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What is sustainable and responsible tourism?
The role of the UN Sustainable Development Goals 
Industry & traveler perspectives on challenges
How destinations, businesses, and travelers can benefit
Best marketing practices & case studies

Key topics covered:



What percentage of travelers say they want to travel
 sustainably, but struggle to do so?

B)  48%

C)  74%

D)  87%

A) 25%



A hotel claims to be “eco-friendly” but has no proof

A tour operator shares exact carbon reduction data

A resort partners with a marine conservation group

A travel company donates part of its revenue to local communities

Which of these is an example of “greenwashing” in tourism marketing?

A)

B)

C)

D)



On a vacation in Belize, 
my co-founder and I witnessed heartbreaking 
poverty & environmental despair: families lived 
in shacks next to polluted swamps and 
emaciated dogs roamed the streets.
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Kind Traveler – Every Stay Gives Back

Every Stay Gives Back
Each stay supports local causes, empowering travelers 
to positively impact communities, the environment and 
animal welfare.

Destination Partnerships:
We partner with DMOs, hotels + tour operators to 
deliver live impact dashboards, driving destination 
stewardship

Real-Time Impact:
Travelers receive traveler-friendly dashboards showing 
their contribution to a destination’s sustainability story.

Destination Lodging Local Causes Live Report

servings of Sonoma 
County-grown vegetables 
provided to families 
facing food injustice

100%
of funds raised goes to 
participating local chari-
ties

$55,980
USD dollars donated to 
local charities through 
Every Stay Gives Back

340K
lbs. of trash removed out 
of the Russian River

200
nutritious meals 
provided to individ-
uals in need

81K



Weekly Newsletter
100K Subscribers

170K Followers
Social Media

Press

AwardsBlue Startups 
Portfolio Company

600+ News Articles 
$3M Editorial Value

AS SEEN ON

FINALISTWINNER

1B+
combined 
audience 

reach

WINNERWINNERWINNER FINALISTFINALIST

30%-40% open-rate

200+ Hotels    15+ Tourism Boards     200+ Charities    25+ Countries  

415 Active Contracts

3-year Partnership



Destination Partners 



Cited in 600+ News Articles

$3M Editorial Value

Kind Traveler aims to make 
each trip, however short, 

an opportunity to improve 
local lives.

Kind Traveler o�ers a 
clever, easy-to-use system 
for both seeing the world 
and investing in making 

the world better.

Although it's enough to know 
that your contribution is 
enough when it comes to 

doing right by others on Kind 
Traveler, the savings are an 

added bonus. 



372
Pieces of 
Coverage

3.72M
Estimated Views

1.1B
 Audience

262K
New Emails Acquired

159
Instagram Posts

$150K+
donations

X



of travelers want to travel more sustainably

of travelers recognize that they are the best version of 
themselves when they travel more sustainably 

feel that witnessing sustainable practices while traveling 
inspires them to be more sustainable in their everyday life

feel guilty when they make less sustainable travel choices

want to do so because they believe it's the right thing to do
 

71% 

87%

62% 

67% 

43% 
32% 

- Resource: 2024 Booking.com: 2024 Sustainable Travel Survey

It turns out...
                          of travelers in 2024 want to leave the 
destinations they visit better than before they arrived — up 
from 66% the year prior 
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- UNWTO

SUSTAINABLE TOURISM:
Tourism that takes full account of its current and future 

economic, social and environmental impacts, addressing 
the needs of visitors, the  industry, the environment and 

host communities.



       VS.    RESPONSIBLE TOURISM 

Sustainable Tourism does not refer to 
a specific type of tourism, rather it is 
an aspiration for the impacts of all 
forms of tourism to be sustainable for 
generations to come.

Responsible Travel is a term referring 
to the behavior and style of individual 
travelers. The behaviors align with 
making a positive impact to the desti-
nation rather than negative ones.

- Resource: Global Sustainable Tourism Council 

SUSTAINABLE 

- Photo: See Monterey



Positive Vs. Negative Impacts 
Sustainable Tourism is an aspiration to acknowledge all impacts 
of tourism, both positive and negative. It aims to minimize the 

negative impacts and maximize the positive ones.

Negative impacts to a destination: 

economic leakage
tourism is responsible for 8-10% of 
global carbon emissions
damage to the natural 
environment/habitats (1M plant + 
animal species at risk of extinction) 
pollution 
over-crowding/over-tourism 
over-development 

Positive impacts to a destination: 

include job creation
cultural heritage preservation 
wildlife preservation, restoration of 
natural environments 
creating healthier communities 

- Resource: Global Sustainable Tourism Council
- Photo: See Monterey 



Why Travelers Care About 
Responsible Tourism
Authenticity: Travelers want immersive experiences
Values-based travel: Aligning trips with personal beliefs
Health & wellness: Sustainable destinations often promote well-being
Community impact: Supporting local businesses & cultures

- Resource: Expedia Traveler Trends 2024
- Photo: See Monterey



 
Challenges from a Traveler’s Perspective

- Resources: Booking.com 2023 Sustainable Travel Report; Booking.com: 2024 Sustainable Travel Survey 

Confusion: Many travelers want to be sustainable, but 50% don’t know how
Cost: Some believe sustainable options are more expensive
Greenwashing: Travelers don’t trust vague claims
Limited options: Some destinations lack visible responsible tourism initiatives
Why bother? 33% believe the damage is already done.
Lack of education: 25% think climate change is overhyped
Powerlessness: If the destination isn’t sustainable, why should I be? 34% feel 
powerless



On a vacation in Belize, 
my co-founder and I witnessed heartbreaking 
poverty & environmental despair: families lived 
in shacks next to polluted swamps and 
emaciated dogs roamed the streets.

Challenges from 
the Hotel & Industry 
Perspective

Operational costs: Sustainability investments take time to show ROI
Marketing struggles: Only 1/3 of hotels actively communicate about sustainability
Sta� education: Employees may not understand sustainability goals
Guest participation: Encouraging travelers to engage in sustainable actions 

- Resource: Sustainable Hospitality Alliance
- Photo: See Monterey



- Photo: See Monterey

DMOs – The Backbone of Sustainable Tourism

Set the Vision:
Establish sustainability goals and ensure 
industry alignment

Educate & Inspire:
Inform visitors and businesses on respon-
sible travel

Foster Collaboration:
Bridge the gap between governments, 
businesses, and communities

Measure & Promote:
Track progress and highlight sustainable 
businesses

 
Monterey County in Action

Sustainable Moments Campaign

Supports Local Green Businesses

Encourages O�-Peak Travel



The Conscious Traveler Asks:

Economic
Vitality

Natural
Environment

Healthy
Communities

CONSCIOUS TRAVEL

How do I minimize my footprint and 
show kindness to all living species? 

How can I use my purchasing power 
responsibly? 

How do I make a positive community 
impact in the destinations I visit? 

How can I embrace my own wellbeing? Personal
Wellness



“Core wellness consumers [are those] who embrace holistic 
and integrated approaches to health, as well as environmental 
and sustainability issues, recognising that personal, social and 

planetary wellbeing are all interconnected.” 

Sustainabilty Wellness

There Is a Link Between Wellness 
Tourism & Sustainability

Source: Global Wellness Tourism Economy 2018



WHO?



FAMILIES

2X the volunteer hours
3X the cash
4.5X the supplies

+7% higher desire for their travel dollars to make a di�erence. 
+47% higher value on company social responsibility

THE AFFLUENT  

MILLENNIALS

38 volunteer hours (+12 form average)
49% plan to engage their children more
47% intend to discuss community needs together

54% willing to pay more for sustainability 
50% seek out eco-friendly transport
Highly value social responsibility; seek 
experiences that support local communities

GEN Z



p .010

“EMOTIONAL IMPACT ON YOUR CUSTOMERS WILL BE IN DIRECT 
PROPORTION TO THE SOCIAL IMPACT OF YOUR PURPOSE

SIMON MAINWARING, WE FIRST“



HOW?



Benefits to Responsible 
Tourism Marketing 

 

MEDIA 
VISIBILITY

NEW 
MARKETS

CUSTOMER
LOYALTY

SOCIAL 
RESPONSIBILITY

COMPETITIVE
ADVANTAGE

- Photo: See Monterey



Create Sustainability By Aligning Your 
Impact Goals With The SDGS

No Poverty Zero Hunger Good Health + 
Well-being

Quality 
Education

Gender 
Equality

Clean Water + 
Sanitation

A�ordable + 
Clean Energy

Decent Work + 
Economic Growth

Industry, 
Innovation + 
Infrastructure

Reduced 
Inequalities

Sustainable Cities 
+ Communities

Responsible 
Consumption 
+ Production

Climate 
Action

Life Below 
Water

Life On 
Land

Peace, Justice 
and Strong 
Institutions

Partnerships For 
The Goals

1

7
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2 3 4 5 6

Best Practice #1



23%

21%

9%

15%

13%

10%

3%
3%

3%

NO POVERTY

ZERO HUNGER

GOOD HEALTH & WELLBEING

QUALITY EDUCATION
GENDER EQUALITY

SUSTAINABLE CITIES 
& COMMUNITIES 

CLIMATE ACTION

LIFE BELOW WATER

LIFE ON LAND

No Poverty 1 Climate 
Action

13 Life Below 
Water

14 Life On 
Land

15Sustainable Cities 
+ Communities11Zero Hunger2 Good Health + 

Well-being
3 Quality 

Education
4 Gender 

Equality
5



WHY ALIGN WITH 
THE SDGS?

Designed for global action for governments, the private sector, 
academia, and individuals

Provides a common framework to ensure your goals are addressing 
the world’s biggest challenges

Universally applicable for developing and developed countries

Actionable targets for each goal

The GSTC Criteria serve global standards for sustainability in travel 
and tourism, providing a coherent framework for implementation



Best Practice #2

O�er alternatives to single-use plastic bottles and share water refill 
stations 
Create a plan to eliminate single-use plastic toiletries 
Show how you are reducing food waste + recycling 
Celebrate plant-based menu options 
Source alternative energy if possible 
Source locally wherever possible to support local farmers and artisans 
and reduce carbon footprint 
Share neighborhood guides that support local artists and businesses 
Partner with local community/environmental charities to create a 
better destination; report on the positive impact 

SHOW THAT YOU AUTHENTICALLY CARE ABOUT SUSTAINABILITY 
EFFORTS 

Create a HOLISTIC Approach to Authentically 
Align with Sustainability



Narrow Your Focus To Set Goals

Set specific, measurable, and time-bound goals

Establish KPI’s (key performance indicators) to 
monitor and communicate goals

Set ambitious goals to spur innovation

Define milestones leading up to bigger goals

Best Practice #3



 Create Partnerships To Help Accomplish Your Goals

Charity and business partnerships can help you reach your 
goals

90% of thought leaders + executives agree that e�ectively 
addressing sustainability issues cannot be carried out in 
isolation (SDG Compass)

Charity impact metrics can be utilized to measure your 
goals

Best Practice #4



onsite herb and veg 
garden 

Yoga mats and wellness 
program

9:45 AM 100%

CAUSESSTORIES DESTINATIONS STORIESEXPLORE DESTINATIONS

EDITOR’S 
PICKS

LATEST
TRAVEL 
KINDLY

CHANGEMAKERS PACK

Editor’s Picks TRAVEL KINDLY

Type to Search

Trail blazing with the 
BIG guys

Just another day 
with Matt Damon 

Relaxation Good 
Enough To Eat

The Next Eco-Resort
That Will Blow You Away

My Other Home is

KINDNESS 
CAFE

Locals only guide: 
Fresh from Kind Traveler

378
shares

EDITOR’S PICKS        LOCAL‘S  GUIDE

CITY GUIDES

CAUSES

Big Sur River Inn | Goal Example: 

To support the local community through 
literacy e�orts and all-inclusive healthcare 

services, regardless of ability to pay. 



Big Sur Health Center is uniquely 
positioned to address local 
healthcare needs while also 
o�ering literacy programs, such 
as the Reach Out & Read 
Program to youth. 

Partnership Example: 

- Photo: Big Sur Health Center



$10 Donation = 4 children receive 
free books as part of the Reach 
Out & Read Program 

Impact So Far: 1,920 children served

Donations So Far: $4,800

Define Your Metrics For Impact 

Goal: 2,500 children served

Best Practice #5

77% 
to goal

Impact Formula:



Celebrate your impact opportunity: press, social 
media, influencer engagement

Create a Travel Kindly pledge

Create an impact report to share with stakeholders, 
partners, and customers

Of the world’s 250 largest corporations, 93% report 
on their sustainability performance 

Celebrate Your Impact

Best Practice #6



Digital Marketing Strategies
Website Optimization: Dedicated sustainability 

page with real data



Social Media: Storytelling, guest testimonials, & behind-the-scenes content

Influencers: Partner with mindful travel influencers









Email Marketing:
Feature sustainability e�orts & 
guest impact opportunities

PR:
Tell your impact story to journalists, 
reporting on your goals, your impact, 
why the impact is so important to 
your destination; discuss ways for 
others to get involved



Greenwashing 

(Misleading Claims)

Lack of Transparency 

(No Proof of Impact)

Sustainability as an Afterthought 
(Not Embedded in the Brand)

Overcomplicating 

the Message

Common Marketing 
Mistakes to Avoid



Key Tips: 
Market Impact Authentically
Be Specific & Show Real Proof
(e.g., “We eliminated 10,000 plastic bottles per year”)

Make It Emotional & Relatable
(tell human impact stories)

Feature Impact Partners in the Movement
(encourage participation)

Be Transparent About Challenges & Progress



77
Pieces of 
Coverage

13.2M
 Audience

325K
Unique Views

11,591
New Emails Acquired

X
Dec 2022 - March 2024 

Social Media Posts 
31

(pending) (pending)
- Photo: See Monterey



Jblotter@KindTraveler.com
Phone: 619.519.2437 | KindTraveler.com

Jessica Blotter, CEO | Co-Founder 

Kind Traveler o�ers a clever, easy-to-use 
system for both seeing the world and investing 

in making the world better.” 

GLOBAL
VISION

AWARDS
2021

WINNER

Thank You


