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Sustainability and travel in 
the visitor economy

Rebecca Armstrong, 
Sustainable Tourism Specialist

the Travel Foundation
Tourism that benefits the destination and its communities

What are your customers 

looking for and how can 

you make the Isle of 

Wight the destination of 

choice?

Photo by Tom Wheatley on Unsplash 

https://unsplash.com/@mikeballet?utm_content=creditCopyText&utm_medium=referral&utm_source=unsplash
https://unsplash.com/photos/central-path-sign-near-calm-sea-gl5O1vRXgJE?utm_content=creditCopyText&utm_medium=referral&utm_source=unsplash
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Why do we 

want tourism?
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• Time in nature
• Active holidays
• Food, nutrition and holistic 

wellness

• Increased interest in 
environmental impacts of 
tourism

• Increased awareness of 
impact of tourism on local 
businesses & people

Evolving market and consumer trends

Photo by Eric Palmer on Unsplash 
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Expedia Group Sustainable Travel Study, 2022



visitisleofwight.co.uk 30

Expedia Group Sustainable Travel Study, 2022
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Expedia Group Sustainable Travel Study, 2022
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Sustainability is 
good for your 
business AND your 
customers

Photo by Alex Haney on Unsplash 
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Sustainability is good for business

‘Future-proof’ your business and responsibly manage risk

Reduce your operating costs

Contribute to wider climate action

Respond to tour operator and investor demands 

Offer a great customer experience

Have a clear framework to take action and track your progress

Work with others and get support
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• Millennials (75% of the workforce by 

2025) are looking for socially 

responsible employers (Source: Inc)

• 83% would be more loyal to a company 

that helps them contribute to social and 

environmental issues (Cone 

Communications survey) 

• Gen-Z ‘the first generation to prioritise 

purpose over salary’ (WeSpire)

Businesses with purpose
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The energy crisis and net zero targets
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• £4,000 investment = 
£1,000 pa savings + 
7,000KWH less energy 
consumption

• Supported by local Net 
Zero business scheme

Case study: Dyke Golf Club, Brighton

Photo by Robert Ruggiero on Unsplash 
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Aim to measure and reduce

Image by Jess Bailey on Unsplash

Image by Tanvi Sharma on Unsplash
Image by Wesley Tingey on Unsplash

Image by Robert Linder on Unsplash

Image by Pere Serrat on Pixabay

Image by Rudy & Peter Skitterians on Pixabay
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Food waste

• 1 million tonnes of food wasted at catering 
and hospitality outlets each year

• 75% avoidable & could have been eaten 
• 40% is carbohydrates
• Equivalent to 1.3 billion meals (one in six of 

8 billion meals served) 
• On average 21% from spoilage; 45% from 

food preparation; 34% from consumer 
plates

• 12% of all food waste is recycled 

https://guardiansofgrub.com/resources/

Photo by Rachel Claire on Pexels
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Problem: 

• 19 tonnes of food thrown away each year (41% of all waste generated)

• Wasted costs of purchase and disposal

Solution:
• 6 month pilot: £3,000 cost saving through simple no / low cost measures, e.g. 

• Better menu design (e.g. light options, sharing ingredients across service 
areas, daily specials / chef’s choice) 

• Offering customers choices on side dishes
• Introducing food waste recycling collection
• Stock control systems

Results:
• 4% reduction in food costs (perishables 25%) 
• Now saving about £15,000 per year

39

Case study: Dragon Hotel, Swansea
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• Fun
• Authentic
• Local
• Slow travel
• Sustainable transport
• Active travel
• Accessible
• Food and drink
• Nature
• Health and wellbeing

41

Make sustainability part of a 
great customer experience
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Make sustainable travel easy

Photo by Chuttersnap on Unsplash
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Case study: Bleinheim Palace, Oxfordshire
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Cater for active travellers

Image by Amar Preciado on Pexels 

Image by Jonathan Farber on Unsplash Image by Annie Spratt on Unsplash
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Encourage longer, year-round stays

Case study: Edale
House, Forest of Dean
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Case study: Pod at Loveland 
Farm Eco-retreat, Devon
Source: the green traveller, Richard Hammond

46

Focus on special experiences
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Signpost other local businesses

Case study: Elms Farm 
Cottages, Lincolnshire
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Promote local food and drink

Case study: Le Bon 
Picnic, France
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Images: CSTI, TUI/TF
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Image by Life Thru a Lens on Unsplash

Collaboration is king!
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Case study: Curious Neighbour, 
Clwydian Range & Dee Valley AONB

• Part of THE AONB tourism 
group’s ‘Stay, Eat, Do’ initiative

• Sharing short video clips about 
each other’s businesses

• Information and tips to help each 
other 

• Contributing to better options for 
visitors, aiming to drive longer 
stays and increased spend

Photo by Mitchell Orr on Unsplash
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A global commitment to halve emissions by 2030 and 
reach Net Zero as soon as possible before 2050. 

Commit to publish climate action plans within 12 months of signing and 
implementing them accordingly.

Commit to report publicly on progress at least annually.

www.oneplanetnetwork.org/sustainable-tourism/glasgow-declaration
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Maximising opportunities

• Share ideas and resources

• Highlight quality, local, sustainable events, businesses, 
produce, experiences and itineraries

• Identify opportunities for connected products / packages

• Collaboration and sustainability for competitive advantage, 
cost savings, attracting new customers

• Low impact tourism, sustainable transport and active travel

• Career opportunities, prospects for young people
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What could you get started 
on in your business?

• Are you on a renewable energy tariff?

• How about the ‘getting to us’ information on your website, or the 
menu options you offer to your guests?

• What other local businesses could you work with? Could you 
provide pre-arrival information to your guests?

• What low season services or offers could you develop, perhaps 
with other businesses?

• Are there longer-term investments you could explore, e.g. EV 
charging, solar panels or heat pumps?
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Thank you

www.thetravelfoundation.org.uk

Rebecca Armstrong rebecca.armstrong@thetravelfoundation.org.uk 

Photo by Red Zeppelin on Unsplash

http://www.thetravelfoundation.org.uk/
mailto:rebecca.armstrong@thetravelfoundation.org.uk
https://unsplash.com/fr/@redzeppelin?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/s/photos/devon-road?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
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Sustainability and Travel 
in the Visitor Economy 

Amy Summers 

Sustainable Travel, trade and Exhibitions Manager, 

Visit Isle of Wight

“What are your customers looking for and 
how can you make the Isle of Wight the 

destination of choice?” 
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64% of travellers say they want to travel more sustainably over the 
coming 12 months (Source: Booking.com April ’23)

A recent ABTA survey showed a move towards travel in the European 
‘shoulder’ seasons, with May, June and October the most popular 
months rather than the traditional summer peak. Avoiding crowds and 
high season prices, and the impact of climate change will all be factors 
feeding into this and it is a trend that is sure to continue. (Source: Wanderlust Top 

Travel trends for 2024)

58

Sustainability and Travel 
in the Visitor Economy 
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• Eco-friendly & 
Sustainable webpages, 
dedicated green travel 
section

• Sustainable stays

• Green travel

• Eco-friendly activities

• IOW Green Tourism Award

• Local produce

• 10 tips for a sustainable holiday

• Post-holiday sustainability

59

Promoting a sustainable and responsible Island
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• Online mapping solution for 
walking and cycling routes. 
Launched in August 2023 on 
the VIOW website

• 153,047 teasers (through our 
website and OA online portal)

• 19,240 pageviews

• 6,941 actions

• 551 downloads

Promoting sustainable travel

Top 3 routes
• Niton to Sandown(walking)

• Round the Island (cycling) 

Clockwise & anti-clockwise

• Cowes to Yarmouth (Walking)
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• Marketing activities – promoting 
active travel and sustainable 
modes of transport 

• Supporting local initiatives
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Sustainable projects: IOW Green Tourism Award

• It’s a stepping stone for businesses. A 
simple scheme with 12 criteria – Gold, 
Silver or Bronze

• Benefits for members: Dedicated web 
and increased marketing. 

• Gold award member benefits (£1 bus 
pass scheme)
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• 2 festivals a year – May and October

• Over 2,100 registered walkers

• 2022 there were 143 walks with 2,144 
registered walkers. 1,256 walkers were 
from the IOW (59%) and 888 from the 
rest of the UK (41%) resulting in an 
economic impact of £465,985.09. 

• Multi-award winning festival 

Sustainable projects: IOW Walking Festival
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• Green Impact Award – Silver 2023
Aiming for Gold in 2024

• Moved office in March 23 to be more 
sustainable and accessible 

• Working towards a Sustainable Action 
Plan 

• Tourism Management Institute 
Sustainability working group

• Expedia – Climate Champions Program 
for Destinations
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Visit Isle of Wight’s sustainable journey

(Source: https://greenimpact.nus.org.uk)

(Source:https://pixabay.com/illustrations/boar

d-write-change-time-nature-6711026/)
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