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Contact:
Sustainable Travel International

835 SW Williams Drive
White Salmon, WA 98672
Tel: 800-276-7764 

Email: info@sustainabletravel.com
1. Overview

Sustainable Travel International (STI) is a global leader in sustainable tourism development.  The 501(c)(3) non-profit organization’s mission is to promote sustainable development and responsible travel by providing programs that enable consumers, businesses and travel-related organizations to contribute to the environmental, socio-cultural and economic values of the places they visit, and the planet at large.

STI is dedicated to providing education and outreach services that will lessen the toll that travel and tourism takes on the environment and local cultures. By providing tangible, solutions-oriented programs, STI is taking a holistic approach to addressing global sustainable development within the travel and tourism industry.

Measurement and Verification Services

Providing a clear and accurate connection between measurement and verification of tourism-related impacts is critical to integrating sustainable business practices into the travel and tourism industry.  STI works to incorporate sustainable business practices into travel and tourism providers’ operations and programming provides consumer protection services, and helps to safeguard the sustainable tourism market from false claims and fraud.

Sustainable Tourism Eco-certification Program™ (STEP)

STI developed and launched the first comprehensive, global, non-profit sustainable tourism certification program geared toward integrating sustainable business operations best management practices that will be aligned with impending global accreditation.  The challenge was to create a user friendly program that’s applicable to tourism businesses of all sizes, limit the barriers to entry, ensure that the program will be financially sustainable, and find the balance between meeting all of the various stakeholders’ needs.  STEP is a voluntary initiative that helps travel companies to measure and manage their environmental, economic and socio-cultural impacts while demonstrating their commitment to sustainability, and performing in a manner that makes them more attractive to responsible travelers. 

Technical Assistance and Sustainable Tourism Assessment

STI identifies travel and tourism-related opportunities that are economically viable as well as environmentally sustainable and culturally appropriate.  STI provides sustainable tourism development technical support to Destination Management Organizations, Trade Associations, Tourism Bureaus, and private sector companies. The services are targeted to support strategic planning, sustainable tourism development, and implementation.

Education and Training

STI offers a myriad of custom education and training programs for travel companies, ranging from executive education programs focused on impact management to shorter courses focused on how to integrate sustainable business practices into your business operations. STI management teaches at universities and disseminates educational materials to students, travelers, businesses and organizations.  STI also presents at conferences, green events, classes, seminars and tradeshows across the world.

Advisory Services 

STI management has over 30 years of experience in the travel and tourism industry.  Since we work with leading consultants who speak most languages and specialize in virtually all eco- and sustainable tourism-related topics, we have great flexibility when forming any given consulting team.
Business and Promotional Services

STI works to empower companies, institutions and consumers with the knowledge and opportunity to support sustainable tourism options that protect the environment and preserve traditional heritage and culture while contributing to economic development.  We cultivate best practices in marketing to maximize awareness and understanding of how to actively engage in sustainable tourism development, and increase access to products and services that have been verified as sustainable.    

Green.travel

It is difficult for responsible travelers to find travel and tourism companies and accommodations that are committed to sustainability.  STI is working on creating Green.travel – the premier web-based resource for those who are looking for green travel information, programs, and trips.  The website will be based on a social networking model so that travelers and travel companies can share and contribute content. 
Community-based Tourism  

Community-based tourism (CBT) initiatives can be profitable enough to create sustainable lifestyles, and support conservation and local economic development if they have access to the market. STI is working on raising the profile of CBT projects around the world by building a database of projects and promoting them through our marketing and media outlets. We also plan to work with tour operators and match them with suitable CBT ventures.

Membership and Sponsorship
STI membership and sponsorship is open to individuals, companies, organizations and institutions that demonstrate support for and are committed to promoting environmental conservation, socio-cultural responsibility, and economic profitability within the travel and tourism industry. Members receive STI network benefits and discounts, and are listed in our well-trafficked on-line Eco-directory.

Sustainable Tourism Implementation 

STI identifies best practices and creates implementation tools that promote sustainable tourism development and ensures that consumers get what they pay for.  

Greenhouse Gas Reduction 

Through STI's greenhouse gas reduction program, travelers, travel and tourism providers, and related organizations can reduce their carbon dioxide emissions and offset unavoidable emissions. STI is regarded for its due diligence in selecting the 'best of the best' offset projects. All STI projects are inspected, verified and or certified by independent, third parties including Green-e, CDM Mechanisms and The Gold Standard, and the Climate, Community and Biodiversity Alliance. 

STI also provides custom carbon calculators from simple calculators to enterprise level applications, carbon footprint assessments, and education and training materials.  The organization’s most recent notable offset efforts include Continental Airlines, Virtuoso, AirPlus, Coca-Cola, National Geographic, Whole Foods Market, World Wildlife Fund, World Travel & Tourism Council, World Resources Institute, Starwood Preferred Guests and The Leading Hotels of the World.  

Travelers Giving Back

STI promotes, publicizes and informs travelers about credible travel philanthropy programs in the global marketplace. We also provide travel companies with custom web-based giving portals as well as help them create their own successful travel philanthropy projects that support environmental conservation and community development and generate publicity.  

2. Program Establishment

Having spent many years working in travel related industries, Peter D. Krahenbuhl and Brian Mullis had a clear vision of the significant, high profile contribution travelers and travel companies could make toward environmental protection and sustainable development. Together, they co-founded Sustainable Travel International (STI) in 2002 during the International Year of Ecotourism. 
Today, they work closely with the STI Executive Board, Special Advisors, the STI staff, and a team of dedicated volunteers to devise programs that will catalyze a fundamental transformation in the travel and tourism arena. STI management and staff have spent years researching and implementing various sustainable development programs through direct industry experience and with STI.  They created sustainable business templates through a myriad of programs with the intent to roll their ideas out across industry sectors.
Execution of STI programs involves the 500,000 visitors who use STI’s websites each month who have a wide range of interests, needs and levels of expertise, so information is presented in clear, results-oriented fashion, making it useful for both consumers and businesses of all sizes.  

The majority of visitors are conscientious consumers and or responsible travelers. Consumers who visit STI’s websites report that the factual information and tangible programs provided helps them manage their travel related impacts and support travel companies that strive to protect and preserve the environmental, socio-cultural, and economic needs of the places they visit and the planet at large. 

The balance of STI’s visitors are from the private sector – large and small companies, consultants, and the like – with the balance divided among users from governmental and non-governmental organizations as well as academics and students.  STI business users report that the information and resources provided helps them stay up-to-date on such topics as the evolving market of conscientious  consumers and responsible travelers, eco-certification, travel philanthropy, climate change and carbon offsets, industry best practices and much, much more.

The organization’s strategy includes providing consumers and travel-related businesses and organizations with the tools and resources necessary to achieve sustainability.  For example, STI has provided printed copies of its Guide to Sustainable Travel and Tourism to over 500 business owners interested in integrating responsible practices into their business operations, distributed the document electronically from its web site, and has sold more than 300 copies of its Reader on Sustainable Travel and Tourism to college students.

In addition, STI’s management team is invited to speak at dozens of major international and domestic conferences and events annually, affording the opportunity to reach thousands of leaders within the travel and tourism industry. STI’s management team is also invited to speak to college students on a regular basis.  

Outreach

With more than 23,000 unique e-Newsletter recipients from over 150 countries and 12,500 media contacts, STI is regarded as one of the best sources for eco- and sustainable tourism information and resources in the travel and tourism industry.  And, as an industry specific, globally respected independent 501(c)(3) non-profit, STI is very effective at gaining public exposure and media traction for industry leader partners.  In the last year alone, STI has been featured in the Wall Street Journal, New York Times, Outside Magazine, Los Angeles Times, Time, CNN.com, USA Today, U.S. News and World Report, Sirius Satellite Radio, KGNU.org, NPR, Travel + Leisure, Men’s Journal, and Condé Nast Traveler. Potential reach to consumers is estimated in the millions.

STI’s media outreach efforts are complimented by a strong web presence. STI’s websites are designed to educate and inform their audience about sustainable tourism, including www.sustainabletravel.com, www.sustainabletravelinternational.org, www.carbonoffsets.org, and www.sustainabletourism.travel. Collectively, they attract an average of 500,000 visits and 50,000 unique visitors per month, who collectively spend approximately 28,000 hours each month learning how to protect the places they visit.

To further expand its reach and support the travel and tourism industry’s move toward sustainability, STI has focused on collaborating with like-minded organizations since its inception.  Formal collaborative relationships have been established with dozens of public organizations, private companies, and Universities in the U.S., Latin America, Europe, Asia, and Africa.  

3.  Goals and Benchmarking
STI’s goal is to become the ‘one stop shop’ for sustainable tourism development, and an industry and consumer facing global leader.  Benchmarks primarily include reviewing measurable results (see below) and comparing them with the year before, as well as maintaining significant growth over the years.  While facing seemingly insurmountable odds at inception related to financial and industry education challenges, STI co-founders volunteered a collective 15,000 plus hours for several years, combined with a dedicated group of Executive Board members, volunteers and interns around the world to become established and create a financially viable and self sustaining organization.  In 2007 STI grew by over 350% and in 2008 it has projected over 300% growth.  STI’s goal, however, is to slow the growth to under 200% in 2009 in order focus on managing pre-existing programs and improving systems.
4.  Outcomes and Sustainability Benefits
Measurable Results: 2003-2008
Members, Advisory Service Clients and Partnerships
STI currently has over 225 members from 50 different countries and dozens industry, association, NGO and governmental clients who we helped to implement sustainable travel practices into their operations.
The organization specialized in business and sustainable tourism development and helped to implement solutions through a variety of relationships.  A sample of clients includes but is not limited to the Cayman Islands Department of Tourism, DiscoverDominica, Virtuoso, Puerto Rico Tourism Company, Maui Land and Pineapple Company, Buffalo Tours, Natural Habitat Adventures, Tauck World Discovery, Quark Expeditions and numerous additional travel and tourism businesses of all sizes.  Dozens of other collaborative partnerships from companies to associations to governments across the globe have resulted in benefits from traveler education programs, recycling initiatives, renewable energy information dissemination and implementation, charitable giving, resource reduction, local capacity building, and many other areas of sustainability.

Sustainable Tourism Eco-Certification

STI developed its triple bottom line STEP program in conjunction with stakeholders from around the world over the course of four years and completed a pilot test and a pilot launch during this time.  More than a dozen travel providers participated in the pilot launch and several were certified, including Grand Teton Lodge Company, a subsidiary of Vail Resorts and the world’s first STEP certified tour operator, Escape Adventures. STI publicly launched the program during the first quarter of 2007 in conjunction with its implementation partner, NSF International.  Since that time dozens of companies have applied to become certified.

In 2007, STI’s sustainable tourism certification program received the highest rating of any related program in a research study that was contracted by the United Nations Foundation.  Currently STI sits on the Steering Committee for the recently launched Partnership for the Global Sustainable Tourism Criteria (GSTC) and impending global accreditation of certification programs through the Sustainable Tourism Stewardship Council (STSC).  The goal – and current result - of its work with these efforts is to help catalyze an industry shift in mainstreaming sustainability through harmonization and development of a globally credible accreditation brand. 

Carbon Offsets

STI has been providing the opportunity for consumers and the travel and tourism industry to neutralize their climate impact by contributing to carbon offset projects since January 2005.  During that timeframe, the organization has become widely regarded as a global leader in the voluntary carbon offset marketplace.  All of STI’s carbon offset portfolios are “Best in Class,” and all of its projects are certified and or verified by independent third party organizations to meet if not exceed internationally recognized standards. 

In 2005, myclimate and STI collected a total of $342,926 in revenue from the sales of carbon offsets, which was split evenly between business clients and consumers.  This equates to approximately 30,000 metric tons of carbon dioxide (CO2) being offset. In 2006, STI and myclimate offset approximately 170,000 metric tons of CO2. This equates to approximately $2,153,900 in revenue. Of these totals STI was responsible for more than $78,000 in sales in 2005 and 2006 which equates to approximately 5,616 metric tons of CO2 being offset.  This is equivalent to one of the following: 894 passenger cars not driven for one year, 470,537 gallons of gasoline saved, 530 households electricity consumption for one year.  

STI diversified its offset portfolio and began offering Conservation Carbon credits in 2007 to support reforestation and Green Tags in the fall of 2006 for domestic renewable energy projects.  In 2007, STI alone offset approximately 23,489 metric tons of CO2, which equates to $358,216 in revenue.  This is equivalent to one of the following: 5,084 passenger cars not driven for one year, 2,675,285 gallons of gasoline saved, 3,015 households electricity consumption for one year.  In 2008, STI expects to double this again.

STI developed the first on-line custom carbon calculators in the tourism industry, which are currently live on more than 40 travel provider websites. In addition, STI is working with numerous organizations on offsetting, from Coca-Cola and Continental Airlines to Virtuoso and WWF, reaching hundreds of thousands of consumers. STI has also facilitated precedent-setting, carbon impact programs for a number of tour operators, hoteliers and event planners.

Travel Philanthropy 

In 2008, STI launched the most aggressive travel philanthropy campaign to date through its Travelers Giving Back™ program.  Providing travel providers and consumers with a choice of over 500 pre-screed projects around the globe, donations to STI can support an array of causes and projects in just about any destination around the world.  The program is just beginning and will be evaluated for measurable results through financial contributions to charities across the globe by travelers who donate through travel providers via STI platforms.
5.  Relevance to Travelers and the Travel Industry

Our industry is on the verge of tremendous growth. In 1950, there were 25 million international travelers.  In 2007, there were 900 million international tourism arrivals, reflecting a 7% growth rate over 2006 and another record year for the travel and tourism industry. The UNWTO is now forecasting that within the next 15 years, this number will grow to 1.5 billion nearly doubling the current total. In total, travel, tourism and related activities generate about 10% of total world GDP and employs over 10% of the global workforce. 

It has been said that if global tourism itself were represented as a country, it would consume resources equivalent to 80% of Japan’s yearly energy supply, produce the same solid waste as France, and consume three times the amount of fresh water contained in Lake Superior. Simply put, tourism is arguably the single largest industry on the planet.        

In addition, 70% of all plants and animals exist on 1.4% of the earth’s land surface. These areas are the planet’s biodiversity hotspots. It is no coincidence that in many of these hotspots tourism is also growing rapidly, as more and more people are seeking pristine natural areas and exotic experiences when traveling.  This fact underlies the urgent need for tourism to develop in a responsible and sustainable way.   

It is also necessary to take a close look at the positive impacts generated by sustainable tourism. Company benefits include:

· Improved Profitability. Sustainable tourism practices lower costs through enhanced resource efficiencies such as increased energy efficiency and reductions in waste.  The average company engaged in sustainable business practices sees an incremental improvement in their bottom lines.

· Increased Market Strength. There is a significant market of consumers who are making purchasing decisions based on their personal values.  All of the research indicates that when quality and convenience are perceived to be equal, these individuals will select an eco-friendly product or service when / if available - and some will even pay more.

· Preservation of Environment and Cultures – In addition to the inherent rights of humans and the environment to exist in a healthy manner, by preserving our environmental and cultural heritage we are also preserving product and increasing revenue generating capacity over time, while supporting future generations.

· Attraction of Talent – Sustainability is a key value of today’s new workforce.  A company committed to this value holds a market advantage in recruiting this talent.  Both graduates and industry professions are increasingly looking to green jobs.  A recent poll on green employment by MonsterTRAK.com, a job Web site geared toward students and entry-level hires, found that 80% of young professionals are interested in securing a job that has a positive impact on the environment, and 92% would be more inclined to work for a company that is environmentally friendly. (The Wall Street Journal, November 13, 2007)

· Best Practices - Actively engaging in sustainable tourism provides access to standards recognized as best innovative practices within the travel industry, helping businesses to meet higher standards through continuous improvement. 

Travelers also benefit through sustainable tourism by gaining an appreciation and understanding of fragile ecosystems and other cultures, enhancing their global perspective. They also feel good about giving back – economically supporting the communities they visit, contributing to environmental conservation, and helping to protect that special sense of place.  A few notable statistics:
· According to the Natural Marketing Institute, spending on sustainable products and services is on track to jump from more than $200 billion to $420 billion in the next three years. 
· In 2002, 55.1 million American travelers demonstrated preference in their travel and consumption choices for companies that support sustainable tourism (TIA and National Geographic Traveler 2002). 30% of adult Americans or 58.5 million people make purchasing decisions based on their personal, social and environmental values (Understanding the LOHAS Market, 2002).
· Now more than half say they would be more likely to select a travel provider that uses more environmentally friendly products and processes (Travel Industry Association 2007).  This research suggests that more consumers are aligning their purchasing decisions with their values.
· When price and quality are equal, 76% of consumers would switch brands if a company were associated with a good cause.
· 38% of travelers have stayed at an environmentally-friendly hotel, and 9% specifically seek out environmentally-friendly hotels (TripAdvisor, 2007).
· 61% of Americans believe their experience is better when their destination preserves its unique natural, historic, and cultural sites. In addition, 41% of these travelers said their vacation experience is better when they can see and do something authentic. (TIA and National Geographic Traveler 2003).
Clearly, the so-called “green movement” is not a fad since its becoming part of consumer and corporate culture and many of the problems (like global climate change and social inequity) remain important issues.

Host Communities also benefit from sustainable tourism.  Positive impacts through more equitable travel provider and host community relations include improved local employment opportunities and wages, increased opportunities for local enterprise, improved infrastructure, increased access to services, and increased participation of local stakeholders – like community leaders - in decision-making.
6.  Real World Example
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Escape Adventures, an American tour operator that specializes in hiking, biking and multi-sport tours throughout the western United States, set an industry precedent when it launched an aggressive campaign to address its environmental impacts, as well as become carbon neutral, while becoming the first STEP certified tour operator in the world as a part of the implementation process.

Several years ago the company began investing almost a quarter of a million dollars into solar cells to power its retail bicycle shops and bike tour warehouses in Las Vegas and Moab, UT, as well as investing in diesel vans and trucks, Waste Vegetable Oil (WVO) conversions, fuel holding tanks and pumps to run its vehicles off of WVO and bio-diesel.  In addition, the company has also reduced its waste by almost 90 percent and only prints its marketing materials on 100 percent post consumer recycled paper using soy based inks. An employee incentive program has also be implemented which gives each employee a $5 per day bonus just for riding their bicycle to work.

To compliment this, Escape Adventures proactively offset all of its remaining greenhouse gas emissions since 2006 through STI, including its waste generation, electricity consumption, employee flights and land travel. It also has implemented an STI developed online carbon calculator in encouraging its guests to offset their travel related impacts.  Escape Adventures has since not only received industry accolades and numerous awards, but they also received gratitude and customer loyalty.

Jared Fisher, owner of Escape Adventures said this about their climate campaign:

"We felt it was important to make a high level contribution to addressing global climate change, so our guests would know how important the environment is to our business,"
And when they became the first STEP certified tour operator in the world, he concluded:
“STEP should be the industry Gold Standard. It really has (and still is) helping us to become a responsible business. I really wanted to raise the bar with Escape Adventures and I will continue to make it our number one goal for as long as I own the company. That said, let’s spend time on getting STEP certification as the core standard in the industry.”
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