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  GO GREEN

hat staRtEd in 
the early 1990s 
as ecotourism 
– responsible 

travel to areas that protect na-
ture and sustain the well-being 
of local people – has given rise 
to one of the most significant 
transformations in the history 
of modern travel: the emer-
gence of sustainable tourism. 
Call it the new green standard. 
While ecotourism focuses on 
jungle lodges and adventure 
outposts in the far-flung cor-
ners of the globe, sustainable 
tourism is taking the same 
principles and practices of be-
ing environmentally friendly 
and supporting the protection 
of cultural and natural heritage 
and moving them into the tour-
ism mainstream – from urban 
hotels to cruise ships and even 
into the air (last year, Virgin At-
lantic was the first airline to use 
biofuel). Even golf resorts are 
redefining themselves by going 
green – witness the K Club’s col-
laboration in Ireland with the 
Europe-based Golf Environ-
ment Organization to promote 
environmental responsibility 
and sustainability in golf. 

We are living in a new age 
of travel, with more destina-
tions opening up to visitors in 
even the most remote corners 
of the planet, and more ways 
to get there, than ever before. 
With that freedom comes a new  
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responsibility, as travel emerges 
as one of the largest industries 
on earth: In 2008, it accounted 
for 1 in every 12 jobs worldwide, 
according to the World Travel 
& Tourism Council. And sus-
tainable tourism is now at the 
forefront of a movement help-
ing that industry play a key role 

in safeguarding culture, pro-
tecting the environment, and 
supporting local communities 
– the very things that often in-
spire us to go on holiday.  After 
all, no one ever said a place was 
spoiled because there were not 
enough billboards dominating 
the landscape, the beaches were 

too clean, and the towns and  
villages lacked fast-food chains.

More than ever before, our 
individual choices will make a 
difference in helping to usher in 
this new world of travel, where 
enjoying a place is matched by 
our ability to give something 
positive back. When we travel 
with companies that are helping 
to address climate change, pro-
tect nature, and promote cul-
tural authenticity, we are also 
investing in our own rewarding 
travel experiences now and for 
future generations. 

Old Europe Got It Right
After three decades of traveling 
on the continent of my ances-
tors, it is clear to me that Old Eu-
rope had it right from the start 
– cobblestoned streets with a 
butcher on every block; open-
air markets in every village; a 
garden in each yard; and cafés, 
pubs, and restaurants that are 
no two alike. In that sense, sus-
tainable tourism is really about 
going back to the future. The 
European Union was among 
the first governmental bodies 
to make sustainable tourism a 
priority. And in Barcelona last 
October, the world’s first Global 
Sustainable Tourism Criteria 
were announced, a set of stan-
dards to help guide travelers in 
their desire to go green in the 
same way that Michelin stars  
do for those seeking culinary  
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