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We acknowledge their ongoing care and connection to the land and waters of Gariwerd. 

We pay our respects to their Elders past, present and emerging.



At The Tourism Collective, our vision is to 
enable tourism for a better future.

We help nurture the tourism industry to evolve and progress positive 
outcomes for local people and places.



FO CUS  O F TO DAY  
IS  BEING 

OP EN -M INDE D,  
PO SI TIV E & 
S OLUT IONS  

OR IENT ATE D





W A M –  B UIL T TO  HA VE A PO SIT IV E I M PAC T



Mornington Peninsula National Park – 
Wild Adventures Melbourne

WAM’s ECO 
CREDENTIALS

PROJECT



YOUR PURPOSE
What is your purpose for coming today?

YOUR BUSINESS
How are you taking on positive impact?



How confident do you feel in your 
ability to implement positive impact 
throughout your business and reduce 
emissions across scope 1, 2 & 3?



WHAT WE’LL COVER

01 UNDERSTANDING THE LANDSCAPE

02 SUSTAINABLE & REGENERATIVE TOURISM… UNPACKED

03 TAKING A MANAGED APPROACH

04

05

ENVIRONMENTAL & CLIMATE ACTION

RESPECTING CULTURE

EFFECTIVELY COMMUNICATING YOUR STORY

CREATING SOCIAL IMPACT06

07



UNDERSTANDING 
THE  LANDSCAPE



+1.4 degree

STATE OF THE CLIMATE

Accelerating 
average 

temperature now 
+1.4 degrees 

BOM 2022 State of the Climate Report

Observed & simulated Australian Temperatures



Last 50 years, over 
69% decline of tens 

of thousands of 
plant & animal 

species 

WWF Living Planet Report 2022

THE LIVING PLANET INDEX



Climate Change 
& Biodiversity Loss
“Globally it’s now recognised there is no pathway to limit global 
warming without addressing nature loss & land degradation” 

- WWF Living Planet Report 2022



How does this 
relate to you 
and your business? 



‘Tourism is a 
significant contributor 

to global emissions, 
and at the same time 
the tourism sector is 
highly vulnerable to 

climate change’

- UNWTO

All 31 of Australia’s 
busiest airports fell 

into two highest 
climate risk 
categories



Tourism depends on nature
“Australia’s environment (land, air, water, animals, plants) 
are under extreme pressure. Our future well-being and 
prosperity depend on it.” 

- Australia State of the Environment Report 2021



T R AV E LLE RS  AR E  
LO O K I N G  T O  

LI G H T E N  T H E I R  
F O O T P R I N T  O N  
DE ST I N AT I O N S.

Supporting local economies, 
engaging with local culture, 

reducing carbon emissions and 
enabling environmental 

conservation.
- Skift

Credit: Tourism Tasmania 

Booking.com Sustainable Travel Report 2024



Global 
sustainable policy 

moving fast & 
coming for 

tourism 
businesses

Globally 
recognized 

sustainable tourism 
accreditations 

only. 



Connecting the dots
How can your business take action so that the experience you are 
delivering is in a thriving ecosystem for future generations?



Z O O S  V I C T O R I A

W O R L D S  F I R S T  
C A R B O N  
N E U T R A L  Z O O

“As many of our 
endangered animals are 
vulnerable to climate 
change and loss of 
habitat, we are 
determined to become a 
world leader on these 
issues.”



SUSTAINABLE & 
REGENERATIVE 
TOURISM…
UNPACKED



Sustainable 
Responsible
Transformative
Nature Positive
Positive Impact 
Regenerative

= Tourism For Good



Honeymoon Bay
Credit: Harrison Candlin - Vagary

“ T O BE  R E G E N E R AT I VE  
I N VO L V E S  A PP L Y I NG  A  

D I F F E R E NT  W A Y OF  SE E I N G  
( P E R SP E C T I V E S )  A N D  L I V I N G  

B Y A D I F F E R E N T  S E T  O F  
R U L E S ( N AT U R E ’ S  

P R I N CI P L E S ) . ”

-  D R ANNA P OL LO CK,  
CO N S CI OU S  T RAV EL



PROGRE SS  NOT PERFE CTION

A continuous 
process



A holistic approach



Playa Viva Mexico: 

More Than Just a Hotel

https://www.youtube.com/watch?v=niPs1jbAD8A


WHY BEING A 
BUSINESS ‘FOR GOOD’ 
IS
GOOD FOR BUSINESS



B U SI N E S S  F O R  G OO D
I S

G O O D  F OR  B US I N E S S

✓ More Marketable

✓ More Attention

✓ More (conscious) Customers

✓ More Advocates (reviews/wom) 

✓ More Positive Impact



HOW CAN YOUR 
BUSINESS HAVE 
A POSITIVE 
IMPACT?



No one has sustainability sorted (locally or globally). 

But how we do business and deliver visitor experiences matters. 

We can learn from and apply principles in our own businesses of those further 
along the journey.

Don’t underestimate that your actions that can add up and inspire others in their 
own journeys (when we share them).



NOT ALL SUSTAINABILITY ACTIONS ARE EQUAL… 

Impact Matrix to 
help prioritise 
actions with 



Examples:

Supply chain switches
Renewable energy, 

waste changes, banking, 
buy local. 

Actions which 
may take longer 

to implement 
and require 

investment or 
grants

Short-term

Longer-term

Examples:

Solar, EV’s, Building 
upgrades (accessibility), 
conservation projects, 

certifications etc 

‘Low hanging fruit’

Quick, cheap or free 
sustainable changes

CHANGE CAN BE GRADUAL…



FOUR PILLARS OF SUSTAINABLE TOURISM



T O P  T IP   

L a w s  a n d  r e g u la t io n s  c h a n g e  

r e g u la r ly . M a k e  s u r e  y o u  a r e  s ig n e d  u p  

t o  in d u s t r y  n e w s le t t e r s  a n d  w o r k  

c lo s e ly  w it h  y o u r  To u r is m  In d u s t r y  

C o u n c il a n d  S t a t e , R e g io n a l a n d  

L o c a l To u r is m  O r g a n is a t io n s  

t o   k e e p  u p  t o  d a t e . 

When developing your  p lan, t hink about  t he act ions you need t o t ake, w ho w ill lead t hem , t he t imef rame, 

and t he nancial r esources r equired t o realise act ion. Remem ber, sust ainabilit y is a journey, not  a single 

act ion. Your t arget s should be S.M.A .R.T.

Speci c  

Target s t hat  

give you a clear 

int ent ion of  what  

you want  t o 

achieve. 

Measurable  

Target s t hat  you 

can measure 

over t ime.

Achievable  

Target s t hat  

balance your 

ambit ion w it h 

what  you can 

realist ically do 

w it h t he t ime 

and nances you 

have available.

Relevant   

Target s t hat  

ref lect  your 

sust ainabilit y 

commit ment s.

Time-bound  

Target s t hat  set  

a t ime per iod t o 

complet e  

your t ask. 

A t emplat e t o assist  you t o prepare a sust ainabilit y 

act ion plan is included at  Appendix 3.

As you go about  achieving your t arget s, 

t hink about :

 • Celebrat ing your e or t s when you reach your 

goals, and t hen set t ing t he next  ones.

 • Ident if y ing what  went  wrong if  you don ’t  reach 

your t arget . Find ways t o do t hings di erent ly 

next  t ime.

 • Review ing your  sust ainabilit y comm it ment  

when you have complet ed your act ion plan t o 

make sure it  mat ches t he act ion you are t aking.

F o llo w  t h e  la w

Operat ing a sust ainable business includes 

f ollowing nat ional, st at e, and local laws. Laws 

change of t en and evolve over t ime, such as t he 

use of  single-use plast ics. Make sure you st ay up 

t o dat e w it h t he requirement s f or your business. 

Laws w ill d i er according t o your locat ion, but  

some t o consider include:  

 • False and m isleading st at ement s 

(communicat ion). 

 • Dat a prot ect ion.

 • Permit  requirement s in ecologically 

sensit ive areas.

 • Wast e management  pract ices.

 • Biodiversit y prot ect ion and management .

 • Ant i-discr iminat ion, f air  work and 

modern slavery.

 • Workplace healt h and saf et y.

Sust ainable Tour ism Toolk it 13

The “How”



1. Taking a Managed Approach



Credit: Grampians Tourism

TA KING  A MA NA GED 
APPROACH

• Embedding sustainability principles and 
practices through a statement and action 
plan

• Measuring business inputs and outputs 
to understand impact and drive 
continuous improvement

• Complying with applicable legislation

• Getting recognised for your 
achievements



Focusing on your 
business wellbeing so 

that there is capacity to 
infuse positive impact 

holistically



Toolkit 
Appendix 1 

Energy Tracker

M EAS U R IN G 
BU S IN E SS  
I N P UT S A ND  
O U TP U TS

• Measuring and setting 
targets to improve

Calculating emissions by 
measuring:

• Energy

• Waste

• Water



DE VE LO P  A 
S U ST AI N BIL I TY  
C O M MI TM EN T 
& A C TI O N  P L AN

G R E E N  O L I V E ,  
M O R N I N G T O N  
P E N I N S U L A ,  V I C

• Statement on their actions. 

• Using property to create 
corridors for wildlife



DE VE LO P  AN  
A C TI O N  P L AN  & 
P O S IT IV E 
I MP A C T



Action Plan 
Template

Action Plan 
Template



ACCREDITATIONS AND CERTIFICATIONS 
CAN HELP WITH FRAMEWORKS & METRICS

-



Tourism Specific All Businesses 
Business / Pillar 

Specific 

ACC RED ITA TIO N S & CE RTI F IC ATIO N S



Ask yourself:

• Is the program credible (and globally recognised)?
• Does the program include audit requirements? 
• What is the cost? 
• What other businesses are participating in the 

program? Are they similar to yours?

U N  S U S T A I N A B L E  D E V E L O P M E N T  G O A L S  

• 17 Goals your business can take action on

W H AT  AC CR E D I T A T IO N OR  
C E R T I F I C AT I O N IS  R I G HT  F O R  
Y O U R  B U SI N E S S?



2. Environmental & Climate Action



Credit: Grampians Tourism

ENVIRONMENTAL  & 
CLIMATE ACTION

• Decarbonising including through energy 
reduction and using renewables

• Tackling plastic, food, water and 
chemical waste

• Conserving and contributing to 
biodiversity and protecting wildlife

• Shaping responsible visitor behaviour 
through storytelling and education



L A D Y  E L L I O T  I S L A N D ,
Q U E E N S L A N D

• Multi-faceted approach to 
positive impact (food, waste, 
building materials, emissions, 
community, conservation etc)

• A short haul flight to get 
there doesn’t prevent them 
from making the maximum 
amount of positive impact on 
the island

TH ER E AR E LO TS  
O F W AYS  TO  
TAK E  ACTI ON



SCOPE 3 EXAMPLES

• Office equipment, printing 
etc

• Products and services 
business uses – laundry, 
sunscreen, water bottles, 
linen, food etc

• Business travel

• Water usage

• Wastes disposal

• Visitor emissions

• Employee commuting

Source: Climate Action Navigator

What your 
business burns

Electricity Everything else



E N S UR E  Y OU R  BA CK  
O F  H OU S E  
O PE R AT I ON S  A R E  AS  
E T H I CA L  A S Y O U R  
F R O NT

The Kitchen, Tootgarook

• Conduct an audit on your 
utility providers

• Utilise sites like B-Corp 
directory or The Green 
Electricity Guide to find 
alternative options

• Communicate your back of 
house actions – Example: 
Silverspoon Estate



LONG-TERM GAIN FROM 
SUSTAINABLE INVESTMENTS

Consider longer term benefits from solar panels, 
on-site composting, electric vehicles / equipment etc. 
There may be grants available to help you pay for it.



M O O R E S  H I L L  
W I N E R Y
N O R T H E R N  
T A S M A N I A

“We have visitors choosing to 
visit our winery and buy our 
‘solar powered wine’ over 
others because our winery is 
off-grid. It has become a point 
of difference for us in a 
crowded market”
 
- Moores Hill Winery



M A K E SU ST A I NA B I LI TY  
P A R T O F  Y OU R  
G U E ST  E X PE R I E N CE

The Kitchen, Tootgarook

• Find ways to enhance the guest experience 
with your eco practices

• Source products locally or ethically

• Local business that supports local 
environmental and social projects



Experience 
Development

G ET  G U EST S  
I NV OL V E D  

• Island Whale Festival 

• Love Phillip Island – Summer 
Campaign

• What can you create for 
your business via 
partnerships



I NC ENT I V IS E  GU ES TS  TO  
D O  T H E  R I G H T  T H IN G

The Kitchen, Tootgarook

• The Kitchen - Mornington Peninsula

• CopenPay – Copenhagen 

• Crystalbrook Hotels



C ON SI D E R  
I NC O R PO R AT I N G  IN T O 
P R I CI N G

• Playa Viva, Mexico

• Change Overnight, Launceston



P R OV I D E  G U E S T S  
A  L OC A L G I V E - B AC K  
O PT I ON

The Kitchen, Tootgarook

• Phillip Island Nature Parks – Adopt  a 
Penguin

• Wildlife Coast Cruises – Donation 
boxes on boats and office which helps 
to plant more trees

• Derwent Distillery – The Last Sanctuary 
Gin

• Peppers Silo – Tap points and QR codes 
to donate to local social project

• WAM – Online option when booking



WHAT CAN YOUR 
BUSINESS DO TO 
TACKLE WASTE?

• 9R’s – Reduce, Reuse, Refuse, 
Recycle, Refurbish, Repair, 
Repurpose, Regift, Rethink

• Business initiatives – plastic, 
food, water

• Environmental Campaigns, 
Community Groups, Council 
initiatives

The Kitchen, Tootgarook



H E L P Y O UR  G U E ST S  
H E L P Y O U 
T A CK LE  W A ST E

The Kitchen, Tootgarook

• Mona, Tasmania

• Healesville Sanctuary, Victoria



H OL I ST I C  A PP R O AC H 
T O  W A ST E

The Kitchen, Tootgarook

Wildlife Coast Cruises, VIC

• Food waste reduced on cruise by 60%

• Changed to saltwater pumps from freshwater

• +6000 containers deposited and donations 
raised for trees

• Sourced compostable bait bags to sell to 
visitors fishing on the jetty

Genesta House, Phillip Island

• Offer homemade jams, muesli etc and reduce 
plastics

• Transitioned out of single use shampoo in 
bathrooms and plastic bottled water

• Compost bins available in each room

• 4-min shower playlist to reduce water usage



P O T A T O  H E A D ,  B A L I

B E A C H F R O N T  R E S O R T

• Positive impact infused into 
everything

• Upcycle waste: Waste lab

• Regenerative farms

• Communicate to guests

• ‘Give Back’ activities on offer



ACTIVITY.
H O W  C A N Y O U  H AV E  

A P O S IT IVE  IMP A C T  AC R O SS…

E N VI RO N M E N T AL  & C LIM AT E  AC T IO N

Brainstorm immediate, short and longer-term goals you can 
achieve for your destination and business



BREAK
TIME.



3. Respecting Culture



Credit: Grampians Tourism

RES PE CTING 
CUL TURE

• Engaging respectfully with and learning 
from, First Nations people

• Incorporating First Nations culture into 
visitor experiences

• Respecting cultural and intellectual 
property rights of First Nations people

• Championing the multicultural diversity 
of local community



HOW CAN YOUR BUSINESS CONNECT 
VISITORS WITH YOUR FIRST NATIONS 

COMMUNITIES AND STORIES?
Credit: Grampians Tourism



C ON SI D E R  CU L T U R E

The Kitchen, Tootgarook

• Understand & acknowledge whose Country 
you are on. In person and online. 

• Make connections with the Traditional Owners 
in your area.

• Support local artists, products and stories to 
add to your experience or tourism business.

• Educating visitors.



G E M T R E E  W I N E S
M C L A R E N  V A L E ,  S A

• 5 star online reviews mentioning 
acknowledgement of country at 
start of tasting.

“The tasting started with an 
acknowledgement of country”…

P E R S ON AL I S E D  
A CK NO W LE D G E M E N T  
O NL I NE  A ND  I N PE R SO N



P R OM O T E  F I R S T  
N AT I ON S  T O UR IS M  
E X P E R I E N C E S

The Kitchen, Tootgarook

• Where are the guests off to next? Promote 
First Nations experiences in that area. 

• For example: Brambuk, Budj Bim etc



E X P L OR E  
C OL L AB OR AT I ON  
O PP OR T U N IT I E S

• Pink Lake Salt

• Mount Zero Olives and 
Barengi Gadjin Land Council



• Supply Nation – tool to refine search

• Welcome To Country – website for Indigenous 
owned businesses and experiences

S U PP OR T  I ND I G E NO U S 
O W NE D  B U SI N E S SE S



D U A L  N A M I N G

• Social media

• Blogs

• Media

• Storytelling



THRIVING WORKPLACE CULTURE
HOW CAN YOU SUPPORT YOUR TEAM 

(WHO ARE PART OF YOUR COMMUNITY) 
AND WHO CAN DRIVE POSITIVE IMPACT 

IN YOUR BUSINESS?

North West Tours
Credit: Tourism Australia



4. Creating Social Impact



Credit: Grampians Tourism

POS ITIVE SOCIA L 
IMPACT

• Building strong relationships with the 
community 

• Providing accessible experiences and 
services

• Being a good employer

• Building and maintaining social license

• Reviewing supply chain



SUPPORT COMMUNITY AND 
COMMUNITY SUPPORTS YOU



Review supply chain 
including utility providers
A no cost positive impact change 
(but can be time consuming)



P E D D E R  
W I L D E R N E S S  
L O D G E
T A S M A N I A

✓ In house shop showcasing 
products from local artists 

✓ Lower emissions as 
opposed to imported 
souvenirs



H I D D E N  S E C R E T S  

W A L K I N G  T O U R S  
M E L B O U R N E

“Homelessness in 
Melbourne is apparently 
a hidden secret but we 
know it’s not”

I D E NT I F Y  T HE  
C OM M UN I T Y   
I S SU E S  T O HE L P  
W I T H



T A S M A N I A N  
W A L K I N G  C O

✓ Multi-faceted approach

✓ Support community via 
environmental initiatives

✓ Student scholarship for 
tourism

✓ Tasmanian Aboriginal Guide 
Training Program

✓ Provide staff with wildlife 
rescue training opportunities 
so they can support 
Bonorong Wildlife Sanctuary

S U PP OR T  
C OM M UN I T Y  IN  
M U L T I PL E  W AY S



H I L T O N HO T E L

2nd Best Workplace in Australia in 2023 as voted by employees!!
Fortune 500 Best Companies to work for in 2020. 

• Thrive@Hilton - Launched in 2017, a program that supports wellbeing and 
performance of team members.

• Thrive Sabbatical - month long paid sabbatical to live a dream or grow skills. 

• Thrive Reset - 1 week paid and USD $2,000

• Heart of House - back of house spaces didn’t reflect how company felt about 
employees. These were refreshed to improve employee experience.

• Go Hilton - Team members discounts around the world

• Lead@Hilton - holistic Leadership Development Framework focusing on developing 
team members at every step of their career.

• ESG Strategy & Travel with Purpose - team members can volunteer and contribute 
to local solutions to reduce Hilton’s footprint.



Image and graphic - Tourism Australia

B E C O M E  I N C L U S I V E  
I N - P E R S O N ,  A N D  
O N L I N E

• Ensure your website/socials 
are accessible. e.g. alt text 
for images

• Provide information on 
accessibility

• Consider offering accessible 
products and services

• Communicate being inclusive 
and welcoming to everyone

• Includes food & beverage 
(dietary options, non-alc etc)

The Cove, Devonport

• Lots of accessibility options in offering

• Staff trained in accessibility

• Accessibility statement on website



ACTIVITY.
H O W  C A N Y O U  H AV E  

A P O S IT IVE  IMP A C T  AC R O SS…

R E SP E C T I NG  C UL T U RE
P O SI T I VE  S O C I AL I MP AC T

Brainstorm immediate, short and longer-term goals you can 
achieve for your destination and business



EFFECTIVELY 
COMMUNICATING 
YOUR 
COMMITMENT



Credit: Grampians Tourism

PROMOTE YOUR 
S USTA INA BILIT Y STORY

• Talking about your sustainable practices 
across the visitor journey

• The importance of making truthful and 
accurate claims

• Getting your staff involved



EMBED YOUR PURPOSE.
TAKE GUESTS ON A JOURNEY.

Sirocco South - Forage and Feast Adventures
Credit: Harrison Candlin - Vagary



C OM M UN I CA T E  PU R P OS E  
A CR O S S AL L  Y OU R  VI S I T OR  
T O UC H PO IN T S

• Website, socials, your physical business

• Spirit of Coorong, SA

• Spring Bay Mill, TAS 



S HO W  Y OU R  
C U ST O M E R  HO W  T O  
G I V E  BA CK  B E F O R E  
T H E Y  VI S I T

C R Y S T A L  C R E E K  
M E A D O W S ,  N S W

• Shows guests how they can 
contribute throughout their stay.



D E  B O R T O L I
Y A R R A  R A N G E S

• Give customers option to 
read more about their 
sustainability initiatives

L E S S  W O R D S ,
M O R E  VI S U AL ,
M O R E  I M PA CT



• Support local projects 
through service, storytelling, 
and action.

• Create chains of positive 
impact

I N F U SE  P OS I T I V E  
A CT I O N S 

I N T O  YO U R  
S T O R YT E L L I N G





C AN  T H E  NE X T  
G E NE R AT I O N OF  
T O UR IS M  HE LP ?

• Tourism and hospitality students may be 
looking for hands-on experience and can 
help with your positive impact

• Oceana B&B, Hobart and University of 
Tasmania 



GR EE N HU S H IN G

Staying silent about genuine 
sustainability achievements,

 often due to fear of criticism 
for not doing enough.

Credit: Tourism Tasmania

GR EE N WA S HI N G

Overstated, exaggerated 
or misleading claims of positive 
environmental impact without 

evidence



ACTION.
DE VE LO P IN G  Y O U R

B U SI NE SS P O SI T IVE  I MP AC T

Map out the ideal positive impact for your business



E X A M PL E :



TOOLS TO HELP 
YOU GET STARTED



Action Plan 
Template

Sustainable 
Tourism Toolkit

– Webinar series



Ecotourism Australia:

• Benchmarking - Strive 4 Sustainability 
Scorecard

• Accreditations - Globally recognised 

Victorian Tourism Industry Council

• Quality Tourism Framework



Tourism Australia 
Sustainability 

Storytelling Guide

• Many businesses doing good 
things but not sharing

• Valuable resource especially 
before you have external 
validation (accreditations) 



Tourism can inspire 
positive behaviour changes in visitors 
that continues in their travels and lives

Credit: Visit Victoria



What will your destination / business
look like in 100 years?
“The true meaning of life is to plant trees, 
under whose shade you do not expect to sit.”

                                      - Nelson Henderson



Now you have completed the 
workshop, how confident do you 
feel in your ability to implement 
positive impact throughout your 
business?



Lunch followed by
Positive Impact Learning Tour

Details



WE’D APPRECIATE 
YOUR FEEDBACK

PLEASE SCAN QR CODE 
TO COMPLETE A 

FEEDBACK SURVEY
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