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Abstract: Over time the tourism industry has been expanding at an exponential rate to the point that around 
1 billion people will have travelled during the year of 2012 (UNWTO, 2012b). This massive amount of 
people has allowed for the degradation and destruction of multiple touristic destinations around the world. 
The great numbers of tourist have also negatively impacted the social and economic aspects of the touristic 
destinations. The current destructive path of the tourism industry has prompted the development of more 
sustainable and responsible types of tourism. One of the key players in the tourism industry that could 
address the topics of sustainable and responsible tourism is the tour operator. A path that tour operators can 
follow to address this destructive path of tourism is through corporate responsibility. Most of the other 
industries are in more advanced stages of approaching corporate responsibility while the tourism industry is 
still within the good practice phase of corporate responsibility. This aim of this study is to analyse what a 
group of tour operators are reporting concerning corporate responsibility. The questions focus on the 
different aspects the tour operators are communicating concerning their corporate responsibility and does 
this corporate responsibility communication add value to the consumer. The study shows that the tour 
operators are not exactly communicating their responsibility similar across the board, which shows the 
communication fragmentation among the tour operators. Most the tour operators mention corporate 
responsibility through the lens of sustainable or responsible tourism. Through this that the tour operators 
discuss their sustainable tourism or responsible tourism could possibly lead to adding consumer value to the 
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Summary: In the past couple of decades, the tourism industry has been expanding at an exponential rate. 
This massive number of tourists travelling has allowed for the degradation and destruction of many 
touristic destinations around the world. Because of this destructive path of the tourism industry has 
encouraged the development of pursuing the idea of corporate responsibility among the various actors 
within the industry. One of the key players within the tourism industry that could combat this destructive 
path of tourism is the tour operator. Tour operators are one of the key players because they are able to 
create an image about the touristic destinations and are a major of provider of tourist to the various touristic 
destinations. The issue of corporate responsibility within the tourism industry is that they are still in the 
phase of good practice, which leads to the focus of this study.  
 
The focus of this study is to assess the integrated communications material from six different tour operators 
on their webpages. The analysis creates an indication of what direction these tour operators are moving 
concerning the corporate responsibility. The questions focus on what exactly the tour operators are 
communicating and can this used as tool to add value to the consumer.  
 
The study shows that the tour operators are not communicating or reporting about their corporate 
responsibility in a clear fashion. Instead the tour operators are communicating their responsibility through 
the methods of either sustainable or responsible tourism. Even within these labels the tour operators are 
completely different in their views of what is important to communicate. Their responsibility commination 
ranges from integrating the local community to printing double sided paper in the office. This illustrates the 
still fragment communication among the tour operators, which leads to difficulties for consumers to fully 
understand the sustainable development aspect of the service offered. This fragmentation of reporting about 
sustainable and responsible tourism should not hinder the possibility of adding value to the consumer. 
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1 Introduction 
 
This chapter explores the development of the problem and background of this study. It also 
presents the aim and delimitations of the project.  
 
1.1 Problem background 
 
The idea of tourism is not a new concept. Anyone can be a tourist because it simply requires him 
or her to leave his or her local community or area and visit something different or it could be as 
easy as travelling to a neighbouring city or country. The World Tourism Organization, UNWTO, 
defines tourism as, “a social, cultural and economic phenomenon, which entails the movement of 
people to countries or places outside their usual environment for personal or 
business/professional purposes” (UNWTO, 1, 2013). Tourism in today’s society has been 
growing at an exponential rate, which has been easily noticeable over the past couple of years. In 
the year 2011 there were 980 million tourists travelling then 2012 the number of tourists 
travelling was excepted to reach 1 billion (UNWTO, 2, 2012). By 2030, UNWTO estimates there 
to be 1.8 billion tourists that will have travelled in that single year.  The tourism industry creates 
5% of direct global GDP, employs 250 million jobs worldwide, contains 30% of the world’s 
exports of services and 1.03 billion dollars have been created by tourism (UNWTO, 3, 2013). 
These figures display the enormous size of the tourism industry. This large size encourages the 
destruction and degradation of the tourist locations around the world. Besides the enjoyment 
factor, the tourism industry also creates various negative impacts ranging from the 
environmental, social, cultural, economic and political, which has encouraged the tourism 
industry to develop alternative strategies to tackle these issues (Saarinen, 2006). 
 
The tourism industry is extremely consumer driven and their interest can shift the direction of 
how tour operators function and deliver packages. As the tourism industry is expanding but at the 
same time the consumers are becoming more focused on the quality of the package, have 
increased experience with travelling and are examining packages that are of value for their 
money (Liu, 2003, 463). While at the same time the demand for more responsible tourism is 
increasing because the consumers are looking for more credible adventures, which is altered by 
the movement of green issues (SNV, 2009 cited in Leslie, 2012, 57). The push for sustainable 
tourism occurred because consumers are becoming more aware about the fragile environments 
and cultures they visit, not satisfied about the packages created and the delicate nature of tourist 
destinations (Prosser 1994 cited in Liu, 2003, 460). There have been various surveys conducted 
to see what consumers’ perception of their own level of responsibility and the level of 
responsibility for the tour operator is. A survey presented by Responsibletravel.com indicated 
that 87% of participants wanted to consume locally produced food, use local tour guides and 
experience local culture (Responsibletravel, 2004). At the same time, 80% of the participants 
believed it were the tour operator’s responsibility to preserve the local culture and environment 
and to ensure the locals would benefit from the tourism in the area (Ibid.). Of the 80% that 
believed it was the responsibility of the tour operators to take care of the environment and local 
culture, they also stated that they would purchase from the tour operator that has created a type 
of responsible tourism policy (Ibid.). Other survey conducted by the Association of British 
Travel Agents showed that 47% of the participants were concerned that their holiday did not 
damage the environment (Dodds & Joppe, 2005, 13). Another study from the Sustainable Travel 
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International stated that around 75% of the participants whom consider themselves 
environmentally conscious would pay from $1 to $20 to offset their flights (Sustainable Travel 
International, 2004, cited in Dodds & Joppe, 2005, p.15). Within the same focus of paying extra 
for a trip, the Mori survey stated that around 47% of the participants would pay extra for the 
preservation of the local environment and to ensure the local community would receive some of 
the benefits from the tourism in the area (The Mori Survey 2002, cited in Dodds & Joppe, 2005, 
p.15).  
 
Even though there is a tourist presence being interested and concerned about their environmental 
and cultural impacts but many of the tourists do not do what they say. Dodds and Joppe (2005) 
conducted interviews with various tour operators and found out that most of the tour operators 
stated they have noticed how many of their consumers are not willing to pay extra for the idea of 
sustainable tourism (p.15). The issues revolving around the idea of sustainability are considered 
important issues for the consumer when purchasing their packages from tour operators (Ibid, 15). 
The more important issues and concerns a consumer has when purchasing the tour package is the 
accommodation, personal security and price (Ibid, 15). While the consumer is not taking into 
consideration the issues of sustainability and responsibility when purchasing a tour package, they 
believe it is the job of the tour operator to fulfil this role of being more responsible (Ibid, 14). 
More or less it comes down to that consumers are becoming increasingly more aware about the 
issues of sustainability in tourism (Hoag, 2009) but they are not taking the initiative to influence 
the tour operators about becoming more responsible for the various providers they choose to use 
(Dodds, & Kuehnel, 2010, 234).  
 
Due to the different views of the consumer in consideration of sustainable or responsible tourism 
allows for the creation of two contrasting stakeholders for the TOs. While at the same the 
complex interaction between the stakeholders’ increases because the TOs themselves are 
involved with the creation of sustainable or responsible tourism. Finally there is the locals that 
are involved directly or indirectly with tourism become stakeholders due to them living in the 
destinations reached by tourists and TOs. Therefore there is a conflict of interest presented 
between all the different aspirations that stakeholders hold for sustainable or responsible tourism. 
The next section will continue the discussion in more detail concerning the conflict of interests 
between the various stakeholders.  
 
1.2 Problem formulation 
 
The tourism industry has created various negative impacts ranging from the environmental, 
social, cultural, economic and political, which have encouraged the tourism industry to develop 
alternative strategies to tackle these issues (Saarinen, 2006). The negative economic impacts 
revolve around the idea of how the host community for tourism do not fully benefit from the 
tourists. This impact occurs for example because of the leakages within the revenue due to 
tourism services and goods being purchased and manufactured in a completely different area 
other than the tourist destination (Font et al., 2005, 9). The environmental impacts due to high 
density tourist visits which can degrade the environmental attraction to the point that tour 
operators will look for new and pristine environmental attractions (Font et al., 2005, 10). The 
negative social impact occurs when tourism allows the degradation and alternation of the values, 
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the decay of identity, the deconstruction of family relationships to name a few of the impacts 
(Font et al., 2005, 11).  
 
Negative effects generated by tourism have stimulated the creation of an idea of sustainable 
tourism. Sustainable tourism encompasses the idea that, “…tourism which is economically 
viable but does not destroy the resources on which the future of tourism will depend, notably the 
physical environment and the social fabric of the host community…’’ (Saarinen, 2006, 1124). 
Because of the large tourism industry and the need for sustainability, the UNWTO has created a 
few guidelines for the sustainability of tourism which consist of:  

-make optimal use of environmental resources that constitute a key element in 
tourism development, 
-respect the socio-cultural authenticity of host communities,  
-conserve their built and living cultural heritage and traditional values,  
-ensure viable long-term economic operations,  
-providing socio-economic benefits to all stakeholders that are fairly distributed 
(UNWTO, 4, 2013).  
 

The UNWTO took it a step further by developing the “Global Code of Ethics for Tourism” 
which attempts to create a framework for the actions needed to be taken in tackling the ideas of 
responsible and sustainable tourism (UNWTO, 5, 2013). Another organization within the United 
Nations, such as the Tourism Caucus of the UN Commission on Sustainable Development has 
stated that, “fair and ethical tourism should become the standard, not only focusing on the 
ecological consequences of tourism, but first and foremost on its social, economic and cultural 
consequences” (WTTC, 2002, 4). This shows that there are multi-national organizations 
interested in figuring a possible solution of turning the tourism industry into a more responsible 
and sustainable entity. These organizations have created a drive but “the tourism industry has to 
become more sustainable in order to provide the opportunity for tourism itself to really become 
sustainable” (Webster et al., 2013, 154) One way the tourism industry can tackle this issue of ST 
and RT is by integrating the idea of sustainability or responsibility into its day to business model 
(Webster et al., 2013, 155). By integrating the idea of sustainability or responsibility into their 
business model could allow for the creation of more positive impacts in the long run.  
 
One of the key players in the progression of a more responsible and sustainable tourism is the 
tour operator. Tour operators control a majority of the mass tourism industry, which allows them 
to significantly control the various goods and services provided to the tourists (Leslie, 2012, 26). 
The position that tour operators are located within the acquisition of goods and services allows 
them to develop strength in what direction to pull or push the tourism industry.  The tour 
operators have a dominant position within the tourism industry that they have the opportunity to 
push for more responsible and sustainable in the different areas that they operate within. (Leslie, 
2012, 26). WTTC has noticed the position and the strength that the tour operators possess, which 
encouraged the WTTC to state that tour operators need to, “develop a responsible tourism 
policy” (WTTC et al., 2002, 27). Due to the tour operators’ strong position in the tourism 
industry, it is important for the tour operators to understand the impacts that they create and take 
responsibility for the outcomes through their operations and management practices (Leslie, 2012, 
35). To ensure the level of sustainability is increased the tour operators need to incorporate more 
sustainable measures within the business itself (Font et al., 2006). Even though many of the tour 
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operators understand their position and strength within the tourism industry but they blatantly 
ignore their responsibilities within the industry (Font et al., 2006, 54).  
 
As with any other industry, there are different sizes of the companies within the industry and this 
is applicable to the tour operators within the tourism industry. Depending on the size of the tour 
operator, they can create different scales of impacts concerning responsible tourism. The large-
scale tour operators are in contact with millions of tourists on a yearly basis, which allows them 
to have a strong voice within the field of responsible tourism (Budeanu, 2005, 92). Due to their 
large economic power places them to easily distribute the information and ideas about 
responsible tourism. While on the other hand there are the small-scale tour operators can be 
successful in reducing the negative impacts caused by tourism but they do not have the 
capabilities on implementing these strategies on a mass tourism scale or hindering the large scale 
tour operators from moving their operations into new and untouched tourism destinations 
(Budeanu, 2005, 93). But in the long run, the implementation of some type of sustainable or 
responsible tourism policy is very difficult due to the complex nature of the tourism industry 
even for the small or large tour operators (Budeanu, 2005, 96).  
 
Even though there is a need and a push for more sustainable and responsible types of tour 
operators but the tour operators need to first consider and deliver what the consumer demands. 
There are two polar opposite types of consumers using these tour operating services which are 
the ones caring about the impacts they create while on vacation and the ones that do not care 
about impacts they create. There are the consumers that are more willing to make a reservation 
with a tour operator company that has developed a successful responsible policy (Mintel 2007, 
cited in Lesile, 2012, 57). On the other hand there are consumers that want to remove themselves 
from their troubles and issues in their home which will result in them not worrying about the 
possible impacts they are creating while on vacation (Krippendorf 1987, cited in Lesile, 2012, 
61).     
 
One way to ensure the creation of a responsible tourism policy and encourage the integration of 
sustainability into their business is through the development of CSR (Leigh et al., 2013, 154). 
With the risen public interest in the CSR concept in the different industries has placed pressure 
on the tour operator sector of the tourism industry (Wijk and Persoon, 2006, 382). This idea of 
implementing CSR within the tour operators of the tourism industry has the potential of creating 
a forceful push toward furthering the development of sustainable and responsible tourism 
(Webster et al., 2013. 154).  
  
There is CSR within the industry but one specific area that is lagging behind the CSR 
progression and that happens to be the tour operators. Many of the larger companies within the 
tourism industry are leading the progression of CSR because they have already begun to create 
policies and discuss their activities within their written reports. But the same is not happening 
with the smaller companies, which is causing an issue because the tourism industry is 
predominantly filled with smaller companies (EU, 2007, 23). A study conducted by Wijk and 
Persoon (2006) offers insight about tour operators’ level of reporting. They report that most of 
the smaller tour operators did not discuss sustainability in their reports or even produce a report. 
Even with the push for more responsible type of tourism and the spread of CSR activities plus 
the increase of assessment tools to analyse the environmental, social and economic performances 
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of the companies the various tourism companies are still lagging behind and especially with the 
smaller tourism companies (Manente, Minghetti & Mingotto, 2012, 75). Most of the other 
industries have developed a more advanced approach towards displaying corporate responsibility 
while the tourism industry is still in the stages of showing good practices (Tepelus, 2005, 103). 
The idea of showing good practices revolves around how a company should function within 
corporate responsibility (Ibid.). But this stage of showing good practices is a stepping tool 
towards a more sophisticated method of approaching corporate responsibility. 
 
1.3 Aim and delimitations 
 
The aim in this study is to explore how tour operators are reporting about their sustainable and 
responsible tourism. The focus of this study is to assess webpage statements about their 
practices. This should allow the creation of an indication of what direction the tour operators are 
moving towards in how they report about their responsible or sustainable actions within the 
organization to their clients. This study could help further the discussion and research from an 
empirical stand point on the communication of tour operators, TOs, towards their consumer.  
 
-What are the reported areas of focus for tour operators practicing sustainable tourism or 
responsible tourism? 
  
-How do these report areas project service value to the tourists? 
 
There are multiple organizations concerning themselves with tour operators but the AITO has 
created a page with a list of tour operators working with this idea of sustainable tourism. The 
AITO’s webpage is written in English compared to the other associations that were also geared 
towards sustainable tourism. These other associations’ webpages were either written in Italian or 
German. This study excludes tour operators that do not mention sustainable tourism because it is 
focused on tour operators working with and communicating sustainable tourism. Due to the 
advanced theories concerning CSR could not be applicable to the study of TOs due to the early 
stages the industry is in. The empirical standpoint of this study was affected because of the 
minimal amount of studies concerning TOs communicating sustainable or responsible tourism. 
Only findings on the webpage of the TOs are analysed.  
 
1.4 Outline 
 
This section will provide a brief description of the different chapters in this thesis. The thesis is 
divided into seven different chapters.  
 
The first chapter discusses the problem and problem formulation within the tourism industry 
with a focus on tour operators.  
 
Followed by the second chapter that describes the method approach of data collection and 
analysis of the tour operators’ communication.  
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Then the third chapter focuses on the theoretical perspective used to analyse the data collected, 
which are consumer value, sustainable development, corporate social responsibility, sustainable 
tourism, and responsible tourism.  
 
The fourth chapter displays the empirical background of the function of our operators within 
tourism industry and tour operators’ views concerning responsibility, sustainability and 
philanthropy.  
 
Next is the fifth chapter that describes the background of each tour operators analysed and the 
results of the communication among the tour operators.  
 
The sixth chapter discusses the analysis of the results of the communication concerning the tour 
operators reporting aspects and how it applies to consumer value.  
 
Next to final chapter, seventh chapter contains the discussion on the communications of the TOs 
in relation to other studies.  
 
The last chapter, which is chapter eight, displays the concluding remarks about the study into the 
communication of TOs and suggestions for further research. 
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2 Approach  
 
This chapter discusses the research design of this study. It discusses the processes concerning the 
literature review, choice of sector, data collection, data analysis and ethics.  
 
2.1 Literature review 
 
A literature review was conducted to figure out the key issues and actors concerning corporate 
social responsibility within the tourism industry and also locate the idea of adding value to the 
consumer within a service industry. The central terms used in this study are the following: 
consumer value, sustainable tourism, responsible tourism, communication, corporate social 
responsibility, small and medium enterprises and tour operators. These terms searched through 
the various databases provided by the Uppsala University library, Sage Journals, Science Direct 
and Taylor & Francis Online. The three most commonly used journals in this study are 
International Journal of Hospitality & Tourism Administration, International Journal of Tourism 
Research and Annals of Tourism Research. Articles did not have to fit within a certain time 
frame. The articles concerning CSR were scholarly-based articles. The articles discussing the 
terms such as sustainable tourism and responsible tourism were based on scholarly articles when 
possible but were mainly cited from organizations and institutions defining and implementing 
these terms.  
  
2.2 Theory 
 
The theoretical framework revolves around the concepts of sustainable development, sustainable 
tourism, responsible tourism, corporate social responsibility and consumer value. The concept of 
sustainable development, SD, is the umbrella concept that encompasses the concepts of 
sustainable tourism, ST, and responsible tourism, RT. Then these ideas of ST and RT allow for 
the connection to CSR and it is through this finally aspect that potential allow the development 
of consumer value.   
 
2.3 Choice of sector 
 
The tourism market is expanding at an unprecedented rate through out the world, which would 
allow individuals to believe that the tourism industry is a serious industry. But in reality the 
tourism industry considered as a serious industry is to a certain extent unbelievable to the masses 
(Becker, 2013, 8). Most people believe that industries such as manufacturing, oil, and finance are 
the serious industries in the world (Ibid, 8). It is not only the tourists themselves that do not 
consider the tourism industry as a serious industry but there are only limited amount of 
economists and politicians that believe this industry is a serious and important one (Ibid, 17).  
With the lack of confidence of the seriousness of the industry from the tourists and political 
figures could in the end allow for the tourism industry to move in any direction they deem is 
appropriate to ensure the increase of profits which could lead to the reason to why there is not a 
massive push for the development of more sustainable tourism or responsible tourism. Even 
though there might been indication of large push for more ST or RT but there is a need to 
research to see what is stated about these two aspects in tourism.  
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2.4 Empirical study 
 
This section of the chapter discusses the different procedures initiated through out this study. The 
data collection, unit of analysis, data analysis and ethics are described in detail in the manner that 
is suitable for this study. These specific procedures ensure the most accurate results for this 
study.  

2.4.1 Data collection 
An analysis of the statements and reports created by tour operators practicing sustainable tourism 
or responsible tourism within their organization whom are part of the Association of Independent 
Tour Operators, AITO. The data collected are the websites of the tour operators being analysed. 
This study will use the unobtrusive measure to acquire qualitative data. The unobtrusive measure 
is useful in this situation because this measure allows the researcher to study material that has 
already been produced. (Robson, 2011, 345). The qualitative approach is applicable in this 
situation because of the descriptive nature of the objective and the research question focuses on 
explaining a complex phenomenon (Robson, 2011, 17).  

2.4.2 Unit of Analysis 
The Association of Independent Tour Operators is an organization that represents over 120 
different small and medium tour operators. The AITO requires certain criteria for the tour 
operators to follow if they want to join the association. Theses criteria range from financial 
security to accurate websites to customer relations but it is the sustainable tourism criteria that 
ensure that they are attempting to incorporate a certain level of sustainable tourism.  
 
The AITO has noticed that when tour operators send clients to various parts of the world could 
possibly result in positive and negative outcomes for the tourist destination. Also they have 
noticed that in the previous years of tourism the negative outcomes have massively outweighed 
the positive outcomes of the tourism (AITO, 2, 2013). The AITO believes that tour operators 
have the responsibility to support the environmental, social and economical aspects of the tourist 
destination, which is why they developed a few guidelines of how the tour operators should act 
responsibly (Ibid.). The guidelines entail protecting the environment such as fauna, landscapes 
etc., respecting the local community such as the traditions and religions; ensuring benefits for the 
local community through economically and social aspects; conserve natural resources ranging 
from the head office to the final destination and minimize pollution such as decrease waste 
disposal, noise etc. (Ibid.).  Even though the AITO has a general idea of what concerns as 
responsibilities for TOs but the organization is composed of individual TOs and each of them 
have their own methods of achieving these responsibilities. 
 
AITO has created a ranking system of how well the AITO perceives the various members are 
fulfilling their requirements of sustainable tourism. The ranking system consists of stars from 2 
to 5 stars. A 2 star ranking shows that the member has gone beyond the minimum requirements 
for sustainable tourism while 5 stars is the highest ranking a member can receive. To ensure the 
possibility the tour operators would have a webpage of ST or RT, the first six members with 5 
star ranking were chosen as units. These six members are Abercrombie & Kent, Adventure 
Alternative, Andante Travels, Archipelago Choice, Audley Travel, Cox & Kings Travel (AITO, 
1, 2013). The exact units of analysis are the webpages dedicated towards the idea of sustainable 
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tourism, responsible tourism and philanthropy. The words and statements are collected from 
these pages.  
 
The combination of AITO’s website being written in English, awareness of the impact of tourism 
in touristic destinations and the ranking system of ST among it’s TOs allowed for the 5 stared 
TOs to become the unit of analysis in the study as shown in Table 1. 
 
Table 1 – Tour operators used in the study 
Abercrombie & Kent Adventure Alternative Andante Travels 
Archipelago Choice Audley Travel Cox & Kings 

Within Table 1 is the list of the six different 5 stared TOs that are members of the AITO.  

2.4.3 Data analysis 
A content analysis procedure was conducted to analyse the webpages of the various tour 
operators. The content analysis is a combination of a manifest and latent content analysis. The 
manifest content analysis is specifically inspecting the exact words and statements (Berg, 2004, 
242) created by the tour operators. The latent content analysis focuses on the deeper meaning of 
the words and statements (Ibid.), which shows if these words or statements actually fulfil the 
definitions of sustainable or responsible tourism.   
 
2.5 Ethics 
 
The unobtrusive nature of the study allows for the avoidance of any unethical issues to develop. 
All of the statements and documents are publically available on the websites of the tour 
operators, which means one does not have to ask permission to view the statements and 
documents they have produced.  
 
2.6 Quality assurance 
 
The layout of the different methods used in this study is based from other academics, which 
ensures the researcher has the proper methods in place for this study. The actual implementation 
of the research methods may vary to a certain degree to ensure it fits within the focus of this 
study.   
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3 Theoretical perspective 
 
This chapter presents different theories that can be incorporated into the tourism industry. The 
theories relevant for the tourism industry are consumer value, sustainable development, 
corporate social responsibility, sustainable tourism, and responsible tourism. The first three 
theories, consumer value, sustainable development and corporate social responsibility, have 
more clear-cut definitions and theories within them. The sustainable tourism and responsible 
tourism could be considered more of ideas of how to improve the tourism industry. But 
sustainable development, corporate social responsibility, sustainable tourism and responsible 
tourism are ideas and concepts that can add value to the consumer while improving the tourism 
industry.   
 
3.1 Consumer value 
 
The concept of service can be found everywhere is today’s society, especially within the tourism 
industry. The tourism industry is considered the world’s largest service industry (Christine 1987 
cited in Clancy, 128, 1998), which makes it crucial for them to add value to their consumers.  
 
From the beginning, the idea of service is considered a form that “does something to assist 
someone else, for example the customer, and his or her everyday practices…” (Grönroos, 2008, 
303). These everyday practices assist through service can be utilized through the function of full-
service or through barely uninvolved function of self-service (Ibid, 301, 2008). Within the 
everyday practices the consumer needs to enable the different aspects of the service to receive 
the service and to ensure value is attached to the service (Ibid.). From the provided services, the 
consumer needs to use their own skills or abilities to ensure the service is fully utilized. (Ibid.). 
The service perspective consists of two different inputs, coming in from the business and the 
customer side. Customer side of service follows the lines that the processes and resources are 
obtained by the supplier that will be, “used by the costumer in a self-service process, where they 
integrate such resources with other necessary resources available to them and apply skills held by 
them, in order to create value for themselves in the their practices…” which results in the idea of 
customer service logic (Gronroos, 2011, 286). There are two aspects within the consumer service 
logic that consists of a good being consumed in the service, which is a closed system and cuts the 
service provider out of the interaction (Grohroos & Ravald, 2011 cited in Gronroos, 2011, 286).  
While the other aspect is when goods and services are incorporated into the service development 
allows for the creation of an open system in which the business can interact directly with the 
consumer (Grönroos, 2011, 286).  
 
Then there is the idea of provider service logic, which focuses on how services translate to 
business by, “supporting customers’ practices with resources and interaction processes in a way 
that enables the customers to create value for them selves in those practices (Ibid, 286, 2011). 
This logic translates to that business should seek to create an interactive technique that the 
consumer is to a varying degrees involved at the same time incorporating the goods resources 
into the interaction (Ibid, 287, 2011). But if a good resource is not incorporated into the service, 
the process allows the business to have almost zero control over the value creating process with 
the consumer (Ibid.).  
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From the customer service logic allows for the development of how they can create value for 
themselves within the service. They are simply consuming a service in which will create some 
type of value for the consumer (Grönroos, 2008, 302). This idea of consuming a service allows for 
the development of value, which creates the assumption of the idea of value-in-use occurs after 
the value-in-exchange, which results in the creation-of-value (Ibid, 303, 2008). The results in the 
function that the value-in-exchange is a variable in the value-in-use allows for the creation of 
value for the consumer (Grönroos, 2011, 287). The idea of value-in-exchange is simply the goods 
or services that a business provides to the consumers (Grönroos, 2008, 303). These value-in-use 
aids in the development of value for the consumer when they actually consume the service 
(Ibid.). These ideas of value-in-exchange and value-in-use allows for the development of the 
foundation of creating value for the consumer.  
 
The creation of value is not solely developed on the consumer’s side but the business has to 
provide the tools to allow for the development of value for the consumer. Grönroos, 2008, 305). 
More or less the business is creating the base for the creation of value for the consumer, which 
allows the business to become the promoter of value and a co-creator-of-value with the consumer 
(Ibid.). Also at the same time, the consumer is not mainly interested in the services or goods the 
business can provide but instead on how this services and goods can lead to value creation which 
is why the businesses should focus on how they can increase the value creation among the 
consumers by providing either goods or services (Ibid, 306, 2008). Since most of the consumer 
value is produced within the consumer sphere should encourage the service businesses to focus 
on the development of value creation by not only providing the core service package but also 
supporting the core package to ensure value is created. In the end the service businesses should 
not simply provide the resources for the service but should also actively interact with consumer 
to help increase the value produced (Ibid, 307, 2008). This leads to the idea of service logic in 
the creation of value-in-use for the consumer which entails the service business provides the 
goods or services for the service while at the same in enthusiastically interact with the consumer 
to increase the end value main for the consumer and for the business itself (Ibid, 307, 2008).  
 

The next two concepts, SD and CSR allow for the development of ST and RT that can be 
used as an aspects tour operators can add on to their core package of services to allow for the 
possibility of increasing the value creation when their clients begin to consume the tourism 
service package.  
 
3.2 Sustainable development 
 
Through out the past couple of decades the idea of sustainable development has been discussed 
heavily among and within various governments, non-governmental organizations and companies. 
The idea of sustainable development was properly introduced to the world through the release of 
the “Our Common Future” document stated that, “Sustainable development is development that 
meets the needs of the present without compromising the ability of future generations to meet 
their own needs” (WCED, 1987, 41). This statement is broad but it more or less attempts to 
capture and combine the socio-economic and environmental issues into the same discussion and 
not to keep them separated (Hopwood, Mellor & O’Brien. 2005, 38). In a more simplified version 
the idea of SD attempts to incorporate the economic, environmental and social aspects of our 
current society (Giddings, Hopwood & O’Brien, 2002, 187). The broadness and the over 
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simplification of the definition and implementation of SD can become eventually a useless term 
or a vital aspect for the future of humanity (Hopwood, Mellor & O’Brien, 2005, 40). Because of the 
broadness and simplification of the definition of SD allows for the various business, 
governments and NGOs to have their own definition that suits them the most appropriately 
(Giddings, Hopwood & O’Brien, 2002, 187). In the end the definition of SD, “can be interpreted to 
mean almost anything that anyone wants…” (Ibid, 188, 2002). But this open interpretation of SD 
has not hindered business from actively pursuing ways of incorporating SD in their business.  
 
The release of “Our Common Future” was the springboard for the discussion concerning 
sustainable development and allowed for the term SD to be defined in different ways to 
academics, politicians or businesses (Redclift, 2005, 213). Then in the early 1990s the Agenda 21 
was released after the Earth Summit of 1992 which pushed for the idea that environmental 
organizations and businesses need to become more active with their interactions to ensure further 
development of SD (Ibid., 216, 2005). This call for more attention towards the various 
environmental issues encouraged businesses, especially the larger business, to incorporate these 
issues into their corporate governance (Ibid., 216, 2005). Also at the same with the increased 
interest in SD has encouraged multiple businesses to embrace the idea of SD to ensure 
progression of capitalism within the society (Ibid., 216, 2005).  
 
3.3 Corporate responsibility 
 
Drive for more activities directed towards the idea of SD within businesses allows for the 
development of businesses strategies that are focused on balancing the economic, environmental 
and social aspects which will create a more acceptable situation for the present and future 
generations (Corporate social responsibility and sustainability, 199, 2011). An entrance point for 
businesses to advance the idea of SD is through the development of CSR. Within the past couple 
of decades the rise of corporate social responsibility, has begun to emerge as necessary aspect 
that businesses from all the different industries need to strive for. The idea of businesses having 
certain level of responsibility besides increasing profits for the various shareholders is not a 
relatively new concept for business (Carroll & Shabana, 2010, 85). An increased rise for 
businesses to strive and implement more CSR activities occurred from when various non-
governmental organizations and charities presented the world with the unethical and sometimes 
illegal actions of businesses (Bohdanowicz, & Zientara, 2008, 273).  
 
The drive behind the idea of CSR within a business is to decrease the damage created by their 
operations, increase the well-being of the local community, preserve the environment while at 
the same time generating a profitable and efficient business (Henderson, 2007, 232). Recently it 
has become more engrained from the society’s perspective that business should focus on 
activities outside of the profit making sphere such as improving the prosperity of the local 
community and incorporate more ethical responsibilities into their business (Nicolau, 2008, 990). 
The society´s encouragement for businesses to become more responsible towards their various 
stakeholders even if the business has to forfeit their potential profit maximization (Bernstein, 
2000 cited Carroll, & Shabana, 2010, 89). The incorporation of more ethical responsibilities 
occurs outside of what is legally required (Davis, 1973, 313). More or less the idea of CSR is the 
mindset business’s embrace when interacting with the various stakeholders such as consumers, 
workers, the society and future generations (Bohdanowicz, & Zientara, 2008, 273). 
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Within the field of CSR there are disputes for and against the implementation of this idea. One 
argument revolves around the economics of a business. The economist Milton Freidman believes 
that a business’s only responsibility is to increase the profits for the various shareholders of the 
company and the social issues would eventually be resolved by the free market system 
(Friedman, 1970).  Another argument against the idea of CSR is that the managers of businesses 
do not poses the knowledge and skills need to tackle to social issues revolving around the 
business (Davis, 1973, 318).  Another argument against the idea of businesses incorporating CSR 
is that it might hinder them from becoming more globally competitive (Carroll & Shabana, 2010, 
88).  
 
On the other hand here are few arguments for the implementation of CSR within a business. One 
of the reasons for CSR is for the business’s self-interest to ensure the survival of the business in 
the long run to be socially responsible (Ibid, 89).  Another reason revolves around the idea of 
being proactive rather than reactive to social issues which in the end will cost less for the 
business (Carroll and Buchholtz, 2009 cited in Carroll, & Shabana, 2010, p.89).  

 
Even though CSR has a few admirable intentions, there are few opposes about the 
implementation and reporting of CSR activities.  CSR activities at times can be viewed as a 
public relation stunt, focused more on enhancing the image of the company (Bohdanowicz, & 
Zientara, 2008, p.274). At the same time the CSR activities are questioned about how effective 
these activities actually are and could be concluded as a tool for the businesses short term profit 
goals (Ibid, year, 275).  

 
The concept of CSR has various layers of social responsibility that business need to considered 
when focusing on their CSR plan. Carrol suggests that there are four different types of social 
responsibilities within the concept of CSR, which are economic, legal, ethical, and philanthropic 
(1991, 40). At the same the level of importance for the business to fulfill starts with economic 
aspect as the base and tops off the philanthropy (Ibid.). The economic angle is considered the 
base because without economic growth and responsibility of the business, the other three layers 
will be of less or none importance. (Ibid.). The legal layer is important because a business needs 
to stay within the legal limits created by the local and national government to ensure the survival 
of the business (Ibid.). The ethical responsibilities of the business revolves around the idea that 
businesses need to be fully aware of what type of actions are deemed appropriate or 
inappropriate within the local society which are not enforced by law (Ibid.). The philanthropic 
responsibilities revolve around the idea of businesses engaging in activities that increase human 
welfare within the society (Ibid.). Philanthropy encompasses the actions of contributing 
financially to various activities or organizations such as donating money to the arts of the local 
community or to a development organization (Ibid.). The different layers of represent 
requirements and expectations such as the economic and legal responsibilities are required, while 
the ethical responsibility is expected and the philanthropic is desired (Carroll, & Shabana, 2010, 
p.90). The economic and legal responsibilities of the business reflects the old contract between 
the society and business but the added responsibilities such as the ethical and philanthropic adds 
a new dimension and creates a new type of contract between the society and business (Ibid.).  
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3.3.1 Economic responsibilities  
Starting from the bottom of Carroll’s pyramid is the economic responsibilities of the business. 
The main objective of a business is to create goods and services valuable for the customers to 
consumer while at the same time generating profit for the business (Carroll, 1991, 40-41). From 
this business function of creating profit eventually allowed for the push for businesses to acquire 
the maximal amount of profit as possible (Ibid.). Without this drive for businesses to maximize 
their profits would not allow for the development and focus on the other three layers (Ibid.). 
More or less the economic responsibilities create a base for the businesses to stay functional 
which provides a platform for them to focus on other aspects of the society. 
 

3.3.2 Legal responsibilities 
There is no such as a lawless pursuit for maximizing profits for a business which is why they 
legal responsibilities for fulfill. First of all, the society itself has approved the idea of profit 
maximization while simultaneously the businesses need to adhere to the rules and regulations 
emplaced in their area of operation (Carroll, 1991, 41). These two aspects allowed for the 
development of the social contract, which describes the permission and insisted notion of 
pursuing profit maximization within the legal framework (Ibid.). Even though the legal 
responsibilities are further up the pyramid but it is a crucial aspect when combined with 
economic responsibilities to create more fair and justified business.  
 

3.3.3 Ethical responsibilities 
The next level of the pyramid is the ethical responsibilities that businesses need to fulfill. The 
main difference between the legal and ethical responsibilities is that latter is not required by law 
to fulfill (Carroll, 1991, 41). The ethical responsibilities of a business are created through the 
beliefs and standards of the society but the business is not legally obligated to follow (Ibid.). 
These beliefs and standards of ethical responsibility of a business are implemented to create a 
more justifiable atmosphere for the various stakeholders of the business (Ibid.). Since the 
businesses are not legally bound to these ethical responsibilities but these responsibilities allow 
for the pursuit of developing a larger legal framework that could encompass these ethical 
responsibilities (Ibid.). These ethical responsibilities establish more pressure on the business to 
perform in a more ethical fashion.   

3.3.4 Philanthropy 
The major difference between philanthropy and ethical responsibilities is the philanthropic 
actions of a business are not standards embedded into the society (Carroll, 1991, 42). There are 
no moral or ethical responsibilities to fulfill when pursuing philanthropic activities (Ibid.). The 
philanthropic activities are viewed as voluntary actions of the business and are of less importance 
when compared to the other three layers (Ibid.). The concept of philanthropy is one section of the 
various CSR activities that businesses work with. There are various forms of philanthropy such 
as strategic philanthropy, corporate philanthropy cause related marketing. There are multiple 
ways for a business to approach this idea of philanthropy, which can range from purely altruism 
or towards a more profit-oriented model (Fenclova, & Coles, 2011, p.340). Three of the most 
common types of philanthropy that businesses can pursue are corporate giving, strategic giving 
and cause related marketing (Ibid.). The idea of corporate giving is purely altruistic in the sense 
that the business donates money to do well while at the same time the donations are not 
connected to any profit gaining goals for the business (Ibid, 340). An example of this would be 



 

 15 

for a business to donate a lump sum to a charity they believe is functional. The idea of strategic 
giving takes a step further by attempting to incorporate the philanthropy into the business’s profit 
models (Ibid, 341). The business is excepting to gain a certain level of positive return for their 
investment into the philanthropy activity. This strategic giving could at the same time be 
connected to the business’s CSR policy so they can fulfill their social requirement within CSR. 
An example of this would be a business donating to an organization or charity that is affiliated 
with the business. Finally on the strictly profit gaining model is where the concept of cause 
related marketing can be located within philanthropy. The concept of cause related marketing 
revolves around the idea of a donation or contribution being directly attached to a consumer 
purchasing a good from a business (Varadarajan, & Menon, 1988, p.60). The example of this 
would be a business donating a percentage of revenue of the sold good the customer purchases to 
a non-for profit organization.  
 
Within the tourism industry there is no distinction between the various forms of philanthropy, 
which is why philanthropy will be broadly defined. The idea of philanthropy can be viewed in 
different ways such as a material donation to an charitable organization, agreeing to give money 
to charitable organizations when purchasing a certain good or donating money to a charitable 
organization has a partnership with (Luo, 2005, p.391). Of the different layers of CSR, the 
concept of philanthropy is centered on the voluntary and discretionary areas of CSR while at the 
same time not necessarily connected to profits and ethics of the business (McAlister & Ferrell, 
2002, p.692). Even though philanthropy is located in the voluntary and discretionary area of CSR 
but now businesses are beginning to grasp the importance of philanthropy as a competitive 
advantage which involves the transformation of businesses from acting acceptable to acting 
exceptionally (Stroup and Neubert, 1987 cited in Varadarajan & Menon, 1988, p.59). The idea of 
philanthropy has moved from voluntarily acting responsible via enforced corporate social 
responsibility towards more profit oriented social responsibility (Varadarajan and Menon, 1988). 
The former avenue of philanthropy revolved around keeping that donating money to the society 
and business performance were completely different aspects (McAlister & Ferrell, 2002, p.692). 
Today’s business culture has moved away from the idea that donating money and business 
performance are two separate actions. Now the idea of philanthropy can be viewed as businesses 
donating money to various charitable organizations in hope that this donation will increase the 
business image and strengthen the connection between the consumers and other stakeholders to 
the actually business (Luo, 2005, p.391). The bottom line concerning the idea of philanthropy is 
support the businesses’ interests while at the same time assist beneficiary organizations (Eells, 
1980; Hunt, 1986 cited in Logsdon, Reiner & Burke, 1990, p.95). Also this shift in the function 
of philanthropy has allowed businesses to realize the “long term competitiveness, rather than a 
short-term awareness builder and sales generator (Simon, 1995, p.20). Philanthropy and CSR can 
at times be confused as being virtually same concept but this is a misconception because their 
multiple ways a business can fulfill philanthropic activities with charities (Crane et al., 2008 
cited in Fenclova & Coles, 2011, p.338).  

3.3.5 Reporting practices of CSR 
Reporting about the companies’ actions and beliefs are important in today’s society. More and 
more consumers demand that various companies release documents concerning their CSR 
practices to ensure they are fulfilling their social responsibilities (Guest editorial communicating 
corporate, 76, 2008). To ensure the various stakeholders are aware about the business’s attitudes 
and actions towards their responsibilities, the businesses need to report about it. There are 
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multiple ways for businesses to report about their actions to the society through channels such as 
media releases, voluntary communications, sustainability reports or websites (Cowper-Smith, & 
de Grosbois, 2011, p.60). Not all of the industry sectors are supplying with the same level of 
documentation about their attitude and actions in their CSR reports (Holcomb, Upchurch, & 
Okumus, 2007 cited in Cowper-Smith, & de Grosbois, 2011, p.60). Because of the increase of 
Internet usage has allowed more stakeholders to have easy access to their corporate messages. 
The idea behind businesses using the Internet is to spread the information about the CSR 
activities to various external stakeholders, which include customers, press and investors (Pollach, 
2011, p.27). The Internet allows the business to spread information to their audiences without the 
interference of mediators (White & Raman, 1999 cited in Pollach, 2011, p.28). But at the same 
time the Internet allows users to control what they see, which can be a disadvantage to the 
businesses (Ibid.).  
 
There are, without doubt, many companies that are interested and pursuing the idea of CSR 
through various activities and campaigns but the next step is about reporting these activities to 
the stakeholders of the company. The disclosure of a company’s CSR activities have the 
possibility of boosting the customer loyalty, increase the attractiveness of a company for 
potential employees, increase the support from the local communities etc. (Idowu & Towler, 2004, 
423). Even though there are a plethora of positive outcomes of releasing a company’s CSR 
activities, there are certain aspects that hinder the develop of a clear cut scheme of how and what 
to release concerning CSR (Nielsen & Thomsen, 2007, 25). This difficulty occurs due to the 
several of strategies of reporting CSR plus the discussions revolving around how to defined the 
concept of CSR (Ibid.).  With the absence of a solid and widely agreed upon guideline of how to 
conduct CSR reporting and plus the open-ended aim of the CSR reports will render the reports to 
a certain level of uselessness (Idowu & Towler, 2004, 427). But these setbacks within CSR 
reporting has not hindered the discover of an approach of including CSR into a certain 
”organization contexts” (Ziek, 2009. 139). These ”organizational contexts” where CSR can be 
incorporated into which include the annual reports, annual shareholders letter, non-financial 
reports, organization codes, information on philanthropy, indexes and organizational linkages 
and non-financial web page (Ibid.). All of these different reports, codes and webpages are not 
mandatory for the company to function but should be released to create a more transparent image 
of the business the company is conducting. Then there is the aspect of relating these reports 
released from companies to benchmarks set for these reports. In the past couple of years there 
has been the development of international benchmarks for CSR reporting (Rolland & Bazzoni, 
2009, 255). A few of the larger international benchmarks are the Global Sullivan principles, the 
Global Reporting Initiative and the UN Global Compact (Ibid.). These international benchmarks 
allow for the creation of standardization of reporting among the companies interested in 
reporting. All of the different tools and benchmarks can be viewed in Table 2.   
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Table 2 CSR reporting tools and benchmarks 
Annual reports 

 
Annual 

shareholders 
letter 

Annual shareholders 
letter 

Organization 
codes 

Information on 
philanthropy 

Indexes and 
organizational 

linkages 
 

Non-financial 
web page 

Global Sullivan 
Principles 

Global 
Reporting 
Initiative 

UN Global 
Compact 

The tools and benchmarks focus on different aspects of an organization and their descriptions 
are the following. 
 
There are many businesses that are required by various regulations to produce and dispense 
annual financial reports but more often businesses use these reports to spread their financial and 
social activities (Ziek, 2009, 139). Also these annual reports are used as way for businesses to 
release their CSR evaluations (van Huijstee & Glasbergen, 2008, 298) and their achievements 
concerning the environment (Brown and Deegan, 1998, 21). At the same time, most the 
individuals are not actively researching for the CSR of businesses so to inject CSR into the 
spotlight businesses add their CSR activities into the annual reports (Dawkins, 2004, 112). 
  
The annual shareholders letter is written by the CEO of the company and it usually describes the 
results of the past business activities and the area of possible new growth and profits (Kohut & 
Segars, 8, 1992). These beliefs and thoughts can be drivers or at least initiate a stronger drive for 
more CSR activities (Hemingway & Maclagan, 2004, 41). 
 
Non-financial reporting that consists of environmental and social information is not widely 
mandatory function for many of the businesses (Morhardt et. al., 2002, 217). But there is a recent 
increase in non-financial reporting due to businesses seeing their competitors releasing these 
reports (KPMG, 2013, 7). These non-financial reports have opened a new window for the 
stakeholders to view the actions of the business outside the financial realm (Cerin, 2002, 47).  
 
The organizational codes have a wide range of aspects that it covers such as the company’s 
mission, goals, values, and the relationship with their stakeholders (Sethi, 2002, 23). Companies 
release these codes to the general public to help voice their business is fulfilled in a professional 
and ethical manner that is outside of the legal framework (Ibid). These codes are hopefully useful 
in creating a progressive image for the public (Ibid). The organizational codes can be 
implemented from a voluntary basis (Arya & Salk, 2006.) or a more mandatory standpoint 
(Graafland et. al., 2003.).  
 
Philanthropic activities within a business is common to find which consists of donating money to 
nonprofit organizations, creating a partnership with nonprofits, matching gift programs, or 
donating equipment to people in need (Genest, 2005. 316). The functions of these philanthropic 
activities have the possibility of being viewed as an addition to the communications of a business 
(Ibid.). The combination of philanthropic activities and communications allow for the 
development of strategic philanthropy (Ibid).  
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These organizational linkages can range from partnerships or alliances between businesses and 
NGOs (Arts, 2002, 26) to collaborative interactions between the businesses and governments 
(Zadeck, 2006, 3). The partnerships or alliances between businesses and NGOs have increase 
over the year (Arts, 2002, 26). While indexes, such as the ISO9001:2000 can also be useful 
encouraging and implementing a CSR focus (Castka1 et. al., 2004, 140).  
 
The creation of the web has allowed for businesses to release information to their audiences 
quicker (Esrock & Leichty, 1998, 308). At the same with the use of the web allows businesses to 
release information about their progressive activities in which businesses can use to create a 
more positive image to the public (Ibid.). But the openness of the web allows for the public to 
inspect the business from a different angle (Guimarães-Costa & Cunha, 2008, 43). Also 
businesses can take the step further than image building and move towards creating a stage for 
policy and public issues through the web (Ibid, 309).  
 
The Global Sullivan Principles were intentionally designed to be a guide for American 
businesses in Africa to act more social responsible towards the employees and communities of 
their operations (Rolland & Bazzoni, 2009, 256). Now the Global Sullivan Principles has shifted 
towards being mentioned in businesses’ code of practice instead of an actual framework to 
follow (Ibid.).  
 
The non-profit, Global Reporting Initiative, focuses on encouraging social, economic and 
environmental sustainability (GRI, 2013). The Global Reporting Initiative helps organizations 
with presenting a sustainability reporting framework (Ibid.). The aspect of social reporting is 
important when companies are interested in pursuing CSR (Greening, 2009, 256).  
 
The function of the UN Global Compact is to be a strategic policy initiative that encompasses the 
ten universal accepted principles that businesses can follow (UN Global Compact, 2013). 
Businesses can voluntarily adapt to this policy in which they agree to guidelines created by the 
UN Global Compact (Greening, 2009, 256). If the businesses agree to these voluntary guidelines 
they also agree to release annual reports concerning their business behavior (Ibid.).  
 
3.4 Sustainable tourism 
 
The idea of ST developed in response of the realization of how destructive mass tourism was for 
the tourist destinations.  Sustainable tourism could be considered a tool to use to move away 
from the idea of mass tourism but at the same time this idea of ST is viewed as micro solution to 
macro problem (Tepelus, 2005, p.102). Even though many of the different actors in the tourism 
industry have noticed that there needs to be alternative path to lead away from mass tourism but 
still a notion that the tourism industry believes they are not environmentally or social destructive 
(Kasim, 2006, p.1).  
 
The development of sustainable development, SD, has allowed for the creation of sustainable 
tourism, ST within the tourism industry. The idea of ST appeared after the release and 
discussions of the Our Common Future in the 1980s (Butler, 1999, p.7). Followed by the support 
of various international organizations such as the World Travel and Tourism Council, the World 
Tourism Organizations and Tour Operators Initiative for Sustainable Development, which have 
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attempted to push for more sustainable tourism (Vernon et al. 2003, p.51). This concept of ST 
attempts to incorporate the idea of SD into its operations (Dimitrios & Ladkin, 1999 cited in 
Kasim, 2006, p.7).  Even though the ideas of SD have attempted to be incorporated into the idea 
of ST has lead many to believe that the definition of ST has become too clouded and lead to no 
definitive definition of ST (Saarinen, 2006, p.1124). The cloudiness of the ST and SD has 
encouraged many individuals to simply believe that SD is a beneficial aspect and the 
implementation of SD into tourism will in the long run help the development of ST (Butler, 
1999, p.8). The idea of finding a universal definition of ST is equally as difficult as SD because 
everyone has their own view and interpretation of ST. Sustainable tourism can be viewed 
differently from various participants involved such as the tourist industry has a view that 
development is correct, the environmentalists believes it provides an argument for conservation 
of the environment and the politician can use it to spray words instead encouraging action (Ibid, 
11).  

 
The absence of a clear definition has not stopped individuals and organizations from attempting 
to define ST. There are multiple of examples such as “tourism which is economically viable but 
does not destroy the resources on which the future of tourism will depend, notably the physical 
environment and the social fabric of the host community’’ (Swarbrooke 1999:13 cited in 
Saarinen, 2006, p.1124). Another is “Sustainable tourism refers to an approach that seeks to 
reduce the environmental impact of tourism by addressing the physical degradation caused by 
visitors, such as through footpath erosion; resource depletion resulting from the operation of 
tourism-related businesses, such as the utilization of fossil fuels, water and other natural 
resources; and possible negative socio-cultural impacts on host com- munities” (Coccossis, 1996 
cited Vernon et al. 2003, p.50). Then there is UNTWO definition which is “Tourism that takes 
full account of its current and future economic, social and environmental impacts, addressing 
the needs of visitors, the industry, the environment and host communities" (UNWTOd. 2013). 
Simply looking at these three different definitions of ST emphasizes the difficultly in 
implementing or defining ST. The concept of ST has the same issue as SD is developing and 
creating a solid and universal definition (Sustainable tourism and the touristic ecological 
footprint, year, 9). Since it is difficult for the industry to create a clear definition of ST has made 
it difficult for the industry to turn ST into operation (Kasim, 2006, p.1). 

 
Even though there is difficulty in creating a definition of ST but there is a common trend with the 
various definitions of ST which revolves around the idea of finding a balance between the 
economic growth of the tourist destination, the protection of the environment and ensuring 
satisfaction among the locals and the tourists (Hunter, 2002, p.9). This trend of ST definitions 
has allowed for the rise of weak and strong interpretations of ST. (Hunter, 2002, p.10). The weak 
interpretation of ST focuses on the continued economic growth while protecting the environment 
to ensure the survival the current tourist product and allowing for the creation of new ones 
(Ibid.). While on the other hand the strong interpretation of ST focuses on being more proactive 
on environmental protection and encouraging the protection local environment that attract the 
tourist and not simply focus on the tourist activity itself (Ibid.).   
 
Not only is the idea of ST in connection with SD but also ST is connected with the idea of 
sustainability. The back bone of ST can be based on a couple of ideas carried over from 
sustainability which revolve around the ideas of integrated planning and strategy-marketing, 
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conserve biodiversity, human heritage, ecological processes and ensure development will 
supported for future generations (Bramwell, & Lane, 1993, p.2).  

 
The idea of ST is more focused on making the tourism industry as whole more sustainable, 
which allows for the creation of many challenges within the definition and implementation 
stages of ST. The implementation of ST is extremely difficult within the tourism industry has 
allowed for the development of responsible tourism as a way to combat the struggle of 
sustainability within the industry.  
 
3.5 Responsible tourism, RT 
 
One of the difficult aspects about improving the tourism industry revolves around how there are 
different words and methods used within the industry. The two most common labels used within 
the tourism industry are responsible and sustainable tourism. To the layman these words convey 
the same meaning and could be used interchangeably but in the tourism industry there is a 
perceived difference. The words responsible and sustainable tourism should be not be used 
interchangeable but they do have similar aims such as reducing the negative impacts within the 
environmental and social spheres while at the same time attempt to increase the positive aspects 
of the tourism (Frey & George, 2010, p.622). Although responsible and sustainable tourism have 
the same core message but there has been a shift in the tourism industry from using responsible 
tourism instead of using sustainable tourism. The difference between these two concepts is that 
responsible tourism asks for all of the various stakeholders within the tourism industry such as 
the businesses, individuals, and organizations to ensure they fulfill their responsibilities for 
various impacts they have created within the tourism industry (CTTD, n.d., p.1). The shift away 
from the term sustainable tourism because more then a decade later after the Earth Summit in 
Rio there has been barely any progress towards a more sustainable type of tourism (Ibid, 1). This 
shift in terms occurred because of the idea that everyone was waiting for some else to become 
sustainable which in the end almost never happened (Ibid, 1). Now within the tourism industry 
the term responsible tourism is more commonly used compared to sustainable tourism (Dobbs, 
2013, p.4) 
 
The development of responsible tourism began in the 1980s when the combination of the 
sustainable development discussion and economic growth collided allows for the growth of new 
types of tourism that gained more momentum in the 1990s (Leslie, 2012, p.18). During the 1990s 
when various international and profession organizations began to realizes other important aspects 
that needed to be addressed within tourism other than environment such as economic and social 
components (Ibid, 18). This realization of the need for a more responsible type of tourism was 
reaction towards the destructive path that mass tourism has created (Wheeller, 1991, p.92). 
Responsible tourism is considered the opposite of mass tourism is the sense of what one would 
name the various aspects of tourism such as traveller versus tourist, independent specialist 
operator versus large firms, which translates to more or less small versus large (Ibid, 92). This 
idea of responsible tourism could be considered as the broad concept of a more aware tourism, 
which consists of different types of tourism such as geotourism, rural tourism, pro poor tourism 
etc. (Travel Learning Connections, 2006, p.11-12). All of these different types of tourism can be 
considered a form of travelling responsibly as their core element but each type of tourism 
portrays a different important message (Manente, Minghetti, & Mingotto, 2012, p.77). An 
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important thought to keep in mind is that responsible tourism should not be considered a niche 
type of tourism because it has the capabilities of being incorporated into all types of tourism 
(Goodwin, 2005, p.3).  
 
As the momentum for responsible tourism increased, the tourism industry began to realize that 
they could deliver a deeper and richer experience for the tourist by simply thinking outside of the 
environment and tourism industry box that they have contained themselves in (Goodwin, 2005, 
p.1). One of the definitions of responsible tourism is “Responsible Tourism”, put simply, is about 
providing better holiday experiences for guests and good business opportunities for tourism 
enterprises. “Responsible Tourism” is also about enabling local communities to enjoy a better 
quality of life through increased socio-economic benefits and improved natural resource 
management” (Spenceley et al. 2002, p.8). Also there are three elements that a tourist can follow 
to fulfill the idea of responsible tourism which entail becoming knowledgeable of the culture you 
are visiting, show compassion to the individuals hosting you during your visit and be respectful 
towards the environment of the host destination (Lea 1993, p.708 cited in Scheyvens, 2002, p. 
103 cited in Leslie, 2012, p.20). One of the key elements about responsible tourism is educating 
the tourist about their impacts and how they should before they actually arrive to the destination 
(Wheeller, 1991, p.92). The idea of educating the tourists is a way of ensuring the tourist 
becomes more engaged into the tourist destination which helps propel the idea of responsible 
tourism (Goodwin, 2005, p.4).  
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3.6 Theoretical connection 
 
The concept of SD focuses on three aspects, which are the environment, economics and society 
(Gidding, 188). With the idea of ST, it is considered a spinoff from the concept of SD but with a 
focus on the tourism industry. SD is considered the foundation paradigm for ST since both of 
them focus on sustainability (Pforr, 2010, 69). The idea of responsible tourism can be viewed 
from different angles but the core aspect of RT complies with main principles of SD which are 
economic benefits, social well being and improving the environment for the host communities 
(Timothy, 2012, 72). Also the idea of RT within the industry is coined the terms corporate 
sustainability or CSR (Dodds & Kuehnel, 222). Then there is the development of CSR, which 
encourages companies to take consideration of other issues such as social and environmental 
dimension of a society in combination with traditional view of ensuring profitability for the 
stakeholder (Coles et al., 2013, 122). Figure 1 displays how the theoretical central terms are 
related.  
 

Figure 1. Theoretical key concepts 
 
 The Figure 1, displayed above, exhibit how the terms sustainable development, sustainable 
tourism and responsible tourism are connected and with the combination of the terms funnel 
towards corporate social responsibility. Due the channelling of SD, ST and RT towards CSR 
allows for the AITO to grasp all of the focus areas tourism through CSR. AITO’s connection to 
these terms is through their ethos, which focuses on protecting the environment and local 
cultures, preserving natural resources and increasing the benefits for the locals. (AITO, 2, 2013). 
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4 Empirical background 
 
This chapter focuses on the aspects of the empirical background in this study. It describes the 
function of the TO, the impacts of tourism, the responsibility of tourism, CSR within tourism and 
philanthropy.  
 
4.1 The function of tour operators  
 
The tour operator’s role within the tourism industry is to combine the various components of a 
holiday, which include meals, entertainment, transportation and accommodation, that are simply 
packaged into a single price and product to be sold to the consumer (Sheldon, 1986, 350). There 
could be different variations of the packaged product such as only transportation and 
accommodation or includes all the aspects of the vacation (Ibid.). Tour operators are considered 
wholesalers within the tourism industry because they can sell the packages good to travels agents 
or directly to the public (Tepelus, 2005, 102). The travel packages that tour operators have 
created allow for more opportunities to travel and more available to a large number of tourists 
(Laws, 1991 cited in Andriotis, 2003, 24).  
 
Within the tourism industry the tour operators play an important role by reducing the costs of 
transactions for the consumer. The tour operators are able to reduce the costs by, “facilitating 
tight coordination among the several components of the package tour, reduce the search costs of 
potential tourists and provide credible information of the true quality of the tourist package” 
(Calveras, 2006, 1).  
 
As with any type of service product, the tourist product is non-transparent in the sense that the 
time of purchase and consumption do not occur simultaneously (Conze, et al., 2010 cited in 
Senders, Govers, & Neuts, 2013, 41). It is very important for the tour operator to provide the 
consumer with credible information because the tourist product is considered an experienced 
good compared to a searched good (Nelson, 1970 cited in Calveras, 2006, 2). The consumer 
needs the credible information when purchasing an experience good because they can only 
notice the quality of the good when during the experience so they can figure which tourist 
product is most suitable for them (Calveras, 2006, 2-3). One way for the tour operator to ensure 
their information is credible for the consumer is through creating a reputation and brand image of 
delivering quality travel packages (Ibid, 1). As with many different industries the size of business 
can make a difference even large corporations can make changes in the market. The same occurs 
within the tourism industry. The large tour operators are capable of creating cheaper deals with 
the various providers of the service while at the same time proficient enough to change various 
aspects of their service to satisfy the needs of the consumer (Tepelus, 2005, 102). In addition, 
they are able to create large enough markets for the foreign based destination which more or less 
places the tour operators as the intermediate for convincing the clients to which destination they 
should visit (Laws, 1991, p. 120 cited in Andriotis, 2003, 24). The image and preference held by 
the tour operators of various destinations does affect the assumptions and attractions to the same 
destinations (Tabata, 1992 cited in Andriotis, 2003, 26). Because of the dominance the large tour 
operators have created more command and capability because of their vast knowledge of the 
tourism market compared to the actual destination suppliers (Carey et al., 1997 cited in Tapper, 
2001, 355). Due to the large amounts of capital that the tour operators handle within the tourism 
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industry which allows them to create certain level of persuasion of what direction the tourism 
industry will move towards (Tapper, 2001, 353). Within the past decade the increased 
concentration combined with the increased consumer power has encouraged the industry to 
develop into a more demand driven industry with the tour operators as the main actor (Wijk and 
Persoon, 2006, 382). 
 
4.2 Impacts of tourism 
 
In all of the different types of industries there are challenges and tourism industry is no 
exception. Human activities have created a negative impact on the planet. Individuals are starting 
to show concern revolving around these issues but there is barely any change in the behavioral 
aspect to reverse these impacts (Kennedy et al., 2009). These behavioral issues concerning the 
environment are very noticeable within the tourism industry (McKercher et al. 2010). Within the 
past couple of decades individuals have begun to notice the negative impacts that the tourism 
industry has created within the social, economic and environmental spheres. The possible and 
visible impacts created by the tourism industry on the destinations economies, cultures, societies 
and environments have been documented and the effects these impacts have on the destination 
(Tourism Concern, 2005 cited in Henderson, 2007, 230-231).  
 
The tourism industry could be considered very unsustainable from the environmental perspective 
because it allows for decrease of natural resources, the increase of pollution, which could result 
in a large environmental impact (Wijk and Persoon, 2006, 381).  The increased intensity of 
tourism activities in the various tourist destinations, which places stress and damages the natural 
capital used within in the tourism industry but at the same time it destroys the exact thing they 
need to attract consumers (Curtin & Busby, 1999, 136). The large tour operators are one of 
leading forces causing indirect damages to the environment and social atmosphere of the 
destination. The tour operators create these impacts are constantly increasing the concentration 
of tourists which places more stress on increasing infrastructure development which does not 
consider the environmental aspects (Curtin & Busby, 1999, 138) and the locals are not given a 
voice in the development of the destination (Coccossis and Nijkamp, 1995 cited in Curtin & 
Busby, 1999, 138). While on the social and economic impacts on a destination created by the 
tourism industry included the dilution of culture, crime, inflation, displacement of people, 
instability and low job status, leakage and low pay and seasonal employment (Agarwal, 2002; 
Dodds, 2008; UNEP, 1996 cited in Dodds & Kuehnel, 2010, 222). Even though main tour 
operators are aware of the importance of the environment to their operations but the idea of 
implementing environmental practice is not spread through out the industry (Anguera et al., 
2000; Pryce 2001 cited Graci & Dobbs, 2008, 254).   
 
4.3 Tourism responsibility 
 
Tourism and irresponsibility can no longer walk separate paths. It is time for them to come 
together to create a new type of tourism, which focuses more on responsibility for the various 
different types of capital in the destinations. Through the rise of third parties such as non-
governmental and non-profit organizations begun to stress the need for more sustainable tourism 
products that can be developed in a more environmental friendly fashion and help solve the issue 
of poverty in the various destinations located in developing nations (Wijk and Persoon, 2006, 
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382). There are forecasts predicting a significant growth in the tourist volume, which will place 
more pressure on the tourism companies to strive for more sustainability (Cowper-Smith, & de 
Grosbois, 2011, 59).  For the growth of the tourism industry towards a more positive light there 
needs to be more done when it comes to the social, economic and environmental impacts created 
by tourism (Manente, Minghetti & Mingotto, 2012, 75). Responsibility can be obtained within 
the tourism industry by igniting progress in a destination through generating jobs or 
opportunities in difficult areas increase the foreign exchange and help with conserving the 
environment and increase the welfare of the local community (Dodds & Kuehnel, 2010, 221). 
This sense of responsibility with tourism can be approached through the tour operators within the 
industry. The tour operators have over the years developed a sense of power and force within the 
tourism industry and Wijk and Persoon (2006) believes that tour operators can use their power to 
create a level of sustainability in the industry (382). But for the tourism industry to move or 
become more sustainable depends heavily on the tour operators strive to create the industry more 
sustainable (Ibid, 381). 
 
4.4 Tourism CSR 
 
Corporate social responsibility, CSR, within an industry plays an important role and this goes 
with out saying that CSR needs and has to be applied within the tourism industry. With the 
current rise of responsible tourism and the concept of CSR within the tourism industry can allow 
for the progression of sustainable development within tourism (Manente, Minghetti & Mingotto, 
2012, 75). Even though the concept of CSR has been around for decades but it is not until 
recently that CSR has begun to pick up moment within the tourism industry (Dodds & Joppe, 
2005, 6). As for many other industries, the tourism industry is starting to deal with more pressure 
from the public to adopt more CSR practices within themselves (Wijk and Persoon, 2006, 382). 
The only legal binding regulations for tour operators is from the European Union that helps 
protect the consumers from the changing of prices, inaccurate information, bankruptcy and etc. 
(Wijk and Persoon, 2006, 383).  
 
Many of the other various private businesses have implemented certain level of CSR practices 
but within the tourism industry the idea of certifications and codes of conducts is not spread 
through out the entire tourism industry and there is barely any support from international 
organizations (Dodds & Joppe, 2005, 8). But there are still examples of companies within the 
tourism industry that are trying to become more responsible such as The International Hotel 
Environment Initiative, UK’s Travel Foundation and the United Nation’s Tour Operators 
Initiative (Dobbs, 223). As with other industries, the concept of CSR can become fragmented. It 
is no surprise to find this fragmentation within the tourism industry, which results in difficulty of 
organizing CSR within the industry (Sheldon, & Park, 2011, 393). The information asymmetry is 
another aspect that hinders the implementation of CSR within the tourism industry (Nicolau, 
2008 cited in Sheldon & Park, 2011, 393).  The idea of information asymmetry, in the tourism 
indsutry, refers to lack of knowledge the tourist has of the product they have purchased before 
they actually visit the location (Sheldon & Park, 2011, 393). This effects CSR because the 
tourist, consumer, would in rational order not be aware of the CSR policies of the TO (Ibid.).  

4.4.1 Tour operators reporting 
The collection of empirical data concerning the reporting of TO was difficult to locate. Most of 
the empirical data focusing on reporting of TO is very limited and mainly focused on the 
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European market (Wiljk, 383). A few of the studies focused on the reports of TO are on the TO’s 
policies concerning environmentally friendliness, informing the consumers through leaflets and 
brochures and training the employees for beach cleaning (Holden & Kealy, 1996 & Forsyth, 
1997 cited in Wiljk, 383). Then there are other studies that stated TOs are educating their 
consumers about issues concerning sustainability, stating their involvement with projects at their 
destinations and working with non-governmental organizations (Tepelus, 2004 & Budeanu, 2000 
cited in Wiljk, 383). Then there studies that mentioned how certain TOs place the responsibility 
concerning the negative impacts of tourism as the destination’s issue to deal with (Forsyth, 1997 
& Budeanu, 2000 cited in Wiljk, 383). Also studies discuss how TOs believe that it is the stiff 
competition that hinders they ability to pursue the idea of sustainability (Hoogeslag, 2000 cited 
Wiljk, 383).  
 
4.5 Tourism and philanthropy 
 
The idea of CSR and philanthropy is developing into important issues within the tourism 
industry (Travel Foundation, n.d.; Mowforth et al., 2007 cited in Fenclova & Coles, 2011, 
p.339). Even though there has been an increase of CSR and philanthropy activity within the 
tourism industry but the research has been lacking compared to other economic industries 
(Fenclova & Coles, 2011, p.339). There are possibilities for philanthropy within the tourism 
industry but still there has been limited research effort addressing on philanthropy within the 
industry, on how the tourism businesses react with the local communities with philanthropy as a 
backdrop and how is philanthropy modeled within the tourism businesses (Fenclova & Coles, 
2011, p.337).  
 
4.6 Small and medium enterprises 
 
Small and Mediums sized enterprises, SMEs are very prolific through out the tourism industry 
especially within Europe where SME dominate the industry (Phillips & Louvieris, 2005, 201). 
SMEs allow for the development of a mixture and variety of characteristics of the tourism 
product within the rural and urban tourism destination (Directorate-General, 1998, p.2). Even 
though SMEs are dominating the tourism industry but when it comes to the idea of CSR they are 
in the same situation as with other industries which is they are lagging behind with CSR 
reporting and research about the reporting. Most of the research on the topic of CSR is mainly 
focused on the larger businesses while the SMEs have not been receiving as much attention from 
researchers (Jenkins, 2006, p.241; Spence, Schmidpeter, & Habisch, 2003, p.18). Especially 
within the tourism industry the amount of research of SMEs is far behind compared to other 
industries (Thomas, Shaw & Page, 2011, p.963).  
 

Few of the reasons why many of the SMEs have not been heavily researched is because they 
have certain aspects that hinder them from pursuing or achieving the sustainability objectives of 
the larger businesses (Vernon et al. 2003, p.50). These issues revolve around how the SMEs do 
not have the resources and energy to tackle the same level of sustainability as compared to the 
larger counterparts (Ibid.).  
 

Small and medium sized enterprises may not have been deeply researched as the larger 
businesses but this does not discourage them from actively participating in the CSR activities. 



 

 27 

The focus on larger businesses occurs because they are the most visible concerning misuse of 
power (Jenkins, 2004, p.42). While at the same time the larger businesses tend to more 
noticeable in their actions which encourages them to pursue the idea of CSR while the SMEs are 
less noticeable and are barely noticed for their CSR activities (Udayasankar, 2008, p.68). One of 
the ways many SMEs part-take in CSR is through donating items or money to fulfill their social 
responsibility (Madden et al., 2006 cited in Udayasankar, 2008, p.167). 
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5 Results 
 
This chapter describes the findings of the content analysis of the webpage communications from 
each of the TOs analyzed. It begins with a background of the AITO and each of the TOs. Ends 
with the description of the results of what each of the TOs are communicating about ST or RT on 
their webpages.  
 
5.1 Background on the AITO and the tour operators  
 
This section describes in brief about the association that all of the TOs are members of and about 
each of the individual TO. All of the TOs had their own webpages but the structure in the 
presentation of ST or RT was different from each of the TOs.  

5.1.1 Association of Independent Tour Operators, AITO 
The AITO noted that when tour operators send clients to various parts of the world, there are 
positive and negative outcomes for the tourist destination. Also they have noticed that in the 
previous years of tourism the negative outcomes have massively outweighed the positive 
outcomes of the tourism (www.AITO, 3, 2013). The AITO express the understanding of that tour 
operators have the responsibility to support the environmental, social and economical aspects of 
the tourist destination, which is why they developed a few guidelines of how the tour operators 
should act responsibly (Ibid.). The guidelines entail protecting the environment such as fauna, 
landscapes and etc.; respecting the local community such as the traditions and religions; ensuring 
benefits for the local community through economically and social aspects; conserve natural 
resources ranging from the head office to the final destination and minimize pollution such as 
decrease waste disposal, noise and etc. (Ibid.).  Even though they have over arching 
responsibilities they should fulfil but since the AITO is created on the combination of individual 
tour operators, and each of them have their own methods of achieving these responsibilities. A 
list of TOs can be found in Table 3. The methods revolve around creating own business policies, 
educating the customer about sustainable tourism, encouraging the customer to interact with 
sustainable tourism, interacting with the suppliers so they can increase the sustainability in the 
industry and release good practices to increase the knowledge and increase the spread of 
sustainable tourism (Ibid.). In Table 3 is the list of TOs within the AITO organization and the 
one analysed in this research project. 
 
Table 3 – Tour operators used in the study 
Abercrombie & Kent Adventure Alternative Andante Travels 
Archipelago Choice Audley Travel Cox & Kings 
 
The TOs displayed in Table 3 are the ones that received 5 star rankings within the AITO organization 
concerning the fields of ST or RT. The most stars a TO can achieve within the AITO is five which entails 
they are leading the pack of TOs in performance concerning enhancing tourism.  
 

5.1.2 Abercrombie & Kent, A&K 
Abercrombie & Kent, A&K, is a luxury travel company, which has operations within 26 
different countries around the world (A&K, 1, 2013). Their travel services range from tailor 
made holidays, mountain trekking, to renting a private villa in a tourist destination. A&K is 
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mainly focused on the higher income customers because the services they offer revolve around 
the idea of tourist lifestyle. A&K has devoted a completely different webpage to philanthropy 
and responsible tourism.  

5.1.3 Adventure Alternative, AA 
Adventure Alternative, AA, is a tour operator focused on alternative tourism which focuses on 
trips such as mountain climbs, treks to safaris, expeditions into remote areas, trekking through a 
rainforest and charity challenges (AA, 1, 2013). The AA tour operator is more focused on the 
adventurous type of tourist, who is interested in exploring untouched nature or interacting with 
many different and interesting locals and cultures. They have dedicated a web page to 
sustainable tourism, which focuses on projects, volunteering rights and supporting porters (AA, 
2, 2013). The AA also has an activity with is called charity challenges which could be considered 
a type of philanthropy.  

5.1.4 Andante Travels, ATS 
Andante Travels, ATS, is a tour operator focused on guiding tourists to various archaeological 
remains around the world (ATS, 1, 2013). The guides are experiences archaeologists, historians 
or writers to ensure the tourist receives a rich and detailed experience at each site. Their type of 
customer is interested in visiting hard to get to site and fascinated by the in depth culture of each 
site. The ATS tour operator has dedicated a webpage to responsible tourism (ATS, 2, 2013).  

5.1.5 Archipelago Choice, AC 
Archipelago Choice, AC, is a tour operator focused on guiding and accommodating tourists on 
the islands out in the Atlantic Ocean and in Lisbon, Portugal (AC, 1, 2013). AC offers tourists 
activities similar to most island destinations such as bird watching, sailing, walking, whale 
watching and many more. The tourists the AC is focused on are the family trips oriented on the 
outdoors. The AC has dedicated a webpage to sustainable tourism and developed an 
environmental policy for the tourists and employees (AC, 2-3, 2011).  

5.1.6 Audley, AT  
Audley is a tour operator is strictly focused on creating tailor-made vacations for the tourists 
(AT, 1, 2013). There are predetermined tourist vacations, which allows the tourist to design and 
create their own type of vacation through Audley. Audley has dedicated a section of their 
business for responsible tourism (AT, 2, 2013).  

5.1.7 Cox & Kings, C&K 
Cox & Kings, C&K, is a tour operator that offers various of different packaged tours ranging 
from relaxed tours, cruises, to tailor-made tours which different holiday themes such as wildlife, 
culture and history to luxury (C&K, 1, 2013). C&K dedicates a webpage for sustainable tourism 
and the charities that they support (C&K, 2, 2013).  
 
5.2 Website communications concerning CSR reporting  
 
Through the advancement of the Internet has allowed for the rapid spread of communication 
between the companies and the consumers. The Internet has allowed for companies manage and 
enhance their values and views to the consumers (Rolland & Bazzoni, 2009, 250).  In Table 4, 
displays how much each of the TO fulfils concerning their CSR communication and how they 
fulfil the international benchmarks for CSR reporting. The is no standard for what type of report 
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a company needs to release but these are a few of the well accepted reports that companies need 
to produce.  
 
Table 4. Overview of Case Studies showing sustainability communication on the web page 

Tour 
Operators 

 

Abercrombie 
& Kent 

 

Adventure 
Alternative 

 

Andante 
Travels 

 

Archipelago 
Choice 

 

Audrey 
 

Cox & 
Kings 

 
Reporting 

       

Annual 
reports 

 

 
      

Annual 
shareholders 

letter 
 

      

Non-financial 
reports 

 
      

Organization 
codes 

 
 ✔ 

 
✔ 
 

✔ 
 

✔ 
 

✔ 
 

Information 
on 

philanthropy 
 

✔ 
 

✔ 
 

✔ 
 

✔ 
 

✔ 
 

✔ 
 

Indexes and 
organizational 

linkages 
 

 ✔ 
     

Non-financial 
web page 

 

✔ 
 

✔ 
 

✔ 
 

✔ 
 

✔ 
 

✔ 
 

Global 
Sullivan 

Principles 
 

      

Global 
Reporting 
Initiative 

 
      

UN Global 
Compact 

 
      

Figure 1 (researcher’s adapted version from Ziek, 2009 & Rolland & Bazzoni, 2009)  
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There is no single TO that fulfills all of the accepted criteria that a company needs to release for 
the stakeholders. But of course there are a few TO that accomplish more of the requirements 
compared to the rest. For example, Alternative Adventure fulfills four of the ten possible 
requirements and the only one to have any type of indexes and organizational linkages to the 
company. A few of the linkages that Alternative Adventure has concerning green or sustainable 
practices are Tourism Concern, Fair trade Volunteering, Sustainable Travel International, 
Business Fights Poverty, Tour Operators Initiative, Responsible Tourism and Travel Pledge. All 
of these organizations mentioned are focused on various issues revolving around social, 
economy and environmental sustainability of tourism.  
 
Another discover revealed from the chart is the fact that all of the TO fulfilled non-financial web 
page requirement which in the end does not signify anything significant among the TO. All of 
these TO have websites because they are website based companies when exchanging and 
interacting with the consumers. While at the same time, all of the TO are members of the AITO 
which requires them to fulfill AITO’s sustainable tourism requirements. Because they are 
required to fulfill AITO’s sustainable tourism policies, most plausible, separately decided to 
mention their sustainable activities on a web page. Even though all of them have their own non-
financial web page but there are four different ways they have labeled their non-financial 
webpages. The four different labels are philanthropy, sustainable tourism, responsible tourism, 
and responsible tourism incorporated into the business model. Almost all the of TO fulfilled the 
organization codes except for A&K. These organization codes revolved around the clients and 
the employees on the business.  
 
Another aspect in which all of the TOs fulfilled was the information of philanthropy. The final 
discover revealed from the chart was that none of TOs fulfilled or released annual reports, annual 
shareholders letter, non-financial reports, Global Sullivan Principles, Global Reporting Initiative 
and UN Global compact.    
 
5.3 Sustainable and responsible communications outside the realm of CSR 
reporting 
 
None of the TOs managed to fulfill all of the stereotypical requirements revolving around CSR 
reporting but it did not stop them from reporting about their sustainable or responsible activities 
within their respectable companies. All of the TOs in this study mentioned their own version of 
sustainable or responsible activities on their webpages.  

5.3.1 Abercrombie and Kent, A&K 
Abercrombie and Kent, A&K, did not specifically mention anything about ST or RT on their 
home webpage but had a link under ”About Us” titles ”A&K Philanthropy and Responsible 
Tourism”.  It is through the A&K and A&KP combination that they tackle and figure ways to 
make their touristic operations more sustainable in their actions. Even though it is a combination 
of both A&K and A&KP but from reviewing the webpage it is mainly A&KP that tackles 
sustainable issues of their touristic activities. Under the ”A&K Philanthropy and Responsible 
Tourism” they discussed their vision, approach and commitments to responsible tourism. Their 
vision consisted of providing, ”long-term support for existing natural ecosystems to ensure that 
human populations, flora and fauna continue to survive and coexist successfully (A&K, 2, 2012). 
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Their approach mentioned how, ”A&K and A&KP have pioneered a new form of community 
development assistance by forging informal partnerships with grassroots initiatives and 
compassionate travelers (Ibid.). Their comments as a company and philanthropy organization is 
to: reduce the impact of climate change; take proactive role in protecting endangered species; 
educate local people to protect the environment for their benefit and future generations; help 
travellers understand fragile ecosystems so they continue to thrive (Ibid.). Another finding about 
this ”A&K Philanthropy and Responsible Tourism” link is that it can only found in A&K’s 
webpage directed towards the UK market. While the USA webpage only has a link to A&K’s 
philanthropic organization. 
  
On the A&KP website they discuss the avenue of how they pursue responsible tourism. A&KP 
developed a mission statement, which is the following: ”AK&P is deeply committed to 
worldwide conservation. We believe the preservation of our natural and cultural heritages is best 
accomplished through the sustained unification of environment and economic goals” A&KP 
displayed a list of commitments that could fulfill their mission statement which are similar to 
previous commitments mentioned except for one commitment that states, ”Provide the tools 
scientists need to monitor the changing environment” (A&K, 3, 2012).  
 
Another aspect discussed on the A&KP website revolves around the projects they sponsor in the 
areas that they visit. A&KP produced a statement about why they are sponsoring projects which 
states: ”A&KP is committed to working with local peoples and regional organizations to 
alleviate the effects of poverty, develop social community health and conservation practices and 
assist in mitigating global climate change.” (A&K, 4, 2012) A&KP sponsors projects on all of 
the planets continents and ranging in a variety of focuses. A few examples of the projects are the 
Masai Mara Environmental Learning Project in Kenya, the Gijedabung Primary School in 
Tanzania, Lizard Research Station in Australia plus many more.  
 
There is also a link on A&KP’s webpage that focuses on donations that the tourist can make. 
A&KP will send the tourist’s donations to help support various grassroots organizations around 
the world. The suggested donations range from $50 to $1500, which will help actions such as 
planting trees in Kenya, building wells for local communities in rural Cambodia and provide 
research equipment in Antarctica.  
 
Finally there is a section on the A&KP’s website that is dedicated towards travel, more 
specifically philanthropic oriented travel. A&KP’s statement about philanthropic travel is that, 
”A&KP believes strongly in sharing the privilege of aiding people and places in need. We invite 
all of our supporters to see the projects we support in action, and to contribute with their own 
time, efforts or donations.” (A&K, 5, 2012). A&KP has developed three different types of travel 
a tourist can choose from which are philanthropic travel, escorted journeys and custom private 
travel. The philanthropic travel is focused on visiting and helping various ecological or 
humanitarian projects in which the tourist can be a part of the project. Then there is an escorted 
journey that incorporates philanthropic activities and touristic attractions in one package. Finally 
there is the customized private journey that entails the A&KP organizations will organize a 
vacation around one or more of their philanthropic activities around the world.  
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5.3.2 Alternative Adventure, AA 
The location for AA’s discussion about sustainable tourism was on their homepage labeled 
”Sustainable tourism”. AA developed a vision for their ST that states, ”Our vision has been to 
run a tourism business that allows everyone involved in providing a holiday to share in the 
economic benefits. …we believe that it is at a local level that tourism can really improve peoples 
lives.” (AA, 2, 2011). From this vision they have moved from a small expedition company to 
now an organization that helps develop locally based tourism organizations around the world. 
This organization helps develop these small local tourism operations by investing in local 
resources such as vehicles, offices and equipment. At the same AA ensures that these small local 
tourism operations uphold an ethical view of tourism, which in the end will create a fairer and 
more transparent tourist industry in the regions they operate in (AA source).  
 
Careers are the next aspect of ST that AA focuses on. The owner of AA states that, ”an employee 
in Africa or Nepal should have the same opportunities to create a long term career out of tourism 
as an employee in Northern Ireland.” (AA, 3, 2011). AA has focuses and have invested 
massively into the development and training of it employees to ensure the operation will grow in 
a more organic manner and following current demand. Also AA ensures the staff is aware that 
they are part in the development of a touristic model of tourism which is why they are paid 
satisfying salaries, have permanent employment which in the end leads to higher service and 
more legitimate holiday.  
 
Supporting local businesses is another aspect of AA’s sustainable tourism vision. AA believes in 
supporting local businesses by working and investing the local businesses to ensure and 
development of a more enjoyable holiday experience. Examples of how AA has worked with 
small businesses by providing tourists to a local hotel help with investments into facilities or 
improve the local standards.  
 
The idea of gap years is another aspect of AA’s sustainable tourism vision. From the view of 
AA, the idea of gap years is a form of tourism and increases the income level, which is 
eventually directed towards the communities or organizations being visited by the tourist. AA 
encourages tourist to be a part of their gap year program instead of the tourist paying a lump sum 
to the organization. The idea of the gap year is important because it allows for personally 
development of the tourist and allows for cultural exchange between the tourist and the local 
business, which in the end can increase the authenticity of the tourist attraction. AA ensures that 
the tourist partaking in the gap years will become more integrated into the community and while 
at the same time providing external revenue for the local market.  
 
On the right side of the sustainable tourism webpage, AA has links to smaller aspects of 
sustainable tourism, a link to their charity organization, Moving Mountains, and policies. The 
smaller aspects of ST that AA mentions revolve around the Rainforest Enrichment Project, Fair 
Trade Volunteering and Supporting Porters Rights. The Rainforest Enrichment Project is a 
project, which is funded by AA, and Moving Mountains that works on carbon offsetting all the 
flights that AA use through out all of their business. The carbon offsetting project is located on 
the island of Borneo in Southeast Asia. This project not only plants trees but also educates the 
locals about the importance of maintaining the forest. AA is a member of the Fair Trade 
Volunteering organization that focuses on setting a standard for companies developing trips to 
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developing countries under the labels of gap years and development trips. The Fair Trade 
Volunteering mission is to, ”Ensure that your money and your presence benefits the local 
community when you volunteer overseas.” (AA, 4, 2011). The Fair Trade Volunteering 
organization has five criteria and on the AA webpage they describe how they fulfill these five 
criteria. Also AA, is a supporter of the porters rights, which is why they are members of the 
International Mountain Explorers Connection and The Kilimanjaro Porters Assistance Project. 
Concerning the porters, AA displays the five ethics revolving around porters and they describe 
how they go above and beyond standard treatment of porters.  
 
The policies that AA has created revolve around the ideas of human rights and child protection. 
The human rights policy discusses how AA upholds the UNWTO Global Code of Ethics for 
Tourism, how AA ensures the tourist interaction with local destination is legitimate and allowed 
and how AA spends the money received upfront from the tourist is spent in ensuring more 
development in the touristic destinations. The Child Protection policy discusses how all the AA 
and MM staff and volunteers should behave around children while at the same time developing a 
safe situation for children in developing countries.  
  
The founder and owner of AA helped with creation and development of the Moving Mountains 
charity, MM. MM focuses its energy on, ”long-term sustainability, working in partnerships with 
families’ schools and communities in ways that help them not only today but into the future” 
(MM, n.d.). The aim of MM is to increase growth and decrease poverty, and encourage trade and 
expand local economies. They will fully these aims through assistance and good policies, 
demonstrate results, local involvement and with minimal costs. In the end they will be promoting 
ambitious locals, increased leadership and co-operation. MM is now its own charitable 
organization and but has a corporate partnership with AA.  

5.3.3 Andante Travel, ATS 
The location for Andante Travel’s, ATS, and responsible travel vision is under the ”About Us” 
link. On the responsible travel webpage, AT discusses what responsible travel means to them, 
describes how the tourist can help to fulfill this idea of responsible tourism and Archaeology 
awards. In responsible travel webpage, they state that, ”We are acutely aware of the power 
tourism has to affect archaeological sites, local communities and the environment. At Andante 
we work hard to ensure our actions benefit, rather than harm, the ancient sites and beautiful 
places we visit.” (ATS, 2, 2012). There are four sub-sections in the responsible travel page, 
which are protecting the past, offsetting the carbon produced by your flight, working with local 
people and recycling and reuse. The protecting the past section discusses how the tour guides 
bring hard currency into remote sites to help locals understand the importance of site and to 
encourage them to protect the site. Offsetting the carbon produced by your flight, discusses how 
ATS is now offsetting all of their flights with the organization called Beyond Carbon. While at 
the same ATS supports an alternative energy project within the country of Albania by donating 
money after every booking they receive. The working with local people section discusses how 
ATS attempts to mainly use locally run accommodations and travel guides due to principle and 
to get a more authentic travel experience. The recycling and reuse section discusses how ATS 
manages their offices, and how they attempt to purchase mainly environmentally friendly 
products to encouraging tourist to bring with reusable water containers.  
 
The next link on ATS’s responsible travel webpage is titled ”How you can help”. The webpage 
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focuses on what the individual tourist can do ensure a more responsible type of tourism. There 
four subsections titled archaeological tourism, cultural sensitivity, supporting local community 
and protecting the environment. The archaeological tourism subsection describes how the tourist 
should behave when visiting the various archaeological sites with an example such as respect 
laws about photography to do not remove any archaeological items. The cultural sensitivity 
subsection discusses how tourist should dress and interact with the local community in various 
archaeological locations such as how to dress in Muslim countries to ask permission before 
taking photograph of a local. The supporting the local people subsection discusses the 
importance of using the local services for the community such as purchasing postcards to giving 
small change to beggars outside archaeological sites. The protecting the environment subsection 
discusses how many of the sites the tourist will visit do not have extremely efficient waste 
disposal systems, which is important for the tourist to pack lite and bring all the necessary items 
with them. Plus this subsection displays of actions a tourist should withhold from doing such as 
purchasing endangered species items or artifacts that are ancient to do not pick at the flowers 
around the archaeological sites.  
 
The final link on ATS’s responsible tourism webpage is titled ”Archaeology Award”. This 
webpage discusses how ATS since 2006 has been offering annual awards to various 
archaeological projects around the world. This awards is designed to increase the awareness of 
archaeological among the locals surrounding various archaeological sites. A few examples of 
locations receiving this award are The Lamanal Archaeological Project in Belize in which the 
money goes towards training someone to help preserve the ancient pottery or a project focused 
on radiocarbon dating of the catacombs of Anubis in Egypt.  

5.3.4 Archipelago Choice, AC 
The link to Archipelago Choice’s, AC, sustainable tourism vision is located under the ”About 
Us” link. AC’s statement about sustainable tourism is, ”We’re passionate about sustainable, low 
impact tourism. We believe it’s vital to keep the islands an unspoilt, special place for wildlife, 
local people and visitors alike.” (AC, 2, 2011). On this webpage they discuss their contributions 
to the Sociedade Portuguesa para o Estado das Aves, SPEA that works with the conservation of 
natural vegetation on the Pico da Vara Island. AC and Spea work within a partnership to educate 
the locals about the precious wildlife in the area. AC also supports the Whale Watch Azores, 
through the packages purchased by tourists to see the dolphins, that focuses on identifying the 
sperm whales around the islands. AC gives the tourists the opportunity to offset their flight 
emissions through the Tourism Industry Carbon Offset Service.  
  
There is nothing directly stated on AC’s website about their environmental policy but they direct 
tourists to check out a link to a pdf about their environmental policies. AC developed a document 
titled, ”The Archipelago Azores Environmental Policy Statement” where they discuss the 
negative impacts of tourists and how they plan on curving these impacts. Policy statement for 
AC is as follows: We have long been interested in the environment and the issues that affect it.  
 

 ”We feel also that the guests, who come for a holiday with us, tend to have a similar 
interest. With these points in mind we have formulated an environmental policy and action 
plan for Archipelago Azores. The aims of our policy and action plan are to benefit the 
environment, the fauna and people of the Azores and the guests that come for a holiday 
with us. We hope that you feel our ideas are worthwhile.” (AC, 3, n.d.) 
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From here AC created a list of six different aspects of how tourists impact on a location. This six 
aspects are: increased trash, emissions from flights, busses, boats and cabs, increased imports to 
the islands, increased deduction of the water table, impact on the local culture and destruction on 
the foot paths around the habitats. Their policy displays their attempt to decrease these impacts.  
 
Then AC created a list of policies that committed to follow to ensure a more sustainable type of 
tourism in their location. AC created eight points of policies they want to follow. These eight 
policies are: purchase local goods and fair-trade coffee and tea; recycle as much as possible; 
reduce the paper consumption and recycle when possible; transfer their environmental policies to 
their tourists and workers; continually analyze their environmental performance and enhance 
their policy when necessary; continue their preservation contributions; conduct a review of their 
office practices in 2011; aim for environmental awareness and responsible travel.  

5.3.5 Audley Travel, AT 
Audley Travel does no specifically have a RT or ST policy webpage but instead they have 
created a tailor made holiday style that revolves around responsible travel. Within the section of 
holiday types there is the possibility to choose responsible travel and on the responsible travel 
holiday is where AT discusses their views on RT. AT states that, ”…RT doesn’t mean having to 
compromise on the enjoyment of your trip or the quality of your accommodation. We feel 
strongly that we should directly benefit the communities we visit whenever possible through 
sustainable travel, environmental protection and social projects, without sacrificing comfort or 
character.” (AT, 2, 2013).  
 
Within the RT holiday webpage, AT created six different large subsections dealing with 
responsible tourism which are: Our responsible travel policy; Initiatives we support; Charities we 
support; Fundraising; Carbon reduction; Traveller’s code. The subsection Our responsible travel 
policy has eight more smaller subsections that discusses how AT will fulfill their RT policy 
which are AT commitments to RT, their clients, destinations, our ground agents, 
accommodation, office practice, The Audley charity portfolio and future aims. AT commitments 
to RT are as follow: utilize local hotels, utilize local ground agents, encourage community 
tourism projects, bolster charities in AT’s destinations and bolster carbon reduction through 
Friends of Conservation.  
 
The ”Our clients” subsection of ”Our responsible travel policy” discusses how AT educated their 
clients on how to fulfill a more responsible type of travel. At educates their clients when booking 
and arriving to the location about the cultural sensitivities of the destination while hoping for an 
overall more sustainable trip. AT also discusses with the clients about their ”Traveller code” 
which focuses on resource preservation in the local area to tipping in restaurants. AT also asks 
for the clients to fill out questionnaires about how they feel about AT’s responsible travel 
activities and focus.  
 
The ”Destination” subsection discusses AT actions within the touristic location. AT states that 
they are dedicated towards supporting responsible and ethical initiatives such as environmental 
projects and community tourism projects. AT even advocates to their clients to visit these 
projects. As for accommodation AT will figure out a homestay is the clients requests this and the 
all of the cash for the homestay will be direct towards the local community. AT will also suggest 
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various restaurants, shops or other local businesses to ensure the local community will benefit 
from the client’s purchases. During the visit AT will recommend environmentally friendly tourist 
and accommodations in the various locations they operate in.  
 
The ”Our ground agents” subsection discuses what type of ground agents AT will use for their 
clients. AT has a preference for smaller and local ground agents, which will result in more cash 
inflow for the community and for a more unique experience in the destination. The same idea 
and reasons applies to the guides and drivers for the AT’s clients. An additional aspect that AT 
prefers when choosing their guides is that the guides should be informed about responsible 
tourism policies. At the end of client’s vacation, AT asks them to comment about the guides 
responsible tourism practices so AT can suggest them to future clients.  
 
The ”Accommodation” subsection discusses what preferences AT has when viewing the 
accommodation for their clients. AT has a preference for smaller hotels, B&Bs, eco-friendly 
hotels than to large international hotel chains. The preference for the smaller hotels will result in 
a higher probability of the money staying within the local community. Within the smaller 
accommodations, AT has a preference for ones that have clearly stated their environmental 
policies towards reuse of towels and water usage. Finally, if possible, AT suggests 
accommodations that fulfill the requirements of being ethically and environmentally responsible 
at all times.  
 
The ”Office practice” subsections discusses AT’s practices within their office spaces. AT is keen 
on responsible practices with in the office such as consuming electricity at a minimum by 
keeping the doors and windows closed when the heat is on, turning off electronics when not in 
use, regulate the thermostat appropriately. Other practices include recycling paper, use double 
sided paper, send documents to each other via email and ensure they do not over print the 
seasonal brochures. Then there are actions that apply to AT’s staff outside of the office such as 
offsetting educational flights for the staff, promote the idea of car pooling among the staff and 
encourage the idea of biking to work. Also within the office, AT conducted fundraising schemes 
such as bake sales amongst the staff in which they will donate the money to a local organization 
on the UK or any one of their destinations around the world. The ”Future aims” subsection 
displays AT’s statement about the future of responsible, which is: ”We are committed to 
developing our Responsible Practices policy even further in the future. Our aim is to continually 
incorporate new responsible practices into our business at all levels.” (AT, 3, 2013).  
 
The next two large subsections called ”Initiatives we support” and ”Charities we support” is 
mainly a list of initiative and charities that AT sponsors. AT supports charities and initiative all 
over the world that range from educational programs, community tourism projects, conservation 
programs and fair trade tourism projects.  
 
The next large subsection is titled; ”Carbon reduction” is where AT discusses their view and 
drive towards carbon reduction. In the subsection, AT display a map of the world shaded in 
different colors to show how much the clients should donate to offset their flight. This map was 
made in collaboration with Friends of Conservation which is a charity focused on carbon 
reduction projects around the world. The type of carbon reduction projects Friends of 
Conservation works with biogas, reforestation, cattle breeding programs and many more. AT 
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strongly encourages its clients to offset their flights and ensure their offset donation will be used 
towards conservation, alternative energies and renewable energies projects around the world.  
 
Finally there is the ”Traveller’s code” subsection and this subsection is where AT discusses and 
describes how their clients how behave and interact to ensure a responsible type of travel. Before 
embarking on their travels, AT asks their clients to thoroughly read through AT’s Traveller’s 
code because AT believes that, ”We hope this will help ensure the sustainability of the areas you 
visit and also to improve the quality of your overall experience” (AT, 4, 2013). The codes that 
AT has developed are the following: before travelling learn about the local traditions and 
cultures; learn a few key words and phrases; adopt to cultural practices when correct to do so; 
only take pictures of individuals when given permission; respect the local environment; support 
and follow local environmental initiatives concerning resources; do not damage national parks; 
forbidden to purchase goods of endangered species; attempt to mainly eat at local 
establishments; be aware of the local tipping and bartering; reframe from giving to beggars. With 
these traveller codes AT states that, ”We strive to ensure that visitors from Audley clients leave a 
destination better rather than worse off. We value your cooperation in helping us to 
 obtain this goal whilst also enjoying your trip to the most.” (Ibid.).  

5.3.6 Cox & Kings 
The link for Cox & Kings, C&K, sustainable tourism webpage is located in the ”About Us” 
webpage. C&K’s statement about sustainable tourism is the following:  
 
”Cox & Kings recognizes that we have social, cultural and environmental responsibilities to 
respect the destinations we visit and the people who live there. We believe that our holidays 
should benefit the local people and their environments and we strive to ensure that the local 
culture and communities form an integral part of our trips. We wish to maximize the benefits to 
tourism to each destination, whilst minimizing the environment impact whilst aboard.” (C&K, 2, 
n.d.).  

 
The sustainable tourism webpage, C&K display the charities located in the locations they travel 
and encourage their clients to donate to these charities. A few of the charities that C&K 
recommends are the Magic Bus organization that works with underprivileged children in India 
and Travel Operators for Tigers that works with tiger conservation in India. At the same time 
C&K recommends it’s clients to carbon offset their flights through the Cool Earth that focuses 
on preserving and protecting the Amazon rainforest.  
 
At the bottom of  C&K’s sustainable tourism webpage there is a link to a pdf of their sustainable 
travel guidelines. These cover three topics, which are general, wildlife and travel. The general 
section discusses how their clients should behave and interact within the destinations they visit. 
These general tips are: learn about the local culture before arriving; learn a few key words and 
phrases; dispose of trash in a responsible manner; reduce waste through reusing goods; adhere to 
the local dress code and culture; follow the guides rules about how to behave in certain 
situations; clients should eat and purchase goods at local markets to ensure the money will stay 
within the local community; do not purchase goods produced from endangered species; follow 
the guides tips about bartering and tipping; reduce the consumption of water and electricity; 
refrain from giving to beggars but instead donate to a charity; ask permission before taking 
photographs of the locals; reframe touching ancient monuments or artifacts while visiting; hand 
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out school materials instead of candy to children; discourage locals of showcasing animals by not 
partaking in the activity. The wildlife tips are: observe and follow the rules while visiting 
national parks and habitats; keeps a distance from the wildlife; reduce the noise level while 
viewing wildlife; do not touch or interact with the wildlife; do not drive off the designated path 
to view wildlife closer. Then the air travel tip revolves around how C&K encourages it’s clients 
to carbon offset their flights when traveling with them.   
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6 Analysis and Discussion 
 
This chapter focuses on the analysis and discussion the questions constructed in the first chapter 
with the use of the theoretical framework and the results obtained for this study. The analysis of 
the results will occur in relation to CSR, ST, RT and consumer value. The discussion will occur 
as the last two sub-sections of the chapter. The research questions of this study from the first 
chapter are:  

-What are the reported areas of focus for tour operators practicing sustainable      
tourism or responsible tourism?  
-How do these report areas project service value to the tourists? 

 
6.1 CSR Reporting 
 
The first research question focused on what areas the TOs were releasing reports about. The 
results show that there is a lack of released reports among all of the TOs analyzed in this study. 
There is a complete absence of annual reports, annual shareholder’s letter and non-financial 
reports. The lack of annual reports and annual shareholder letter is predictable since all of these 
TOs are privately owned businesses, which lack shareholders in the business. The dearth of non-
financial reports in all of the TOs is perplexing because these should display the activities the 
business interacts with outside financial. The Global Sullivan Principles and the UN Global 
Compact are organizations that focus on corporate responsibility and corporate citizenship but 
since none of the TOs are corporations they simply do not mention and are associated with these 
organizations. Then there is Global Reporting Initiative which is focused on social reporting, 
(Rolland & Bazzoni, 2009, 256) in which none of the TO is affiliated with. But the interesting as 
aspect with Global Reporting Initiative is that they released a Tour Operators’ Sector 
Supplement to be used in combination with the Sustainability Reporting Guidelines in 2002 
(Tour Operators’ Sector Supplement, 2002). Then examining the Global Reporting Initiative 
webpage, the Tour Operators’ Sector Supplement is non-existent. The reason why the Global 
Reporting Initiative removed their Tour Operators’ Sector Supplement is unknown but this 
removal shows the lack of interest from the reporting organization and the whole tourism 
industry which shows the uninterested nature of the TO drive to release reports concerning social 
responsibility.   
 
The next aspects to analyze are the areas that TOs actually managed to fulfill. The most 
noticeable aspect was the non-financial webpages that all of the TOs fulfilled. The non-financial 
webpages create a platform for businesses to discuss their sustainability or responsibility with 
and within the business. All of the TOs have these websites by default because of the mass usage 
and need for their websites to operate as a business. All of the TOs have different titles for their 
non-financial webpage even though all of them are discussing more or less the same thing. This 
displays the separated views and broadness around the concepts of ST, RT, and CSR within the 
tourism industry. Another aspect that all the TOs fulfilled was the information about their 
philanthropic activities. All of them are involved with philanthropy but not all of them bluntly 
state that they are involved with philanthropic activities. 
 
The next noticeable aspect was the organization codes in which almost all of the TOs fulfilled 
except for A&K. Even though all TOs that displayed their organization codes focus on different 
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types of tourists, which in the end still displayed the broadness of which is considered ethical 
behavior of the business due to their different aspects, reported. Of the TOs that reported, not all 
of them focused solely on the ethics of the company but focused on how the clients should 
behave and interact while touring with the business. All of the organization codes vary in titles 
such as: AA has human rights and child policy which is focused on the company itself; AT has a 
code called “How can you help” focusing on how the tourist should behave; AC has a policy 
called “The `Archipelago Azores Environmental Policy” that focus on how the company and 
clients should behave; Audley has code for their clients and called “Traveller’s code” and a 
policy call “Our responsible travel policy that focus on the company; C&K has a code called 
“Sustainable tourism tips” that focuses on the clients. Finally there is the indexes and 
organizational linkages aspect in which the only TO that fulfilled this aspect is AA. AA mentions 
all the partnerships and affiliations to organizations that are focused on creating more responsible 
type of travel and ensuring a more sustainable type atmosphere for the locals in the touristic 
destinations.  

 
From the results on CSR reporting tools and benchmarks helps support the statement by Sheldon 
& Park about how fragmented the concept of CSR is within the tourism industry. Even though 
the TOs in general are part of the tourism industry but at the same time they are the most 
dominating actors within this industry. This fragmentation of reporting among the TOs in this 
report displays the cloudiness of CSR within the smaller and medium sized TOs. On the other 
hand these TOs show a progress away in the opposite direction from what Dodds & Joppe stated 
about how there is a lack in codes of conduct within the tourism industry. Five of the six TOs in 
the study had to a certain level a code of conduct either focused on the client or the employees. 
An important factor that encouraged the communication of the TOs is due to their membership to 
the AITO.  
 
6.2 The reported aspects 
 
The TOs were lacking within the field of CSR reporting but it did not stop them from reporting 
about other aspects such as ST and RT. All of the TOs in this study displayed that RT and ST 
could be the TO’s version of CSR. Looking again at the concepts of CSR, ST and RT one can 
notice that all three concepts revolve around the same ideas such as improving the local 
communities, focusing on the reduction of impacts on the environment and creating a more 
ethical type of business. The TOs in this study do focus on these aspects but each one of the TO 
has varying views on how to approach these concepts within their business.  
 
A&K approaches the idea of improving the local community through their philanthropy 
organization, A&KP which is focused on creating partnerships with grassroots organizations and 
initiative in the their travel destinations that focus on the educating the locals about the 
importance of their fragile environment. Through the same philanthropic organization they are 
capable of focusing on the environmental aspects combating climate change as much as possible 
and pursue of conservation of natural heritages around the world. The first two points describe 
A&K’s pursuit of being a more ethical TO and they did not mention anything about their in-
house operations.  
 
AA approaches the idea of improving the local community by supporting and ensuring the rise of 
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locally owned tourism operations in the destinations they visit. At the same time, AA focuses on 
this idea of organic growth within the local community concerning the tourism operations. 
Concerning the impacts created on the environment, AA works with a carbon offsetting 
organization, which teaches the locals the importance of their local environment. Besides 
working with local tourism operations, AA has ethical policies within the business that follow 
human rights and child protection.  
 
ATS has a different approach to improving the local community, which is through offering 
rewards, money, to various archeological sites to help with the restoration or conservation of a 
site or of an archeological piece in which the local community can hopefully benefit from in the 
long run. But at the same time they try to use locally own accommodation on their tours, which 
should translate to more income in the local community. Concerning the impacts of the 
environment, ATS focuses on a carbon offsetting organization that works with alternative energy 
in southern Europe. Besides the first two aspects, ATS does not have any in-house policies on 
making them a more ethical TO but they have codes on how to make the clients more ethical 
when traveling with ATS.  
 
AC approaches the idea of improving the community and environmental aspects through two 
organizations by donating and supporting local organizations that educates locals about the 
importance of the fragile sea life and works with the conservation of the sea life in their travel 
destinations. AC does have an in-house policy on how the make the business more ethical. Their 
in-house policies range from purchasing local or fair trade good to recycling and paper reuse.  
 
AT approaches the idea of improving the local community through hiring local guides, drivers 
and using local accommodation which should result in the increase of income in the local 
community AT visits. AT focuses on improving the environmental impacts their affiliation with 
a carbon offsetting organizations that works with biogas and reforestation projects. AT does have 
a policy concerning the ethical practices of business with policies focused on the office practices. 
AT’s office policies concentrate on how to save energy in the office, the use of double sided 
paper and encourage the use of car pooling and biking to work.  
 
C&K approaches the idea of improving the local community through donating to local charities 
in their travel destinations. Then C&K’s view on decreasing the impact on the environment is 
through carbon offsetting the tourists’ flights. C&K does not necessarily display a policy of how 
to make the business more ethical but they display tips for their clients on how to make them 
more ethical while traveling with C&K.  
 
From the looks of the various TOs, there are many different ways of approaching these ideas of 
ST and RT. Of these TOs the most common way of improving the local community is through 
donating to a charity or local organization or consuming local goods and accommodations. 
Except for ATS and AT that actively seek out and use local workers in their operations, which 
could possibly make a difference in the community. Simply donating money to charities or local 
organizations does not solve the inequality or poverty in the targeted destinations. The common 
attitude among of the TOs of how to reduce the impacts of the environment is through carbon 
offsetting the flights of tourists and teaching the locals about the importance of preserving the 
local environment. More or less TOs are shifting the responsibilities of the reducing the impact 
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on the environment to a third party, which allows for the development of this false impression of 
being active in improving the environment. The support for carbon offsetting programs is a 
positive step in the right direction but none of the TOs are stating a more interactive and 
progressive step towards reducing the environmental impacts that they create. Then there are the 
policies within the TOs of being more ethical in their business practices displayed varying results 
ranging from no policies to the policy about double sided paper. This aspect helps display the 
fragmentation of the ethical practices within the business.  Some of the TOs do not feel the need 
to communicate their policies, if they have any, about being an ethical business while others feel 
the need to communicate that they print double sided paper within the office. 
 
6.3 Consumer value 
 
All of the TOs in this study are profit driven service businesses, which is why they need to create 
value for the consumers to ensure an increase in profits. But adding value to consumers to ensure 
profits does not necessarily remove the pursuit of ST or RT within their business. The TOs 
pursuit for more ST or RT could function as a tool to add value to the consumers. From the idea 
of value-in-exchange the TOs are providing the clients with the standard tour package, which 
consists of flights, accommodations, drivers and guides but incorporating the ideas of ST and RT 
while interacting with the consumers could possibly increase the value-in-use for the consumers. 
But of course not all of the TOs are on the same level of communicating and conducting ST or 
RT with the consumers. All of the communications concerning ST or RT among the TOs, none 
of them state that the idea of ST or RT could be viewed as an added value to their consumer. But 
one can infer that their ST or RT could be used a way to add value to the consumer. The 
communication about RT or ST could be viewed as the way that the TOs interact with consumers 
to increase the value-in-use. Most of the aspects that the TOs communicate are usually tips about 
how the consumer should act when visiting certain area or how the TOs use local guides to 
increase the experience for the tourist.  
 
A&K’s communication on RT that could add value to the consumer revolves around the idea of 
educating the tourists about the fragile ecosystems that they visit which allow the consumer to 
develop a deeper knowledge about the areas they visit. Also, A&K encourages the consumers to 
donate to various organizations that A&K is affiliated with that focus on initiatives or charities 
with the local community, even though it is asking for money, but it could result in a more full 
good value for the consumer. Then there are the philanthropic travels a consumer can purchase 
from A&K that revolves around interacting and acting with various organizations that A&K 
affiliated with that could result in adding the value of doing something good during the 
consumer’s vacation.   
 
AA’s communication on ST could add value to the consumer focuses on the idea that AA uses 
local guides and accommodation to ensure a more enjoyable travel experience with them. AA 
also discuss how they will use the consumer’s money in appropriate manners to ensure the local 
community will prosper from the consumers’ visit which could result in a type of feel good value 
added to the purchase.  
 
ATS’s communication on RT could add value to the consumer because they discuss how the 
consumer should act when visiting certain areas. ATS tells the consumer how to dress, how to 
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interact with the locals and sites, how dispose of the waste and what to purchase when travelling. 
ATS does not require the tourist to fulfill these tips but if a tourist would follow these tips could 
result in more enjoyable experience, which would lead to in an increase of value-in-use for the 
consumer.  
 
AC’s communication on ST could add value to the consumer because they created a list of tips 
of how the tourists impact the environment they are visiting but at the same time they created a 
list on how to combat these issues revolving around the tourists. The value added in these 
situations would create a feel-good atmosphere if the consumer were to be extremely aware of 
their impacts as a tourist and interested in reducing their impacts to the environment.  
 
AT’s communications on RT is different from the other TOs in this study because they are 
communicating a responsible travel type of tour package. AT discusses how they attempt to 
educate the consumers on how to fulfill a more responsible travel which consists of describing 
about the cultural sensitivities in the destinations plus they discuss with the consumer about their 
travelers code. AT encourages the consumers to read and follow the tips from their travelers code 
to ensure a more type of responsible travel. Enough the travelers code is focused on creating a 
more responsible type of travel but it could add value to the consumer because it encourages 
them to become interactive in the local destinations, which could result in a more enjoyable 
experience. But this would only happen if the consumer actually reads and follows these tips. AT 
discusses that in the various locations they suggest various restaurants and shops where the 
consumer should visit which could result in a more authentic experience in the location. AT will 
even figure out a homestay if the consumer requests, which is important since homestays, allow 
for the most type of authentic experience when travelling. If the consumer does not want to stay 
in homestays while vacationing, AT will suggest local bed and breakfasts or local eco-friendly 
hotels, which could result in the consumer interacting on a more authentically level with the 
locals.  
 
C&K’s communication on ST geared towards the consumer is their sustainable travel guidelines. 
C&K created a list of tips of how the consumer can fulfill the idea of sustainable tourism when 
consuming C&K’s travel package. Also these tips convey how the consumers should interact 
with the locals and dress in certain destinations. The consumer does not have to fully follow 
these tips but if they do this could result a more valuable experience, more value, for the 
consumer. C&K cannot force the consumer to follow these tips but if the consumer does C&K 
could possible guide in how to fulfill these tips to the fullest.  
  
All of the TOs, except for AA, discuss to a certain degree of how the consumers should behave 
and interact with the local community they are visiting. From the TOs that reported about 
consumer behavior, it was only AA that made these a part of their core package supplied to the 
consumers so in other words these tips could be part of the value-in-exchange.  But this applies 
to all of TOs, that the consumers are not forced to follow these tips created by the TOs, they 
should interpret these tips to the best of their knowledge and implement the tips to allow for the 
development of an increased value amongst the consumers.  
 
On the other hand the idea of responsible tourism presents itself as a useful tool for tourism and 
for adding value to the consumer but at the same time there are a few pitfalls with responsible 
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tourism. Wheeller (1991) believes the concept of responsible tourism is extremely idealistic 
because of the challenges that many tour operators would face in educating the tourist on how 
they should act within a certain destination. At the same time Wheeller (1991) asks the question 
of what is more damaging, the tourist visiting an inclusive resort in the Mediterranean or a tourist 
visiting an extremely sensitive area in the Himalayas? (93). Also Wheeller (1991) believes that 
the idea of responsible tourism is superficial because it is a way for the middle class educated 
tourist to go on vacation with out fully accepting their destructive path of being a tourist (96).  
More or less it allows the tourist to feel less guilty about vacationing at various tourist 
destinations because they fulfill this idea of responsible tourism. 
 
6.4 What are the reported areas of focus for tour operators practicing 
sustainable tourism or responsible tourism? 
 
This research partly supports various different studies within the field of tourism research. A 
study on the reporting of TOs conducted by Wiljk & Persson, discovered that many of the TOs 
did not discuss sustainability within their reports and some did not even produce a report for one 
to read. While in this study, it was discovered that almost all of the TOs did not produce a 
traditional report but instead produced statements on their webpage. Basically the TOs are not 
following any type of formal structure concerning reporting their actions or within the field of 
CSR reporting. This is not an isolated incident because TOs located within the country of Canada 
are also lacking in the field of CSR reporting (Dobbs, 232, 2010). The TOs based in Canada are 
not reporting their CSR activities in a recognizable fashion (Ibid.).   
 
But all of the TOs did mention the concept of ST or RT to a certain degree, which could show 
that TOs are slowly moving towards discussing these topics. This study also helps to reinforce 
the idea of TOs displaying good practices that Tepelus discusses in the sense that TOs in this 
study are discussing only the good practices aspects they are pursuing but are not taking it a step 
further. Another display of good practices is through working with non-governmental 
organizations or projects at the destination in which the TOs in this study fulfil the same type of 
good practices but still not taking a step further. The TOs in this study are steps ahead in 
comparison to TOs in Canada. Certain Canadian TOs are barely disclosing their initiatives 
focusing on preserving the natural environments they operate within (Dobb, 232, 2010).  
 
There is a study on TOs by Wiljk that discusses how TOs are creating policies ranging from 
environmental awareness to the behaviour of employees and customers, which is supported by 
this study because all of the TOs in this study are pursuing similar avenues with policies. The 
common attitude among the TOs of how to reduce the impacts of the environment is through 
carbon offsetting the flights of tourists. More or less TOs are shifting the responsibilities of 
reducing the impact on the environment to a third party, which allows for the development of 
this false impression of being active in improving the environment. 
 
6.5 How do these report areas project service value to the tourists? 
 
As shown in the results and analysis section that the mention or discussion of adding consumer 
value through the reports or statements created by TOs seem to be lacking. This displays the lack 
of interest or that TOs have other means of creating or adding value to their consumers. At the 
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same there most of the TOs were lacking in producing reports concerning their actions towards 
ST or RT which could translate to that they do not feel that reporting is one of their top objective 
and the connection with adding consumer value is definitely not through their reports or 
statements of ST or RT. This lack of reporting among the TOs is similar to other areas of the 
tourism industry, such as the hospitality sector. Kovaljova and Chawla conducted study on the 
possibilities of CSR and sustainability adding value for the consumers. The results showed that 
many of the key characters, consumers and managers, considers CSR as a bonus and has the 
possibility of increasing value for the consumer (Kovaljova & Chawla, 9, 2013). Also at the 
same time, the consumers are interested in pursuing the idea of sustainability but without having 
to decrease their comfort and luxury (Ibid.). Due to viewing CSR as a bonus does not fully 
encourage managers to disclose them, could possible be the same case with TOs since they are 
within the same industry.  
 
Another aspect revolving around the lack of a formal structure of reporting or the actually 
reporting itself is that these reports could possible create a feel good aspect for the consumers. 
These feel good aspects could possible be generated through the reports released by the TOs to 
display their involvement with RT (Boddin, 10, 2012). These conceivable notions of feel good 
aspects through reporting does not guarantee increased consumer value nor is every consumer 
aware of these or care about them.  
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7 Conclusions and suggestions for future research 
 
This chapter focuses on the concluding remarks of the study and delivers suggestions for further 
research within this subject. 
  
7.1 Reporting traditions among tour operators 
 
This study highlights the sustainable development in reporting aspects of the TOs within the 
tourism industry. They are clearly lacking a few of the more common types of reporting schemes 
for businesses. This lack of reporting helped show the uninterested nature of the TOs to report 
about their actions concerning the social and environmental aspects of their business. There is no 
support from the larger organizations focused on business reporting such as the Global Sullivan 
report (Rolland & Bazzoni, 2009), Global Reporting Initiative (GRI, 2013) and the UN Global 
compact (UN Global Compact, 2013) which could result in pressuring the TOs to actually report 
about their impacts or actions. There is a possibility that these TOs in this study are discussing 
and implementing their actions concerning the social and environmental aspects of their 
company but they are definitely not reporting about it in a systematic fashion. Although these 
TOs in the study do not follow the standardized way of reporting, they still are discussing their 
actions through the lens of ST and RT. All of the TOs have their own procedure of reporting 
about they feel is important. Some TOs believe that reporting about using double sided paper is 
important to their business to others reporting about integrating the locals into the development 
of tourism package. There is a huge gap in the reporting which allows room for improvement in 
reporting towards a more standardized fashion among the TOs but at the same time ensures a 
difficult process of creating a more standardized method of reporting among the TOs.  
 There is the possibility of adding value to the consumer through these ideas of ST and RT 
within the TOs. None of the TOs stated that ST or RT will add or used as a way to increase the 
value to their consumers experience but it definitely allows the development creation of this 
increased value. The TOs are simply providing a service of organizing all the aspects for the 
tourist so it is up to the consumer to use the service in a manner they feel is fit for them. This 
idea of incorporating ST or RT into the core tourism package could viewed as viable option since 
it encourages more responsible behavior from the tourist while allowing for the consumers to 
develop a deeper sense of value when they consumer the package. The most of the TOs mention 
tips about how the consumer should act when travelling but that does not mean the consumer has 
to follow these tips. If they would incorporate these created by the TOs could allow for the 
development of increase value for the consumer.  
 
7.2 Suggestions for future research 
 
Suggestions for future research within the TOs of the tourism industry could revolve around 
investigating the reasons why TOs do not pursue more standardized types of reporting 
concerning their business actions. This study only focused on the external communications of 
TOs to its consumers so there needs to be further research to see if TOs actually fulfill their ST 
or RT statements in practice to see if there is substantial efforts made towards ST or RT within 
TOs. Another research area could be focused on if the consumers of tourism packages would 
actually view ST or RT as a potential add-on to the value-in-exchange to help them increase their 
value-in-use. 
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