel

“The words ‘sustainable’ and 

‘eco-friendly’ are used very 

liberally these days so it’s 

important agents are able to 

recognise companies that are 

genuinely taking action. The 

good news is that with a few 

simple steps you can help your 

clients make the best choices 

for people and the planet.

l Look out for suppliers with 

a recognised certification such 

as Travelife or B Corp. This 

means they have been through 

a rigorous process to establish 

their green credentials.

l Do your research.  

A company you can trust 

will have information on their 

website explaining what 

they’re doing now and where 

they aim to be in future. 

Transparency is everything.

l Don’t be afraid to ask how 

a hotel or tour operator is 

taking steps to operate more 

sustainably. Do they have 

goals and are they reporting 

on their progress? Are they 

supporting any good causes?

l Sustainability is not only 

about carbon emissions – it’s 

about people too. A company’s 

recruitment policy can say a lot 

about them. Do they employ 

local people? What are their 

diversity and inclusion policies?”

Joanna Reeve 

head of business development 

and partnerships,  

Intrepid Travel
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ASK THE 

expertexpert

people is a top priority,” says Sweeting. “It’s important 

for agents to emphasise how community tourism 

experiences actually enhance the tour and help to create 

amazing memories. Spending the night in a local family 

home and sharing a meal around their kitchen table is so 

special. It enhances the travellers’ experience, but also 

really teaches them about the local way of life.”

 

SERVE UP LOWER-IMPACT VEGAN TRIPS

As well as community initiatives, other well‑known 

ways clients can lower their impact while in a 

destination include staying for longer and opting for 

eco‑friendly modes of transport such as trains and 

cycling. But, perhaps less obviously, choosing a more 

environmentally friendly diet can make a big difference 

too, with operators increasingly offering vegan trips for 

travellers seeking plant‑based menus.

“Opting for local, plant‑based food will significantly 

reduce anyone’s holiday carbon footprint,” says Tim 

Williamson, customer director at Responsible Travel, which 

added nearly 1,000 vegan trips last year. It has seen 

demand for its vegan trips quadruple in the past decade. 

“World travel has become much more accessible 

to veganism. Customers will find beautiful plant‑based 

choices in countries from Italy and Greece to India, 

Thailand, Jordan and many more,” says Williamson.

And vegan touring isn’t limited to wellness trips. 

Responsible Travel’s vegan trips to Ethiopia, where a 

plant‑based diet has been part of life for centuries, include 

trekking and a visit to the medieval capital. Its vegan 

tours to Greece include cookery sessions with locals. 

POINT TOWARDS GREEN DESTINATIONS

Another great way to point clients in the right direction is 

getting them to places where it’s easy to be green.

“Be ready to advise clients on the sustainability 

practices in the destination,” says Heather Magnussen, 

responsible travel and sustainability manager at Audley 

Travel. “Agents can look at whether the destination has 

an effective recycling scheme in place, leads the way 

in wildlife conservation or uses profits from tourism to 

provide community support.”

From Copenhagen, where cyclists rule the roads and 

which aims to be the world’s first carbon‑neutral capital 

by 2025, to Costa Rica, where ecotourism helps to fund 

conservation efforts, there are plenty of destinations 

where it’s easier for clients to make greener choices.

 

TALK ABOUT REWILDING

Exodus has committed to rewilding 100 square metres 

of land per passenger. The operator’s head of 

sustainability, Kasia Morgan, says this is a great way 

to make selling sustainable trips more compelling than 

simply talking about reducing a trip’s carbon footprint.

“Exploring rewilded mountains in Italy, conserved 

corners of the rainforest in Costa Rica or lesser‑known 

national parks in Sri Lanka will not only provide your 

clients with unique experiences of the wild and natural 

world but also contribute towards the protection and 

regeneration of biodiversity,” she says.

Taking the less‑travelled road has long been an 

exciting prospect for travellers – and when it’s the 

sustainable option too, all the better. TW
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