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Message from Orlando Arroyo, CEO of Tres Rios

AS CEO OF TRES RIOS I'M VERY PROUD TO PLAY SUCH AN INTEGRAL
ROLE IN THIS YEAR'S WTM WORLD RESPONSIBLE TOURISM DAY.

As part of WTM World Responsible Tourism Day, we are celebrating

the grand opening of Hacienda Tres Rios, the first eco-friendly :

luxury resort on our 326-acre eco-park south of Cancun. Hacienda
Tres Rios opens on November 15 in the heart of the Riviera Maya,

a place where Mexico's present joins its past and nature provides a

unique backdrop for unforgettable vacations.

We hope Tres Rios will be a model for economically sound,
sustainable development, not just in the region but
globally.

: equipment, salt water desalination, employing environmentally-
friendly building practices and planning, and guarding the
: exceptional beauty of Tres Rios with rigorous environmental
: standards. Even when the full resort complex is complete, more than
150 acres of the land will be maintained as a reserve with little-to-no
development to ensure a perfect balance of guest's enjoyment
while protecting our land’s greatest natural resources.

As one of the few Mexican-owned family developments in

the area, we utilized local workers and local materials in

As a leader of the Mexican travel industry for more than

creating our resort. The on-site spa and gift shop feature

30 years, I've seen the positive and negative impact
tourism development can have on our people, the
economy and the land. [ believe the key to long-term
success is sustainable development that carefully
balances development with environmental needs
and strives to bring economic prosperity, not just in
the form of resort employment, but from a long-term partnership
with local communities. Since we began our environmental studies

HACI

of environmental stewardship, using state-of-the-art heat recovery

=~

TRESRIOS
Resort, Spa & Nature Park

products from local indigenous people and we will be
offering cultural tours and education programs that
preserve local cultures and ensure employment in
surrounding villages.
We believe Hacienda Tres Rios is a truly special place
that embodies the spirit of WITM World Responsible

ENDA

¢ Tourism Day. [ hope you can attend our seminar on Wednesday at
i 2:00 p.m. to hear more about our exciting new property and how
years ago through our resort opening, Tres Rios has been at the fore :

sustainable development is the only path to long-term guest loyalty

. and financial success even in today's uncertain economic climate.

www.haciendatresrios.com

Hacienda Tres Rios Supports

| @kop
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MAKE A DATE

WTM WORLD RESPONSIBLE TOURISM DAY

| AM DELIGHTED TO WELCOME YOU T0 THE SECOND EDITION OF
SPOTLIGHT, OUR THOUGHT PROVOKING MAGAZINE WHICH WE HOPE
WILL ENTERTAIN, ENGAGE AND INSPIRE.

Spotlight brings you the real stories behind the super-
human efforts of so many brilliant individuals who, often
against all odds, have battled authorities, governments,
prejudice and ignorance to make a better world and a
more caring industry.

It shies away from facts and figures; complex methods
and dry-as-dust statistics.

We hope you will enjoy reading Spotlight, that it will lift
your spirits, set free fresh ideas, get you thinking.
Above all, we want to encourage you to consider how
you can become part of this great global movement to
place responsible tourism firmly on track. Spotlight is
published as part of WITM's World Responsible Tourism
Day, a truly unique campaign that over time, will change
much about how we operate.

It's not about World Travel Market, about one company,
one brand, one nation or even one sector. It's about a
stimulating new way of business.

In the past, responsible tourism was the mantra of a few

1

oy SR

. small specialist companies. Not any more.
: Large businesses, even multi-nationals are recognising
. that we cannot “kill the golden goose”. What's more,

: many of them are using responsible tourism to help

: improve the bottom line. It is estimated that the ‘green

: and we must listen.
. Enjoy Spotlight. Happy reading!
: Warmest best wishes

.
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* Fiona Jeffery, Chairman, World Travel Market

: economy’ could create millions of jobs in the next

i decades. The people we have written about here work

* for many different kinds of companies, large and small.
The industry is beginning to recognise that it has to

. behave more responsibly. Many consumers demand it —

CHAMPION CLIMBER COUPLE OF PIONEERS LONG SERVICE
Adventurer goes to the peak one Leading from the front Leading light in travel
last time
TEARS TO CHEERS YOUNG AT HEART
RIVER IN RECOVERY Moving moments change lives All they want is a chance
Years of neglect successfully dredged
THANK YOU, DOCTOR TOP AWARDS
BEATING FOREST The treatment is terrific Round up of prestige prizes
FEARS
Working to save ‘forgotten’ people CUTTING EDGE NO LONGER BOYS
Waste not, want not New respect, new prospects
TOP MARKS
Staying strong in the down times EVERY DROP COUNTS CARBON COUNTDOWN
Children’s lives at stake The way forward for shrewd business
TIGER RESCUE
Group action to raise numbers WATER EMERGENCY TOWNSHIP TRIUMPH
Not a moment to waste Defying the cynics and critics
LEGACY OF DIGNITY
Following an inspirational pathfinder CORRUPTION FIGHTER PICTURE STORY
Redirecting money to where it A unique combination
PASSION DRIVER belongs

It's vital to have belief

MORE THAN A JOB

Devoted to the cause

PROTECTING 21 -

BEAUTY
Economic sense in saving
everything

wtm world /
responsible

tourism day

supported T0

The Global Event for the Travel Industry

Learn more about WTM World Responsible Tourism Day and
how to become involved by logging on to www.wtmwrtd.com

There is also a dedicated WRTD Hotline service on
+44 (0)1892 535943.

WORLD RESPONSIBLE TOURISM DAY

‘ ‘ Spotlight 08 COMP5.indd  2-3

Edited and produced by: Jane Larcombe Communications,
Tidebrook, East Sussex, UK +44 (0)1892 785071

Design and production by: The Creative Workshop

+44 (0)1580 212551 www.tcws.co.uk

Printed on 100%
recycled paper

Sustainable thinking...
Please consider the environment
when disposing of this publication

SPOTLIGHT 2008

Top of the

Mountain Hero

PAUL GOLDSTEIN REGARDS MOUNT KILIMANJARO LIKE SOME PEOPLE REACT TO
THEIR MOTHER IN LAW. IF HE NEVER SAW HER AGAIN IT WOULD BE T00 SOON!

Goldstein, 45, first climbed Kili in 1993 and since then
has reached the summit of Africa’s highest mountain
more than 10 times.

He has led over 200 novices, seasoned adventurers,
city boys and old age pensioners to its 19,34 1ft peak in
Tanzania.

Enough became enough. The prospect motivated him
no more. He said three years ago: ‘If anyone sees me
near that ‘hill” again please put me on a bus to Zanzibar
immediately.’

As a mountain Kilimanjaro is renowned for being as
brutal as any.

But Goldstein, obsessed with the plight and future of
Africa, reneged on his vow and led a special Exodus
climb there two months ago.

There was a cause: Helping the local porters and their
community.

The wildlife photographer, guide, author and ardent
conservationist dusted off his trekking boots to make a
final personal contribution to Exodus Travel's Tanzania
Porter Project. He took a full group of 16 climbers to the
top!

Goldstein said: “Yes, 100 per cent. It is very unusual to
lead every member of your group to the summit.”

For this special departure trekkers were paying £1,300
for the privilege and raised more than £1000 for the
education programme. This represents 60% of the
annual ongoing project running costs and ensures it
continues.

Goldstein added: “We now intend to make this an
annual charity fund-raising trip for the Porter Project
which provides English language lessons in the rainy
off-season. It is hoped they will be able to further their
careers within the tourism industry in the region. Next
time [ won't be leading it, though!”

Goldstein and Exodus are conscious that any alternative
employment prospects they can encourage will also
prevent Mount Kilimanjaro, a magnet for tourists, being
damaged by too much foot traffic.

“We aim to ensure that our type and scale of tourism
remains sustainable and does not overload local
conditions and infrastructure,” says Ben Roseveare, Sales
and Marketing Director.

The reality of the local economy is that there is precious
little work for the porters from April to June and again in
November.

Three schools have been created to teach English in

 Marangu, Arusha and Tarakea. This small-scale but

© successful initiative in conjunction with The Africa

: Walking Company, Exodus'’ local operator, has helped
more than180 porters this year.

¢ The skills they gain provide the potential to become

: cooks, assistant guides or even chief guides — and

: inspirational Goldstein has played

: arole.

. Roseveare describes him as “without

exception, the most passionate man

: [ have ever met on the subject of

© the future of the African continent,

its wonderful people and amazing

¢ wildlife.”

: He adds: "His astonishing success

: rate to Uhuru Peak runs in tandem

. with his commitment to other

: environmental causes throughout the

: region. Whether it's his last visit to the

© roof of Africa...we will seel”

The Exodus global portfolio of

. projects includes something else in

: Tanzania — the 'smokeless stove’ programme.

: Exodus is committing £21,000, in partnership with the

. local development agency Plan, to introduce them into

. 140 households in the Geita District of Mwanza region.

: By training local people to build the stoves, the project

. will have not only immediacy but stimulate longer-term

© legacy. Other families will see the benefits they bring.

: In addition, 70 people across seven villages will be
trained in environmental community awareness to help

. identify other practical measures to improve people’s

- lives.

: Managing Director Peter Burrell, who has been with

. Exodus more than 20 years, sees this project “as a

: meaningful way for our travellers to contribute both

. health and economic benefits to a local community while
© also helping reduce carbon emissions.”

Exodus has been operating for nearly 35 years and

¢ during that time has helped fund, manage and promote
: Responsible Tourism projects in many parts of the world

. including Sri Lanka, Kenya, Morocco, India, Nepal, Peru,
: Ecuador, Viemam, Ethiopia and parts of Europe.

. Burrell says: “Many of these projects were born out of the
: passion among our staff, clients and overseas partners for
© real adventure travel and the insights into people, places
: and ecosystems that this form of travel so often delivers.”

THESE porters

(left) can make an

incredibly physically

demanding 20 trips per
year up Kilimanjaro in freezing conditions. But it puts them
near the peak of earners.
Some can afford better education for their children with
take home pay of $1,000 a year, more than triple the
average income. The Exodus daily rate is higher than the
8,000 Tanzanian shillings (tsh), about $7, recommended by
Kilimanjaro Porters Assistance Project.
By comparison a farm labourer earns 1,000 tsh.
Support crew for Paul Goldstein's climb numbered 51, made
up of chief quide, four assistants, cook, and summit porter. Of
the remaining 44, their roles are split into: porters who simply
carry, assistants who help set up camp, cook assistants.
The African Walking Company has a pool of about 600
registered porters working exclusively for them on a rota
system to ensure fairness.
There is a nearly unlimited supply of porters because of the
lack of regular work and this means they can very easily be
exploited.
Each carries a 25 kg load, reducing as food is eaten during the
four-day trip on the Rongai route.
They trek from 3-5 hours daily and end their journey at Kibo
hut at 4700metres. They wait for clients to ascend/descend
before returning to Marangu, taking out all rubbish. Kilimanjaro
National Parks restricts climbers and controls entry to avoid
environmental damage.
AWC has never had a fatality on the mountain but from three
to ten die every year, mainly of hyperthermia or altitude
sickness. AWC porters have the same first aid facilities and
emergency cover as clients and are paid in full if they return
sick. Their medical bills are then paid.
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BLACKSTONE VALLEY

Kissing Life into...

that

River

THE RIVER THAT DIED OF NEGLECT, GREED AND SHAME IS NOW FLOWING WITH A MESSAGE
OF HOPE FOR THE WORLD. BLACKSTONE IS THE ARTERY THAT ONCE PUMPED THE

HEART OF AMERICAS INDUSTRIAL REVOLUTION BUT BECAME SO POLLUTED IT KILLED
EVERYTHING AROUND [T OVER THE COURSE OF 200 ROLLER-COASTER YEARS.

From the heights of boom and prosperity on Blackstone's
banks had come the depths of business collapses, mass
unemployment, poverty, dereliction, disrepair and
disillusionment.

“Once the sole drive of those living here was to escape
the place. It was like a prison, populated by the invisible
and forgotten. It was impossible, laughable, to imagine
why anybody would willingly want to come into this
atmosphere of hopelessness,” said one local, “ let alone
see it as a holiday choice!”

Today the river is a thriving source of inspiration for
500,000 residents spread over 454 square miles and 24
cities, and the area stands proudly as a stirring example
of sustainable tourism. It can be modelled to shape
destinations everywhere.

WORLD RESPONSIBLE TOURISM DAY
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. Since its launch in 1985, Blackstone River Valley's

. Tourism Council of Rhode Island, New England, has
© progressed enormously to attract 100,000 visitors
annually.

Presidents Ronald Reagan and Bill Clinton, state :
: governors, senators and chief executives, have praised its :
: innovative, transforming actions and rallied to its cause
. and historical significance.

. Dr. Robert Billington, president of the Council and

¢ its Sustainable Tourism Planning and Development

. Laboratory, says: “Blackstone was the country’s first

. industrialised river, where the manufacturing revolution
. was born and led the USA to become a world power.

¢ "Millions of immigrants arrived here in search of the

: American dream.

. "Yet after 150 years of economic growth

© there was a brutal downturn bringing empty
© factories and empty pay-packets.”
Billington, age 58, from Pawtucket originally,
© a main driver behind Blackstone's re-

emergence, has been involved from the

. outset and says: “The valley was tired,

. abused and depleted. It needed a way

. out for the jobless, who were downtrodden

¢ by being surrounded by abandoned,

. vandalised cotton mills and a deteriorating

: quality of life.

: "Thirty years ago no promotional map of

© Massachusetts or Rhode Island included us as
: a destination.

SPOTLIGHT 2008

UNITED STATES

"Fortunately, in the 1980s, leadership, social
responsibility and commitment triggered ambitions of
dynamic change — retrieval of a robust economy and
strong community values.”

In 1986, Congress recognised the absolute need to
salvage so much history from sinking and established the
Blackstone River Valley National Heritage Corridor.
Billington adds: “Our purpose is to lead the nine
communities across that Corridor with resilient,
sustainable, geo-tourism programmes that protect the
well-being and values of our residents, improve our
environment, education, culture, aesthetics and support
appropriate, whole place-making activities.”

That mission is being achieved daily. A comprehensive
agenda kicked in 20 years ago so that tourism did not
impede targets such as land management planning,
heritage, environmental protection and preservation of
socio-cultural authenticity.

“The first step was to create a framework to promote
responsible practices among corporations, consumers
and communities with the focus on long-term investment,
return rather than short-term benefit. A sense of social
ownership among residents was essential to regenerate
the Valley. They had to understand that to be reborn, the
western hemisphere's first contaminated river needed to
be cleaned up.”

SPOTLIGHT 2008
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e facts

From a platform of probably zero plus, visitor
levels are rising 10per cent year on year.

~ o The value of the tourism industry has leaped from
$103million in 1985 to $393million.

* Budget for new housing units, restored buildings
and construction just in the river's view tops
$400million.

* Private investment pumped into the region - with
a changing face population now including many Latin
Americans - has been about $350 million over the
past 10 years. Federal funds and State grants are
roughly $50 million.

44 -

Thirty years ago no promotional
map of Massachusetts or Rhode
Island included us as a destination.

- 99

. The mammoth task that confronted Blackstone included

: convincing politicians that the vision was worth

: supporting. Now there are hot lines of communication to
top-ranking officials at state and national level.

They cannot ignore the success stories that are there to

: see with their own eyes.

: Everybody realises that pockets of immigrant workers are
. still living below the poverty line. The quest to enhance

. their standards continues with new restoration projects

. and grants.

: The private and public sectors have combined to

: bankroll a range of programmes to take Blackstone

* further into the black. Run river run.

* The river was named after Rev. William Blaxton, from
County Durham, England - the first European settler in
Rhode Island in 1635.
* “With manufacturing in textiles, machinery, jewellery,
came wealth but bad protection. Over years, the river
was a ‘catch-all’ for chemicals, metals, sewerage,
household goods - anything that was not wanted. This
continued into the 20th Century and its death was
earned by design not chance. But Project Zap started in
1972 and 10,000 Rhode Island residents began to bring it
back from its reputation as a sewer.” Robert Billington,
President, Blackstone Valley Tourism Council Inc.
More than 1,000 factories lined its 50-mile course during
its heyday.
It is still blocked by 18 weirs making a river commuter
transportation system impracticable.
This spring 250 ton of trash, including 3,005 tyres, was
hooked out by an army of volunteers.
An entrepreneur started a re-cycling business in car
spares from the dumped vehicles.
It is said that people - some of whom were Mayflower
Pilgrim descendants - could tell which mill was in
production because its discharged dyes changed the
river's colour. There were no fish left. Children were
warned not to touch the water for fear of sickness.
But you still wouldn't want to swallow any of River
Blackstone. It is estimated to take another 10 years
before the river is safe for swimming.
As the factory dams and garbage are gradually removed
the fish are returning in enough numbers for anglers
to resume their sport. There is canoeing,
kayaking, three riverboats - in service
after a gap of 147 years and used as an =
educational tool - plus walking and cycling
trails.
The kiss of life can be further seen in how
old, crumbling and collapsed warehouses
have been lovingly restored and converted
into housing units, artists’ studios, pubs
and restaurants. The development theme
is: Don't kill off the history. Respect and
nurture it.
Marshland has been reclaimed to
revitalise wild life - and bird
watchers!
* Hollywood superstar

Richard Gere (right)

filmed part of "Hachiko

— A Dog's Story" in

Woonsocket in the Valley

because of its renovated

19th century station.

American Buffalo,

starring Dustin

Hoffman, was

filmed at

Pawtucket in

1995.
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JUMA RESERVE, BRAZIL MARRIOTT INTERNATIONAL

FORGOTTEN

LAWYER DAVID MANN HAS ENCOUNTERED EXPERIENCES THIS YEAR THAT CERTAINLY DO NOT FIT INTO THE
MOULD OF HIS CORPORATE WORKING LIFE WITH LEADING HOTEL CHAIN MARRIOTT INTERNATIONAL

Mann exchanged his business suit for more tropical
gear to visit Juma reserve in Amazonas to report on his
company's unprecedented private/public agreement to
protect 1.4 million acres of endangered land.

It is a groundbreaking development of preservation and
local empowerment. But Mann also learned at first hand
the enormous risks it involves for the 27 communities
living within the reserve.

"I met a field agent who had alerted the authorities about
illegal cutting down. He later received a death threat
and was taken away for three months for his safety.

“The dangers to communities are real, not only from

WORLD RESPONSIBLE TOURISM DAY
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. deforestation, but from reprisals for standing up to those
© wanting to log or burn trees for gain,” revealed Mann,

© aged 45, Senior Vice President and Associate General
Counsel with Marriott in Washington DC.

. The agent's spirit was not broken because he

. attended and spoke at a meet-the-people gathering
: where Mann spelled out Marriott’s commitment to

. the $2million investment over three years.

. For a people long used to exploitation the remaining

: elements of scepticism had to be dispelled.

: Mann and Marriott's consultant Mark London (author

© of two respected books on the Amazon rainforest) were

i cleared as ‘non-hostile’ by Virgilio Viana, of the newly-

© created Amazonas Sustainable Foundation. He declared:
© “They may be ‘gringos’ but are NOT here 1o buy your
land, take it away, or control it.

: "Do not listen to those who would tell you otherwise.

. Marriott is like your ‘godfather.” Someone who will

: support and help you.”

. Viana added: “The forest is your forest; protecting it is

. your responsibility, and its importance goes beyond you.
: It is vital to the planet.”

© Each of the communities had two representatives present
© and it was an emotional breakthrough when one said:

SPOTLIGHT 2008

We have been forgotten for so long — now we have hope.
The project is one of the first to receive validation from
the internationally recognised Climate, Community and
Biodiversity Standards.

Communities will now form a self-governing association
with elected leaders to discuss needs, set priorities,
establish a management plan, communicate and
implement it across the reserve. Improving health and
education care is high on the
agenda.

Each community has a
small supply of basic first
aid and medicines, but the
nearest hospital is 20 hours
away for some.

Malaria is a scourge;
diarrhoea common from river
bathing. Some communities
have been given cisterns that =~ ===

collect rainwater, considered

safe for cooking and drinking. Parents who send young
teens to the city for further schooling must live with the
fear that child prostitution rings might abduct them.
Against this background, the people are being
impressed that their forests are not only critical to avoid
climate change but have value to produce income
through sustainable use.

ever worked on

Mann enjoys
meeting
inquisitive
children

| felt like this was one of the
most important projects | had

: Mann said: "Achieving environmental goals is not

: possible without empowering the communities who are

. the best bulwark against the destruction of the rainforest.
: "Their government — and a company a continent away

. —has shown it cares about helping them protect and

. preserve where and how they live.”

i Community members are to be trained and reminded

© about being constantly vigilant to ‘pirate’ activities. For

example, if a boat is seen
carrying logs, the captain
has to be questioned about
authorisation.
Mann heard about plans at
Boa Frente community for two
sentry posts to guard the only
access routes for ‘getaway’
transportation — one an
unpaved road, the
sl other on the Aripuana

River.

. Boa Frente means “good front.” That is definitely
the reception Mann received.

: The people were very hospitable. The children

. were especially interested in us and loved posing
: for photos

i Ten families (about 90 people including a priest

. and teacher) live there in 10-15 wooden, stilted

structures near the river
landing.
There is a one-room
schoolroom, church
and meeting
place — and a diesel
generator delivers
electricity for up to three
hours a day — used principally to
watch TV news and soap operas!
Not surprisingly for Brazil, there is
also a soccer pitch.
This is primarily a subsistence
economy. Each family hunts,
fishes, collects fruit and nuts and
grows spices, mostly for their own
consumption.
Revenue-generating activities
include fishing (fish farming is a
goal), tapping rubber trees and
sustainable timber harvesting.
More advanced equipment and
training is required to bring

: products to market. The government provides subsidies
: for some items, such as rubber.’
: Mann has been an in-house attorney with Marriott since

1995 and says: "Actually, [ was originally assigned to

negotiate the agreement with the state of Amazonas.

: However, it quickly became much more than that — I felt like
. this was one of the most important projects I'd ever worked
© on in my career for the lasting good that is being done.”
He adds: "This was my first experience in a rainforest

: and it was profoundly moving and humbling. Nothing

: can prepare you for the extraordinary size and beauty,

© either from a bird's-eye view or in the forest itself.

“The determination and resourcefulness of the

: people is extraordinary. I can’'t wait to return to

. see the progress being made as a result of the

. company's involvement.

“For example, a new school built in the Boa Frente

¢ community opened in October. Work is also moving

: forward on purchasing communications equipment and
: boats and designing the guard posts on the reserve. Best
© of all, locals have embraced their key role in protecting
their "home.”

: "As Amazonas Governor Eduardo Braga says: ‘The

. people are the guardians of the rainforest.” ”

: Mann is now fully converted to safequarding the

: environment. He recalls: "My consciousness was raised

: just last year as a direct result of participating in the Juma
. project and by other Marriott initiatives. That involvement
. led to me joining its Green Council and forming the
Green Committee within the Law Department, which

: among other things set a goal of 15% less paper use.

: "We are ahead of target, running at about 25% — more

. than a million sheets saved since November ‘07.

: “We also showed An Inconvenient Truth to the
department and helped plant 400-plus trees this spring.

: "The entire company has really embraced the concept

. of ‘going green,” including using mugs instead of

paper cups, car-pooling, recycling, switching to more
efficient vehicles, developing Leadership in Energy and

: Environmental Design hotel prototypes.

. "And [ now drive a Hybrid!”

Green for

= Among other Marriott initiatives:
‘Spirit To Preserve the Rainforest
promotion donates 5% of room revenue
from qualifying group meetings to the Amazonas
Sustainable Foundation in the group’s name.

* ‘Spirit To Preserve - eco meetings and events’ provides
customers ways to make their Marriott meetings as
environmentally-friendly as possible.

* Further reducing water and fuel consumption by 25 percent
in the next 10 years.

* Exploring ways to provide greener products across 12
categories of its $10 billion supply chain.

* Pursuing LEED-Existing Building status for its corporate
headquarters by year-end 2009.

* Seeking Audubon Certification at 34 Marriott Golf Courses
by the end of this year.

* Engaging employees in community clean-ups around the
world.

WORLD RESPONSIBLE TOURISM DAY
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[T REQUIRES DURABILITY AND DEVOTION WHEN YOU
SELL ONLY SEVEN HOLIDAYS IN'YOUR FIRST YEAR

Guy and Amanda Marks displayed those
characteristics in shed loads to emerge with their
company Tribes intact, in tune and in demand.
That not-so-magnificent seven has been turned
around in ten years to an expected best-ever
turnover of £2million this year.
Guy and Amanda deserve their full marks in
the world of tourism because they stuck to their
beliefs while being hit squarely on the nose.
Amanda recalls: “We were one of the first to
push fair trade and responsible principles
and this certainly made us a ‘niche’
company — in other words, to begin with
we didn't get many clients!
“The going was slow, to say the least. The next year we
reached the dizzy heights of about 45 bookings.
“We were doing this on little investment (all our savings)
and Guy worked as a travel writer/photographer to keep
us in food and shelter.
"I was earning nothing trying to get the company going.

“Guy slowly became more involved as we began to make

some money. Year Four was make or break — and it was
so close to being ‘break.’

“Luckily for us business suddenly picked up and we
started running instead of crawling. Since then we've
had big growth jumps and we are still very much a
strongly emerging company.” From an atmosphere of
"nine lives” Tribes has moved to a staff of nine.

“Our ambition now is to do what we're doing but better!”
adds Amanda. "We have lots of plans, with responsible,
ethical and sustainable guidelines still at the heart of
everything. All the team cares.”

WORLD RESPONSIBLE TOURISM DAY
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: Guy, 47 and Amanda, 44 have been married for 16

. years. They have two sons, 11 and seven, and adore

: being at home with them in Suffolk.

: Amanda jokes: “For a couple who spend SO much time
© together, we argue surprisingly little!

“We complement each other's abilities.

i “Guy is good at financial and legal while my background
. is in marketing. With such different roles we don't step on
. each other's toes too often.

. "In terms of overall views and passions, we share

. complete agreement. We both had/have a vision of what
. Tribes should be like and I don't think we could have
come this far otherwise.

We have to take responsibility
for where and how we travel to
protect and conserve

. "I remember in Morocco a guide, Marrakchi, dressed to
© killin shabby but immaculate trousers, tunic waistcoat

i and fez, leading us proudly around the souk in Meknes.
This was a true local showing off ‘his" market.

¢ "With his influence and enthusiasm the place became

: much more Teal and far more fascinating.

. Of Distinction

: “Experiences such as this highlighted how
. we wanted to offer holidays where you view
: a country through the eyes of a native. We
: decided to use only local guides.

© “Happily things have changed since 1998
and now we find that the kind of tourism

: we've always promoted is extremely

: fashionable.

: "Of course, fashions are notoriously fickle,
. but [ hope that this one will be sticking

¢ around... and not just for business

\ reasons.

“If we want to protect and conserve

© the biodiversity of our planet, value

differing cultures and traditions, and

. allow this massive industry to

. remain sustainably viable, we

. have to take responsibility for

. where and how we travel.”

: Guy agreed: “Climate change is a

. big issue and won't go away. Does that mean responsible
© travellers should stop flying? I don't believe it is that

: simple. Yes, reduce plane journeys where possible.

© Instead of two shorter duration trips take a single longer
one. If you can travel by train or road, pick that option.

: Perhaps if you're heading to some faraway beach but

: could be anywhere in the world, select somewhere

: closer and accessible without a flight.

. "However, [ think there are valid reasons for long-haul

: travel if your holiday can make a positive difference to

© that destination.

. "Why, for example, preclude tourism income to a

© national park facing disaster from poachers?

“We could lose many precious places in this world. I'd

: rather see a village make money from tourists than chop
: down its rainforest.

: “So, given the current financial climate, is responsible

: tourism managing to maintain its portion of the market?

: I'd say very definitely yes. We are finding that more

. people than normal are wanting to restrict their budget,

© but they still want to travel with us.

\ “Our driving force principles are becoming important
: to more and more people and we are optimistic this

. will continue. Tourists must simply be shown how
they can make a difference by travelling shrewdly.”

¢ Amanda adds “Our clients tend to be 28 plus. We have a
. lot of couples, but an increasing amount of families. We

. have a fine rate of return clients and referrals so we must
. be doing something right!

. “There's no shame at all in making a profit. [ go strongly
. with the view that trade not aid is the way forward and

© itis excellent if tourism can benefit local destinations,
people, habitat and wildlife.

¢ "It is by far a more sustainable way of conserving,

: protecting and developing a locality and its population

. if its resources are used wisely for the long-term benefit.
. [ cannot imagine how tourism has a future without this

. approach. It is the same with our fair trade objectives.

. There are lots of challenges ahead. Without them, we'd

. be bored! We've started a blogsite Tangled-world.co.uk

© to discuss tourism and fair trade and bring them before a
© wider audience.”
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Cat's eye view in
Ranthambhore National Park

TREAT=RIGHT

WHEN UNCLE NORMAN HAS A LION IN THE BEDROOM AND A HIPPOPOTAMUS IN THE
GARDEN, THERE IS A FAIR CHANCE YOU'LL HAVE A FASCINATION WITH ANIMALS -
AND PROTECTING THEM.

Julian Matthews (above) was brought up in Zimbabwe —
“some of the family are still hanging on in there” — and
his eyes regularly popped open with excitement at the
wildlife.

“There were lions as well as the leopard, reared from a
cub after the mother was killed, at my uncle'’s place and
my father introduced a herd of impala to his tobacco
farm. All my relatives are keen conservationists.
“Ironically, the first time [ saw a leopard in the wild

was 1993 in Nepal with my father in law, explorer John
Blashford-Snell.”

When Matthews' father died, Julian came to the UK for
schooling and swapped “rolling acres of masasa trees for
the chimney pots of Bristol.”

He did a degree in business management but his
interest in the animal kingdom persisted. Investors
helped him found Discovery Initiatives in 1997, small
group and tailor-made holidays to link nature travel with
conservation, and sustainability.

“We book more in two weeks now than we did in a year
at the beginning,” he laughs. “We take about 1,000
people annually on their holidays, and always searching
to find unique wildlife experiences.

“T have always gone to the wildlife agencies to ask what
problems they face and seek their guidance on how our
tours and safaris can help their work and research.”
Polar bears, elephants, orangutan, snow leopards,
whales, mountain gorillas are among the majestic
creature sights seen by Matthews, who lives in Dorset
when not travelling across the seven continents. He
always considers it a massive privilege, especially when
experiencing wilderness alongside experts.

But at the moment his heart and focus belongs to tigers.
“In 100 years their numbers have dwindled from 100,000
to just 1,000-plus in India,” he says. "That has coincided
with de-forestation, over grazing, poaching and huge
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population pressures.

¢ "They can't find prey because

: of the massive changes in

. their original forest habitat

. and therefore attack livestock,”

. explains 43-year-old Matthews.

. The damage is not all one-

way. Hundreds of humans die

© each year at the jaws of tigers

which are territorial and fiercely

: protective parentally.

: “India is booming as a country

. internationally and internally

. and I believe that responsible,

. well managed tourism is a good tool, not a

. hindrance, for tiger conservation,” reasons Matthews.
. "There are many issues intertwined with the future

© of tigers — including forests declining because of
population explosion — and it needs concerted

: action programmes and a wholesale change in the

: government's attitude to the problem.

. "But, basically, wildlife tourism has to have live animals
: and biodiverse forests to succeed. It's the old adage: if
© it pays, it stays. Tourism places a higher value on living
: tigers than dead ones, and offers them extraordinary

: protection through passive viewing and monitoring.

© T think of the Africa model where for the past 30 years
the careful management of their parks and private or

: community conservancies has worked for the economy of
: the local communities and the welfare of the wildlife.

. "If you take Namibia as an example, they doubled and
: trebled the stock of certain species when the once

. degraded land, combined public and private land, was
: turned into wildlife parks funded by top tourism.

. “In South Africa, the wilderness is now four times more
: valuable to the country because people’s desire to see

the wildlife is becoming a driver

. of economic stability and sustainable land use.

© “In Rwanda, the mountain gorillas were down to a very
few. The sheer financial muscle of tourism has made the

i recovering population like oil wells to the country.

. "The pressing tiger concern jolted me in 2004 to start a

: campaign and form Travel Operators for Tigers (TOFT)

. a global co-operative of 180 companies, 40 in the

: UK. Alone [ felt helpless. Together it gives us influence

. and purchasing powers. [ was prompted to try to do

: something while on a game viewing experience of all the
© bad and ugly aspects of tourism. I thought ‘This is not the
© way to do tourism and save tigers.’

“The Indian Government is increasingly supportive and
: in partnership there could be long-term benefits and

. the potential to target the numbers up by thousands.

: "We have to start to restore habitats, persuade changes

. of attitude among both authorities and tourism executives
: to back the future, because there is a huge market for

: leisure activities. India has the expertise to make it work

: but what it desperately needs is the political will.”

i In its first ten years Discovery Initiatives has raised over

¢ £800,000 for wildlife conservation.

WORLD RESPONSIBLE TOURISM DAY

23/10/08 13:36:57 ‘ ‘



KICHWA TEMBO

His name
l1ives on...

HASSAN MUSENI WAS JUST 53 YEARS OLD WHEN HE DIED LAST AUGUST. HIS EFFORTS
FOR OTHERS SURVIVE HIM AS A LASTING MEMORIAL.

He did more in that tragically shortened lifespan than
some governments achieve during a term in office. He
got on with it while others talked and talked and talked.
He cared, was selfless and innovative... a small man
with big aims and dreams. His softly-spoken approach
masked a fierce fighting heart and iron-willed

he managed for Conservation Corporation Africa in

Kenya's Masai Mara.

After 24 years in the hospitality business he knew it
@ inside out and his incredible contribution to guest

satisfaction and community empowerment was widely

acknowledged.

"Where do we look for ideas to take root? The

answer is in passionate, imaginative individuals

like Hassan.

"He didn't wait for the strategy presentation to arrive

or the consultants to roll in with polished cost-benetit

analyses. He knew and felt instinctively what was

needed and delivered.’
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i The testimonial comes from Claire Howse, Sustainability
© Director CC Africa and she adds: “He was the
consummate host, artfully tuned into the needs and

. happiness of his guests, knowing how to produce

: magically perfect romance and luxury in this wild

. corner of the world.

commitment to his local community and the safari lodge :
: tour of his “can-do” attitude to creating responsible

. safaris through a myriad of daily efforts by him and his
© team.

© “We all agree that “going greener” is a good idea, but
companies are often a littfle stymied when it comes to

. rolling out the concept on the ground.

: "That same challenge faces the travel industry.

: "Corporate principles are showing genuine

: commitment to change, yet many hotel chains, airlines
. and tour operators are still battling to turn these ideals
: into something tangible without confronting a major

. overhaul of their entire operations.

i "Hassan leaves a legacy of dignity and a strong belief

“But a peek behind the scenes unearthed an inspiring

© that we can all make contribution

to a better world.”

¢ Hassan managed Kichwa Tembo

: Tented Camp and Bateleur Camp

: at Kichwa Tembo for seven years

. before his sad passing after a

. hard-fought battle with colon

: cancer.

: His leadership ensured they

: received scores of accolades

© and luxury media coverage.

His dedication at Kichwa Tembo

: inspired James Chenge to

: continue his powerful work in

: the community and to take on ——

. the position of Positive Health and

: Community Projects Coordinator in

: addition to his full-time role as Operations Manger.

© James, 40, says: "Hassan was one person who believed
© in team spirit. He always advised me never to be like
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James Chengqg
to break open
a presentation|

those old hotel managers who used to hold their hand
backwards and watch other people working.

“When I took over coordinating the various community
projects, he reminded me to be very patient and
always to encourage dialogue with the community. My
dream is to see continuity and sustainability of current
and future projects and to make each day better than
yesterday in terms of health and living standards.”
Hassan, who completed his
professional qualifications
at Utalii Hotel, a hospitality
training college, had his
potential spotted by Peter
Ngori, CC Africa’s first
Director of Operations for
Kenya, while working in
Mombassa. He was enlisted
for a management-training
programme.

He had a post in Uganda
before Peter asked him to return to Kenya.

Hassan took immense pride from Kichwa Tembo being
regarded as a pioneering example of good practice.
The land is owned by the local Oolololo community and
rental from the lodge is received by the traditional Maasai
people. The staff is nearly 100 per cent Kenyan, more
than half drawn locally. There is full-skill developmental
training.

Because of its remoteness, the lodge has
established an on-site clinic with a full-time
medical officer for staff, community members (and
guests in an emergency.) This tidy little facility
handles about 20-25 patients per day, 75% from
local villages. They receive free consultations.
Once a month, the medical team and specially-trained
lodge ‘champions’ drive CC Africa’s respected 'Positive
Health’ programme that addresses vital HIV/Aids issues
and nutrition.

Kichwa Tembo reduces its reliance on long-haul
deliveries of fresh produce through large vegetable
gardens that supply the lodge kitchens, staff villages
and local community. This gave work to four more
people and ecstatic Hassan, whose two children,
Sheila, 29, and Hanif, 26, are living in the UK, rigged
up a grey-water system to irrigate the green crops.

In the neighbouring village, Maasai women were given
seeds, taught gardening skills to run their own micro-
enterprise.
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Hassan leaves a legacy of dignity
and a strong belief that we can
all contribute to a better world

© pure natural honey and the lodge buys back and
© bottles all the produce for quests’ enjoyment.
“Africa Foundation, the community

: development arm of CC Africa, has built

: numerous classrooms in the area and at

. one school the staff runs 10 beehives with the

: proceeds supplementing teachers’ salaries.”

. The lodge boasts a self-motivated Green Team that
© holds "environmental days” twice monthly. Up to 20
© staff give up two hours' free time for such things as litter
© purges or roads erosion.
Guest shower boilers are fired by charcoal bricks made :
: from recycled waste — discarded plantation coffee husks
. and shredded paper from the lodge and town office. :
: Claire says: “Hassan used to save his best story for last.
. With a twinkle in his eye, he'd proclaim ‘T am standing
: on my triumph!’
: "Through his own design and insistence, the disused
: lodge swimming pool was Tecycled’ as a grey-water
© reservoir rather than being filled in.
“Water from showers and the car wash irrigates the
: lodge lawns. He even insisted that the old pool pump
: was redeployed. It pumps water into the sprinkler
. system for the lawns and the replanting of hundreds of
: indigenous trees that have returned the lodge grounds
© to natural woodland in remarkably short time.
: "Hassan epitomised the company's philosophy of caring :
¢ for the land, its wildlife and its people :

: Tucked in the trees behind the vegetable gardens,

. the lodge has built a special butchery and restaurant

. that has been handed over as a community-owned

. and managed business. It feeds visiting suppliers

. and drivers, staff and sometimes even visiting local

. dignitaries. “They love the idea,” says Claire. “The

. community also benefits as it now has a proper,

. hygienic facility for preparation of locally-reared meat.”
Claire recalled: “On a visit :

to the Maasai, Hassan's
enthusiasm would shine

into a nearby forest to
show off bee keeping,
another micro-enterprise
created and supported by
Kichwa Tembo.

“Hives were provided,
st lessons given and now the
community harvests

. "Kichwa Tembo's grass-roots solutions to the challenges
: of responsible ecotourism are proof that practical
implementation is possible in every tourist destination,

: no matter how far-flung.

. "I believe this is underscored by Dr Eureta Rosenberg

. of the Environmental Education & Sustainability Unit,
Rhodes University:

. "The vision for sustainable business needs to be created

collaboratively. The path is not there to be pointed out. @

. The path needs to be made by making one small action
. atatime. By walking this new path, we ourselves may
through. He would plunge :

change.

: "By doing that which is do-able now, and engaging in
: critical conversations about deeper changes needed,
© we may find that we change just enough to make this
‘pie in the sky’ path a feasible reality.”

Not-for-profit CC Africa Foundation began in 1992 to
empower communities through conservation. The primary
focus is on education, health care and income generation.

It has seen:

« Sémillion contributed in Botswana, South Africa, Kenya,
Namibia, Zimbabwe and Tanzania, where CC Africa
operates

More than 130 classrooms and 20 pre-schools built

Increased environmental awareness among 6 000
schoolchildren and 300 teachers through conservation
lessons

University level scholarships awarded to more than 200
students

33 bursaries for students

Collaboration with local government departments to
build three clinics - including the 24-hour Mduku Clinic
outside Phinda Private Game Reserve serving 11,000
people

5,000 hippo water rollers supplied to rural families

Launch of a Digital Eco-Village where 200 community
members have received accredited computer training
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THOMAS COOK

RUTH HOLROYD HAS A
POTENTIAL 19 MILLION
AUDIENCE TO CONVERT AND
THE PROSPECT FILLS HER
WITH PASSION.

It's her key word. “It's essential to have a strong personal
belief that this work is vital and the right thing to do

and to be able to express that passion to others, ”

says 30-year-old Ruth, Head of Corporate Social
Responsibility, with the Thomas Cook Group.

“Passion is something, therefore, I look for when
recruiting people to my team.”

With 32,000 employees and such a massive customer
base, clearly there's the need to maintain a professional
and commercial approach. She sees no conflict between
that and Responsible Tourism.

Ruth, in travel since 2000 after graduating from Leeds
University in French and management, adds: " don't
think ‘sustainable’ or ‘eco’ travel has to be about small,
niche operators.

“To make a real difference, mainstream companies
must be involved and sustainability built into all parts of
the business both here and overseas, for all customers,
across all holiday products.

“That is what will secure the future of travel and protect
the places that we love to visit.

“This is the challenge for everyone involved.

“The big tour operators are often criticised but, in
many cases, are dedicating time and resource into
transforming and improving.

Bedside manner: Pete Grace has introduced
charity nights to help raise funds in the
Dominican Republic
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It’

Passion...

- "But I would like to hope that in five to 10 years the

. whole industry has embraced sustainability. It needs to

© be on everybody's agenda, built into business plans and
© strategies, if the industry wants to grow and develop.
“The job has influenced me enormously — [ have learned
: so much about environmental efficiency. fair trade etc

: and have altered some things in my life as a result, as

. well as trying to convince others in my family!”

. Ruth, who is married and lives in Manchester, began with :
. Airtours PLC (later MyTravel) in the eCommerce team. :
. "During the midst of the MyTravel turnaround a

: 'Responsible Tourism Manager' job was advertised
internally — a role like nothing I had seen before,” she

¢ recalls. It seemed to symbolise a new future, new

: outlook for the business.”

. It was her new path. She started in 2005 with a

. clean, fresh sheet. The company required policy

. development, training across all departments, customer
: communication, partnership channels to the Federation
¢ of Tour Operators and the Travel Foundation.

. “Coming from zero was a great opportunity to

© create something worthwhile and meaningful for a
business in the midst of change,” says Ruth.

: Then the merger 12 months ago with Thomas Cook,

: carrying its history and standing of 167 years, opened a
: whole new vista.

: Founded by a Baptist preacher out of a sense of social

. responsibility, it was a natural marriage — building on

© those original Thomas Cook principles to illuminate

© tourism as a force for good.

© Ruth has blueprinted the corporate social responsibility
policy and compiled the first report since being offered

. the chance to head up this highly visible commitment.

. And she has her “passion” squad all around her. An

: example comes in the shape of Pete Grace, aged

. 34 from Leicester who works as a Manager in the

: Dominican Republic. Pete’s efforts have raised a

i whopping $17,976.21.

© "He has been out there for three years and when driving
between hotels noticed the gulf in wealth between the

¢ big resorts and local people,” says Ruth. He has poured

- himself into helping a local hospital and schools.

: Jo Baddeley, Sustainable Tourism Manager, studying
* for a Masters in the subject, showed local hoteliers on
Gran Caneria how Thomas Cook would assist with

: sustainability targets.

: Nancy Brock, Responsible Business Manager, is a RT
: devotee and she carries that over into volunteering —
. work which the Queen has rewarded.

Ruth says: "My interest in Responsible Tourism grew from

. time living in France as a student. I think there is still a

* lack of understanding of what RT is.

© “People know the terms ‘green’ and ‘fair trade’ but the
link to RT is not quite established. It's starting to move

. slowly but there is some way to go. [ believe that if the

: public fully realise the difference they can make, most

. will willingly be involved.

: "It is too easy to dismiss the subject with the excuse

: ‘customers aren't interested.” Taking that attitude,

: not even raising the question, we will never make a

. difference.

© “Improvements, progress can happen quickly — if we

© look back at climate change awareness there has been
a huge shift in public opinion over the relatively short

: period of three years.

: "There is no reason why this cannot happen again to

. close the gap between what people believe and what

: they do.

. "People work towards their break all year and consider it
¢ well deserved, which it normally is! With our geography,
© it is also more likely you'll fly. Trains are not yet a viable
alternative — especially if you have only seven days. My
¢ holidays? Interesting! The past three have been to some
: amazing but long-haul destinations — Thailand, Sri Lanka
. and South Africa.

. "Environmentally, there is always a choice to make but

. I believe that by experiencing the true culture of a

. country, spending your money locally and ensuring you
: act responsibly, you can make a real difference to the

: economic development of countries like these. I also
believe that you can make changes to your lifestyle at

: home that significantly lower your carbon footprint.”

Ruth Holroyd has cemented Thomas Cook’s links with the
Travel Foundation for whom it has raised £1.25m to date.
“Many of its initiatives have made real differences in
destinations,” says Ruth.

Thomas Cook has enthusiastically wedded to the Travelife
sustainability certification system that is also gaining support
in the Netherlands, Germany, Italy and Belgium.

“We have audited more than 200 of our major
accommodation providers, with over 40 of them gaining
awards, a significantly high proportion being gold,” says Ruth.
“Our motive is to put hoteliers large and small on the path to
solid sustainable and social principles and, in turn, inform and
help customers to make decisions over their holiday choices.”
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JANE ASHTON HAS A PRETTY
FAIR IDEA OF WHAT T MUST
FEEL LIKE TO-BE IN'AIR
TRAFFIC CONTROL.

She successfully combines flying here there and
everywhere, being Mum to two daughters, custodian

of family pets and undertaking her role as Head of
Sustainable Development for TUI Travel.

The international leisure company has more than 200
brands and businesses, 3,500 retail outlets, operates in
180 countries and keeps a fleet of 156 holiday jets as it
serves 30million customers a year.

“Sustainability is firmly on the agenda and received major
attention at the inaugural Group Management Conference
for our 500 most senior managers in February,” says Jane,
who has focused on the major environmental tourism
issues for eight years.

“As Europe’s largest leisure travel company, we have a
great opportunity to drive forward sustainability within
our industry. Showing our commitment is an integral part
of who we are. We want to take a leadership position.
"From my personal perspective, being a working mum is
no small task, so I feel particularly lucky to have a job in
which I can make a difference on an issue about which I
feel passionately.

"Also, importantly, I can see a cast-iron case from the
business perspective. Understanding and improving the
impact of leisure travel on our climate, on destination
environments and on local economies is key to the

future success of our company. Customers’ and society's
expectations of us in this respect are changing and so
must we.

"Dermot Blastland, Managing Director of TUI UK, has
responsibility at Management Board level for sustainable
development. He doesn't need persuading. He ‘gets it' and
he ensures I have leave to get on with it.”

Jane's daughters don't always ‘get it.’

She smiles: “They soon tell me when they are fed up

with my ranting about switching off lights, taking shorter
showers, insisting they walk instead of being driven etc.
“Yes, of course, the challenge can sometimes be all-
consuming, but I'm used to the work-life balance juggling
— at least there's plenty to help keep things in perspective,
with the menagerie of pets (including a new puppy) and
helping on Sunday nights with maths homework!”

Jane - “this is not all about one person but about building
capacity and engagement within the business” — heads

a team of four in her department working to uphold
principles being etched into TUI Travel decision making.
A formal structure has been established with dedicated
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. co-ordinators in each business sector who report directly
: to their MDs. Long term sustainability objectives and

i detailed targets are being developed and will be rolled out
: for stakeholders to review.

: A senior management steering committee recently took
part in a Sustainability Masterclass with environmentalist
! Jonathon Porritt.

Business values are being cascaded across the

i organisation, with ‘Responsible Leadership’ in

: environment and communities embraced in one of four

i core value sets.

: Jane is relishing being bound up in a subject that has

: immersed her for as long as she can remember.

: "I suppose I was always eco-inclined and those

i inclinations were boosted during my year studying in

i Germany at the University of Freiburg — a location which
i competes for the title of World's Greenest City.

"My efforts at TUI Travel are focused on driving

: organisational change to make our holidays more

i sustainable, and on working with our suppliers, industry
: peers and other stakeholders to develop strategies. There
¢ is still very much more to be achieved in both areas but,
: on reflection, there has been significant progress.”

i Flying to holidays is obviously a non-stop talking point.

! Jane adds: “Aviation and climate change can dominate
the agenda. Aviation accounts for 2-3 per cent of global

: greenhouse gas emissions, but its contribution is rising.
: “"We are ensuring our aircraft are as fuel efficient as

: possible, minimising our effect on climate change. It's

i our number one priority. For instance, our UK airlines’

: flights produce around 40% fewer carbon emissions per
: passenger than leading scheduled airlines and 20% less
: than leading low-cost airlines.

: “The measures implemented by Thomsonfly and First
Choice Airways saved 34,000 tonnes of carbon dioxide

i over the last financial year — the equivalent of taking

: nearly 10,000 family-sized

: cars off the road for a year.

: "There are 23 super-efficient

: Boeing 787s on order

i at TUI Travel, and these

: Dreamliners will, among

© other benefits, be 20 per cent

{ more fuel efficient compared

to other jet aircraft.”

: There are many examples

: of responsible tourism

: practice across TUI Travel's

: businesses. In the UK, Jane

: is proud of TUI UK's World

i Care Fund. Customers are

i encouraged to donate £1 per

: adult on booking, which the

company matches.

: The money funds

: sustainable tourism projects

: in destinations, and also

i ‘Gold Standard’ renewable

i energy projects — currently

: there are five underway - in

TUI TRAVEL

: developing holiday destinations.

. This revenue meant 250,000 tonnes of carbon was offset
. in the past year, equating to 20% of First Choice Airways'
¢ annual carbon emissions.

. “In the World Care Fund we wanted a meaningful

: initiative. It has helped fund over 40 destination projects
: administered by the UK sustainable tourism charity

: The Travel Foundation, and it also constitutes what is
probably the world's largest aviation-related carbon offset
. scheme. Not only have millions of pounds been raised,

. but it has also proved invaluable engaging customers and
: colleagues,” she says.

: Good progress is also being made in TUI Travel's other

: source markets. Jane is particularly impressed with

: TUI Nordic, who have created a charter train holiday for

: customers, and of TUI Germany, who have created a web
: site showcasing those hotels with awards for meeting
their exacting environmental standards.

: “The past few years have seen companies seek brand

: value and differentiation by boasting sustainability

¢ credentials. The customer is becoming rightly cynical

. and will over the next years increasingly demand proof

. of performance and independent verification of ‘green’

: claims.

: “"Simultaneously, as the UK makes its slow but inevitable
first steps towards a low-carbon economy, customers will
: become ever more carbon-savvy.

. "Most won't forego their annual holiday abroad, but the

: comparative environmental efficiency of airlines will

. become more visible in the marketplace, as will the

. importance of showing that air-inclusive holidays are

. bringing real economic benefit to host countries.

. “The industry needs to develop smarter metrics for

: measuring and improving performance in this area.”

: That is more like a mission control job than something for
* the air traffic tower.
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the group to be ‘carbon neutral’ through
energy and water efficiencies and carbon
off-setting

it ‘zero carbon’ tar

eco brand resorts to be ‘carbon positive/
absorbing’

more eco brand venues to be unveiled with
sustainable energy (wind or solar) plants at
resorts and third party areas
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“When oil was at $50 dollar a barrel [ said I thought it
would rise to $100. It was a simple equation of supply
and demand. It's imperative for sustainable cohesion that
we reduce dependence on fossil fuels for energy.”

The deep sea water cooling plan emerged from a

study set up three years ago with an English energy
consultancy.

Arnfinn Oines, Six Senses Area Environment Conscience
— Thailand & Vietnam, explained: “We put the emphasis
on finding various alternatives for renewable energy with
gradual replacement of finite carriers such as diesel.
“Deep sea water cooling was just one option because it
became evident we had to try several sources. Turbine
and solar were among the others.

“The final stage will consist of solar power through
parabols — like big satellite dishes — which will provide
hot water and electricity not only to the resort but also
neighbouring islands. Small turbines are being tested in
the UK now”

Sonu has been a trail blazer and Arnfinn adds: "He
wanted to show and prove what was possible at all levels
in the service industry — often accused of being culpable
— to combat the growing impact of global warming, ice
cap melting, rising energy and fuel bills.

“The industry needs a leader, someone to dare to be
different — giving time, manpower and money. He sought
workable large-scale solutions while others were merely
talking, using PR and marketing, about 25% reduction by
2020. Sonu has identified an unequivocal schedule and
commitment to a sustainable environment.”

The Zero Carbon Emissions Project at Soneva Fushi by
Six Senses will achieve 50% reduction in greenhouse
gasses this year and is on track to be zero carbon in two
years.

Other developments that dovetail with the overall plan:

* Accommodation units are climate-sympathetic

* Local materials get priority

* Fresh organic produce is grown on site — saving

fransport costs.

Arnfinn recalls: "An initial feasibility study resulted in a

. three-stage strategy for reducing diesel consumption for
: cooling, lighting and water efficiency. Initially, energy

: recovery systems saved up to 30% output.

: “Sophisticated plant efficiency techniques improved
performance by nearly 50% and substantially stepped

The industry needs a leader,
someone to dare to be different

up the desalinated water process. Biodiesel (essentially

: vegetable oil) is being considered as an alternative for

. back-up and residual electricity needs.”

: Soneva Fushi works closely on its environmental schedule
. with The Converging World and is spearheading a

: programme to offset guests’ carbon dioxide flight trail as
© part of their neutral targets.

: Sonu and Eva were always of like minds — hence the
Soneva and Evason trademarks.

: They enjoyed the Maldives so much that they bought

. the private island Kunfunadhoo in 1991 and started to

: develop Soneva Fushi in 1993. It opened two years later
. but the radical policy changes came more recently.

: Chairman and chief executive Sonu adds: “Our

: environmental motives had always been strong — it

© was like a snowball effect that grew into an avalanche.

Green doesn't happen overnight. But you must believe

: genuinely in what you're doing. It takes years but you

. have to be fully committed.

: "Whereas at first we had been considered slightly

i eccentric, the minority of people in the organisation who
. were supportive of our green strategy became a majority.
. People were influenced after being exposed to our

: values and beliefs.

© “Eva's Swedish and her country has always been green
aware — it's part of the national characteristic to preserve
: the environment.”

: Eva, the very hands-on creative director, is formerly a

. highly successtul fashion model and clothes designer.

: The partnership has evolved so successfully that the end
. results are clear — there are 12 resorts — with four more

© to open next year —and 16 spas. Soneva Fushi has about
© 37,000 guests per year, the group worldwide attracts

© 450,000.

There is also a big expansion agenda into 2020. A new

i eco brand is being launched and will be carbon positive,
: yielding more renewable energy than it uses. Depending
. on location (they will have up to five extra sites by 2012)

. the pledge is to take only 30% maximum from the grid (at

. night) and feed back more during the day.

: Six Senses has its own carbon off-set programme at Tamil
: Nadu in India where it has placed a 2.1MW turbine. This
© windmill eradicates 70,000 tonnes of coal-fired power
emissions and the surplus electricity is sold to the locals

. at a cheap rate.

: Of the revenue collected, 25% will go to Social Change

: and Development, an organisation that does community

. projects in the area. Other income will help maintain the
. windmill as well as fund new renewable energy projects.

acts

FOUR THOUSAND workers - called hosts rather than
employees - cater for Six Senses Resorts & Spas clients. In
turn, the company fends for its staff with a range of benefits
to foster family values.

* They provide housing, reward long service with loyalty
incentives, have profit sharing, medical plans, encourage
training programmes, build wherever possible sports
facilities including beach volleyball, basketball, football
pitches, gyms and tennis courts.

* A Touch Of Eva is a prototype zero emission hotel suite

being built at Soneva Kiri, which opens next year, on Koh
Kood island. It showcases the range of highly efficient
environmental technologies that can come from using

all locally sourced, non toxic materials and erected by
traditional craftsmen such as mud brick experts, terracotta
potters, master carpenters and stonemasons.

Insulating properties come partly from recycled newspaper.
A green roof helps control storm water runoff - the rain
channeled into a natural pool - and gives an excellent
home for typical fauna and flowers. There will be solar,
wind turbine and micro-hydro power biological filtration

to recycle waste water for landscaping irrigation. Guests
will use electric carts or bikes and “leave the lightest of
footprints.”

* Six Senses gives 0.5% of revenue to a community social and
environmental responsibility fund and spending will come to
about $500,000 to $1 million per annum across the company
this year - which operates resorts in Thailand, Vietnam,
Oman, Jordan, Fiji and Spain as well as the Maldives. The
sum will continue to grow as the company is growing.

« They are helping with research into the genetic blood disease
Thalassemia that affects so many from childhood and 85% of
the hosts have volunteered to boost transfusion stocks.

* The revolutionary award-winning Earth Spa at Six Senses
Hideaway Hua Hin consists of nine domed buildings made
with clay-like mud mixed with rice husks and straw and on
classic lines of rural homes in north Thailand. Some walls are
3lin thick keeping rooms cool even in the summer.
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The company director had tears in his eyes as he left
Arthur's Pass Wilderness Lodge in New Zealand's
South Island, telling its owner, ecologist Dr Gerry
McSweeney:

“You have shown me my place in the world.”
McSweeney had accompanied this guest on walks
and canoe trips and answered constant questions
during a three-day break.

He revealed to McSweeney that his escorted
experiences to escape corporate stress had inspired
him to return home determined to redirect the way
his firm operated to save carbon emissions.

"If New Zealand's South Island can do renewable
energy,” he said, “then so can we.”

Last year this man's firm was involved in the
takeover of an utilities operation that will result in
the cancellation of eight proposed coal-fired power
stations — a major commitment to environmentally
friendly and sustainable energy production.

He had been enriched and his attitude readjusted by
his trip - just as New Zealand hoped it would.
George Hickton, Chief Executive of Tourism New
Zealand, says: “"Perhaps we could change the world,
one visitor at a time. “A vision for tourism in this
country should be for all visitors to experience
something life changing by the time they leave.”

As the world’s youngest country — the last habitable
landmass to be settled by humans — New Zealand
believes it can re-instate environmental losses

from the past 200 years and preserve its natural
environment for future generations.

Hickton adds: “"With rising global awareness of
climate change and the government’s aspiration
towards becoming carbon neutral, environmental
concerns have escalated and all sectors of the
economy are now facing new challenges.”
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It has triggered the development of the New Zealand
Tourism Strategy 2015, a document that formalises
the industry’s commitment to be a leading player in
a sustainable economy.

The strategy sets out environmental goals which aim
to make the protection of the environment an integral
part of the way tourism operates.

While not originally intended to imply an
environmental message, New Zealand's '100%

Pure’ brand has given rise to expectations among
international visitors. It has helped raise the bar for
the industry and has been a useful tool for capturing
the attention of opinion leaders in key markets.
George Hickton says: “Environmental sustainability
is no longer an optional extra — it is something we all
need to take on board and integrate into the way our
industry operates.

“We need to be looking for people who are aware
and interested in contributing to our environment,
and then we can look at how we care for them.”
McSweeny has shared the story of the company
director in an effort to encourage other operators to
interact more with their clients. He says this is how
tourism operators will learn what effect they are
having on travellers.

"The people who visit Wilderness Lodges

aren't greenies. These are upper-middle class
professionals, high achievers. They want to be
stimulated by experiencing wild New Zealand, but
they also want to see the linkage between what they
are seeing and knowing these things are secure.
“Our target market doesn't just want to see
sustainability in action, they want to talk about it.
They want to find out what we're doing and why, and
what they can do. Our guides are very enthusiastic
about sharing these stories.”

Changing

Hickton says there are other examples of tourism
operators doing great work.

“What we need now is for the rest of the industry to
see those standards and start to meet them.

“The green image is so important for New Zealand.
It's what a holiday here is all about. It has been

part of our marketing from the start, more than 100
years ago, and it's still core to everything we do in
the international market place. It's crucial that we
protect and improve this image.”

New Zealand's Minister of Tourism, Damien
O’Connor, says the sector must be sustainable.
Nearly $2 million (US) has been added to the budget
for the next year to help implement the 2015 strategy.
He says: “The 100% Pure New Zealand brand has
defined how our country and our exports are viewed
worldwide. But the true potential of the industry
will be realised only if we are a country with unique
sustainability credentials.

“"We must go the extra mile to attract international
visitors.”

Qualmark Green is another trend setter from New
Zealand. With its introduction in August , New
Zealand has become the first country to have a

fully integrated official quality and environmental
accreditation tourism system. It is a project that the
rest of the world will monitor.

The enhancement to the existing Qualmark
programme is concentrated on giving businesses
assistance incorporating environmentally and
socially responsible practices; and making it easier
for visitors to identify these operators.

All Qualmark licensed operators are now required to
meet minimum standards within new Responsible
Tourism Operations criteria. Those who exceed the
minimum expectations can apply for Enviro-Bronze,
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Enviro-Silver or Enviro-Gold recognition.

Already a number of businesses across a range of
the industry sectors have achieved these upgrades.
The distinctions reward performance in such areas
as energy efficiency, water conservation, recycling,
waste reduction, conservation and community
activities.

Qualmark Chief Executive Geoff Penrose explains
that Qualmark Green is not prescriptive but a
guiding light. It gives the industry a practical
measuring tool, already endorsed by the 20
companies in the pilot scheme.

"We are very much aligned with the 100% Pure New
Zealand brand and, as we walk up the driveways of
more than 2,100 businesses every year, Qualmark
has the opportunity to influence behaviour
significantly. It is about giving options.

"Already Qualmark is what visitors want and look
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for when seeking a trustworthy and professional
operator. What we are doing now is adding the
ability to differentiate on environmental levels.”
Tourism is being encouraged to show sensitivity
about natural resource use because consumers
have a growing tendency to put high value on these
conservation performances.

A survey conducted by Black Cat Cruises, which
operates from the harbour of Akaroa, just north of
Christchurch, showed that 33 per cent of customers
are swayed by its policies when booking.
Managing Director Paul Bingham says that his
company's success depends on the protection

of New Zealand's endangered Hector's dolphins,
White Flippered penguins and other wildlife. In
recognition, it pays the equivalent of nearly $50,000
(US) towards ensuring their survival.

"Sure we have a vested interest,” he says, "but it

Our target market doesn't just want
to see sustainability in action, they
want to talk about it.

works both ways and commercial interests can bring
a powerful argument to the conservation debate. We
provide 40 jobs and have millions tied up in capital;
we spend a lot on promotion, bringing people to the
region, so it also becomes an economic argument.”
Kaikoura, the first local authority and world’'s second
community to become Green Globe certified,
confirms that 40 per cent of independent travellers
knew of the district’s reputation before arriving.
Initiatives received overwhelming support — and
some people were keen to take home ideas they

had seen in action. Kaikoura Mayor Kevin Heays
says: "If as a community we can ensure that we are
guardians of our natural assets and innovative in our
thinking and planning, then we will prosper. We will
be sustainable - a place where people

will continue to want to visit, to

play, to work and to live.”
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Medicine

DR VENU VASUDEVAN IS THE GRADUATE IN MEDICINE AND SURGERY
WHO HAS QUICKENED THE PULSE OF RESPONSIBLE TOURISM.

Kerala is the ‘patient’. And it is looking robustly healthy.
Venu, 44, long ago abandoned any thoughts of gowns,
stethoscopes, scalpels and surgical gloves.

Although still intent on improving lives and providing
hope, he's doing this by another route. Instead of
hospitals and surgeries, he entered the Civil Service.

"I studied medicine at university intent on building

a practice, but soon realised that [ needed a larger
social canvas. After a couple of years, [ opted for the

When | returned to Kerala tourism
nearly two years ago | was happy to
see the extent of local involvement

Administrative Service, which gave me an opportunity to
understand the complexities of administration,” he says.
It is commonly acknowledged that Venu has been at the
forefront, raising the profile of Kerala to an international
level and he has been recognised with numerous
awards.

Today he's Secretary for Tourism and Cultural Affairs for
Kerala Government and the region is part of a booming
success story of India, the fastest growing destination.
Venu and his wife, Sarada, are devoted to spreading the
proceeds around. The couple, with two children, are
strongly motivated to find poverty reduction spin-offs.
“Sarada is the chief driver of the initiative in the villages
around Kerala. She is, like me, a career bureaucrat

as an officer in the Indian Administrative Service, and
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¢ has charge of 'Kudumbashree.” Roughly translated,

© this means ‘prosperity to the family." It is the Poverty

: Eradication Mission of the Government of Kerala.
“Kudumbashree is a massive undertaking, consisting of

: more than one million poor women as members. Yes, a

: million and it could be much higher.

: "They come together throughout the state of Kerala, in

. neighbourhood and community groups, mainly involved
: in thrift and credit self-help activities. The groups are :
increasingly getting into income generating programmes
. for the members.” :
© RT dovetails with Kudumbashree, integrating village life
manufacturing and tourism.

. Today, more than 150 groups, totalling about 2000

: women are directly supplying materials ranging

. from vegetables to pickles to paper bags to the

. industry.

. These numbers are expected to triple by next year.

: This is a backdrop to tourism in Kerala — three times

: named 'Best Tourism Performing State’ — where visitor
figures have been rising consistently.

¢ Last year there were 500,000-plus overseas visitors and
. this figure is expected to grow by 20% for 2008.

. He says:" For Sarada, RT represents a small part of her

: work — she is a full timer in the poverty sector and her

. organisation is involved in multifarious activities. As for

: me, apart from routine policy work, RT is my driving
passion.”

© Venu, with more than ten years’ experience,

says: “Tourism has always interested me as

¢ a tool for community benefit and social

: change.

: "I'have a social activist background

: and analysing tourism as an

: instrument for local community

. development was a natural corollary of my interest.

© "For me, the triple bottom line — economic, environmental
and social — of responsible tourism was simple and

. appropriate. [t could very easily be translated into ‘do-

. able’ work in the field.

© "My earlier career focused on marketing Kerala and it

© was interesting to see how the locals took advantage of

: the increased attention — and arrivals — that their home

: town was receiving.

. "It has meant that the bulk of the tourism business is

owned and operated by Keralans. This
was made possible by focussing
on the characteristics of Kerala's
unique culture, as against being
absorbed into just part of the
general appeal of India.
“When [ returned to Kerala
tourism nearly two years ago,
[ was happy to see the extent
of local involvement. However, only a
small section — street smart with the resources
to invest and the right know-how — had
become entrepreneurs in the sector. This
disguised the fact that the large majority
of the population remained untouched by the
upsurge.
“The high degree of political debate in Kerala ensured
that this imbalance was always brought up to show
tourism as an elitist business.”
This lop-sided state of affairs prompted Venu
to mount his RT initiative. The reputation he'd
established in the industry meant successful
businessmen trusted him.
His track record guaranteed huge goodwill towards
him from the superb work he'd done in destination

and infrastructure development, marketing campaigns,
: private-public partnerships.

: Venu is delighted with the progress after setting the

: RT agenda in February, 2007. Discussions, public and
planning meetings, strategy sessions were undertaken.
© Kudumbashree mobilised its considerable resources
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which embrace crop inputs — seed, fertiliser, crop
protection and service — loans, technical support,
training and networking with the local governments.

By next April, it is hoped four centres will record marked
progress. The State RT committee hopes to achieve the
target of 300 Kudumbashree groups, involving over
3,000 women, to be involved in RT activities.

Venu looks to the future and says: "I am confident that the
work we do in the four centres will give us insights which
can help spread the RT movement across the state.

“We want Kerala's RT initiative to be transparent and
measurable. In a few years, Kerala should be recognised
in major markets not merely for its weather and
landscape, but also as a destination where tourism has
made tangible and positive change in the community.
"RT will always play a supplementary role in poverty
reduction efforts and should not be seen as the solution
to all problems in a destination.”

ofile

A broad sweep of management skills, including
) destination marketing and community tourism planning,
" led Dr Venu Vasudevan to his present position. He reports
to the Minister for Tourism and key responsibilities include
policy, strategy, an annual budget of 1000million rupees,
about $23million. He sits on half a dozen boards.
He co-chaired the Second International Conference on
Responsible Tourism in destinations last March and revamped
the international and domestic promotion and marketing
campaigns of Kerala Tourism. The Kerala theme brochure won
the PATA Gold Award for best theme this year.
His concept “Utsavam"”, a project to link tourism and folk art
forms, won the 2008 PATA Gold Award for Culture.
When Deputy Director General Ministry of Tourism, for the
Government in New Delhi he was responsible among other
things for the ‘Indiatourism’ brand and coordinated the
formulation and implementation of the “Incredible India"
campaign.
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APEX HOTELS, UK, SEND THEIR ‘GREEN" TEAM INTO HEAD-ON ATTACK
AND THE FRONTLINE REPORTS ARE: THE BATTLE IS BEING WON.

The troops are out to conquer world problems without sacrificing

comfort and appeal for their clients.

Over five years, Apex has proved the two ideals can be combined.

The innovative small chain, mostly converted and refurbished

redundant office buildings in city centres, has in the past two

years:

 Cut an estimated £54,000 from its running costs

* Recycled 800 tons of waste

* Reduced water consumption by two million gallons and power
consumption by 620,000 Kilowatts

The emphasis is on eco friendly purchasing such as chemicals,

local food suppliers, and fair trade products and implementing a

LED lighting installation programme.

And Apex guest figures have risen from 80% occupancy to 87%.

"Our energy and water consumption across the group's five

hotels in Edinburgh, Dundee, London, is down 15%," says Apex MD :

© o Identifying recycling agencies

* Recruiting energy management consultancy

: e Appointing architectural professionals to develop/design new

Angela Vickers.

“We are especially proud that independent consultant engineers
used Apex City of London Hotel as a case study showing it
produces less carbon emissions than a typical hotel of its size.
“All this has been done with little extra cost except time which
has been repaid via savings.

“The enthusiasm for the Green Team meant everybody from
directors to kitchen porters had their say. The strategy was
agreed and it was handed over to individuals to drive it.

“The team has developed more than 60 separate processes to
improve the company's sustainability and it has won 25 awards
from the UK and overseas.”

As an example, Roberta Sochanik, a switchboard operator in
Dundee, is a strong advocate of what Apex is doing.

It was her idea to recycle drinks cans. She is still on the
committee, has tremendous zeal and ideals and seeing the cans
in general waste, wanted to do something about it. Roberta made
all the contacts to arrange for the cans to be taken away and
created the collection points for the cans throughout the hotel.
Angela Vickers adds: “It's fair to say that the original Green
concept came from and was led by Jo Harbisher, Environment
Director, and she is still heavily involved

“None of the scheme impacts on the brand - in fact the
consensus is that it enhances it.

“Our environmental stance has been welcomed judging by the
way it is mentioned, without prompting, by potential customers,
whose feedback we then monitor.

““Two properties have ozone pools therefore less chemicals and
one with a spa uses only 100% natural products.”

Other Apex initiatives include local community involvement. They
have strong links with residents' and traders’ associations, and
provide complimentary space for meetings and exhibitions.

With a local authority Apex has successfully trialled a food waste
to composting scheme, recycling half a ton of food waste in July
2008 from one hotel.

“We're seen as key industry employers especially in terms of staff :
development and pay,” says Niall Fotheringham Regional Facilities :
: changing contractors at one hotel to
© avoid waste going to a landfill. That

: gave a saving of around £12,000 per

Manager, working alongside Jo Harbisher
This year these two have been recognised at the Hotel Review
Scotland Excellence awards.

Niall adds: “Teamwork is paramount. Each property is represented
. "Apex wants to be

. always at the sharp

. end on the environ-
: mental battleground
- and will work to that
* in everything

© it does.”

and there are constant open lines of communication. Some ideas

stretch across the group, others are specific to one. The aim in

whatever is done is to maximise good practice.”

The priority actions initially included:

 Requesting suppliers to reduce non-vital packaging and re-use
delivery boxes

* Checking no unnecessary utility use by night walks

properties with sustainability top of the agenda

. "“The next level saw us implement comprehensive audits of

. energy consumption across the group and making contact with

. the likes of Carbon Trust, Envirowise and Scottish Water to

: advance the company’s environmental aspirations, identifying
savings of almost £55,000 and 650,000Kw of electricity simply @
: be changing the way we do things and by turning unnecessary
items off when not needed” says Niall.

. "Since 2006, Jo and | have collaborated on breaking down

. technical ideas into workable and measurable solutions. This

. ranged from sourcing heat pumps to checking pipe work lagging.
. "We developed Green audits - carried out to keep everyone alert
. and aware and we meter some rooms separately to build a picture
. of guest habits to help boost efficiency.

© "Every day 24 utility models are read to ensure consumption

© reduction is maintained and to watch for faults, increased

© consumption and leaks. So far these initiatives have saved more
© than £60,000."

. Monthly meetings keep MD Angela up to pace. There is a

. comprehensive internal on-line resource to pass information. The
. company also has an intranet feature for employees to use.

. “The next year will be spent analysing where investment in

. different technologies is financially viable,” says Niall, aged 36

© and interested in green issues for many years.

o "All the easily achievable avenues are exhausted

© and the concentration now is towards bigger

© capital projects. To compete with rival hotels,

Apex is looking closely at combined heat

. and power units, heat pumps, and other

. innovative solutions to improve the

. companies carbon footprint and financial

. performance.

“We also continually investigate and
update recyclable services, recently

year at that hotel.

of enthusiasts
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As you
this story

read

15 children
will die

GRIEVING PARENTS WILL BE LEFT HELPLESS TODAY

AS THEY SEE THE LIVES OF INFANTS AND BABIES
EBB AWAY - ALL BECAUSE OF DIRTY WATER.

It's the biggest killer of children under five. More
youngsters are victims of unclean water than the
deadliest weapons of any war. This stark, heart-rending
statistic led to the formation of the international water-aid
charity Just a Drop ten years ago.

“Only when you think about the endless hours of pain
and suffering, the blanket of tears as mothers watch
their children so cruelly snatched away from them, that
this cold hard fact becomes a tragic reality”, says Just a
Drop founder and chairman, Fiona Jeffery.

“It's a message which cuts across language, culture and
frontiers.

“That's why Just a Drop is supported by many countries,
organisations and individuals across the world.

“Water is the most basic necessity of life,” said Jeffery,
“even more so for children under the age of five whose
immune systems are simply not sufficiently developed to
cope with polluted water.”

She explained that mothers often face a mind-numbingly
difficult daily choice.

Either spend several hours trekking for miles, with their
children, to a pure water source or use unsafe water —
not unusually shared with livestock — to wash, cook and
drink close to home.

Since its introduction at World Travel Market in 1998,
Just a Drop has come a long way.

More than 800,000 children and their families in 28
countries worldwide have been given the gitt of life by
the charity and its supporters.

But it's the merest drop in the ocean.

So much more needs to be done, so many more babies
need saving.

Much of the work is carried out voluntarily and Jeffery
goes out of her way to thank and applaud the former
soldiers, engineers, builders, plumbers, doctors,
dentists, nurses, teachers and fund raisers who so freely
give of their time.

Just a Drop frequently works with members of the
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i Scientific Exploration

¢ Society (SES), founded by
: Col. John Blashford-Snell,
: the charity’s President.

“Every month we are

. inundated with potential

. water and sanitation

: projects and each one is

© carefully checked against
strict criteria,” says Jeffery.

“Some of the stories fill

you with hope, villagers

. fighting to provide a better

. life for themselves and their
: children, often against

: impossible odds.”

. Just a Drop has tended to

© concentrate on more remote
© communities that other
charities have not been able
: to help. It may entail travelling by air, canoe and by foot
: through dense jungle.

: But the depressing truth is that many applicants are
. disappointed because more funding is so

. desperately needed.

. Increasingly, the Board of Trustees is placing
: greater emphasis on business planning, aiming \
to double income within the next five years.

?rﬂp
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“Just a Drop was World Travel Market's way of helping

to put something back into a world facing so many
: environmental and social challenges,” says Jeffery.

¢ Just a Drop works with many travel companies and

: industry organisation throughout the world to build wells,
. hand pumps, bore holes, latrines as well as run health

: and sanitation programmes to remote communities

. worldwide.

. Log on to www.justadrop.org for further information and
© advice on how to sponsor a project or make a donation.
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IT1S 209 YEARS SINCE THESE HAUNTING WORDS WERE FIRST
PUBLISHED: WATER WATER EVERYWHERE. NOR ANY DROP TO DRINK

When the famous UK poet Samuel Taylor Coleridge
wrote The Rime of the Ancient Mariner he could never
have imagined how those two lines would sit on so many
people’s lips so frequently.

Two centuries on the world is facing one of the biggest
disasters threatening mankind. The tap is dripping
dangerously. The flow is losing speed. There are 20
years maximum to sort it out, some experts predict.

It was six years ago that Nelson Mandela said: “No water,

no future.”

United Nations Educational, Scientific and Cultural

Organization (UNESCO) began urgently probing

the problem eight years ago. These are some of their

warnings:

* Between now and 2025, it is expected that the
world will need 17% more water to grow food for the
increasing populations in developing countries. Total
water use will increase by about 40%.

* Worldwide, per capita water supplies decreased by a
third between 1970 and 1990.

¢ The extent to which water is a renewable resource
is finite because of increasing demands set by rapid
growing world population. Projections expect the
world's population to stabilise in the middle of this
century at 9.3 billion — 50% higher than 2001.

* The pressure on the Asian continent is immense — it
supports 60% of the world’s population with only 36%
of the world's water resources.

* Freshwater is distributed unevenly, with nearly 500
million people suffering from water stress or serious
scarcity.

* The most alarming forecast suggests that nearly
7 billion people in 60 countries will suffer from
lack of water by 2050.

¢ Conservative figures say just less than 2
billion people in 48 countries will struggle
against shortages.

* Sub-Saharan Africa has the lowest level
of access to safe water coverage of
any region, with only 60% of the
population served.

* Europe has 13% of the world's
population and 8% of the world's
water resources; Oceania figures
are 1% and 5% respectively,
while in South America it is 6%

A Goldman Sachs report has

. International Centre for Responsible Tourism, Leeds
i Metropolitan University in the UK.
i The report highlighted a desperate need for greater

‘water literacy’ — educating tourists, hotel owners, staff

and locals on conservation measures.

: The survey found that 96 per cent of respondents

. believed it was an issue the tourism industry needed

: to confront — although it was acknowledged, excellent
. work being done by some hotels controlling usage and
© assisting local communities, deserved recognition.

© The key findings were:

* 96% of respondents said they felt water was an issue

the tourism industry ought to address.

* 92% said they felt water was an issue they should

address.

;¢ 53% believed that water shortages were already

affecting their business. This is even before the
onslaught of predicted climate change, demand
increases and associated water scarcity in the next 5-10
years.

* 68% of hotels do not provide assistance to increase

access to portable water for local communities.

* 13% assist the community with water and 11% with

sewage.
* 5% knew of other schemes in the tourism industry to
provide potable water for local communities.
* 7% donated to a water related charity.
The core issue facing the industry is where water is
diverted to meet the requirements of tourists, it can
severely deplete local aquifers and drain water
courses, leaving local people short of water.
The tourism industry is able to pay more for water
than locals. It is the poor who go short of water.
The European Environment Agency has
highlighted that “in the Mediterranean, it is not

four times as much water as a local resident.”
Prof. Harold Goodwin, Director of
the International Centre of Tourism,

by tourists and tourism businesses can
be achieved through a combination
of behavioural, operational and

technological changes, many of which are not costly to
instigate and are barely noticed by guests.
“But these changes have a big impact on water use and

: associated costs. That the tourism industry is not doing

. more is surprising and somewhat depressing.”

: Goodwin adds: “Over 1,500 hotel and hotel groups were
: contacted for last year's WIM report with less than 10%

: replying.

. But Hilton Hotels has reacted to the problem. Andrew

© Forte, Director of Energy Management & Sustainability

in the ‘Europe Technical Services' division, has pointed

: out that his company was spreading its water and energy
: targets globally.

: That will take in 3,500 properties covering different

: brands.

“This provides us with a golden opportunity to leave a

: positive mark on our environment,” he says. The scheme
. supplants the We care! Environmental programme across
© 90 hotels in Europe and Africa.

That started in January 2006 — setting water and energy

¢ reduction targets.

: Hilton used incentives to prompt awareness.

: Each team member in the best performing hotel in five

: operating regions was awarded a mountain bike in 2006
uncommon for a fourist to use on average over : and 2007 and 1,000 bikes were handed out each year.
. Reductions of 10.2% in energy and 5% in water were

. achieved by the end of 2007.

© That 5% is approximately equal to 75 Olympic size
says:"Reducing the consumption of water
Forte agreed that there is still room for improvement.

: The world must sit up soon and recognise that before it
: is too late.

swimming pools.

St o The Water
Running Dry

noted that demand for fresh water is
doubling every 20 years.

Last year, World Travel Market
commissioned a research document, in
conjunction with the report's compilers the
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- She Who Helps

DR CHERYL MVULA IS THE FORMER PETROLEUM EXECUTIVE WHO THREW IT ALL IN'TO TRY TO HELP POUR OIL
ON AFRICA'S TROUBLED WATERS. SHE JUMPED SHIP BECAUSE THE JOB NO LONGER MOTIVATED HER.

Cheryl remembers ‘I had a successful career but I wasn't

fulfilled — making money for huge multinationals just
didn't float my boat.”

Wildlife conservation, sustainable rural development,
poverty alleviation, anti-corruption are buzz words that
fire her now. Not commerce and marketing.

“I don't know if [ was African in a previous life!” she
smiles. “But [ have a natural affinity for the people and
the continent and [ easily integrate into rural African
communities. [ saw areas where [ could work and make
a difference.”

She received her Maasai name ‘Naretisho’ — translation’
She who helps’ - from village elders. These events mark
the amazing transformation from fast track to dirt track,
from career to vocational girl since her first trip to Africa
12 years ago. She has spent probably six of the past 12
months there.

“In today's terms, yes, [ earn probably only a quarter of
what I was but [ feel very lucky financially compared to
the communities [ work with here,” she says. "Although
they are poor they are culturally and spiritually much,
much richer than us in Europe!

"I think Africa’s problems are surmountable if there is a will
from both the West and African governments. We could

certainly get many more people out of poverty with the right :
: manyatta that I visited — homesteads that illuminate the
: traditional Maasai lifestyle.”

i Cheryl, aged 40, had stumbled on a massive scam

approach — a hand-up rather than a hand-out. Intervention
should centre on long term — giving skills to help further
livelihoods. Then we would really see progress.
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We could certainly get more
people out of poverty with the
right approach

“Tourism has such power and operators who facilitate

: trade with communities are really helping.”

: She fumes - and cries - inwardly at injustices and

. made up her mind to batile the crooked system she
. saw exploiting the Maasai tribe in Kenya's Masai

. Mara.

i "My love for Africa began during my very first trip there,
to Zambia, back in 1996, just after I'd resigned from

: Shell.

. "'was in Kenya on safari in 2006 and instead of leaving
: with only souvenirs and photographs I returned home

: with a burning desire to do something about the hunger,

sickness and desperation [ witnessed in a Maasai cultural

during her day's tour. It wasn't so much Sherlock Holmes

sleuthing as noticing blatant abuse.

She realised then why the Maasai were so persistent in

. trying to sell their curios to visitors. They urgently needed
: this cash for their survival.

: "Hundreds of tourists visited this village every year

. paying $20 each for a cultural tour and thinking the

. money contributed to development in the community.

: But the Maasai were receiving only $4 out of every $100
© paid by tourists!

“Many of Kenya's driver guides were pocketing the rest

i in a scam going back more than 30 years” says Cheryl.

: It sparked her into action, overcoming much initial

: resistance on the ground.

: Combining with the highly influential Travel Foundation,
: Kenya Association of Tour Operators (KATO), the Mara

. Conservancy, plus safari lodges and holiday suppliers,

: the widespread exploitation was stopped in the Mara

: Triangle by introducing a cashless payment system and
linking the villages into the formal tourism supply chain.
¢ Ultimately, Cheryl hopes all Maasai cultural manyattas in
: Kenya and Tanzania will follow suit to free themselves of
: this wide-spread skulduggery.

: “Sadly, like many other African countries, Kenya has

. problems with corruption and I'm often staggered by

. the scale of it — right from the poorest person having to

© bribe somebody to obtain a health clinic appointment

© for their sick child,” says Cheryl, who acknowledges the
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massive back-up given her by a long list of sympathetic
individuals on the ground.

Sue Hurdle, Travel Foundation Director, says: “The
initiative in Kenya addresses an issue that is not restricted
to the country or the Mara Triangle. As a charity, we
endeavour to fund projects that, once successtul, can be
replicated in other areas around the world where similar
situations exist.”

The Foundation — “extraordinarily supportive and always
there as a sounding board for me in tough times” — has
provided a further grant to Cheryl's wildlife conservation
& responsible tourism consultancy, Tribal Voice
Communications, to expand the scheme from the initial
4 pilot villages to 25.

“The Narok side of the Maasai Mara is a mass tourism
safari destination with many lodges and camps,” says
Cheryl. "“Most visitors travel by mini-bus from Nairobi
with their driver guide. About $5million a year in village
tour fees is siphoned away in this one area in wholesale
deceit. The answer is to mobilise everybody to unite on
the issue, introduce a similar cashless voucher system to
the one in the pilot area, and to link the villages into the

y team

LITTLE BEN and Big Ben have been recruited by Cheryl to
spearhead the continuation of fair play for the Maasai. “You
can't just set up a pilot initiative to tackle long-standing
irresponsible tourism practices in a destination then walk
away after just a year. The initiative is like a young sapling
whose roots still need to be strengthened for it to survive”
says Cheryl.

The two Bens, from Enkereri Village in Kenya's Masai Mara, will
work alongside Cheryl as community facilitators in expanding
the successful Mara Triangle Masai villages initiative, plus James

Lesaloi who runs his own Maasai community development
organisation, SEMADEP, in the Narok area.

“The idea is to build up the skills of these three Maasai so
that they can eventually roll out the initiative to Amboseli and
Samburu themselves, with me taking more of a back seat.”
“The aim is to ingrain and cement this initiative into the
Maasai culture - Maasai to Maasai - that is the only way it will
be sustainable into the future.”

Big Ben Rramet (on Cheryl's left) says: “For the first time we
now feel part of the tourism industry in Kenya. In the past it
brought our village nothing good. In 2003 we were removed
by force from our land. It was a great struggle. We fought
Government soldiers armed with guns with our bows and arrows.
Our land was used to build a tourism lodge. We believe God sent
Naretisho (Cheryl) to help us. We now know our rights. We can
now educate our children. We have 80 at school.”

Little Ben Longisa (to Cheryl's far left) adds: “When we started
the drivers tried to sabotage the project and refused to bring
us tourists. But we stayed strong and we are reaping the
results of our labour. Through workshops we have learnt how
to run a successful tourism business and about important
issues such as health and hygiene so diseases such as typhoid
will be reduced. We need to make the new system strong so it
cannot be shaken. That is our hope for the future.”
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i formal supply chain everywhere in Maasailand.”

: Advantages stand out like a loping giraffe — income up

: by 800 per cent in just one year to around $50,000 for

© the 4 villages in the pilot initiative.

: Since money stopped falling into the wrong hands,
real-life changes have included — a school, three

: teachers, a planned bore hole for clean water,

. rainwater harvesting, pit latrines, extra cattle, funds
: for health care and emergency hospital visits, adult
. education classes and college bursaries.

. All visitor tour fees — minus agreed tour operator

: commission — are paid directly into village bank accounts
© that need three signatories. The Maasai have appointed
© finance, customer service, cultural tours and curio shop
managers.

: Cheryl, who has a doctorate in organic chemistry, has

: brewed up formulae that are a revelation.

: She dismisses any suggestion of being a heroine and

. says: ‘It has been an honour to work with the Maasai to

. make this a success. We have started a journey together
© that will continue for many years until all cultural

| manyattas in Maasailand receive equitable benefits from
* tourism.”

The only thing Cheryl has ever stolen from Africa is a

: top-rated Zambian safari guide! He is now her husband,
: Manny, and lectures at Hadlow College in Kent on

: wildlife conservation, ecology and animal management.
. "He endured many sleepless nights when | was away

¢ from home and the initial negative driver guide reaction
© was kicking in during the early phases of the project.

© "Of course there is always a degree of personal risk
challenging corruption on behalf of those who are

: voiceless in society. [ have to admit that at times |

: felt quite vulnerable and faced veiled threats from

: very unhappy drivers who felt I'd taken away ‘their’

: money. They know it's wrong but have got away with it

. unchallenged for so many years.

. “Tronically, my husband and I are now working closely

© on guiding training schemes with the driver guides in

: Kenyal We're working towards a compulsory guiding
qualification — and minimum wage guidelines — in an

: effort guaranteed to stop the needless chasing and

: harassment of the ‘Big Five' to earn tips.

: "Some guides now shake my hand and say ‘Well

: done. It's a good thing you are doing!” Others are still

: aggrieved.”

Jumping for joy
and freedom

DR CHERYL MVULA calls herself ““one of the Goodwin
Birls.”

s sor Harold Goodwin, world acclaimed Responsible
Tourism guru, supervised Cheryl in her research dissertation
for a Conservation Biology Masters degree 12 years ago.
“"Harold was quite an inspiration to me - making me realise
you cannot solve conservation issues by science alone or the
old colonial ‘fines and fences' strateqy still adopted by many
protected areas in Africa even today.

“The main magnet for most tourists to Africa is the wildlife
and those who live with it need to have an incentive to
conserve it by benefiting from it.

“Why should locals concern themselves with protecting lions
and leopards which kill their livestock? Why should they care
about elephants that kill women going to collect firewood or
that block a road and stop children going to school?

“Why should they want to conserve something that brings
them only conflict? The year | spent at the Durrell Institute
of Conservation and Ecology (DICE) in Canterbury, UK, with
Harold was a truly life-changing experience for me as |
studied alongside African professionals who already worked
at the coalface battling with wildlife conservation issues and
irresponsible tourism practices on the ground.”
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HONDURAS

Wonderful location and
super view for the Belen
Ecotourism Group

DIVING TO THE
RESCU

THE TRUE PRICE OF THAT LOBSTER ON YOUR PLATE MIGHT BE A MAN CONFINED TO HIS WHEELCHAIR.

. local residents deriving as much income as possible
: from ecotourism, while simultaneously protecting their

It's the tragic and frightening risk taken by divers from the
shockingly deprived region of La Moskitia in Honduras,
one of Central America'’s poorest locations. A horrifying
90% of indigenous communities live below the poverty
line and 40% of under-5s children suffer malnutrition.
Where highly-sought lobster could once be found at
30feet (10metres), divers using antiquated equipment
now routinely descend to depths of 150ft (50m) four to
five times a day.

Hired for a pittance, the consequence can be pitiful —
hundreds of young men stricken with decompression
sickness (DCS) also known as “the bends”.

This can cause neurological damage, even death.
Survivors are often permanently disabled.

In a harsh world where $500 (£270) is an annual
income, the need to feed the family compels men to
gamble with their lives. The strong-willed women, some
widowed, are left to continue the uneven struggle to
keep the household afloat.

Trying to help the casualties is just one of the motives

of La Ruta Moskitia, which was conceived in 2002

and formed via grants from multilateral partners and
the expertise of US-based Rare, an international
conservation organisation (www.rareconservation.org).
The sustainable tourism project, set within the
threatened 5,200-square kilometre UNESCO World
Heritage rainforest site the Rio Platano Biosphere
Reserve, comprises five communities representing three
indigenous groups

When the cupboard is as bare as it can be in the Rio
Platano, the incentive to preserve the resources — money
came, for example, from logging — is clearly not a
priority.

La Ruta Moskitia aims to turn that on its head with
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: environment.

. Matthew Humke, Senior Manager of Enterprises at Rare,
© says: "It's a tough fight to win against unsustainable

© practices such as illegal hunting and over fishing, but the :
| past year has seen amazing accomplishments by local :
communities.

: "La Ruta Moskitia has not only survived...it has thrived.

: The Alliance’s 80% market share in tourist visits resulted

¢ in $150,000 gross sales during 2007 — 70% up on the

. previous year. This year's figure is projected to reach

: $200,000.

: "Since the Alliance — 100% owned and operated by

© the marginalised locals — began operating in 2006 it

© has infused more than $350,000 of sustainable tourism
revenue, supporting 250 jobs and over 1500 family

: members.”

. This resoundingly heartening success story has led to La
. Ruta Moskitia being selected winner of a World Travel

. and Tourism Council's Tourism for Tomorrow award.

: In 2007 it emerged from 1700 nominees as first choice in
: the Virgin Holiday Responsible Tourism “Best in Park or

: Protected Area” category.

i Condé Nast Traveller and National Geographic
Adventure have also spotlighted its achievements.

¢ Humke adds: “This past year has not just been about

. international recognition and financial success for

. La Ruta. It has also seen conservation impacts and

: environmental awareness-building efforts in the Reserve.
: “Ten per cent of every package tour now sold goes to the
. Alliance’s Conservation Fund. This brought in more than
© $7,500 in 2007 with forecasts of $50,000 over the next

¢ five years.”

. The mission is to encourage the

: communities to work together on

. park management and to continue to
. exploit ecotourism as a conservation tool.
. The communities also formed the region’s

of man, beauty
... and beast

first indigenous conservation NGO last year and raised

: $100,000 from investors to implement a number of

: environmental projects such as reforestation efforts and

: environmental education programmes.

: Other schemes on the drawing board include:

: * Recycling and solid waste management

. * Iguana farming enterprise

: * Jobs drive

. e Local economic alternatives

© Iguana is heavily hunted and breeding and selling the
prized meat to locals will reduce the pressure on the wild
population.

¢ La Ruta still commands only 10% of the total ecotourism
: market segment in Honduras. Expanding will create

. more jobs and introducing agro forestry, arts and crafts

: production will offer options.

. Humke says: “Each La Ruta Moskitia community consists
. of an "Ecotourism Group” that works together to manage
© their enterprise and agree business decisions.

© “In addition to their daily salaries in roles such as guides,
cooks and accountants, the members also share a

: percentage of their enterprise’s year-end profits.

: "La Ruta Moskitia has set the target annual income

: to exceed the $500 they would earn from resource

. extraction. And in nearly every community, these goals

. are being met.

. "For example in 2007, the Brus Laguna community

\ netted on average $266 per person in salaries. At year-

© end, after subtracting operating costs and reinvesting
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‘Just three years ago | used to go
to Yamari creek to shoot at the
crocodiles with my rifle. It was only
for fun. | didn't need their meat or
hide. Today | understand why the
protection and survival of those
reptiles is so vital. We depend

on them. It is the best crocodile
spotting that we offer as part of
our ecotourism enterprise.’

These are the words of Macoy

Wood, manager of the Brus Laguna
Group, a member of the La Ruta Moskitia Ecotourism Alliance.
“Before | started working in this business, | guess | never
really paid much attention to nature.
“Then | heard visitors from all over the world talking about
how beautiful Yamari and the pine savannah is and, | guess,
1 began to see things differently. | began to feel a real pride
in my home.
“If | saw anybody shooting crocodiles today, | would feel
so sad. | would have no hesitation in sending that person
straight to jail. This is my place.
“I tell people, ‘Think of your children. If things continue as
they are now they will never know what it is like to see so
many iguanas, deer and crocodile.’
“1 want to see our business support the rehabilitation of
the creek upon which our cabanas sit. | would like to put
up signs that let local hunters and fishermen know that the
creek is being used for ecotourism activities and that hunting
crocodiles there is illegal.
“Land for sale adjoining the Yamari cabanas contains two
nesting sites of the amazing endangered Jaiburu bird which
is up to 5ft tall with a 12ft wing span. | would like to raise
money to buy that land to ensure we can visit those birds for
many years.”
He adds: “The biggest challenge | have faced has been to get
all our members involved in the enterprise.
“Everyone wanted to see immediate benefits, but it took time
before visitors started arriving. Our next big challenge is how
to make a difference in the local conservation involvement
and attitude.”

30% profits in the enterprise, an average $296 was
distributed to members.”

Rare contributed more than five years of technical
assistance to La Ruta Moskitia, involving site
assessment,conservation threats, tourism supply and
demand, business planning, sales and marketing.

Rare's priority was enabling locals to manage and
expand the Alliance successfully themselves and it
devoted hundreds of hours to training in everything from
accountancy to housekeeping.

Rare also helped managers in the groundwork before
making presentations for grant applications. The 2004
proposals were so appealing La Ruta Moskitia was
awarded $189,000 in funds, primarily to erect lodging

— some solar powered — and dining facilities. Hardwood
and palm thatch was used from local forests.

Humke says: “La Ruta Moskitia embodies the opportunity
for community-based tourism not only to support local
economies, but also to contribute to the conservation of
the world’s most endangered natural areas.”
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TODAY Richard Hearn celebrates having navigated a law-abiding
40-year passage through travel - emerging as one of its leading
figureheads.

He was seduced into the industry by a man of vision and he became
joined at the hip with that sense of innovation.

“Jim Cuthbert at Canvas Holidays was the great pioneer of

of tour operating at the time of the Government-imposed £50 travel
allowance, “ says Hearn.

"His customers were all professional families seeking European rural
and coastal seclusion. “This was the era of travel when the rules
were for the making and the norms to be established.”

Hearn, aged 60, former chairman of the Association of Independent
Tour Operators, recalls: “As with training with P&0 Orient Lines, so

it was with law. | finished only two of the three-year degree course.
My dissatisfaction with the idea of it as career was heightened by
three thoroughly enjoyable summers in southern France as a Canvas
courier - their title for representative.

“The role, in the late sixties, was equivalent to running your own
small hotel. I'm fluent in French, having spent my childhood in
Brussels, but we had to guess how to operate our campsites because
communications were so poor then!"

Hearn obviously impressed because owner Cuthbert recruited him
to help grow the company. He finished up as general manager with a
full-time staff of 40.

“| developed a love of product creation and found an ability to team
build. My first experience of understanding the balance required
between rural destinations and customer satisfaction was when we
introduced in France and Italy the idea of offering holidays away
from the coast.

“I learned a huge amount about marketing - fitting product to target
market.”

He stayed nine years before becoming Managing Director of Barr and
Wallace Arnold subsidiary.

Then in 1984 the Cuthbert factor struck again. He was inspired with
wife Linda to set up Inntravel - working with small, family-run hotels
and restaurants in traditional European rural villages and adding on
low-key adventure activities such as walking, horse-riding and cross
country skiing.

He met Linda at Canvas. She was there four years and Hearn says:
“We learned to work together before we married and learned to live
together. It is the most marvellous partnership in all senses of the
word."

Their company became a tremendous flag-bearer, in the vanguard of
RT, and reqularly won awards.

The Hearns saw it was important to work with communities for
mutual benefit.

“This practice was enlightened self-interest, if you like,” says Hearn.
“It was evident during our early days that customers were seeking
‘authenticity’. That became our watchword. The trade off was in
helping the hosts maintain and sustain those parts of their heritage
that mattered to the new economy, tourism, without ossifying into

a museum piece.

“For example, in Asturias (green Spain) we joined forces with the
locals to re-open the ancient inter-connecting mule paths between
villages.

"Our customers were able to spend a week walking from one

village to another while residents could once again stroll to their
neighbours.

“We had the privilege of needing to work only with places we liked
and the good fortune that what appealed to our customers also did
to us. We had hit a rich seam of devoted clients who were always
quick to point out if we erred from our values.”

Hearn founded the AITO Responsible Tourism committee in 2000,

LONG SERVICE .

i helping set benchmarks.

© "It was always fairly easy to provide RT rationale for companies
focusing on the Third World. The difficulty was for operators within
: Europe and the developed world, persuading the luxury market, for
: instance, that it was relevant to them.

: “Now that we are all ‘saving the planet’ this work is much easier.
comfortable camping holidays and developed a completely new niche :

"Within the past three to four years the pace of change in favour

: of RTinitiatives has accelerated. Of course, there are cheap acts

: trying to cash in. This is not entirely negative as it demonstrates a

: commercial imperative to engage in RT. Customers are savvy enough
© to see through sham.

"Is there such a thing as the RT market? | believe calling it

: Responsible Tourism is an unfortunate wrapper term - vague and

: over worthy. A better route would be along the lines of Fair Trade.

: “I'mnot sure it is possible to speak, either, of a market share for

i RT. There are certainly ‘eco holidays' and holidays to Third World

: destinations that would not even pass go without adopting RT

: principles. But that is much more the nature of their destination than
: anything else.

© “What matters is that companies from all travel sectors recognise
the issues and move towards adopting change where it is

: commercially viable. All things being equal | believe most of the

i industry understands that.

: “The credit crunch is a hiatus, companies will go under, but it will

i not determine future trends. Primarily, we will see the effect from

: the east - the burgeoning economies of India and China means their
: people will wish to travel. There will be capacity and quality issues

¢ to control.

: “Mature travel patterns from the west will become tired. Consumers
will become increasingly demanding for higher standards over
:everything, including sustainability.

: “Energy costs will make travel less affordable for many.

: “The most significant difference I've seen in the European travel

i context is the rise to dominance of the low-cost airline. This has

: changed how and why consumers purchase. It has altered the

: structure of companies. We are probably about to see dramatic

: change again.”

Inntravel was sold in 2005, allowing Hearn to add his expertise to

: Village Ways, which helps struggling hill communities in India.

: "Together with colleagues we have created a vibrant little
:enterprise, with key elements owned by the communities, profitable
: from the bottom up, and which we are being asked to replicate

: elsewhere in India."

: It was a wrench to give up Inntravel but Hearns says: “We were

: always clear that we were not creating a family firm for our three

© children to inherit. We had seen other businesses make this mistake.
""To date all three have successfully avoided travel as a career. No

: navigators or lawyers either!"
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H GLOBAL ACTION INDUSTRY PRIZES

FOUNTAIN
OF YOUTH

FROM THE HARDSHIPS AND NEAR DESPAIR OF THE SHANTYTOWNS T0 THE
RISK OF SEXUAL SLAVERY, YOUNG PEOPLE THROUGHOUT THE WORLD FACING
DANGER ARE BEING RESCUED AND STEERED TO A BETTER, SAFER LIFE.

WHERE there was once the bleak prospect of a grim
social cul-de-sac, youngsters are having their future
turned into the open road of opportunity.
The outstanding success of the Youth Career Initiative
has left its imprints in the ten countries where it operates:
Thailand, Brazil, Australia, Ethiopia, Jordan, Mexico,
Costa Rica, Poland, Romania and the Philippines.
Plans are ahead to implement YCI in Egypt, Vietnam,
Kenya, Spain and the US. The six-month education
programme targets youngsters aged between 18 and
21 who have finished high school, are able to commit
full-time and have no
further educational or
job prospects. It equips
disadvantaged youths
with valuable skills and
lifts them into the job
market. The International
Labour Organization
declared: “YCI helps to
end the vicious cycle
of poverty and social
exclusion.”
YCI started at the
Pan Pacitic Hotel in
Bangkok, 13 years ago
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¢ and has been acclaimed by UNICEF for its significant
contribution in reducing the number of young girls sold
: into sexual slavery in that country. Northern Thailand girls  :
: now stay at school beyond 15 to qualify as candidates for
. the YCI scheme.

. Every year, participating hotels across the globe commit

© to taking ten youngsters for six months, and provide

6

To break the chain of poverty
young people need a chance

)

© resources, time and a learning-conducive environment.

: They supply uniforms, duty meals, transport allowances,
experienced managers and mentors and access to their

: training facilities.

: The core YCI curriculum is built on the back of the

. hotels’ own training programmes and supplemented with
. external courses.

. Each YCI programme, tailored to country and student

© needs, aims to give more than 750 training hours.

© Participants receive a 50 per cent divided mix of

Fast learne

DIVA has grown from a fast food outlet X
casual worker to a potential leadership position
with the hotel Sao Paulo Airport Marriott in Brazil, where
she did her YCI training in 2005.
Diva is the name by which family and friends know 22-year-
old Edvaneide Marcia de Brito.
She was 16 when her metalworker father sustained a back
injury that became chronic and made him unfit to continue
in a full-time job. Income became desperately tight for her
seamstress mother. It was a massive struggle to raise four
children. Diva, still at school, helped out the family finances
by working in a pizza restaurant.
She had far-fetched hopes pinned on a job in the hospitality
sector, then heard about YCI three years ago through a
schoolteacher and put herself forward for a place.
Invited for interview, her pressing family plight and tough
personal situation helped convince the panel to pick her.
Six months later Diva emerged as one of 38 successful
participants despite juggling her lectures and practical
sessions with evenings and weekend work to raise cash for
home.
She had already applied for a job with the hotel but didn’t
feel confident because of the competition. To her utter
surprise and joy, Diva was offered the chance as a restaurant
assistant.
Ten months later she was promoted to waitress. Her
persistence to improve her English and willingness to learn
saw her made up to restaurant hostess just over a year ago.
General Manager JoDo Paulo Berger says: “Diva is a very
energetic young lady. If she continues to perform the way
she has been she will certainly have a successful career.”
Diva says: "I felt immediately at ease at the hotel, like | was
at home. Everybody
was extremely warm
and friendly and | loved
everything that | learned.
"If it wasn't for this
opportunity 1'd never
be able to do what | can
today - taking additional
training courses in
English and computer
skills that I have paid for
myself.”

classroom and practical vocational instruction, plus
¢ mentoring in life and work skills, with most of the teaching

coming from senior management at leading hotel groups.

: YCI Global Operations Manager, Alberto Canovas says:
: "Young graduates acquire employability skills. Between

¢ 40 and 50 per cent of them find full-time jobs within the
: hotel industry. Others focus on opportunities in service-

: based sectors such as nursing or pursue scholarships to
© continue in further education.”

© YCI tackles the threats of youth unemployment and
exploitation and provides a platform for the international
. hotel industry to work collaboratively with the non-profit
. and the public sector.

: Local non-profit partners support the recruitment

: process, identifying deserving cases from the most

. disadvantaged local communities.

© The graduates often become the family's main income

\ provider, improving its standard of living, and mini role
models by inspiring streams of youngsters to seek places
: in the programme.

: YCI Founder Lyndall De Marco points out “to break the

. chain of poverty our young people need a chance. YCI

¢ not only graduates a young person, it graduates a family,
: a community.”

: YClis a programme of the Prince of Wales International

: Business Leaders Forum.
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AMBITIOUS 20-year-old Joana Isabel Diaz Hernandez had

a dream but was trapped in a severely deprived community
in the most densely populated area of Mexico City.
Chances are as thin on the ground as grass in the desert.
She wanted to become independent, take a hospitality
course and set up her own food and beverage business.
Instead all she could get were a few hours' casual work.
Pursuing higher education to increase her employment
prospects was out of the question.
Her carpenter father couldn't afford that.
Joana kept dreaming of her goal and in July 2007, her
mother heard how World Vision Mexico, a Christian
humanitarian organisation helping impoverished families,
was looking for YCI hopefuls.
Joana applied and was accepted into the programme at
the Presidente InterContinental Hotel in Mexico City. Her
attitude was outstanding. She was up and out of the home
early because of the two-hour journey and was never late.
She graduated last March with 16 fellow students
nationwide and was offered a job immediately as pastry
assistant in the kitchen of one of the hotel restaurants and
then had her wish granted to transfer to bar training. It will
help round up her overview of the business.
“I'm happy because | now have the possibility of turning
into what | have dreamed of for so long,” would-be
entrepreneur Joana says with self-confidence and self-
discipline.
“I have been taught so much. In the six month course, |
learnt how to behave and interact with other people and
discovered what it meant to be responsible at work.”

oom at the top

Around the world Awards

WTM'S SPOTLIGHT SUBJECTS INCLUDE PRESENT AND PAST WINNERS OF GLOBALLY RECOGNISED
INDUSTRY AWARDS AND FEATURED HERE ARE SOME OF THE MOST PRESTIGIOUS.

Tourism for Tomorrow
www.tourismfortomorrow.com
Awards are in the fifth year under the stewardship of the World
Travel & Tourism Council which launched them with its vision
statement Blueprint for New Tourism.
This calls on the industry to look beyond short-term
considerations; to focus on benefits not only for travellers but also
the communities visited, protecting natural, social and cultural
environments. Tourism for Tomorrow recognises these principles
with four key awards: e Destination Stewardship ¢ Conservation
* Community Benefit ® Global Tourism Business
These categories were selected to show how destinations can
guide their tourism development according to sustainable
tourism principles; demonstrate successful conservation of
nature linked to tourism enterprises; illustrate where tourism
can play a meaningful role in poverty alleviation, local economic
development and cultural heritage preservation.
There is a rigorous three-step judging process that includes an
acclaimed worldwide team of 15-20 judges. They come from public
and private sectors, academia and media, chaired by Costas
Christ, an internationally recognised sustainable tourism expert
and member of WTM's WRTD advisory panel.

The Responsible Tourism Awards

www.responsibletourismawards.com/judges
Founded and organised since 2004 by responsibletravel.com, these
are the world's largest of their kind and held in collaboration with
World Travel Market, The Daily Telegraph and Geographical Magazine.
The awards’ central tenet is that all types of tourism - from
niche to mainstream - can and should be operated in a way that
respects and benefits destinations and local people. The Awards
recognise those making a significant commitment to the culture
and economies of local communities while providing a positive
contribution to biodiversity conservation.
The winners are nominated by the public, making the awards
unigue. The judges spend a month assessing questionnaires from
nominations and consult with an international network of contacts
with acknowledged expertise. The headline sponsor, Virgin, is not
represented on the panel.

Yalemzewd Tadesse's father died when she was seven, leaving her unemployed mother with the burden of raising four children.
The family were forced to move from an underprivileged area of Addis Ababa to another village, far from the city centre. They
partitioned their home, let out rooms to generate income and grew vegetables to save cash.

The meagre rental provided enough money for Yalemzewd and two siblings to attend school. Her determined mother had a vision to
see all her children receive a good education and employment prospects, saying: “| will take care of you no matter what, be good and

learn your lessons.”

Yalemzewd completed her Grade 12 from an Addis Ababa public high school, where one day she spotted a recruitment poster for
YCI trainees at Sheraton Addis. She immediately applied and was one of the ten
accepted to this 2005 Ethiopa programme - YCI's pilot project in Africa.
Yalemzewd showed great interest in the Finance Department, learning
comprehensively from purchasing to accounts. She handled a computer, printer
and calculator and says: "I realised analytical and conceptual skills were
important and | developed these.”

Her mentor/trainer wrote: “She attentively listened to instructions and asked
questions. She easily understood tasks assigned and was always willing to
cooperate with team members.”

After graduating Yalemzwed worked for five months with a construction
company but needed then to help pay for her younger sister to stay at school.
Thanks to her YCI background, she was selected by a bank to take part in a six
month management trainee programme.

From there Yalemzwed was appointed as a Junior Loan Officer and last February
gained her second promotion. Now 24, she is an outstanding YCI success story,
capable of managing her career, supporting her family.
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The Geotourism Challenge
www.changemakers.net/en-us/
geotourismchallenge/nominate/2104

. The target is to identify and showcase innovators-individuals and
: organisations - supporting tourism that sustains or enhances the
. geographical character of a place. This embraces its residents,

© environment, culture, aesthetics and heritage.

© National Geographic is committed to protecting the world's
distinctive places. The global Challenge celebrates Places/

: Changing Lives. It's the first of three annual collaborative

: competitions with Ashoka's Changemakers.

. Travellers or tourism professionals are eligible. You can either

. participate or nominate candidates from around the world that

. demonstrate ways tourism does the most good and least harm.

© Nobody is excluded - enterprises, governments, organisations of
all sizes - if building community pride, protecting or enriching.

The Green Awards
www.worldtravelawards.com/event24home

. These were staged for the first time last month by World Travel

: Awards who combined it with rewarding their Europe awards

. winners. The event took place at Poprad, Slovakia and the venue
. AquaCity is a virtually self-powered resort, using geothermal

© water and the sun's energy.

To Do! Awards
www.todo-contest.org

This is an international Socially Responsible Tourism Contest that
- accepts only entries for projects and measures whose planning

. and implementation involve the different interests and needs of

. the local population through participation on a broad scale.

: For example, through information, opinion poll or discussion.

© The following aspects affecting local people must be considered:
© o Awareness Raising * Wide-ranging benefit

e Qualified jobs in tourism  Strengthening of identity

i e Minimisation/avoidance of damage

. Entries must be in line with the principles of environmental

: compatibility. Evidence of economic and institutional measures/

. mechanisms guaranteeing the sustainability of the project/

. measures must be provided.

© The criteria are subject to a continuous qualifying process.

© The award is given annually in March at the International Tourism
Exchange in Berlin. Between 1995 and 2007 some 241 projects

. from 63 countries and five continents participated - about 60%

. from developing countries. Thirty-one projects were awarded the
: T0 DO! prize.

AITO Responsible Tourism Awards
www.aito.co.uk

: The Association of Independent Tour Operators awards are open

© only to the membership.

AITO's reputation as leader in Responsible Tourism requires its

: members to appoint an RT Manager to ensure its guidelines are

. followed. AITO operates a recognition system, attributing between
. one and three stars to each company in the field. Three stars

. show it has fully integrated RT into all aspects of its business and
. destination work. Currently 19 companies meet these standards.

© All members must qualify for one-star.

Wild Asia Responsible Tourism Awards
www.wildasia.net

Established in 2005, these awards recognise the efforts of tourism
: operators who are committed to Responsible Tourism principles.

. This three-day event focuses not only on highlighting the best

: resorts and initiatives in Asia and South East Asia, but also on

: sharing knowledge and experience of putting RT into practice and
© to encourage other operators to make it part of their business

. strategy.
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BERUWELA BEACH

CARBON SPOTLIGHT

A man ‘re-born’ -
professional guide
Luba with his family

a Lifeline
ONCE HE WAS A HUSTLER CONDEMNED AS A CROSS
BETWEEN A TERRORIST AND GANGSTER.

Luba was continuing a tradition handed down over
generations in Sri Lanka by working as a Beach Boy.

To say it was a job that aroused huge controversy is an
understatement.

“The Beach Boy problem is worse than terrorism,”
insisted a senior executive of the Sri Lanka Inbound Tour
Operators. “It's affecting our industry and no-one can
resolve this. It's mafia.”

Even if that represented an extreme view, Sri Lanka
realised this was a demon to be confronted as it
launched its Responsible Tourism Programme with the
Travel Foundation in 2005.

Today Luba aged 28, married with a child, is free of
dubious connections. Beach Boys have been re-branded
as tourism operators under the Learning Involving and
Nurturing Community project.

“My life has changed,” he says. “I have no reason to
be criticised or ashamed now.

“I'm no longer like my father who worked on Beruwela
Beach before me. Thanks to RTP LINC project I'm
different. It has helped me become a professional area
quide.

“I can promote local excursions to tourists and offer
them a better service. Earlier | had to hang on the hotel
fence or nearby tree and shout and attract the attention
of visitors. The first Boy who saw and screamed loudly
enough at a potential customer had ‘staked” his claim.

“I have been taught that tourists don't want to be hassled
like that and this way [ get more business.

“I'was in a group of 72 Beach Boys outside the Riverina

WORLD RESPONSIBLE TOURISM DAY

‘ ‘ Spotlight 08 COMPS5.indd  28-29

: Hotel who were trained and counselled for a year. We

. are all official operators now who can provide our local
: excursions on a rota system rather than survival of the

© fittest and brashest.

“We have formed into 14 groups and have our own

: community fund where we put part of our income to
: do social work in our village of Kaluwamodara.

. “I'm working to improve my knowledge as a guide. I
. speak English, Russian and German.”

. Beach Boys and the adverse publicity they collected

: over the past 30 years had been a chain around Sri

: Lanka's neck because school drop-outs glamorised and
© fantasised the job as a route to money and fame.
Government ministers, local politicians, wealthy

. businessmen, restaurateurs tell how their careers began
: this way.

: “So we sounded out these respected leaders and

: success stories for their advice on how to advance and

© structure our idea,” says Charmarie Maelge, chief

: executive of Sri Lanka Responsible Tourism Partership.
Beruwela, the Golden Mile of the south west coast, with

1,150 rooms, was picked as an ideal trial ground for the

community tourism beach operators initiative. And to

: refine the scheme, one hotel was picked originally as a
: pilot.

: Chang Cey Wen, former general manager of Riverina
. Hotel and president of the Bentota Beruwela Hotels

: Association, was keen to play his part despite the
scepticism.

i "It had been commonly identified as a key issue so we

. built a strong alliance with the association and enlisted

: the commitment and support of Kuoni, the country’s

. largest tour operator, “ adds Charmarie, former Director
. of Sri Lanka Tourist Board's UK office. “They adopted it as
: their corporate social responsibility project.”

© Francis Torrilla, Director for Corporate Responsibility

at Kuoni UK, said: "I am delighted that a further four

. hotels would like to join the LINC programme; Kuoni

: will continue to support Sri Lanka through a number of

: projects and LINC forms a key part of this strategy.”

. Hiran Cooray, co-chairman of the RTP said: “We are all

. passionate about tourism and, despite facing various

. challenges, work hard to make our industry a win-win

¢ forall”

* Hiran, also president of the Tourist Hotels' Association,
*is head of the Jetwing Group of Hotels and one of his
pioneering initiatives is their Eternal Earth Project — a

. re-forestation model used as an educational tool for

. schoolchildren to inspire them in the fight against global
: warming.

. He adds: “With the Beach Boys problem, instead of

. putting the blame entirely on them, we had to ask

. ourselves what we could do. The answer was to undo

: the wrong that had been happening, without attempting
* to eliminate them, and to bring them in as part of the
tourism industry.

: "l am happy that the LINC programme has done just that.
: This is only part of our overall RT work but if everything

: we attempt pays off as well as this then we will be

: achieving our ambitions.”

. Learning, Involving and Nurturing Community was

: coined to reflect Sri Lanka RT aims and the game

: plan developed as it moved along — building bridges,

¢ clearing misconceptions and creating a platform for
everyone to benefit from tourism.

. Intensive, sophisticated training agendas embracing

. both the formal and informal sectors of the industry

: were set up to cover everything in microscopic detail

: from personal grooming, service standards, cultural

. differences, team work, nature and health and safety.

. Even the families of beach operators were brought into

| some programmes.

\ Experts from every field were recruited. For example, Sue
Mautner, a tourism professional volunteered her services.
: Sociologist Sujith Yamasinghe was appointed to manage
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the project in Beruwela to work with the communities;

Professor Sarath Kotagama, president of Sri Lanka Field

Ornithology Group, instructed on bird watching.

The obstacles faced were:

* Locals banned from entering hotel premises and this
led to suspicion, confrontation and rifts between Beach
Boys and staff

* More than 1,000 Beach Boys licensed by the Sri Lanka
Tourist Board meant overload on the 1.4 miles stretch

* Tourists staying within hotel grounds because of fear of
being pestered

* While a majority of visitors welcomed and used the
Beach Boys, tour operators warned against dealing
with any vendors from local communities

* Resentment and non-cooperation form the local
communities during initial stages; they were reluctant
and suspicious.

The guides’ groups each have a leader and

representative at any LINC meetings. It has stopped

the unruly competitive element and the flooding of

the beach with canvassers. The rewards are shared

equally, complaints are down massively and security has

improved.

Now the trained operators are clearly visible.

There is an interchange of trust between the guides and

hotel management and they combine to stage festivals

and keep the beach clean and tidy.

Sampath Gunasinge manages ‘Trees for Life’, an
extraordinarily successful Sri Lankan model on how people
can benefit and become involved in conservation linked to
tourism.

Designed and implemented with the Wildlife Conservation
Society of Galle in 2005, the programme plants 100,000
trees, such as banana, mango, coconut and rambutan,
annually and it helps:

o Distribute saplings to needy victim families from

the devastating 2004 tsunami * Educate thousands

of schoolchildren to think green for the future

* Restore the coast conservation sites * Rehabilitate a
shrinking rainforest * Generate income in remote rural
villages through satellite plant nurseries  Encourage
tourists to reduce their carbon footprint.
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Hugo lives in the ancient Savernake Forest in Wiltshire with his
wife and three children, aged ten, eight and four.

His natural concerns for their future opportunities provides all
the motivation he needs as CEO of The Carbon Consultancy.

He decided three years ago to concentrate totally on converting
the industry. His organisation supports travel company
participants to report and manage emissions and sustainability
impacts..

“I'd been involved on a voluntary basis but saw that it was an
Achilles heel and needed a full-time approach to help companies
move aspirational talk and targets into achievements.

"My first phase was to produce measuring tools from data
because nobody can reduce emissions if they don't understand
or know their footprint.”

His interest in the subject was a gradual drip feed, triggered
initially by being captivated by India and seeing its enormous
environmental challenges.

“I ideally combined my degree from the School of Oriental and
Africa studies by starting work at India specialist Cox & Kings.

A study of South Asia, its people, culture and development
provides a useful perspective on where we are today globally,"”
he says.

“And having been in travel since | left university | understand
what makes it tick.

“It's tough with often very low margins. The pressure is intense
and so environmental measures can be regarded as luxury.

“The link between commercial success and sustainability

is undeniable. It just has to be admitted and absorbed into
practice. It will undoubtedly become regulatory.

“All the issues surrounding this global threat have become
centre stage.

“I drive differently, take the train whenever possible, don't like
to fly. Making a difference doesn't mean that you have to live

in a hut, shower when it rains and have a compost loo. I'm not
obsessive. We need marginal improvements from each person,
greater awareness, not a complete lifestyle change.

“The past two years have been encouraging Y a
and discouraging in equal measure. The . . ’.‘
sustaining feature is the amount of great .
work underway and the knowledge that
if we don't intervene over unsustainable
consumption then today’s children
won't have a quality of life which is a
fraction of what we enjoy today.

"0f course, mankind and the industry
will adapt, but there is a limit to how
quickly and successfully that can
happen in the face of rising global
population, diminishing finite
resources and climate change.

“The recent dramatic rises in

fuel and food are a taste of what

may lie in store, with profound
consequences for the travel industry,
its consumers and destinations alike.
"I accept that it isn't the job of businesses to save the planet.
You are in business to do business, but this is an issue that

affects business at its most basic cost and supply/demand
levels.
“North America has come onto the scene late and yet is making
up ground aggressively. In their fashion they have put shoulders
to the wheel effectively. They say : ‘Give me the information or
I'll sack you.'
“For 20 years there has been an environmental free ride.
Warning signs were ignored for short-term considerations. Now
it needs concerted action not rhetoric.
“The hospitality sector has huge energy costs and, therefore
financial savings can be made and there are excellent examples.
| have been impressed by the energy and action of the events’
industry. The Eventia ‘One Future’ programme has made a
practical and attitudinal shift among its members."”
Kimber and committed organisations and outspoken individuals
were given a back-up boost by the Stern Report and Al Gore's An
Inconvenient Truth film. They highlighted in a blaze of publicity
the likely economic as well as social consequences of turning
a blind eye.
The public, however, can be confused by carbon issues, specially
carbon offsets.
“They have dominated industry action and certainly have helped
to quantify and value emissions. Yet if the costs are passed onto
the traveller in some other form it is like passing the buck,”
believes Kimber.
“If a client is told ‘You are inflicting half a tonne of CO,, buy an
offset’ it is offloading the responsibility. The reduction of that
emission should come at the front end. The customer will feel
the company should have done something.
"It is easy enough to put new
‘ destinations on the map, but
[ what of the consequences
and our responsibility to help
manage the effects?
' “Economic boosts are
often cited as immediate
benefits, although these can
be outweighed by social and
environmental impacts.
“Ironically, those same
environments that tourists enjoy
are threatened by their emissions.
Rural Rajasthan neatly encapsulates
the tensions between tourism and
sustainability.
“The rural areas there are often dominated
by agriculture and crafts, with increased tourism
providing a new revenue source. When visitor levels drop
those who have abandoned traditional occupations become
stranded.
“This is now compounded by the problems facing agriculture
with climate change increasing the pressure on water
challenged farmers.”
Add in population pressures, pollution, waste, natural disasters,
deforestation, failing resources and it is as clear as the shine in
the eyes of Kimber's young children how much persuasive work
he still has to do.
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CALABASH TOURS

SOUTH AFRICA

It's a fine reflection of acceptance - recognition of
the inroads that he and his wife, Thandi, have made
since starting Calabash Lodge and Tours in 1997.
They began with the help of a small loan from his
father and an extra large dose of idealism.

Since then world visionaries in Responsible Tourism
have acknowledged them and it would be no
surprise if their efforts had been brought to Nelson
Mandela's attention.

Paul, 37, says: “"We are not that special just social
entrepreneurs in a country that lends itself to

that. Just doing our work, which for us is big and
important. But South Africa has so many people
standing up and making a difference.

"I met a lady earlier this year who feeds 700 orphans

every day, has 20 home-based carers and 542 clients.

She gets no salary. Nil. Nothing. She has been doing
that for five years because, like me and others, she
feels we must DO something.”
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Mister
alabash

Paul and Thandi's dreams and ideas of benefiting
the disadvantaged township communities in Port
Elizabeth through tourism were greeted with not a
little scepticism.

“We had tons of enthusiasm and no clue about the
tourism industry. I cringe when I think back how we
planned to re-write the rules of a somewhat slick,
sophisticated industry that we saw then as devoted
to nothing other than profit. We micro entrepreneurs
from the Southern Tip of South Africa were going to
change all that! Yeah, right!

"There was suspicion. Established tourism types
were thinking... what could a white couple possibly
have to share about townships? Fair point. Our view
was that we were simply showcasing the city. Not
our fault so much of it was township.

"Township people curiously and cautiously gave ‘us
young people’ a chance to prove ourselves. We learnt
early to under promise and over deliver!”

Calabash Tours now has up to 5,000 clients a year
while its Trust, started in ‘99 with $60, dispenses

an annual $200,000 budget on community projects
such as pre-school nutrition, youth groups, HIV
Aids care, education fund, school support and

development and school furniture programme.

Paul says: “Working with tourists has been
interesting. Unfortunately, a very few are idiots,
ignorant or racist. Most get it — truly understand
what we are trying to do and show empathy. Many
are moved to tears. Some become involved. Some
volunteer.

“Nine years ago a Dutchman offered to send a
container of school furniture for our township school.
We've just celebrated container 100.

"Aids leaves behind orphans and vulnerable
children. We are working with Missionvale Care
Centre and nun Sr Ethel Normoyle. We place
volunteers in the home-based care unit there. It
allows us to humanise poverty. It changes people’s
lives — both the visitor and the visited.”

There was still grinding poverty when Calabash was

born because although Apartheid had been abandoned
its legacies remained.

Paul remembers: "My father, who passed away in 2000,
told me two valuable things.

‘Don't take on a serious job until you must. Once you
start a career you never stop working. Always launch a
business while you are young when hope prevents you
seeing all the pit-falls. If you fail you have the rest of your
life to pay back the debt and do something else!™

Paul and Thandi, who handles the accountancy, are not
thinking of calling a halt or changing course although
they have had some desperate, depressing times when
obliged “to eat too much pasta and potato.”

Paul says: "I never despaired. | had a strong sense of
purpose, and knew we were on the right track. Thandi
and [ found a way to express our creativity in Calabash.
‘We were not motivated solely by money. We agreed over
the years there must be easier ways to make it!

“Yet even on our poorest day, we still had more than most
in our city.

“Yes, money in business is critically important but it
follows passion and takes perseverance.

“The darkest episode came when we discovered one
project we were funding was stealing cash. It was
terrible. Trust broke down. Relationships broke down.
Mud-slinging ensued, threats made and we were
accused of being white exploiters.

“All kinds of deep mistrust racked from the past of our
country were thrown in the mix. Some white people told
me ‘what else did you expect?’ It was serious stuff and
hurt. We brushed ourselves off and continued our work.
The vision evolves all the time.

“What I like most is the depth of relationships we have
developed — across the colour line. South Africa is still
divided on race. [ cherish the deep and meaningful
friendships with township people [ have known for more
than ten years.

"It keeps us sane in the insanity of Afro pessimism and a
media that loves bad news. [ feel like an African. [ know
[ do not 'belong’ in the township, but I am completely at
ease there as a white guy.

"I was privileged to go to a private, non racial,
progressive school. [ knew from my black classmates

the truth about what was happening. One day a fellow
student was shot dead by the cops in the township — that
woke me up to the reality.”

Paul marched and participated in the anti-Apartheid
Mass Democratic protest Movement but being
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i conscripted was the catalyst.

. “Tknew I could not go from being a classmate one day
© to the enemy the next — on patrol, in military uniform, in
© the township.

“If you were at all engaged you had an understanding

. of the need to redress

: imbalances of the past. So

. if we were going to work p—

. with tourists in townships,

: we needed to input and
buy in from the local

© people on whom it would

© impact.”

Paul and Thandi, who

: now have three children,

. had been inspired when

. spending ‘96 backpacking.
. They were riveted in Turkey
. and Morocco by the custom of visitors spending on

: food, accommodation and excursions with the locals,

: who often were poor. They vowed to transport this social
system to South Africa to see if it could press buttons.

"I realised that here we have a gob-smackingly

We learnt about this thing
called Responsible Tourism.
And it spoke our lanquage.

wonderful destination. Because of Apartheid, and the

: skewed ownership of land and resources, the country

: was seen as sterile, remote, one to be experienced for its
. scenery, wild life, but not the people. As you may know,

. the people are among the best things about Africal

. "We were/are young people in a country of profound

. change. So how could we play a role in unlocking the

: people component?”

© They rented a seven-bedded lodge, but originally the
business struggled to gain market access. Soweto was

: the only township that interested tour operators.

: "We soldiered on, later buying the lodge and a minivan

: to transport tourists — hair brained, but great fun. The

. best was when Calabash started clicking. As volumes

. increased large tour operators came on board. Our

. primary motivations were around social and economic

© justice but over time we learnt about this thing called

: Responsible Tourism. And it spoke our language. We

: needed to learn about environmental issues, but they too

became integrated into our

vocabulary and business
— practice.
“And then further
encouragement came from
wonderful responses from
clients who could see what
we were aiming for — like
we always believed they
would.
“We started to employ local
guides and now have a
staff of ten. We sold the

lodge in 2005 to focus on our core business of tours.

: "They are always interesting because you never know

. who is going to be on the bus! That is where I met

: Marion Gate, She founded the trust with us and is still a
. pillar of strength in its running.”
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H HARD RAIN

®

o Together

ICONIC SINGER BOB DYLAN AND TALENTED PHOTOGRAPHER MARK EDWARDS HAVE NEVER MET YET THERE

1S SYMMETRY IN THEIR WORK THAT FITS LIKE A BALL INTO ITS SOCKET.

. intended to provoke dialogue about a common future.
: “There's now widespread acknowledgement that we are :
changing the climate,” says Edwards. :
: "That's new. The implications of our problems hover just

Dylan's numbingly prophetic lyrics have been starkly
captured and interpreted by Edwards to produce Hard
Rain — Our Headlong Collision With Nature.

The book has been described as “a masterpiece that
summons up the ghosts of our past and a vision of a
future that is ours to change.”

Fdwards sent copies of it to every president, prime
minister, business and faith leader in the world.

Only a dozen politicians answered his covering letter.
His head didn't drop in exasperation.

"I was glad to get the replies we received, " he says.
“The idea is to help give governments a constitution
to pass the legislation needed to decarbonise energy
and to deal with all the problems highlighted in my
exhibition staged at the United Nations' New York
headquarters last May and at subsequent venues.”
Millions will see the exhibition in coming years. It is
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. beyond the grasp of our imagination.

. “That's where the problems will stay until we

: understand that that there is a link between issues

¢ such as poverty, population growth, loss of habitat and
: species, and sloppy use of technology. In our world,

. species and habitat loss are problems linked by cause

: and effect and cannot be solved in isolation.

“We need to move urgently towards forms of progress

. that sustain all of humanity while sustaining the planet.
¢ It is proving difficult for governments to act because our
. problems demand a radically new planetary approach.
¢ “Iwould say we need tactical optimism.”

: Mark's unintended collision with Dylan came on the

edge of the Sahara Desert in 1969 when he was on

assignment. He was lost.

: "As soon as I realised this a Tuareg nomad appeared to
: rescue me,” he recalls.

: “Iwasledto safety. He made a fire, then produced a

© cassette player. Tuareg are traders so they carry lots of
© things to sell. We couldn't converse, no.

© "When he played Hard Rain it was the first time I'd

: heard the song. I'd kept out of range of Dylan’s early

. folk albums.”

© But the classic, timeless lyrics — written in 1962 —
inspired him to illustrate each line with a

photograph. The result speaks volumes about climate
: change, environmental disintergration and world

. poverty. The book proceeds have helped the Eden

© Project in Cornwall and the Gurukula Botanical

© Sanctuary in India.
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