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Workshop Outline

Introduction to Sustainability 

Adopting a Conscious Business Mindset

Understanding Conscious Travellers

Using a Sustainability Framework to Provide Direction 

Developing your Conscious Tourism Offerings  

Storytelling without Greenwashing   

Getting involved in the ‘Explore, Preserve’ Campaign



Introduction to 
Sustainability 



What is Sustainability?

A state of ‘not making things worse’ 
and sustaining the environment your 

business operates in for it to theoretically 
run forever. 
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3 Pillars 
Of Sustainability
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Sustainability Spectrum 

Regenerative

Degenerative

Sustainable

Net Zero Impact

‘Not making things worse’

Net Positive Impact
‘Making things better’

Net Negative Impact
‘Making things worse’

Adapted from Anna Pollock’s 
Regenerative Tourism Model.
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You

Your Business



Sustainability is a Vision, not a Goal.



Sustainability is a Vision, not a Goal.

Make Actions your Goals instead.



Adopting a 
Conscious 
Business 
Mindset 



A Conscious Business Mindset acts as a Driving Force

Regenerative

Degenerative

Sustainable

Conscious Business Mindset
Conscious Businesses 

are businesses who operates 
with the intention of creating 

positive impact.

Adapted from Anna Pollock’s 
Regenerative Tourism Model.



Conscious vs Unconscious Mind

Conscious Mind 

Defaulting to 
your brain’s 

autopilot 
mode.

Unconscious Mind 

Putting in effort 
to make your
thoughts
intentional.



Challenge Your Beliefs. 

There is always a more sustainable 
solution than what you might choose 

unconsciously.



Conscious Decisions Lead to Better Unconscious Decisions

Conscious Mind 

Defaulting to 
your brain’s 

autopilot 
mode.

Unconscious Mind 

Putting in effort 
to make your
thoughts
intentional.

96% of 
Mind Space

4% of 
Mind Space



.

Having a Conscious 
Business Mindset             
is the practice of 

intentionally making 
decisions that align with 

your organisation’s 
Purpose, and considers 
the impact on People, 

Planet and Profit.



Adopting a 
Conscious 
Business 
5 Mindset Shifts



5 Conscious Business Mindset Shifts

1. Adopt the identity of a 
conscious business

2. Identify a purpose 
beyond profit

3. Communicate your 
conscious values with 
your employees 

4. Get clear on your 
desired target market

5. Rethink your decision-
making process



Source: Yarra Ranges Tourism’s Customer Personas

https://www.visityarravalley.com.au/yarrarangestourism/partners-portal/customer-personas-for-our-region


Why become a Conscious Business?



Why become a Conscious Business?

Because you attract 
Conscious Travellers.



Understanding 
Conscious 
Travellers 



Who are Conscious Travellers?



Who are Conscious Travellers?

They are eco-minded traveller 
who consider sustainability 

as one of their 
core values.



Who are Conscious Travellers?

They seek experiences that make 
them feel like they’re having a 
positive impact on the people 

and places they visit.



3 Conscious Traveller Segments 

1. Luxury Conscious 
Travellers 

2. Young, Conscious 
Families 

3. Budget Conscious 
Travellers 



Customer Personas for the Yarra Valley & Dandenong Ranges

Luxury Conscious 
Travellers

Budget Conscious 
Travellers

Young, Conscious 
Families

Source: Yarra Ranges Tourism’s 
Customer Personas

https://www.visityarravalley.com.au/yarrarangestourism/partners-portal/customer-personas-for-our-region


Why are Conscious Travellers a 
worthwhile target market for your 

business?



Why are Conscious Travellers a 
worthwhile target market for your 

business?

Here are 5 Reasons.



5 Reasons - This Target Market:

1. Is expanding

2. Travels mid-week and 
off-peak

3. Spends more, stays 
longer 

4. Has increased brand 
loyalty 

5. Will become your 
passionate staff



Global Traveller’s Desire to Travel Sustainably

Source: Booking.com Global 
Sustainable Travel Report. (2018).

13%

87%

Desire
No Desire

https://news.booking.com/where-sustainable-travel-is-headed-in-2018
https://news.booking.com/where-sustainable-travel-is-headed-in-2018
https://news.booking.com/where-sustainable-travel-is-headed-in-2018


Global Traveller’s Desire to Travel Sustainably vs Success Rate

Source: Booking.com Global 
Sustainable Travel Report. (2018).

13%

48%

39%
Desire and success
Desire but no success
No Desire

https://news.booking.com/where-sustainable-travel-is-headed-in-2018
https://news.booking.com/where-sustainable-travel-is-headed-in-2018
https://news.booking.com/where-sustainable-travel-is-headed-in-2018


Information Acquisition is a Barrier for Sustainable Travel 

Source: Booking.com Global 
Sustainable Travel Report. (2018).

https://news.booking.com/where-sustainable-travel-is-headed-in-2018
https://news.booking.com/where-sustainable-travel-is-headed-in-2018
https://news.booking.com/where-sustainable-travel-is-headed-in-2018


Source: Experience Victoria 2033.

https://djsir.vic.gov.au/__data/assets/pdf_file/0010/2172079/Experience-Victoria-2033-web.pdf
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Source: Tourism Australia. (2023).

https://www.tourism.australia.com/content/dam/digital/corporate/documents/tourism-australia-industry-webinar-24-february-2023.pdf


5 Reasons - This Target Market:

1. Is expanding

2. Travels mid-week and 
off-peak

3. Spends more, stays 
longer 

4. Has increased brand 
loyalty 

5. Will become your 
passionate staff



5 Reasons - This Target Market:

1. Is expanding

2. Travels mid-week and 
off-peak

3. Spends more, stays 
longer 

4. Has increased brand 
loyalty 

5. Will become your 
passionate staff



Source: Young Tourism Network. (2021).

https://youngtourismnetwork.com.au/young-voices-in-tourism-report-highlights-need-for-rethink-on-engaging-young-people-in-tourism-sector/


5 Reasons - This Target Market:

1. Is expanding

2. Travels mid-week and 
off-peak

3. Spends more, stays 
longer 

4. Has increased brand 
loyalty 

5. Will become your 
passionate staff



How do you Attract and Retain 
Conscious Travellers?



5 Actionable Steps to Attract and Retain Conscious Travellers

Adopt a 
Conscious Business 

Mindset

Use a Sustainability
Framework to 

Provide Direction

Develop your 
Conscious Tourism 

Offerings

Tell Your Story 
Without 

Greenwashing

Get involved in the 
‘Explore, Preserve’

Campaign

1 2 3 4 5



Using a 
Sustainability 
Framework to 
Provide 
Direction



Comparison of 5 Different Sustainability Frameworks

Industry Primary Purpose Scale

Framework Tourism-
specific

All 
Businesses

Certification /
Accreditation

Other /
Reporting Global Australia



Source: UN Sustainable 
Development Goals

https://sdgs.un.org/goals
https://sdgs.un.org/goals
https://sdgs.un.org/goals


Source: GRI Standards.
Example: Hilton Hotel Report.

https://www.globalreporting.org/standards/
https://cr.hilton.com/wp-content/uploads/2020/04/Hilton-2019-CR-Report.pdf


Source: GSTC Criteria

https://www.gstcouncil.org/gstc-criteria/


Source: Ecotourism Australia

https://www.ecotourism.org.au


Use this free B Impact Assessment Tool to audit your business

Source: B Corp

https://www.bcorporation.net/en-us/programs-and-tools/b-impact-assessment/
https://www.bcorporation.net/


Destinations use Sustainability Frameworks too

Source: Yarra Ranges Tourism’s 
Destination Management Plan

https://www.visityarravalley.com.au/yarrarangestourism/about-1/destination-management-plan


8 Strategic Priorities in our Destination Management Plan 

Source: Yarra Ranges Tourism’s 
Destination Management Plan

1. Developing a night-time 
and mid-week visitor 
economy.

2. Statutory Planning & 
Environment: Sustainable 
development.

3. Accommodation: For 
visitors to enjoy and 
workers to call home.

4. Transport & Accessibility: 
Easing congestion and 
better access for all.

7. Marketing & 
Distribution: 
Changing 
visitor    
travel 
behaviour.

8. Sustainable 
workforce: 
Growing the 
region’s 
capabilities 
for the 
future.

5.Developing and leveraging new 
attractions and experiences

5.1.Nature: Leveraging world class 
nature-based experiences

5.2.Food & Drink: Elevating the 
region’s reputation

5.3.First Peoples Experiences: 
Embedding Traditional Owner values 
& experiences across tourism

6. Leadership and Advocacy
6.1.Governance & 

Leadership: Delivering 
efficiently

6.2.Advocacy: One voice, 
one message for 
sustainable tourism

https://www.visityarravalley.com.au/yarrarangestourism/about-1/destination-management-plan


Developing 
your Conscious 
Tourism 
Offerings



Primary Purpose Beyond Profit

Secondary Purpose Beyond Profit

Source: For Change Co Website.

https://forchangeco.com.au


4 Options for Developing a Conscious Tourism Offering

Improve the 
sustainability of your 
core tourism offering.

Partner with an existing 
Conscious Business to 

create a package.

Organise events 
that focus on 
sustainability. 

Create a new secondary 
tourism experience for 
Conscious Travellers.
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Storytelling 
without 
Greenwashing



Storytelling 
without 
Greenwashing
Marketing is a series of stories 
told by a business to get a desired 
audience to buy their product.



Storytelling 
without 
Greenwashing
is the act of making false or 
misleading statements about the 
extent of a business or product 
being environmentally friendly, 
sustainable or ethical.



Consequences of Greenwashing

Loss of perceived 
trustworthiness.

Risk of customer 
dissatisfaction.

Unlikely to retain 
Conscious Travellers.



Customer Satisfaction vs Dissatisfaction



How do we bridge the gap between a customer’s 
expectations and their actual experience?



How do we bridge the gap between a customer’s 
expectations and their actual experience?

Through Transparent Marketing.



5 Transparent Marketing Tips:

1. Don’t use buzzwords 
like “sustainable” and 
“regenerative” loosely

2. Verify your claims with 
internal and external 
validation

3. Adopt sustainability as 
a content pillar

4. Show your humanity 
and own your mistakes

5. Tell your story



Using Sustainability Buzzwords: Do’s and Don’t

Sustainable Accommodation 
in the Dandenong Ranges

(No further explanation given)



Using Sustainability Buzzwords: Do’s and Don’t

Accommodation in the 
Dandenong Ranges

(No mention of sustainability)



Using Sustainability Buzzwords: Do’s and Don’t

Sustainable Accommodation 
in the Dandenong Ranges

(Link to sustainability page)



Using Sustainability Buzzwords: Do’s and Don’t

Our business has adopted a 
regenerative approach to doing 

business.

…on a sustainability journey…



Using Sustainability Buzzwords: Do’s and Don’t

Accommodation in the 
Dandenong Ranges:

Playing our part to make the 
hills sustainable through wildlife 

conservation



5 Transparent Marketing Tips:

1. Don’t use buzzwords 
like “sustainable” and 
“regenerative” loosely

2. Verify your claims with 
internal and external 
validation

3. Adopt sustainability as 
a content pillar

4. Show your humanity 
and own your mistakes

5. Tell your story



Internal Validation Examples

Having a sustainability 
page on your website.

Spotlighting your 
sustainability efforts in 
blogs and social media 

posts.

Creating an annual 
impact report.



External Validation Examples

Having sustainability 
efforts featured in the 
media or by a regional 

tourism board.

Having a respected 
influencer feature your 

business on their 
channels.

Pursuing sustainability 
accreditation or 

certification to use 
recognisable logos.



External Validation

Can be expensive.

Can tap into a larger 
audience. Can be unpredictable.

Adds credibility.

Pros Cons



5 Transparent Marketing Tips:

1. Don’t use buzzwords 
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“regenerative” loosely

2. Verify your claims with 
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5. Tell your story



Content Pillars

Content Pillars are a set of themes or topics that your business uses consistently to discuss and 
create content about on social media and your other digital platforms.

5 Example Content Pillars

Your 
Destination. Your Team. Happy 

Customers.Sustainability. Products and 
Services.



5 Transparent Marketing Tips:

1. Don’t use buzzwords 
like “sustainable” and 
“regenerative” loosely

2. Verify your claims with 
internal and external 
validation

3. Adopt sustainability as 
a content pillar

4. Show your humanity 
and own your mistakes

5. Tell your story



Read Article Here

https://www.intrepidtravel.com/adventures/we-used-to-ride-elephants-for-fun/


5 Transparent Marketing Tips:

1. Don’t use buzzwords 
like “sustainable” and 
“regenerative” loosely

2. Verify your claims with 
internal and external 
validation

3. Adopt sustainability as 
a content pillar

4. Show your humanity 
and own your mistakes

5. Tell your story



Transparent Marketing

The aim isn’t to trick customers into visiting 
and leaving with unmet expectations.



Transparent Marketing

The aim isn’t to trick customers into visiting 
and leaving with unmet expectations.

.Our aim is to exceed their expectations 
and turn them into loyal, repeat customers.

.



5 Transparent Marketing Tips:

1. Don’t use buzzwords 
like “sustainable” and 
“regenerative” loosely

2. Verify your claims with 
internal and external 
validation

3. Adopt sustainability as 
a content pillar

4. Show your humanity 
and own your mistakes

5. Tell your story



Getting 
involved in the 
‘Explore, 
Preserve’ 
Campaign



‘Explore, Preserve’ Sustainability Campaign

Aim: To make it easier for tourists to find sustainable tourism experiences in our region and to strengthen our 
region’s position as a nature-focused, sustainable destination that cares for the environment and its 

interconnected cultural identity.

Website: Sustainability webpage and ‘Sustainability Stories’ blog posts.

Social Media: 
Visit Yarra Valley & 

Dandenong Ranges.

Email Marketing: 
What’s On and 

Industry News eDMs.

Press Release:
Containing all 

sustainability stories.

Paid Ads:
Social Media and 

Google Ads.



Want to share your 
Sustainability Story?

Email Gwen: 
content@yarrarangestourism.com.au

mailto:content@yarrarangestourism.com.au


Conclusion 



What is Sustainability?



Sustainability Spectrum 

Regenerative

Degenerative

Sustainable

Net Zero Impact

‘Not making things worse’

Net Positive Impact
‘Making things better’

Net Negative Impact
‘Making things worse’

Adapted from Anna Pollock’s 
Regenerative Tourism Model.



Who are Conscious Travellers?



5 Reasons - This Target Market:

1. Is expanding

2. Travels mid-week and 
off-peak

3. Spends more, stays 
longer 

4. Has increased brand 
loyalty 

5. Will become your 
passionate staff



How do you Attract and Retain 
Conscious Travellers?



5 Actionable Steps to Attract and Retain Conscious Travellers

Adopt a 
Conscious Business 

Mindset

Use a Sustainability
Framework to 

Provide Direction

Develop your 
Conscious Tourism 

Offerings

Tell Your Story 
Without 

Greenwashing

Get involved in the 
‘Explore, Preserve’

Campaign

1 2 3 4 5



Conscious Travellers are looking for 
tourism businesses that care.



Conscious Travellers are looking for 
tourism businesses that care.

Not necessarily those that are perfect.



Thank You for listening.



Thank You for listening.

Share your Sustainability Story with Gwen: 
content@yarrarangestourism.com.au

mailto:content@yarrarangestourism.com.au


Need guidance on your sustainability journey?

Email: hello@conscioustraveller.co
Website: conscioustraveller.co 

Conscious Traveller Collective

mailto:hello@conscioustraveller.co
https://conscioustraveller.co?utm_source=YRT_Workshop_Slides&utm_medium=Workshop_Slides
https://www.linkedin.com/company/conscious-traveller-co/

