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Good news! Everyone says we love sustainability ☺
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Bad news! We are all hypocrites 

Behaviour locus 

• We morally justify flying in order to do our job, ironically often to teach others how to be sustainable

• We sanitise language by saying that we are just popping over somewhere for a weekend break

• Exonerative comparison allows us to identify other people in the room that flew further than us

Agency locus

• We displace responsibility by blaming flying on our employers, the conference organisers, the need to attend 

conferences in order to do our job

• We also diffuse responsibility by saying that many other people are also flying

Outcome locus

• Limit our moral obligation by minimising, ignoring or misconstruing the impacts of flying

• The recipients of the negative impacts from flying are depersonalised, marginalised and potentially even blamed 

• The messengers of bad news are derogated and discredited
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➢ Higham, J. & Font, X. (2020) Decarbonising academia: confronting our climate 

hypocrisy, Journal of Sustainable Tourism, 28(1) 1-9.



In a society of instant self-gratification, 
we need new routes to behaviour change…

Sustainable consumption
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➢ Font, X. McCabe, S. (2017) Sustainability and marketing in tourism: its contexts, paradoxes, 

approaches, challenges and potential, Journal of Sustainable Tourism, 25(7) 869-883.



Companies greenhush, to not seem incompetent

70% of your sustainability actions are NOT communicated. 

➢ Font, X., Elgammal, I. and Lamond, I. (2017) Greenhushing: the deliberate under communicating of 

sustainability practices by tourism businesses, Journal of Sustainable Tourism, 25(7) 1007-1023.



But very often we greenwash, to gain legitimacy…
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25% of what you communicate is not happening

Font, X. Walmsley, A., Cogotti, S. McCombes, L. and Häusler, N. (2012) Corporate social 

responsibility: the disclosure-performance gap, Tourism Management. 33: 1544-1553.



And frankly, national tourism policies are the worst

100% mention sustainable tourism

55% go beyond making a cursory reference to it

Very few quote actual data about the (un)sustainable use of 

current resources

2% make reference to policy instruments related to more than 

two of the SDG12 Sustainable Production and Consumption 

impact areas (biodiversity and land use, greenhouse 

emissions, energy, waste and water). 

Everyone says we should have more sustainable tourists, 

while at the same time targeting more long haul markets 
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UNWTO and UN ENVIRONMENT (2019) Baseline report on the 
integration of sustainable consumption and production patterns into 
tourism policies, Madrid, UNWTO



Sustainability marketing 
for businesses
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1. Reduce your impacts

1a. Ask nicely

1b. Be trustworthy

1c. Be honest

1d. Be humorous

1e. Be engaging



2. Attract more customers

2a. Monitor your impacts

2b. Understand buyer 

requirements

2c. Communicate b2b + 

b2c benefits



3. Improve satisfaction

3a. Make them feel good

3b. Use appealing language- fun, 

relatable

3c. Tell customers what’s in it for 

them- sell benefits

3d. Make it easy

3e. Help them take decisions

Unique properties with added value get top scores



4. Increase your customer expenditure

4a. Make them feel special

4b. Give them things to do

4c. Improve the experience

4d. Package services

“wow that’s really cool!” is what you are aiming for



5. Increase brand loyalty and reduce seasonality

5a. Empower customers- make them 

protagonists

5b. Weatherproof your offer

5c. Add a calendar

5d. Make them aware of your work

5e. Give them reasons to recommend or 

return

Make sustainability part of a memorable experience



Sustainability marketing 
for destinations
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01 Reduce environmental and social impacts

Normalise the consumption of sustainable 

tourism products and services

Public sector as buyer of services

Benefits for certified businesses

Copenhagen: 70% hotel beds certified, 

80% of food bought by the public sector is 

organic

At events, vegetarian diet as normal, not 

the exception

Indicator: Percentage of tourism services 

certified as sustainable



02 Redesign marketing strategies according to cost/benefit

Reduce the average distance 

travelled by tourists

Increase length of stay

Increase expenditure

Optimise methods of transport

Indicator: Carbon footprint/ 

expenditure per market          

(in total or per day)

European lifestyle: 10 tonnes Co2
Target to fight climate change: 2 tonnes Co2



03 Normalise the behaviour of travellers

Target tourists that the local community

can accept and absorb

Increase customer loyalty

Target families and small groups

Target tourists that are not visible

Indicator: Social impact assessment

per market segment



04 Reduce seasonality and redistribute tourists

Indicator: Index of saturation of tourism



Thank you 
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