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Allegiances 
William Stafford 
 

It is time for all the heroes to go home  
if they have any, time for all of us common ones 
to locate ourselves by the real things 
we live by.  
 
Far to the north, or indeed in any direction,  
Strange mountains and creature have always lurked –  
Elves, goblins, trolls, and spiders – we 
Encounter them in dread and wonder. 
 
But once we have tasted far streams, touched the gold, 
Found some limit beyond the waterfall,  
A season changes, and we come back changed  
But safe, quiet, grateful.  
 
Suppose an insane wind holds all the hills  
While strange beliefs whine at the traveler’s ears,  
We ordinary beings can cling to the earth and love 
Where we are, sturdy for common things.  
 
 
The Gift Is Each Other 
Margaret Wheatleyi 
 
“The essential truth I’m discovering right now is that when we are together, more becomes possible. When we 
are together, joy is available. In the midst of a world that is insane, and that will continue to surprise us with new 
outrages…in the midst of that future, the gift is each other. We have lived with a belief system that has not told 
us that. We have lived with a belief that has said, ‘We’re in it for ourselves. It’s a dog-eat-dog world out there. 
Only the strong survive and you can’t trust anybody.’ That’s the belief that’s operating in most organisations if 
you scratch the surface.  
 
The belief that called you to be a servant-leader is, I believe, the belief of who we are as a species. We have 
need for each other. More and more, I believe that if the real work is to stay together, for we are not only the 
best resource to move into this future—we are the only resource.”  
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SUMMARY  
 
WHY?  
Conscious Travel is based on the belief that, mass international tourism, based on an industrial operating model, 
is falling far short of its promise and, as it continues to grow, is at risk of doing more harm than good.  While 
this model has been successful and supported amazing growth, it is now producing diminishing returns for 
providers and host communities; placing excessive pressure on scarce resources of land, water and energy; 
failing to take sufficient responsibility for managing and minimizing its waste; or preserving the environmental 
and cultural resources on which it depends.  Its application of industrial practices has turned unique places into 
similar products and viewed guests as targets to be exploited.  
 
Because industrial tourism depends on price-led volume growth, it is on a collision course with the rising costs 
associated with fossil fuel, food, infrastructure and ecosystem services that will undermine its viability. Critical 
to the future sustainability of tourism is the need to generate higher yields, more stability and resilience - in 
short, develop an antidote to commodification.  
 
Change cannot occur from centralized agencies (political, social, media) entranced by the old materialist growth 
model and who are distanced from the unique people and places that extend hospitality.  
 
Real, pervasive change can only occur one community at a time when individual hosts providers wake up and 
revere the sacred qualities of the place they represent; grow up by taking responsibilities for themselves and the 
whole; and step up and forward by becoming agents of change and regeneration.  
 
 
WHAT? 
Conscious Travel has three aspects:  
 

1. It offers a new model or approach to destination and business development based on the understanding 
of tourism as a human, social and economic system operating within a fragile biosphere. 
 

2. The principles and practices associated with this new model are shared through a community-based, 
collaborative action-learning program designed to create conscious hosts who act as regenerative 
change agents in their community. 
 

3. Conscious Travel is designed to grow into a global network of self-determining destination 
communities capable of transforming their tourism economies into positive contributors of stability, 
plenty and sustained well-being.  
 

 
 
HOW?  
Conscious Travel is developing the framework and curriculum for a unique active learning program that evokes 
and nourishes the innate problem-solving, creative capacities of hosts and enables them to express their desire to 
provide hospitality in a manner that reflects the unique essence of their place and the values of its residents. 
 
Conscious Travel is an aspiration and a work in progress. The model is emerging and a learning framework 
based on its principles is being developed.  We are currently looking for communities of curious, committed 
providers who recognize that the traditional model is not working and who are no longer prepared to wait for an 
external agency to rescue them.   
 
While we intend to focus on the needs of emerging destinations facing choices regarding the scope and scale of 
development, the model and its approach is applicable to sub regions with established tourism economies.  
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Background – a journey to This Point 
 
My career in tourismii as a researcher, planner, strategist and now change agent spans forty years and half of that 
has been devoted to helping my clients “think differently” prior to acting differently. 
 
Three themes have run through all my work: 
 

• that tourism has to re-think its operating model so that it grows in quality & value not just in volume; 
 

• that tourism can only deliver real value to all participants when it is “seen”  as a system not an 
industry based on the production and consumption of stuff. 
 

• hosts, providers and tourism communities have the capability and should assume responsibility for 
determining the type and scale of tourism appropriate to their culture and geography and that express 
the uniqueness of each place. 

 
I started writing about a values-based approach to tourism as a system in 1992 in a paper called Shifting Gears: 
Building a new Tourism for a New Centuryiii when I suggested: 
 
 

“The challenge – the work that needs to be done – is to find practical ways of turning the model of 
balance and harmony into reality.   While the task may at first appear “awesome” in its grandeur and 
sweep, there is comfort in knowing that many of the elements have already been developed – albeit in 
isolation.  What is needed is a small, critical mass of conspirators, both visionaries and practitioners 
who are willing and committed to translate the vision into practical action”. 

 
What’s most exciting is that, some 20 years on, such a critical mass is now becoming evident and, better still, is 
being courted by an establishment waking up to the need to do things differently.  Signs that a new model for 
tourism is emerging are now appearing everywhere.  In October, Mr Taleb Rifai, Secretary General of the 
UNWTO described adventure travel as the future of tourism because of the commitment of its trade association 
to environmental and cultural protection and rejuvenation.  Sustainable/Responsible Tourism Awards are on the 
agenda of every trade conference that wishes to be taken seriously.  Despite the diversity of labels and 
nomenclature that suggest surface differences, a major – yes radical - shift is now happening.  The foundations 
for change, which have been built by countless dedicated individuals over the past 20-30 years, are now rising 
above the surface for all to see.  Some of the initiatives that are enjoying global recognition are illustrated 
below. 
 
So do we need another label – in this case, “conscious”? And does this label help or harm the debate?  I admit to 
having major concerns about adding another term to the overcrowded tourism lexicon.  The only reason I persist 
is that I hope it points to the need for a deeper mind-set shift that knows that it is not enough to tinker at the 

edges with better light bulbs, fewer towels 
washed, carbon counters and locally sourced 
products even thought all these actions are 
needed.  It’s not about growth – as in getting 
bigger – but growing up as in becoming more 
mature, wise and considerate.  It’s not about 
more as in number but a richer quality of 
experience for guests and a higher net return for 
hosts and their communities.  Despite the lofty 
sound of the term, Conscious Travel translates 
into better (more profitable) business.   
 
So does Conscious Travel compete with all the 
other great initiatives illustrated above and will 
you see me writing articles about definitions 
and differences?  The answer to both these 
questions is an emphatic “No”. 
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The concept is proposed as a framework that integrates these diverse approaches and celebrates their perspective 
and contribution using a jargon-free language that inspires, clarifies and empowers.  
 
I will stick with promoting the term for a more practical reason, however.  I do believe that the mind-set changes 
needed in the travel economy will spread furthest, fastest, if hosts adopt and champion them to their guest and 
communities.  Since collaboration is a hallmark of the new “paradigm” then it makes sense for hosts to learn to 
work collaboratively while they explore the implications for a new way of thinking.  Hence my intent to create a 
network of local, “place-based” learning communities who express the new mind-set in local initiatives and 
practice peer to peer support and sharing.  Hence my need for a “handle” that might become a brand that can be 
used to attract customers and build sustainable enterprises. 
 
Assumptions Underpinning Conscious Travel 
 
These facets of Conscious Travel are based on five core assumptions. 
 
1. The Current Industrial Model Needs Replacing 
 

The mainstream of tourism (mass tourism) is based on an 
industrial model of production and consumption that was 
derived from manufacturing.  It has generated huge growth 
(now supporting 1 billion international trips per year) but, in a 
growing number of instances, is now producing diminishing 
margins for providers and host communities.  If it continues to 
grow, it has the potential to do more harm than good as we are 
not finding or applying – fast enough – the measures necessary 
to reduce concomitant waste, limit use of scarce resources of 
land and water, or preserve the cultural and biodiversity on 
which tourism depends. 
 
Because industrial tourism depends on price-led volume growth, 
it is on a collision course with the rising costs associated with 
fossil fuel, food and infrastructure maintenance or expansion.  
Critical to the future vitality of tourism is the need to generate 
higher yields and more stability. 
 
In short, the industrial model needs to be replaced by one that 
generates higher net returns to all stakeholders. 

 
They say that a picture can often convey the equivalent of a thousand words.  The image above provides an 
effective metaphor for the precarious position that global tourism finds itself in – tourism as a delicate capsule 
suspended in mid-air and held in a place by a piece of engineering and the strength of a tree.  Should a drought 
deprive the tree of the moisture necessary to keep its trunk and branches taut and strong; should and earth tremor 
dislodge the anchor; and should the carrying capacity of the capsule be exceeded simply because so many 
wanted to enjoy the view, then what would happen? 
 
2. The Task Requires a Transformative Shift in Awareness 
 
Success in increasing yield to the provider and higher returns to the host community will not occur by simply 
adding a green colour scheme to industrial tourism. 
 
The task at hand is not modification but transformation.  Here are three statements that suggest the scope of the 
challenge. 
 
 Problems cannot be solved with the same level of awareness that created them.   
 Albert Einstein. 
 

At the dawn of the Third Millennium, human civilization finds itself I a seeming paradox of gargantuan 
proportions.  On the one hand, industrial and technological growth is destroying much of Nature, 
endangering ourselves, and threatening our descendants.  On the other hand, we must accelerate our 
industrial and technological development, or the forces we have already unleashed will wreak even 
greater havoc on the world for generations to come.  We cannot go on, and we cannot stop.  We must 
transform. Alan Atkisson in “Sustainability is Long Dead – Long Live Sustainabilityiv. 
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A world of 9 billion by mid-century will demand fundamental changes in our mind-sets, behaviours’, 
cultures and overarching paradigm.  John Elkington in 
The Zeronauts: Breaking the Sustainability Barrierv. 

 
We must apply a new approach based on a very different mind-set than the one that has underpinned mass 
industrial tourism.  This new mind-set, that involves a fundamental shift in values and beliefs, needs to be 
applied by hosts, guests and residents.  This is the same challenge that is being experienced by virtually every 
other aspect of human endeavour, be it healthcare, agriculture, education, and capitalism itself.  Only change of 
this depth will produce an antidote to the debilitating disease called “cheap travel.” 
 
In short Conscious Travel constitutes a completely different way of seeing, being and doing – involving the 
replacement of outdated, inaccurate, distorted lenses that no longer serve us well.  Until a critical mass of us 
(and that doesn’t have to be a majority) have made the shift; understood the implications; and can create 
opportunities from this new way of seeing then whether we call our efforts responsible, sustainable, geo, ethical, 
good or green, we will  always be tinkering at the edges and not achieve the transformational shift that the three 
authors quoted above indicate is necessary. 
 
3.    Tourism is a Human System and the Humans Are Changing 
 

Change will occur in tourism for the simple reason that it is 
first and foremost a human system.  We like to call it an 
industry, and our leaders are often pleading with decision-
makers to recognize it purely as an economic engine and 
creator of jobs, income and taxes.  But the truth is - tourism is 
not an industry but a complex, self-organizing system or 
network of relationships.  It obeys the laws of networks not 
machines. 
 
This system has four elements – three of which are human: 
HOSTS invite and care for GUESTS so they can meet and 
experience a COMMUNITY.  The PLACE is the geographical 
and temporal container that shapes the nature of the guests’ 
experience because the PLACE shapes the identity of the 
Host, the Host Community and the guests’ interactions and 
perceptions.   
 
The way tourism is structured and operated depends on what 
the humans involved in the system value; how they understand 
the world to work; and how they perceive reality.  In other 
words, the operating model depends on the mind-set or 

worldview of the system participants.  Change that and the nature of tourism will change. 
 

    The reality is that humanity is under-going one of the biggest shifts in human percept since the emergence of 
science at the end of the 15th Century and ironically many of the reasons for the shift stem from scientific 
discoveries that prove earlier theories and explanations of how the world works as faulty.  At the same time, 
there is a huge shift in what people value that is affecting how they spend their money and time and how may 
prioritise actions and rate the behaviour of others.  This shift is summarized in an earlier working essay entitled 
– Can Tourism Change Its Operation Model – the Necessity and Inevitabilityvi and various posts on 
www.conscious.travel 
 
The term “conscious travel” emerged during my search for evidence that a market might exist for host providers 
who took responsibility for the natural and cultural environment on which their business depended.  I came 
across a significant body of international research – not in tourism, I might add – that showed how many 
consumers were responding to the fateful events of 2007-2008 when the global economy fell on its knees.  The 
recession accelerated a shift that had begun in the late 70s, in which a growing segment of the population had 
decided that “mindless consumption” wasn’t for them.  A snippet from a report by Ogilvy and Mather jumped 
out at me: 
 

It is an undeniable fact: The recession has created not only a universal sense of anxiety and fear, but a 
greater level of consciousness across all ages and genders.  We can’t go back.  We have heightened 
our perception; we are awake, aware and alert – whether we like it or not.vii 
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As I associate the state of being awake, aware and alert with being conscious, you can imagine my curiosity 
peaked upon discovering another research study, conducted quite independently, that described a new, post-
recessionary consumer as being a Conscious Consumerviii .  Not long after that, I was introduced to the ground-
breaking work of some very successful business men and women (owners and senior executives of companies 
such as Whole Foods, Southwest Airlines, Amazon, Google, Patagonia etc) who were calling themselves 
“Conscious Capitalistsix” and I began to imagine what a “conscious traveller” might look like.  I created the blog 
Conscious Travelx to share these observations; to sense what reaction they evoked; and to create a space where 
the concept could incubate and develop.   
 
4.      Change Will Come From Below Not From the Top  
 

Change will come from a collective effort conducted at the 
grassroots – in communities where tourism hosts commit to ensuring 
that their economic activity benefits all stake holders; where they 
take responsibility for minimizing the environmental footprint and 
work actively to ensure that local cultural values are maintained and, 
in some cases rejuvenated.   
Core to the Conscious Travel approach is that tourism providers, 
whom we call Hosts, must become effective agents of change and 
stewards of all that the local community value. 
 
Should anyone doubt that this is an effective way to proceed, then I 

would point you to the success of the Transition Town Movementxi that started in the UK some 6 years ago 
and now has over 2000 around the world spontaneously developing a vast range of projects, designed to make 
communities more resilient to rising energy costs and other damaging external factors which will impact quality 
of life.  
 
5.     It’s Time for all the Heroes to Go Home – Leaders as Hosts and Hosts as Leaders 
 
I am indebted to Margaret Wheatley and Deborah Frieze, who introduced me to William Stafford’s poem (see 
frontispiece) and whose book Walk Out Walk Onxii affirmed the approach I believe to be essential to the 
revitalisation of authentic, place-based travel and hospitality services. 

   
Everyone loves a hero. Perhaps it’s our desire to be saved, to not have to do the hard work, to rely on 
someone else to figure it out. Constantly we are barraged by politicians presenting themselves as heroes, 
the ones who will fix everything and make our problems go away. It’s a seductive image, an enticing 
promise. And we keep believing in it. Somewhere there’s someone who will make it all better. Somewhere 
there’s someone who is visionary, inspiring, brilliant and we’ll follow him or her. Somewhere…. 
 
Well it’s time for all the heroes to go home, as the poet William Stafford wrote. It is time for us to give up 
these hopes and expectations that only work to make people dependent and passive. It is time to stop 
waiting and save us. It is time to face the truth of our situation – that we’re all in this together, that we 
all have a voice – and figure out how to mobilise the hearts and minds of everyone in our communities. 
xiii 

 
Destination tourism has no shortage of heroes – experts, gurus, 
professors, and consultants brought in from far away with their 
checklists, best practices, formulas for success, and scripts. 
While industrialising and streamlining tourism, increasing our 
productivity as best we can, coping with rapidly developing 
technologies and changing distribution channels, we’ve lost trust 
in our innate way of expressing hospitality.  We attend 
conferences once or twice a year and eagerly make note of the 
new trends and the ten tips that we must follow to satisfy the 
next new rising market. Our associations, destination marketing 
agencies and sometimes even our Ministers launch campaigns 
which they often have farmed out to external agencies (more 

heroes) to create.  When business flows in we’re run off our feet taking care of our guests and when it ebbs out 
we look for someone to fix it – more marketing money, a new campaign, re-branding etc.  
 
But the reality is that things are changing so fast and our challenges have become so complex and inter-
connected that there are no simple answers and heroes who claim to have them should be avoided. Interestingly 
and ironically, Wheatley and Frieze suggest we “abandon our reliance on leader-as-hero and invite the leader-
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as-host”  
 
And this is why tourism providers are in the very best position to step up into leadership positions in their 
communities as they already are natural hosts. Wheatley and Frieze ask: 
 

Can leaders be as welcoming, congenial and invitational to the people who work with them as they’d be 
if they had invited them as guests to a party? Leaders who act as hosts rely on other people\s creativity 
and commitment to get work done.  They know that people will only support those actions they have 
played a part in creating. Leaders as hosts invest in meaningful conversations…… 
 

Conscious Travel is built on the assumption that hosts can and must take responsibility for the kind of tourism 
they create and allow in their community. But they cannot act as lone heroes either. Success will come only if 
the challenges are faced together as a community, a community in constant communication with itsel 
 
Features of the Old Industrial Model 
 
Bearing those assumptions in mind, let’s look at the industrial model and its key principles.  Let’s remember 
how we have been trained to “see, be and do” tourism. 
 
Conventional wisdom has claimed that the primary (and sometimes sole) purpose of a tourism business is to 
makes a profit for the provider and secondarily to generate benefits in the form of foreign exchange, jobs and 
tax income to the host community.  In exchange for their spending, the guest enjoys a material, emotional, 
mental and sometimes spiritual benefit.  The outcome (Profit) is synonymous with purpose (businesses exist to 
make money) and the primary unit of activity is the transaction. 
 

Principles of the Industrial Model 
 

 
 
In the industrial model (as originally expounded by Philip Kotler), we start the process of generating 
the outcome with the “product” – objects that are packaged (manufactured/assembled) from sub 
products (beds, seats in a plane or train, activities, events and services) that, in turn, are created from 
raw material that can be mined, farmed or manufactured.  Their production follows best practice 
developed in the manufacturing sector by applying such methods as standardization, homogenization, 
economies of scale and uniformity to reduce costs.  

 
The term “positioning” describes the decisions made regarding the way the product is described and 
differentiated in the market place.  How is the product bigger, better, cheaper, more luxurious, better value than 
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a competitor’s product?  Overlaid on what is inevitably a fairly uniform, yet consistent product, are marketing 
attempts to differentiate these products by stamping on them (i.e. branding) unique logos and taglines designed 
to communicate a unique proposition.   
 
Based on the product features and the competitive landscape, decisions are then made on price and placement – 
how is the product placed or pushed through the various channels connecting seller to buyer so that the 
providers get the chance to persuade a consumer to buy what they have to sell?  That means using every 
promotional trick in the trade to get people to actually make a purchase.  The tourism that can be very difficult 
as we have to persuade a consumer to leave the comfort of their home and travel many miles to consume a 
product which they can neither pre-test nor return if it is unsatisfactory.  Worse still, is the fact that our products 
are time dependent i.e. “perishable” – they cannot be warehoused or stored. 
 
In the industrial model, guests are consumers identified not as people but as “segments”.  They are to be 
targeted, then persuaded to purchase a product at the best price the host can achieve in order to capture market 
share or share of wallet. 
 
Both parties (guest and host) endeavour to win at the cost of the other.  Guests now have access to instant and 
ubiquitous information and tools for comparison in their search for “best deal”.  Hosts have sophisticated 
revenue and yield management tools but are vulnerable to sudden and unexpected drops in market demand 
caused by factors out of their control such as currency fluctuations, natural hazards, terrorism, epidemics etc. 
 
In such situations, the most commonly used tactic for maintaining share and cash flow is price discounting 
accompanied by rigorous cost cutting.  The latte takes the form of more automation, personnel layoffs (doing 
more with less), standardisation, and the application of innovative promotional concepts such as couponing.  
The end result of which is a drop in service, quality and increased customer dissatisfaction expressed as a 
resistance to pay more and commitment to paying less i.e. getting a cheap deal. 
 
In short, in an industrial model, where neither guest nor host views the other as an equal partner but as 
an object to be manipulated or an adversary to be beaten, the effect is the same over time – a downward 
pressure on price, yield and satisfaction.  After 60 years of steady growth, travel is no longer considered a 
privilege but a right and “cheap travel” an expectation. 
 
The only way a producer can maintain income levels when net unit revenues keep falling is to increase gross 
sales volumes – either by handling more visitors or through mergers and acquisitions.  This encourages the 
concentration of productive capacity in the hands of fewer producers (market consolidation) but without the 
potential for increased unit revenues.  The end result for a destination is then a growth in visitor volumes that 
generates higher costs in terms of the infrastructure and services needed to support the transportation and 
housing of non-residents.  The result: a diminishing rate of return and, potentially, (if all costs were properly 
accounted for) a negative rate of return.  Furthermore, higher volumes of traffic often mean more congestion, 
such that service quality deteriorates further and a destination can stagnate and appear unattractive to the 
consumer. 
 
Thus it can be seen that the Industrial model applied to tourism eventually results in diminishing net returns for 
hosts and the host destination and less satisfaction and real choice for the guest.  In addition, the necessary focus 
on volume and scale leads to consolidation and integration i.e. wealth is concentrated in fewer hands.  The big 
get bigger but, unlike banks, they have little chance of becoming “too big to fail” and even huge firms like 
Thomas Cook are revealed as vulnerable. 
 
Now surely, there has to be a better way? 
 
Signposts Pointing Towards a Better Alternative Model 
 
So let us imagine and create a better way – together.  I don’t claim to have a blueprint – none exist – but I can 
share some signposts or markers that might help us create new paths through unfamiliar territory.  To do that I 
have simply imagined a very different set of Principles set out in the next illustration. 
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Conscious Travel Principles 

 

 
 
The starting point for visualizing a new model is to imagine a preferred better, richer set of outcomes.  Here I 
am suggesting that, instead of profit for a shareholder as the sole outcome, we consider the concept of PLENTY 
– as in benefit for all stakeholders. 
 
The word PLENTY encompasses the notion of enough or sufficiency.  We can be plentiful, and we can be 
abundant but we don’t need to be excessive.  Implicit in the word plenty is a sense of limits.  Food, wealth and 
happiness can be plentiful and sufficient.  The dictionary definition describes plenty as a full or completely 
adequate amount.  It fills you up without insisting on you needing more.  Secondly, it implies that lots of people 
benefit, not just the shareholder who, according to the industrial model, has the right to maximize profits with 
little thought to the costs or benefits experienced by other stakeholders in the system by so doing.  Thirdly, it 
encourages us to think of plenty in qualitative terms not strictly quantitative, pecuniary ones.  It shifts the focus 
away from money and economic wealth to “wellth” as in “well-being.”  More (or growth) doesn’t need to be 
defined exclusively in terms of volume or quantity but as in higher levels of complexity, order, beauty, or depth 
and breadth of experience.  
 
Countries like Bhutan, with its focus on “Gross National Happiness” and Ecuador, whose National Plan states 
that the desired outcome is a “good living” enjoyed by its citizens, are two countries questioning GDP as a 
measure of progress. 
 
The concept of PLENTY is in full alignment with the Conscious Capitalist principle of “aligned stakeholder 
value” and with Michael Porter’s “shared value.”  xivIt most certainly does NOT negate or undermine profit but, 
when pursued properly, produces more profit for shareholders over the longer run and more value to all other 
stakeholders in the system. 
 
So that’s the first and not so subtle difference between the old model and the new one.  The second difference is 
that instead of starting with a product we start with PEOPLE.  Every aspect of travel is about human beings 
encountering other human beings while moving from home to a foreign place in order to have an experience.  
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As it’s all about people meeting, serving, taking care of and entertaining other people, the primary unit of 
activity is a relationship, not a transaction. 
 
In the new model, in which our connectedness and interdependence are recognized, other people are not objects 
and certainly not adversaries engaged in a zero-sum game, but partner’s co-creating value together.  It’s the 
humanistic side of tourism that has really suffered when we have tried to apply a mechanistic model to it.  We 
have become used to treating the other as an object, separate from us, who can be manipulated and used that we 
have lost the benefit of empathy.   
 
Regardless of the role individuals play in the tourism system – as investors, owners, employers, employees and 
residents, they all become guests when they travel.  In many cases we have forgotten that our guests are seeking 
some form of healing – they often arrive worn down, battered and possibly even broken in some way from their 
travails juggling work and living and want to be restored, rejuvenated, re-created. Hosts simply can’t perform 
that subtle healing function if they view their guest as simply a target or anonymous market segment to be 
captured. 
 
Of all the PEOPLE involved in tourism’s very human system (i.e. hosts, guests, suppliers, host communities 
etc), we believe that Hosts can be the most effective change agents.  Hosts can “walk their talk” and, by 
changing their behaviour,  have a legitimate reason to open up the conversation with their guests about changing 
theirs. 
 
The third and equally important Principle in this new model stands for PLACE.  When you start with the notion 
of product as a thing, and a perishable thing at that, then you are under enormous pressure to discount it – to turn 
it into a commodity, with one product substitutable for another.  If, on the other hand, the focus is on PLACE 
you have an amazing opportunity to sustain value because every place is unique.  Every place has a unique 
position on the planet, a unique set of seasons, unique light, a unique climate, a unique ecology, history and 
culture and can offer the guest a unique experience. 
 
Each place is the outcome of 13.5 billion years of evolution, the present geography of the setting, the history and 
culture of its people and the connections and relationships of its residents.  By identifying, nurturing and 
celebrating what makes each place unique, and therefore, scarce (literally one of a kind), its real and 
perceived value increases. 
 
If a place were a company, we would understand that it has a distinct culture – “the agreed way things are done 
around here” that reflects the core values and sense of purpose shared by the people who comprise the company.  
This is equivalent to the Personality of a Place and emerges from its unique geography, history and sociology.  
It is not an artificial artefact or clever construct that can be branded or stamped onto the Place but is an invisible, 
organic, living presence best described as its spirit, essence or soul that distinguishes it from all other places. 
 
While it is true that visitors need to be housed, transported, fed and entertained, it will only be by conceiving 
and delivering those services in a way that respects and reflects the unique setting that will add value to 
the visitor’s experience.  Without this antidote to the sea of sameness, destinations will not be able to resist the 
disease of uniformity and mediocrity that plagues the current model.   
 
Instead of viewing space as “nothing but” real estate to be carved up and enhanced with amenities and 
infrastructure, everyone calling that place “home” (i.e. “the locals”) can also be called upon to express what it 
means to them and be involved in extending the invitation to guests to experience the place for themselves. 
 
When unique places are celebrated, the practice of standardisation and homogenization will be viewed as 
harmful.  Mass produced, industrially designed and imported artefacts will be seen simply as “out of place” and 
ultimately costly as it will only dilute the value put on “the place”.  All members of a community can potentially 
be engaged in telling stories, explaining its past, interpreting its present and dreaming its future etc. 
 
Greater attention will be focused on the details and ensuring the distinct essence of a place is experienced 
through all the senses, throughout the day and at all points along a visitor’s journey of discovery and 
celebration.  By revealing more details and paying attention to the small, the local, the handmade and quirky, the 
guest can be encouraged to slow down and engage more.  Greater engagement leads to more meaning, more 
purpose and more curiosity which, in turn, leads to more encounters, more relationships and more appreciation.  
More appreciation leads to more value and more value leads to more yield.  
 
The concepts underpinning Conscious Travel have been influenced by my many and various encounters with 
indigenous people around the world, most of whom identify with the place that shaped them and who have 
retained a very strong sense of oneness with their natural environment and kinship with all life forms.  
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Practicing reciprocity and respect are core values as Ben Sherman, leader of the Native American Tourism 
Alliance and co-founder of the World Indigenous Tourism Alliance has outlined in this presentation on 
Indigenous Valuesxv and as I have endeavoured to explain in this paper: The Role of Indigenous Tourism in 
Developing Conscious Hosts and Accelerating the Tourism Shiftxvi 
 
When things are unique, that means they are scarce and when they are scarce they should have a higher value 
than when they are abundant, when they are everywhere; when they are commodities and when they can be 
exchanged at very little cost or difficulty.  I believe that, in this new model, PLACE and a respect for place, 
seeing places as sacred even, holds the key to creating a proper return from the travel sector.  I will return to the 
notion of sacred at the end of this essay. 
 
The next ‘P’ and one that will really help us create a better, higher value tourism, stands for PURPOSE.  Why, 
as hosts, are we doing what we are doing?  What will motivate our employees to bring all of themselves to work 
and be truly engaged while they are there?  What will motivate our guests to pay a premium or stay longer?  
Surely, it is in delivering what they value the most and increasingly Conscious Travellers are driven by a search 
for meaning and fulfilment.  In recent years, there has been an explosion of discussion in the business 
community about the importance of purpose to business.  Conscious capitalists, for example, differentiate 
themselves by working towards a purpose higher than profit – they, like many avant garde companies now 
recognize that if you want to attract customers who buy on factors other than price, and if you want to attract the 
best and brightest employees, focusing on price, pay or product attributes is not enough – you have to offer 
something much deeper.  Conscious Travellers are looking not just to rest and relax when they travel, they want 
to be changed, transformed by having experiences that help them see the world from a different perspective, or 
that enriches, challenges and provides meaning. 
 
It is a sense of higher Purpose that ignites passion in people.  It is the passion that delights the customer.  It is 
the passion and caring that enable our people to solve problems in difficult circumstances or to reach deep inside 
themselves and come up with innovative ideas when times are tough.  It is the passion and pride in PLACE that 
proves infectious, that shapes and colours memories that our guests take home and share – thereby propagating 
and pollinating a desire within others to visit and explore for themselves. 
 
The fifth Principle stands for PULL and relates to the biggest challenge most hosts face on a daily basis – 
attracting the right customer.  Thanks to global connectivity and consumer access to virtually perfect 
information, power has shifted from producer to consumer and the marketing function has turned upside down.  
In the old industrial model, the task was one of promoting a product through whatever means possible in order 
to secure a purchase.  Now the challenge is to attract the right customer – the one who truly values what the 
provider has to offer and this requires a very different approach and skills.  Instead of focusing on the product’s 
attributes, the host must be clear about who he is, what he values, why he is in business and what he stands for, 
as these are the factors that conscious consumers now consider, in addition to and sometimes over and above, 
price. 
 

 
 
A global research study, released by Neilsenxvii 
earlier this year showed that, on average across the 
globe, just under half of all consumers prefer to 
purchase from companies they perceive as being 
socially and environmentally responsible.  In some 
areas, such as South America, that proportion is as 
high as 75%.  Edelman’s 2012 Goodpurpose® 
Studyxviii  revealed that a resounding 69% of 
consumers want brands to make it easier for them to 

make a positive difference in the world.  In fact, Sustainable Brands has shown that, in many cases, consumers 
are ahead of marketers in this regard (see illustration). 
 
These findings provide a compelling additional reason for the sixth ‘P’ in our model to refer to the concept of 
PROTECTION.  It is no longer morally right or even sound business for tourism providers to simply exploit 
landscapes, ecosystems, cultures and diverse fauna and flora, in order to sell services to visitors.  Nor is it likely 
in the future that they will not be asked to pay for many of the “ecosystem services” on which their business 
depends. 
 
It is in the host’s best interest to become proactive champions and custodians of the natural environment and 
cultural context.  Practitioners of Conscious Travel will not be content to simply operate a “corporate social 
responsibility” program but will be committed to reducing their environmental impact where possible to zero.  
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Tourism is a relatively greedy consumer of scarce land and water and producer of waste – garbage, effluent and 
carbon.  It makes no sense to talk about sustainable tourism while projecting a 400 million increase in 
international trips over an eight year period.  Tourist Operators will have no “licence to operate” in the future 
unless they can demonstrate that they have reduced their environmental footprint as low as possible and 
protected the culture and livelihoods of the people living in their host community. 
 
Which brings us to the last signpost in our model – PACE.  It is quite possible that the greatest service that 
Conscious Travel could perform is to help us all slow down so that we might rediscover the art of being as 
opposed to the task of doing.  One of the tragedies of modern society is that its members are often so busy 
packing so many things into a day, that they forget how to live!   
Furthermore, the sheet volume of abrasive stimuli that assault our senses cause many to resort to what has been 
described as psychic numbing in order to cope.  In fact, it is this very assault on our senses that cause many to 
want “escape” and to “chill”.  In this context, the role of the Conscious Host is to help the guest slow down in a 
destination, learn to fully savour their experience by stimulating and satiating all their senses and making them 
feel more fully alive.  So it is no coincidence that Ecuador, the first destination to introduce the concept of 
Turismo Consciente uses the tagline “love life”.   
 
If from the destination’s perspective the desired outcomes are “plenty” and, more specifically a higher yield and 
better return, then increasing visitor length of stay is a very sound and practical step towards their achievement. 
 
Putting the Model to Work 
 
While we tend to associate big change with big events (the dismantling of the Berlin Wall, the end of Apartheid, 
emancipation of women etc), the reality is that big change is nearly always the result of an infinite number of 
small, micro decisions and actions – often seemingly unrelated – that made the big signature event possible.  
 
I don’t claim to have the answers but I will assert a belief in the ability of various hard working hosts to come 
together and find solutions that work for them in their context. The catalyst could be a new framework, access to 
fresh information, a structure that fosters collaboration and exchange and, just as importantly, sufficient 
confidence in others that the need for top down command and control has become redundant.  
 
And that’s what the Conscious Travel Action Learning program is designed to be – a supportive framework that 
enables small communities of committed individuals to make more accurate sense of the word they find 
themselves in and, together, forge more effective ways of creating value.  
 
Imagine – a global network of small, tightly knit destination communities (each self organising and expressive 
of its unique culture and ecology) identifying local challenges and being supported to craft new responses that 
work for their circumstances. This human network will be linked electronically so that problems and solutions 
can be shared between participants across vast geographical distances, sectors and functions. In short a form of 
Transition Town network but for providers of hospitality. 
 
Part 2 of this essay outlines our concept for the Action Learning Program.  
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PART 2: THE ACTION LEARNING PROGRAM 
 
As a strategist and visionary whose task it has been to figure out what is happening “out there” and “what is 
coming next”, I now feel the burden of awareness.  It was Jean Paul Sartre who observed: 
 

Once we know and are aware, we are responsible for our action or our inaction.   
We can do something about it or we can ignore it.  Either way we are still responsible. 
 

The evidence is now irrefutable.  We are living at the most exciting and challenging times in human history.  
Civilisation, as we know it, will either break down or break through.  Humanity will either learn to live in 
harmony with Nature or suffer the consequences.  Decisions each of us take throughout the next 20 years will 
likely determine which of those futures will be the present for our grandchildren. 
 
International tourism, which generates $2 trillion in revenues annually and employs over 250 million people, has 
to play its part in steering us towards break through.  That will mean waking up – to present realities; growing 
up – asking what tourism can do to help; and stepping up – taking responsibility for speeding the shift from a 
wasteful model in decline to one that puts back more than it takes out. 
 
Conscious Travel may start out as an interesting, even noble concept and if that is all it is, then the tourism 
industry will continue to drive itself into the ground and wake up from its trance one day wondering “what 
happened?” 
 
But because the term is actually a moniker for a “paradigm shift ” – a new way of seeing that generates very 
different ways of doing – then there is the chance that it can change our world.   
 
Once your perception shifts – you see what was invisible before; you “get it” and nothing can be the same again.  
To aid that shift, we are developing a 12 Step Transformation Program designed to take hosts through a 
shared experience of learning, discovery and practice that makes it both possible and attractive for new 
behaviours to emerge. 
 
The 12-Step Action Learning Program 
 
Goal:  
 

1. to transform passive tourism providers into conscious hosts who act as regenerative change agents in 
their community.  
 

2. To improve individual profitability, adaptability and resilience of the participating business while 
delivering higher net benefits to the destination community 
 

3. to create a global network of collaborative host communities leading their own learning and 
development and transforming their tourism economies.  
 

4. to stimulate a sustained appetite for collaborative learning, sharing and collective action.  
 

This is NOT another Destination Toolkit, How-to Manual or set of Checklists for doing sustainability. 
 
This is not about experts teaching skills to passive recipients of knowledge but about hosts taking active 
responsibility for their own personal and professional development in highly supportive, collaborative co-
learning communities.  
 
While it will be up to the individual to determine which aspects of the program they may wish to focus on for 
the success of their own business, their transformation will occur through their peer-to-peer support and 
collective focus on one or more community projects.  
 
Rationale 

• Over 90% of the services provided in the travel and hospitality sector are delivered by entrepreneurs 
(SME’s) or district managers with minimal access to relevant, current, learning opportunities after they 
have started their business or progressed in their careers.  
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• Within the destination, they are interdependent but have been raised in a culture of fierce competition. 
Yet rarely does one business cater to all the needs of the guest. 
 

• Their individual resources of time and money are limited – many entrepreneurs must continuously 
perform multiple roles for which they have had limited preparation.  

 
• They face unprecedented levels of change and complexity, constant labour turnover, rising customer 

demand, shrinking margins and increased levels of regulation.  
 

• Because of the perishable nature of the services they sell, planning horizons are extremely short. Many 
are simply blind to the nature and impact of the deeper change forces at work and how best to adapt 

 
• Most existing executive development programs deliver operational training (skill and process 

development), few focus on the inner development of the host as leader, change agent and entrepreneur 
to enable them to evolve into conscious business and community leaders. 
 

Approach 
 
Participants will form a learning community facilitated by a qualified facilitator/leader selected from the 
community. Participants will form smaller learning pods (5 people) for the purpose of peer to peer support and 
encouragement throughout the program.   
 
The program is divided into 12 sequential steps in which each of the principles of conscious travel and 
conscious leadership are explored from many angles involving self reflection, group discussion, practical 
exercises and both individual and group activities. The unifying perspective and challenge will be to distill ways 
of utilizing their collective insights to develop innovative ways of generating higher value and stability for both 
the tourism economy in the destination and the participant’s individual business.  
 
Content will be delivered a 12 Step Transformation Program that comprises:  
 

1. Videos/webinars introducing each specific topic that can be viewed on and offline by the participant 
and shared in their business;  
 

2. Workbooks  (questions, project ideas – not checklists) that enable the topic to be explored by 
participants and help them shape projects and activities relevant to them and that will demonstrate their 
progress;   
 

3. Access to local learning resources – information, services and people who can support deeper 
learning and skill development in various topics as sought by participants;  
 

4. Access to an online collaborative platform that makes knowledge exchange and collaboration easy. 
Note: once we have a network of communities, there will be huge opportunities for international 
sharing. 

 
 
Unique & Compelling Characteristics 
 
The program is, essentially, an extended program in conscious leadership  - a preparation for the future that is 
advancing very rapidly and not a past that is receding.  
 
It is distinctive and different in three key ways: 
 

1. The program starts with the inner development of the host  (their being and way of seeing) – who 
they are; what they value; how they perceive the world they are in and where they are and how that 
“being” is shaped by the uniqueness of the places they share with their guests.  Only with a deep and 
shared appreciation of their identity and aspirations will they be able to develop a collective personality 
that is clear and consistent enough to attract the right guests, employees, investors and partners to 
succeed. 
 
 
“As human beings, our greatness lies not so much in being able to remake the world – that is the myth 
of the atomic age  - as being able to remake ourselves” Mahatma Ghandi 
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2. Doing occurs collectively through intense peer-to-peer support and a collective approach to community 

challenges. In a VUCAxix world, we don’t need more lone heroes  - experts or leaders to come into our 
communities and tell us what to do – but local leaders who know how to create the conditions that draw 
out the innate creativity, adaptability, ingenuity and resilience of a community.  
 
The program is founded on a fundamental belief that people willingly support what they have had a 
role in creating; and that the intelligence needed to ensure the resilience and sustained prosperity of the 
destination exists within any destination community provided that they have access to relevant 
information about their future guests, a method of reaching them and are true to their own uniqueness 
and values.   
 

3. The content and mode of both learning, doing and generating is designed to explore and express the 
unique attributes of the place in which the community exists. While each community may be 
challenged with similar questions, we do not believe they need checklists,  “best practices” or how to 
manuals – in fact these are the source of sameness and uniformity that plague tourism.  
 
Real learning takes place through experimentation – doing, failing, learning, doing again - in which 
case wheels will possibly be reinvented but in a manner that is unique to each community. 
 
“You can’t know who you are until you know where you are” Wendell Berry. 
 
So it is not about scaling up – but scaling acrossxx  – allowing each community to develop its own 
unique solutions but enabling rapid and easy cross fertilisation of ideas around the globe as each 
community has access to a global network.  
 
 

The elements of the program are summarized in the table that follows on page 18. 
 
Note: each element will only be a thorough introduction to the topic. We view them as stepping stones – firm 
ground or platforms from which each individual can venture forth into further areas of inquiry that are right for 
them. Each host participant will have different needs and priorities for learning and improvement. But these 
stepping stones will enable participants to cross from one way of being and seeing to another and enable them to 
shape a completely different and relevant set of actions.  
 
Conscious Travel will identify local sources of expertise and knowledge in each of these elements so that 
participants can pursue topics of greatest interest in their own time and according to their need and resources.  
 
The intent of the program is  
 
a.) to enable participants to understand the inter-relationship of these topics;  
 
b.) stimulate curiosity and a commitment to further learning;  
 
c.) to reinforce the benefits of shared, collaborative learning – as each individual becomes more knowledgeable 
about a topic or more skilled they can become a “mentor/guide” for others in the group; and  
 
d.) encourage each community to connect deeply with and become an expression of what makes their place 
unique.  
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The Conscious Host Transformation Program  
 

STEP CONTENT OUTCOME 
 
1. FACING REALITY 

 
Global and national content; change 
forces, issues, challenges, sources of hope 
and inspiration. Key strategic and local 
tourism facts and issues 
Industrial versus Conscious Travel model 

 
Informed awareness of context; motivation 
to learn; commitment to become active, 
aware, awake & alert. 
Awareness of stakeholder interdependence 

 
2. SEEING 
(PERCEPTION) 

 
Investigation into individual and shared 
but rarely examined assumptions beliefs 
and world views and their impact on 
values, choices, actions.  Examine 
alternative worldviews & their impact. 

 
Ability to self reflect; look at a world 
through fresh eyes; see from a different 
perspective, exercise curiosity and 
judgment i.e., wake up 

 
3. VALUES, PURPOSE 
and CULTURE 

 
Identify the core values underpinning 
the actions of the individual and their 
business; their higher purpose and 
aspirations for their business and the 
community. 
* Who am I?  
* What do I care about?  
* Why am I in business? 
* What difference do I wish to make? 
* What are my strengths and  
* What are my weaknesses? 
Examine new objectives of business and 
society (plenitude, happiness, well being)  

 
A clarity around the why of the business 
and the kind of customers, employees, 
suppliers they wish to attract and the nature 
of their contribution to the community.  
 
Re-think measures of success 
 
A recognition of community capacity 

 
4. POWER OF PLACE 
and STAKEHOLDER 
ALIGNMENT 

 
Who are we? Whom do we serve? What 
are the needs and expectations of all our 
stakeholders?  
Where are we?  What is this place all 
about? What is its essence or personality? 
Sacred Ecology.  An in-depth 
investigation by participants into what 
makes their place different and unique – 
an experience of and connection with the 
land, its culture, stories. How does my 
business reflect, and amplify the spirit of 
this place. The sacredness of place and 
the power of wonder and reverence to 
transform. 
 
What is our collective vision for this 
place – what needs to be healed? What 
kind of tourism do we want, can we 
handle? How fast do we wish to grow?  

 
Idenification of stakeholders, impacts of 
business decisions on stakeholders and need 
for multi stakeholder alignment.  
 
Developing a shared understanding of who 
we are in terms of place is vital to 
developing community and being able to 
provide guest with a sense of difference, 
wonder 
 
Note: items 2,3 and 4 contribute to an 
authentic, shared and experienced sense of 
brand – as in emergent personality  

 
5. IDENTIFYING 
IDEAL GUESTS 

 
Whom do we wish to attract based on 
what we now know about ourselves, the 
market; the competition 
 
Learning different ways of attracting 
guests (PULL) 

 
Understanding of practical possibilities and 
a prioritization plus confidence in the 
ability to attract the guest who will value 
what the community values.  
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6. IDENTIFYING, 
ATTRACTING and 
MOTIVATING IDEAL 
EMPLOYEES 

 
Only when the business is clear about its 
values, its personality and those of the 
place, and the kind of customer they wish 
to serve; can they attract and motivate the 
right employee who will best express 
those characteristics in an authentic and 
empowered way.  
 

 
An approach to people “management” that 
engages, inspires and empowers and has the 
capacity to deliver highest service levels 
but which are expressed consistently in 
accordance with values and place. 

 
 
7. BECOMING A 
PLACE THAT CARES 
 
(PROTECTION) 

 
 
Host as Steward / Protector 
What are the environmental/cultural 
fragilities in the destination? What can 
the individual business do to minimize 
individual footprint? What can the 
community of hosts do to create 
awareness and change behaviour in their 
community? 

 
 
Commitment to leading several community 
and business based projects – with tangible 
and measurable outcomes – that regenerate 
and support both biophysical and local 
ecosystems 

 
8. DESIGNING 
EXPERIENCES THAT 
TRANSFORM (PULL) 

 
How can hosts work together to create 
compelling and transformative 
experiences for their guest that reflect the 
uniqueness of each place 
 

 
A range of unique experiences that reflect 
the place and enable the guest to see their 
world differently, return home rejuvenated, 
transformed. 
 

 
9. ATTRACTING AND 
ENGAGING 
THE CONSCIOUS 
TRAVELLER  (PULL) 

 
An inside-out approach to marketing, 
selling, cross seliing and up selling 
Based on identification of the ideal 
customer, learning how to develop the 
conversation, use new media channels, to 
attract, sell and serve guests in ways that 
lengthen stay and increase yield.  

 
Higher yields; referrals, more net benefit to 
host community 

 
10. CREATING 
CONSCIOUS 
TRAVELLERS 
 

 
Host as Advocate, Teacher. Leader 
Exploring ways in which hosts show their 
guests how to become a more discerning, 
mindful travelers. Creating opportunities 
for two way learning between guest and 
host.  

 
Guest will return home  with a different 
approach to travel; share with peers and 
apply when  considering other destinations.  

 
11. CONSCIOUS 
LEADERSHIP 

 
While the principles and practices of 
conscious leadership will have been 
introduced throughout the program, this 
element will enable participants to step 
back and reflect on their learning; their 
shift in perspective and assess the extent 
to which they are applying them.  

 
Awareness that leadership responsibilities 
cannot be confined either to the business or 
the tourism domain but that hosts can and 
should make great community leaders  

 
12. HOST AS CHANGE 
AGENT 
COMMUNITY 
LEADERSHIP  

 
Preparation for the community role of 
“leader as host”. Identification of key 
projects and roles needed to ensure the 
host community is viable, healthy and 
resilient.  

 
Identification of local projects that need 
leadership and action with Hosts playing a 
key role in affecting change. 
 
Lesson learned from Sacred activism 
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Delivery  
 
30-50 hosts maximum; selected on the basis of their creativity, commitment to learning and working together as 
a community, curious, open minded, wiling to take responsibility 
 
One or more local mentor and guides who act not as instructor but learning facilitators. Help participants 
develop projects based on material they consider most relevant to them.  
 
Online access to a collaborative learning platform that offers rich content and functionality. Downloadable 
videos, workbooks.  
 
Length: minimum 5 months – 12 months leading to potentially on-going participation with many early 
“graduates” spinning off other groups depending on size of the destination. Meeting frequency determined by 
group. 
 
Conclusion 
 
Conscious Travel is designed as launch pad for a journey of exploration into a better generative economy that 
does not cost the earth.   Because this journey might prompt hesitation – we all fear the unknown to varying 
degrees – let me end this contribution with a comforting thought as intimated by the poet T. S Elliot; 
 
We shall not cease from exploration 
And the end of all our exploring 
Will be to arrive where we started 
And know the place for the first time 
 
Perhaps our journey of exploration will bring us back home to the core, to the essence of tourism which is to 
help our guests fall in love with life.  For it is said that we fight to protect what we fall in love with.  Perhaps our 
journey will also re-connect us with a sense of the sacred – for we also fight to protect that which we revere.  
And if we succeed in both those endeavours, we will truly be coming home, for all tourism has its deepest roots 
in the soil of pilgrimage.  It is no coincidence that many of our most popular tourist “hot spots” are ancient 
sacred sites – Stonehenge, Machu Pichu, the Great Pyramids of Egypt, Angkor Wat, Borabador, Varanasi.   
 
We will have arrived where we started, but thanks to becoming conscious, we will truly “know” it for the first 
time. 
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END NOTES 
 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
i	   http://www.greenleaf.org/what-is-servant-leadership/remarksonservantleadership/#sthash.NGX7eTHS.dpuf 
	  
ii See: http://conscioustourism.wordpress.com/about-us/contact-founder/ 
 
iii Shifting Gears: Building a new Tourism for a New Century – 1995 version available here: 
http://www.slideshare.net/AnnaP/shifting-gears-1995 
 
iv Alan Atkisson in “Sustainability is Long Dead – Long Live Sustainability 
      http://www.rrcap.unep.org/uneptg06/course/Robert/SustainabilityManifesto2001.pdf 
 
v John Elkington in The Zeronauts: Breaking the Sustainability Barrier. 
      http://www.amazon.co.uk/Zeronauts-Breaking-Sustainability-Barrier/dp/1849713979 
 
vi Can Tourism Change Its Operation Model – the Necessity and Inevitability – available 
     here: http://www.slideshare.net?AnnP/can-tourism-change-its-operating-model-13583914 
 
vii Eyes Wide Open, Wallets Half Shut – The Emerging Post Recession Consumer  Consciousness – available 
here:         http://assets.ogilvy.com/truffles_email/eyeswideopen_press/Eyes_wideshut.pdf      
 
viii Conscious Consumers Are Changing the Rules of Marketing – Are You Ready?  BBMG, 2007 available here:  
http://www.fmi.org/docs/sustainability/bbmg_conscious_consumer_white_paper.pdf?sfvrsn=2 
 
ix The Conscious Capitalist Institute 
 
x    Conscious Travel Blog: http://www.conscioustravel.wordpress.com  
 
xi	  http://www.transitionnetwork.org.	  Founder	  of	  the	  Transition	  Town	  movement,	  Rob	  Hopkins,	  has	  just	  published	  an	  
inspiring	  book	  called	  The	  Power	  of	  Just	  Doing	  Stuff-‐	  How	  Local	  Action	  Can	  Change	  the	  World	  which	  is	  replete	  with	  stories	  
of	  ordinary	  people	  taking	  back	  control	  of	  their	  lives.	  	  
	  
xii	  Walk	  Out	  Walk	  On:	  A	  Learning	  Journey	  into	  Communities	  Daring	  to	  Live	  the	  Future	  Now,	  by	  Margaret	  Wheatley	  and	  
Deborah	  Frieze	  -‐	  This	  inspiring	  book	  takes	  readers	  to	  seven	  communities	  around	  the	  world	  where	  the	  people	  have	  walked	  
out	  of	  limiting	  beliefs	  and	  practices	  that	  precluded	  solutions	  to	  major	  social	  problems,	  and	  walked	  on	  to	  discover	  bold	  new	  
ways	  to	  meet	  their	  needs.	  
	  
xiii	  Full	  article:	  Leadership	  in	  the	  Age	  of	  Complexity:	  From	  hero	  to	  host	  http://berkana.org/berkana_articles/leadership-‐in-‐
the-‐age-‐of-‐complexity/	  
	  
xiv	  Creating	  Shared	  Value	  in	  Harvard	  Business	  Review	  http://hbr.org/2011/01/the-‐big-‐idea-‐creating-‐shared-‐value	  
	  
xv Indigenous Values – presented at the Indigenous Tourism Forum, ATTA, Lucerne by Ben Sherman, co-founder 
World Indigenous Tourism Alliance and available here: 
 
xvi  The Role of Indigenous Tourism in Developing Conscious Hosts and Accelerating the Tourism Shift available 
here:    
http://www.slideshare.net./AnnaP/the-role-of-indigenous-tourism-in-developing-conscious-hosts 
 
 
xvii Nielsen<The Global Socially Conscious Consumer, March 2012, available here: 
      http://www.slideshare.net/ARahmanShawon/global-social-responsibility-report-March2012 
 
xviii Edelman Good Purpose 2012 http://purpose.edelman.com  
	  
xix	  VUCA	  an	  acronym	  introduced	  by	  the	  US	  military	  to	  describe	  the	  conditions	  of	  our	  time:	  volatile,	  uncertain,	  complex	  and	  
ambiguous.	  
	  
xx	  A	  term	  coined	  by	  Margaret	  Wheatley	  and	  Deborah	  Frieze	  and	  beautifully	  illustrated	  in	  their	  inspirational	  book	  “Walk	  Out	  
Walk	  On	  –	  A	  Learning	  Journey	  Into	  Communities	  Daring	  to	  Live	  the	  Future	  Now”	  


