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Workshop Outline

-
Jntroduction to Sustainability

-
kAdopting a Conscious Business Mindset

-
kUnderstanding Conscious Travellers

-
kUsing a Sustainability Framework to Provide Direction

-
kDeveloping your Conscious Tourism Offerings

-
étorytelling without Greenwashing

-
éietting involved in the ‘Explore, Preserve’ Campaign
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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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Purpose
of Organisation




Sustainability Spectrum

Net Zero Impact

Net Negative Impact

‘Making things worse’

Sustainable
Net Positive Impact
‘Making things better’

‘Not making things worse’

Adapted from Anna Pollock’s
Regenerative Tourism Model.
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Sustainability Spectrum

Net Zero Impact

Your Business

Net Negative Impact You l
‘Making things worse’ l

Sustainable
Net Positive Impact
‘Making things better’

‘Not making things worse’

Adapted from Anna Pollock’s
Regenerative Tourism Model.
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A Conscious Business Mindset acts as a Driving Force

Sustainable

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 Unconscious Mind

Putting in effort
to make your
thoughts
intentional.

Defaulting to
your brain’s
autopilot
mode.




Challenge Your Beliefs.

There Is always a more sustainable
solution than what'you might choose
unconsciously.



Conscious Decisions Lead to Better Unconscious Decisions

Unconscious Mind

Conscious Mind

Putting in effort
to make your

Defaulting to
your brain’s

thoughts autopilot
intentional. mode.
4% of 96% of
Mind Space Mind Space
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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.







5 Conscious Business Mindset Shifts

1. Adopt the identity of a
conscious business

2. ldentify 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

the heart of the the wealthy couple
middle-income living life

family

the active dad with a
the aspirational /' love of the outdoors

ntermationalist

the go-getting

the couple i
el e couple thal

splash the cash

the yourg the successful

professional socialite Ne'w Malbournian

YARRA RANGES TOURISM



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

Why become a Conscious Business?



p & LR
o b »
- ' P
4 . ’
A“;,}‘ -~ '
' o
b,
.'.\..; "R °
: :
% -l oy
N 1 »
Ty ot .
N e rin
P ! .

e R
"t T
Agad”
-39-. s
,
]

£

o

dnsdous Business?

?

,e you:attract







\ | S ..
. W W e \.%v. & ]
9
f
A - .
; “. Yo
A
&y .,. A
’ ! —c
<
- | .

Y.s. v a—— | > METTNT S R g 5 - ‘A .,
I o N PR S A A

P S . |
<, . 7 ) o : |

w_... P PN A



g . v . -\ .
. Y L o ;
R . ; [ =

¥t Ve e

B . (o . 3
:’éh ? PRI Tt B «‘aui &

Nu‘!.

-) , _ j‘t»;:'.‘ .
: ‘h?s | e

- Whé are Cprﬁsdlous Travellers’?

They are egco mmded traveller
who consider sustainability
.- as one of their
core values.
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- Whé) are Consdlous Travellers’?

They seek ,experlences 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

-

N

Luxury Conscious
Travellers

c{f_&ca- " 7&4 JMC

—_— S

Budget Conscious
Travellers

~

Source: Yarra Ranges Tourism’s
Customer Personas

~

Young, Conscious
Families

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

Why are Conscious Travellers a
worthwhile target market for your
business?
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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

@® Desire
® No Desire

Source: Booking.com Global : \ A(
Sustainable Travel Report. (2018). T T R



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

@® Desire and success
@® Desire but no success
® No Desire

Source: Booking.com Global : \ A(
Sustainable Travel Report. (2018). e O



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

Top global obstacles to traveling more sustainably

Costs — not being able to afford the extra expenditure 42%

Information / lack of certification — not knowing how to make my travel

. 32%
more sustainable
Time — travelling sustainably would be too time consuming 22%
Destination - travelling sustainably would limit travel to less appealing 229,
destinations
Luxury / comfort — sustainable travel does not meet the level of luxury / 20%
{c comfort accustomed to
,ﬁr Ol
Source: Booking.com Global : v A(

Sustainable Travel Report. (2018). R T
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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

TRENDS AND OFPORTUNITIES

The visitor economy

will be defined by four
major trends over the
next decade.

The rise in Asian migration

Owversecs migraxion - particulary from india ona
Cnirc - has been the <ey driver 2* popuation Jrowth
for ALSTral e foe Tha past camce. The COVIND A9
pandemic severely comnpromised ower seos imlaraton,
but rigraton s sexpeCt2d 1o retum as the key driver
of populkat cr growth. Victorinalready hasa strong
VISEING Irarcds and relrtwves (VER) marks” - exgected
10 INCSrease r ine wath populalion growth

Increase in working from home

Ihe increosa in acrare trm home has led o
severa gl companies instituting ‘aork from
anywhare' polcies This has alowed pennle 1o
comibine wark cnd Troual and <ty Ianger in
acestinatinn Ath the "ght sethings, saachns
accommaodation with aorkspaces ond strerg
connactivity, there is or apportunity tor regiona|
Victonatocottinet: mng.cmv wvelicrsarad

dgtnl nomnas

Conscious consumers

Trawallars are ircraasiraly looking for authentic
bronds that akgn with values such os sustcinablity,
nclugivity anc dwersity, ena action towards Treaty
They want to connact with roture, Firet Pecplee
culture, ana local poople, ana cat local precuce.
With action an Treaty and progress tomards nat

2or> €M e8.0nE, o craside a strong eocicd aviergr £
toctor, Vietoric i well-ploced to be front-cf-mrg
fertao cenccious concumar coegment

Nature-based tourism

Rescarch has consistently shown the importance

of naturc soszd tourem. Imgcrtantly, reture bascd
tour am cid rct exper erce any decline during the
pandamis. With Victoria'e compact gecgrophy and
diversity of noture, we have o signh ficort opportun ty
to grow our reousation for noture bascd towrism
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https://djsir.vic.gov.au/__data/assets/pdf_file/0010/2172079/Experience-Victoria-2033-web.pdf

5 Reasons - This Target Market:

1. Is expanding
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3. Spends more, stays
longer

4. Has increased brand

loyalty

5. Will become your

passionate staff



5 Reasons - This Target Market:
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3. Spends more, stays

4. Has increased brand

loyalty

5. Will become your

passionate staff



SUSTAINABILITY: MORE
THAN 75% OF

coMMm To SUPERFICIALIST :. ’) FOCUSED w%.._; DEVOTEE '_,/;»}ﬂ
SUSTA' NMI m lN cmsidmimparmm to do, cansidered important ta do,
and willing to pay for some and willing to pay for most

SOMEWAY &

1IN3 :

ARE SUSTAINABILITY gt &

=¥ e 5 ==

DEVOTEES OR Al e, W e o i
but unwilling to pay for any a pay for some a o pay

BELIEVERS e

INCIDENCEOF SUSTAINABILITY PERSONAS

A

M AEER OF PRACTICES WILLING T0 PAY
EXTRA,

F i ol Shoby' Torisw Semard Pessarch O atiisfvn valosticn phma Aptbhviyy 2002
SOCMTIN 2503 20 WO Cuesions E1. How imgotal ae each of 17 "oliow 1) 20 00 wEen Taraling T EX Imagite you haed i0entified TaD exdedences et oy
eyl gy you ai bookorg Tor 01 your meel sasioon 1 o e e e low g @00 e 0Tt O3 00 afect slalerrad e sopbes ko youi

Fawen: Gl sard. Ml v = 22,7300
TCURISM AUSTRAL u’
7

Source: Tourism Australia. (2023). :'. A(
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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
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5 Reasons - This Target Market:
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YOUNG VOICES IN TOURISM

YOUNG PEOPLE’S PERSPECTIVE OF THE AUSTRALIAN TOURISM INDUSTRY

KEY FINDINGS

j[-_ More young people are likely to dissuade someone from working in the
" tourism industry rather than recommend someone work in the industry
940/ Say working for an ethical company .
O i very or extremely important

(o) Believe that the industry is doing
44 /o well in regard to reconciliation with o
First Nations Australians 1 I n 4

550/ Believe that Australia's tourism Think the Australian
© industry was responding well in tourism industry is addressing
climate change

regard to diversity & inclusion



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

longer

4. Has increased brand

loyalty

5. Will become your

passionate staff
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5 Actionable Steps to Attract and Retain Conscious Travellers

1 2 3 4 5
Adopt a Use a Sustainability Develop your Tell Your Story Get involved in the

Conscious Business Framework to Conscious Tourism Without ‘Explore, Preserve’
Mindset Provide Direction Offerings Greenwashing Campaign

.........................
------------
............
oooooooooooooooooo
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Comparison of 5 Different Sustainability Frameworks

[ Industry PrimaryPurpose | Scale |

SUS | QI\AHL&
DEVELOPMEN

GOALS

Tourism- All Certification / Other/
specific Businesses Accreditation Reporting

s/ v

----------------------
-----
------
-------
° Ceee 4 e°®
-----------------




SUSTAINABLE £~ o™, S
DEVELOPMENT “an® AL

DEGENT WORK AND / 1 0 REDUGED
ECONOMIC GROWTH NEQIWJTIES

4=>

v

1 3 GLIMAIE 1 1 PEACE, JUSTICE 1 PARTNERSHPS
ACTION BELOW WATER AND STRONG FOR THE GOALS SUSTAINABLE

BSTITUTHNS % DEVELOPMENT
,ﬁr’f‘;’e ------------
Source: UN Sustainable oo A(
Development Goals ~_L.eeeett T e N e '

/'n"-ms‘.r“ v



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

THE FUTURE

STANDARDS
SN OF REPORTING
Universal Standards Topic-specific Standards
! $
: General : -
Disclosures Bononie

GRI

102

Foundation To report contextual ! Select from these
information about B e arki) to report specific
GRI an organization : disclosures for

each materal topic

1 o 1 Management
Approach

Star ting point for using
the GR! Standards

To report the
management approach
for each material topic

Source: GRI Standards. oo 3
Example: Hilton Hotel Report. ~ _..-==*" el :



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

oQ: GSTC

Global Sustainable Tourism Council

Ihey zre the result of a worldvade effart to develon a common language about sustainakbility in taurism. Tney are arranged in four pillars:

Sustainable management

Socioeconomic impacts

Cultural impacts

Environmental ‘mpacts (Including consumption of rescurces, reducing pcllution, and conserving blediversity and landscap

e

m
(%]

)

Two sets of GSTC Criteria:

GSTC Industry Criteria GSTC Destination Criteria

This set of Criteria reletes to the sustzinable managzment cf private-sector

This set of Criterie relztes to sustaineble management of Tourism
travel Industry, focusing currently on Hetels and Tour Cperators.

Destirations.

GSTC INDUSTRY CRITERIA

GSTC DESTINATION CRITERIA

Source: GSTC Criteria ; :



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

& EQIQD The ECO Certiﬁcation program
has eight sections

() SUSTAINADLE

~~~~~~~ TOURISM CERTIFIED &

DESTINATION 1. Business management and operational planning
'” ( TIMAITF 2. Responsible marketing
ACTION CERTIFIED® 3. Customer satisfaction
r = ROC 4, Environmental management
%’ RFSPFCTING . 5. Interpretation and education
OUR CULTURE® 6. Contribution to conservation

7. Working with local communities

\Strl\ Q -u_-z 8. Cultural respect and sensitivity

ywr{i,, 4 SUSTAINABILITY
POWERED BY ECOTQURISM AUSTRALIA LT .
‘.c ." ”. a 0.
Source: Ecotourism Australia ~ _L.eesctTTTTTT T e e .

/'n'f.s‘.r" v



https://www.ecotourism.org.au

e - Impact

—~— Assessment

Govermnance

Communily

Source: B Corp

--------------------------
-----
-----
-------
) Ceas * ec”
---------------



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

Destinations use Sustainability Frameworks too

Council Plans State Masterplan for Tourism Industry Plans
3 4
\ i

I'-}l_

Yarra Vallcy & Dandcnong Ranges
Destination Management Plan

Woarkforce t Sustainability

Plan Framecwork

v

> Local Area Plans «—

Source: Yarra Ranges Tourism’s
Destination Management Plan

........................
------------
..............
ooooooooooooooooo


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

8 Strategic Priorities in our Destination Management Plan

( N\ N [~ N [ A
1. Developing a night-time 2. Statutory Planning & 3. Accommodation: For 4. Transport & Accessibility:
and mid-week visitor Environment: Sustainable visitors to enjoy and Easing congestion and

economy. development. workers to call home. better access for all.
- _J VAN AN Y,
) ) (
r5. Developing and leveraging new i ) h
attractions and experiences 6. Leadership and Advocacy . 8. Sustainable
. . Marketing &
5.1.Nature: Leveraging world class 6.1.Governance & L e workforce:
: : . Distribution: .
nature-based experiences Leadership: Delivering Chanain Growing the
5.2.Food & Drink: Elevating the efficiently nanging region’s
-, : : visitor _
region’s reputation 6.2.Advocacy: One voice, travel capabilities
5.3.First Peoples Experiences: one message for behaviour for the
Embedding Traditional Owner values sustainable tourism ' future.
& experiences across tourism
N p N y JAN y

930"’{;’8

Source: Yarra Ranges Tourism’s
Destination Management Plan

/’n"p;‘r“ €
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https://www.visityarravalley.com.au/yarrarangestourism/about-1/destination-management-plan
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Home About v Cates v =o0d Truck v Cateting Ow Impac: v Get Iinvolved v News

Primary Purpose Beyond Profit

DECENT WORK AND
ECONDMIC GROWTH

CIIMATE
AﬂION

Composting 100%, Fassil fue Compostable &
coffee grounds 5 ree energy recycliable

faood waste s pY packaging



https://forchangeco.com.au

4 Options for Developing a Conscious Tourism Offering

4 N N ( N R

Improve the Partner with an existing Create a new secondary Organise events
sustainability of your Conscious Business to tourism experience for that focus on
core tourism offering. create a package. Conscious Travellers. sustainability.

\_ J _J NG J

.........................
------------
..............
oooooooooooooooo



8 Strategic Priorities in our Destination Management Plan

( )
1. Developing a night-time
and mid-week visitor

a )

2. Statutory Planning &
Environment: Sustainable

—

3. Accommodation: For
visitors to enjoy and

economy. development.

workers to call home.

~

a )

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

- J L _J
(_ : : N N\ N\ )
5.Developing and leveraging new
attractions and experiences 6. Leadership and Advocacy : 8. Sustainable
: 7. Marketing &
5.1.Nature: Leveraging world class 6.1.Governance & o workforce:
: : . Distribution: :
nature-based experiences Leadership: Delivering Chanain Growing the
5.2.Food & Drink: Elevating the efficiently nanging region’s
., : . visitor s
region’s reputation 6.2.Advocacy: One voice, travel capabilities
5.3.First Peoples Experiences: one message for behaviour for the
Embedding Traditional Owner values sustainable tourism ' future.
& experiences across tourism
_ & VAS YAS VAS Y

¥

o

Source: Yarra Ranges Tourism’s
Destination Management Plan

/’n"p;‘r“ €
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https://www.visityarravalley.com.au/yarrarangestourism/about-1/destination-management-plan

8 Strategic Priorities in our Destination Management Plan

=

8 o

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

2. Statutory Planning &
Environment: Sustainable

D

3. Accommodation: For
visitors to enjoy and

workers to call home.

~

a )

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

economy. development.
- VAN VA VAN _
_ _ N\ N\ N\ )
5.Developing and leveraging new
attractions and experiences 6. Leadership and Advocacy : 8. Sustainable
: 7. Marketing &
5.1.Nature: Leveraging world class 6.1.Governance & o workforce:
. : . Distribution: :
nature-based experiences Leadership: Delivering Chanain Growing the
5.2.Food & Drink: Elevating the efficiently nanging region’s
., : . visitor .
region’s reputation 6.2.Advocacy: One voice, travel capabilities
5.3.First Peoples Experiences: one message for behaviour for the
Embedding Traditional Owner values sustainable tourism ' future.
& experiences across tourism
p JANS YAS VAS Y

930"’{;’8

Source: Yarra Ranges Tourism’s
Destination Management Plan

/’n"p;‘r“ €
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https://www.visityarravalley.com.au/yarrarangestourism/about-1/destination-management-plan
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Consequences of Greenwashing

-

\_

Loss of perceived
trustworthiness.

~

/

-

Risk of customer
dissatisfaction.

~

4 R

Unlikely to retain
Conscious Travellers.

\ _

ooooooo
.................
.......
oooooo
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Customer Satisfaction vs Dissatisfaction

SERVICE EXPECTED SERVICE RECEIVED

WORSE THAN EXPECTED AS EXPECTED BEWERTHAN EXPECTED

Pt

DISSATISFIED SATISFIED DELIGHTED .- I
fwaik and taik) frulnerabie) (ioval) : '. oot A (

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






5 Transparent Marketing Tips:

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

2. Verity 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

4 )

Having a sustainability
page on your website.

\_ J

-

Spotlighting your
sustainability efforts in
blogs and social media

~

posts.
\ _J

-

\—

Creating an annual
impact report.

~

_/

........................
.......
''''''''
............
ooooooooooooooooooo




External Validation Examples

4 N N ( R

Having sustainability Having a respected Pursuing sustainability
efforts featured in the influencer feature your accreditation or
media or by a regional business on their certification to use

tourism board. channels. recognisable logos.

\_ L 2N J

...........................
""""""""""
..............
ooooooooooooooooo



External Validation

Pros

-

audience.

~

Can tap into a larger

\_
-

Adds credibility.

J
~

Cons

-

~

Can be unpredictable.

.
~

e
........................
----
''''''''
............
ooooooooooooooooooo

Can be expensive.

_/
~







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.

4 R

Sustainability.

\_ _/

5 Example Content Pillars

4 )

Your
Destination.

-

Your Team.

~

-

Happy
Customers.

~

-

Products and
Services.
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STORIES

@ Intl‘epid | rade an elephant far fun. Here's why it was anything but.

critten by Intrepid Travel Auqust &, 2C19

Read Article Here

For over twenty years, we used to ride elephants for fun. Intrepid was part of what became LesoTTTIIT .
known as ‘elephant tourism’ - a multi-million-dollar industry in southeast Asian countries, . A(
particularly Thailand.



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




Transparent Marketing

The aim isn’t'to trick customers into visiting
and leaving with unmet expectations.
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Transparent Marketlng
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The aim isn’t! to trick cuﬁstomers mto Visiting
and Ieavm' with unﬁ'net expectations.

Our aim is to excee_d’f* heir 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
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‘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: Email Marketing: Press Release: Paid Ads:
Visit Yarra Valley & What’s On and Containing all Social Media and
Dandenong Ranges. Industry News eDMs. J sustainability stories. Google Ads.




Sustainability ¢

‘Email Gwen:
content@yarrarangestourism.com.au


mailto:content@yarrarangestourism.com.au
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Sustainability Spectrum

Net Zero Impact

Net Negative Impact

‘Making things worse’

Sustainable
Net Positive Impact
‘Making things better’

‘Not making things worse’

Adapted from Anna Pollock’s
Regenerative Tourism Model.
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3. Spends more, stays

longer

4. Has increased brand

loyalty

5. Will become your

passionate staff
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5 Actionable Steps to Attract and Retain Conscious Travellers

1 2 3 4 5
Adopt a Use a Sustainability Develop your Tell Your Story Get involved in the

Conscious Business Framework to Conscious Tourism Without ‘Explore, Preserve’
Mindset Provide Direction Offerings Greenwashing Campaign

.........................
------------
............
oooooooooooooooooo



Conscious Travellers are looking for
tourism/ businesses that care.
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.;:'.%"'onsblous /Travellerfs are Ionmg for
tourlsm busmes§es that care.

iy g

3 No necessarily thos? that are perfect.






Thank You for listening.
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mailto:content@yarrarangestourism.com.au

Conscious Traveller Collective

Need guidance on your sustainability journey?

Email: hello@conscioustraveller.co

Website: conscioustraveller.co



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

