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Th ree years ago , wh en we pu blis h ed Virtu o so 's firs t an n u al Im pac t R epo rt , we
were lookin g fo r data an d s to ries . We wan ted to better u n ders tan d h ow ou r
n etwo rk co n tribu tes to th e wellbein g o f des t in at io n s , com m u n it ies , an d th e
n atu ral wo rld.

Sin ce th en , th e con versat io n h as expan ded con s iderably. Wh at began with
215 partn er o rgan izatio n s ac ro s s 60 co u n tries h as grown in to a glo bal s tu dy
reach in g 767 co m pan ies in 95 cou n tries . Alo n gs ide th em , 316 Virtu o s o
m em bers an d adviso rs h av con tribu ted th eir perspec t ives th ro u gh m o re th an
50 qu es t io n s explo rin g th e evo lvin g relat io n s h ip between travel,
des t in at io n s , an d s tewardsh ip. Each year, part ic ipatio n grows , brin gin g n ew
vo ices , n ew perspec t ives , an d a rich er u n ders tan din g o f th e ro le travel can
play in th e wo rld.
Befo re an yth in g else, we wou ld like to th an k every m em ber, partn er, an d
des t in at io n represen tat ive wh o took th e t im e to part ic ipate. T h e gen ero s ity
with wh ich ou r n etwo rk s h ares its experien ces , ch allen ges , ideas , an d
am bit io n s is wh at m akes th is repo rt po s s ible. T h is repo rt belo n gs to all o f
you . Its in s igh ts com e direc t ly from th e con versat io n s , data, an d co llec t ive
com m itm en t o f a com m u n ity th at con t in u es to lead by exam ple.
T h is year, th at evo lu t io n h as led u s som ewh ere n ew.

Fo r th e firs t t im e, we are in trodu c in g Global S tewardship . It is a con cept th at
captu res wh at so m an y acro s s th e Virtu o so n etwo rk are already do in g: carin g
fo r th e n atu ral en viro n m en ts , cu ltu res , an d lo cal econ om ies th at m ake
extrao rdin ary travel experien ces po s s ible. M o re th an a n ew n am e, it is a
broader len s—on e th at recogn izes th at th e fu tu re o f travel depen ds on th e
h ealth , res ilien ce, an d vitality o f th e des t in at io n s we vis it .
It als o gives u s an oppo rtu n ity to take th is repo rt to a n ew level.

R ath er th an s im ply docu m en tin g ac t io n s an d ou tco m es , we wan ted to
explo re th e fo rces s h apin g travel today—an d in c reas in gly, its fu tu re. T h is

year we dove deeper in to th ree topic s :
T h e firs t is c lim ate. No lon ger a dis tan t con cern , c lim ate ch an ge is in flu en c in g
wh ere people travel, wh en th ey travel, an d h ow bu s in es ses prepare fo r an
in c reas in gly u n predic table wo rld. T h e secon d is overtourism . Acro s s th e
globe, m an y des t in at io n s are search in g fo r ways to balan ce popu larity with
livability. En cou ragin gly, m o s t o f th e so lu t io n s—spreadin g dem an d acro s s
season s , s u ppo rt in g les ser-kn own places , an d s tren gth en in g co m m u n ity
partn ers h ips—are already takin g sh ape th rou gh ou t ou r n etwo rk.

An d th en th ere is cu ltu re. If o n e th em e s tood ou t m o s t th is year, it was th e
recogn it io n th at m ean in gfu l travel is roo ted in h u m an con n ec t io n : lo cal
tradit io n s , h eritage, c reativity, s to rytellin g, an d th e com m u n it ies th at brin g
des t in at io n s to life. Again an d again , th e research po in ted to cu ltu re n o t as a
s ide con versat io n , bu t as on e o f travel's m o s t powerfu l as sets .
Taken togeth er, th ese th em es po in t to so m eth in g we believe deeply:
s tewardsh ip is n o t separate fro m travel. It is travel at its bes t . It is th e
u n ders tan din g th at extrao rdin ary jo u rn eys an d th rivin g des t in at io n s depen d
on on e an o th er.

We h ope th e s to ries an d in s igh ts in th ese pages o ffer in spirat io n ,
perspec t ive, an d perh aps a few n ew ideas . M o s t o f all, we h ope th ey
en cou rage all o f u s to con t in u e bu ildin g a travel in du s try th at h elps people
an d places th rive.

L e t t e r  F r o m  t h e  E d i t o r s

Jessica Upchurch
Vice Chair and Head 
of  Global Stewardship

Javier Arredondo
Vice President
Global Stewardship

Keriann Ashley-Chase
Senior Manager
Global Stewardship
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Purpose-Led Travel 
in a Changing World Virtuoso’s Global Stewardship Mission 

and Pillars

"To empower our network to 
grow through purpose-led 

travel, building resilience for 
people and places."

Planet Culture Economies

Travel brin gs  people c lo ser to  places  an d cu ltu res , 
an d it  leaves  a m ark on  every des t in at io n . Virtu o so  
Global Stewardsh ip is  h ow Virtu o so  an d its  n etwo rk 
fu lfil th at respon s ibility.

Global Stewardsh ip is  s im ply a c learer way to  
des c ribe wh at th e Virtu o so n etwo rk already does . 
It  co vers  all o f it : pro tec t in g th e en viro n m en ts  we 
vis it , respec t in g th e cu ltu res  we en cou n ter, 
s tren gth en in g th e com m u n it ies  we rely o n , an d 
bu ildin g th e res ilien ce th at com es  wh en  th o se 
th ree s tay in  balan ce.

At th e co re, s tewardsh ip is  abou t wh o  we are. It 's  
th e ro le we c h oo se to  play in  th e places  we serve, 
an d th e respon s ibility th at com es  w ith  th e reac h  
an d in flu en ce o f lu xu ry travel.
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About This Report
Th is  repo rt draws  on  th e Virtu o so  Su s tain ability Stu dy, co n du c ted an n u ally ac ro s s  two  au dien ces s in ce 2023:

316 767 95VIRTUOSO MEMBERS
Travel advisors, 
agency owners, and staff

VIRTUOSO PARTNERS
Hotels, tour operators, cruise lines, 
destinations, and other travel providers

Countries represented

North 
America

Europe

Asia
Latin America 
& Caribbean Africa

Middle East

Australia New 
Zealand, Oceania

Antarctica

290 partners
30 members

173 partners
222 members

133 partners

8 members

31 partners
5 members

80 partners
30 members

39 partners
1 members

20 partners
120 members

1 partner
6
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About the data: This report draws on two annual Virtuoso studies 
• The annual Virtuoso Partner Sustainability Study and the annual Virtuoso 
Member Sustainability Study. All figures are self-reported. Percentages reflect 
the share of respondents who answered each question.



Partner Study Respondents: 
Representation 

Partner Study Respondents: Virtuoso Partner Sustainability Study, respondents by partner type (n = 767). 
type (n = 767). Network representation reflects the composition of the full Virtuoso partner network.
partner network.

T h e respon din g partn ers  span  all m ajo r 
partn er types  ac ro s s  th e Virtu o so  
n etwo rk, w ith  h o tels  fo rm in g th e larges t 
s h are o f bo th  th e n etwo rk an d th e s tu dy. 

Hotel
78%

On-Site
9%

Tourism Board
4%

Cruise Line
3%

Tour Operator
3%

Service 
Provider

2%

Airline
1%

Hotel
80%

On-Site
8%

Tourism Board
4%

Cruise Line
3%

Tour Operator
3% Service 

Provider
2%

Airline
0%

Virtuoso Partner Study 
Representation

Virtuoso Network
Representation 7
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Global Stewardship in Action

11,000+

47%
Planet

32%
Culture

22%
Economies +19%

sustainability actions 
reported in place across the 
Virtuoso network

Planned 
expansion
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Virtuoso Partner Sustainability Study
•“Please select which sustainability efforts you have in place.” (n = 767)
• "Of those you do not currently have in place, which of the following are you developing or planning within the next year?" (n = 763)



02
Stewardship Is Core
to Luxury Travel
Global Stewardship is not a side conversation in luxury travel. Across the Virtuoso network, it is 
part of how advisors approach their work and how partners run their businesses. The data 
shows a network that is engaged, informed, and organized around stewardship as a core 
practice.

9
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Advisors Are Engaged
Advisors are the link between luxury travelers and the destinations they visit. Their knowledge, confidence, and focus shape what clients experience.

87%
Rate themselves as knowledgeable about 

about sustainable travel

81%
Feel confident discussing sustainable travel 

with partners and clients

82%
Describe their business as focused on 

sustainable travel

Stewardship depends on the people having the conversations. Advisors who feel informed and confident are the ones who can 
translate a partner’s work into something a client understands, values, and remembers.

10
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Virtuoso Member Sustainability Study
•“Please rank your level of sustainability knowledge.” (n = 316)
•“Please rank your level of confidence in terms of talking about sustainability with partners and clients.” (n = 316)
•“Please rank how focused your business is on sustainability.” (n = 316)



The Business Case Is Strong
Virtuoso members and partners see sustainability as good business, not simply good practice.

Members

85% see selling sustainable travel as a 
business opportunity

96% are interested in selling more sustainable 
travel products

Partners

84% consider their sustainability 
efforts a profit driver

89% describe sustainability as a high priority

Members and partners align on the fundamental question: this is good for business. 

Where they diverge is in intensity. Partners, with larger operations and longer horizons, treat this as a strategic priority. Members are more 
likely to describe it as an opportunity they want to grow into. This points to an opportunity to help advisors turn strong interest into stronger 
practice.

11
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Virtuoso Member Sustainability Study
•“Do you see selling sustainable travel as a business opportunity?” (n = 316)
•“How interested are you in selling more sustainable travel products/destinations?” (n = 316)

Virtuoso Partner Sustainability Study
•“To what degree does your company consider your sustainability efforts to be a profit driver?” (n = 763)
•“How would you rate the level of priority your company places on sustainability initiatives related to travel and hospitality?” (n = 
646)



Stewardship as Organizational Strategy

Dedicated teams and foundations point to a network that treats stewardship as an 
operational function, not a marketing message. When 93% of partners have someone 
accountable for this work, it is being resourced, not just referenced.

Beyon d in ten t , partn ers  h ave bu ilt  th e in fras tru c tu re to  ac t o n  th eir s u s tain ability com m itm en ts .

86%
hold  at  least  one 
sustainab ilit y 
cer t ificat ion

93%
have a dedicated 
person or team leading 
sustainability

76%
operat e or par t ner 
with a foundat ion

12
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Virtuoso Partner Sustainability Study
“Does your company have sustainability certifications?” (n = 605)
•“Does your company have a person or team dedicated to your sustainability efforts?” (n = 649)
•“Does your company have a foundation or a foundation you partner with?” (n = 575)



Most Common Certifications

Am on g partn ers  wh o  h o ld cert ificat io n s , th e m o s t com m on  in c lu de:

Green Key GSTC
Accreditation Green GlobeISO 14001 

and 50001
B Corporation

Certifications remain a common signal 
of commitment across the network.

EarthCheck

13
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Virtuoso Partner Sustainability Study
•“You mentioned you have sustainability certifications, which certifications have you achieved?” (n = 521)



What Luxury Travelers 
Are Asking For
L u xu ry travelers m ay n o t be askin g fo r s u s tain ability, explic it ly, bu t are 
in c reas in gly askin g fo r travel th at m ean s  som eth in g. T h e Virtu o so  n etwo rk sees  
it  in  adviso r con versat io n s , in  c lien t preferen ces , an d in  th e qu es t io n s  travelers  
brin g to  th e plan n in g table.

T h e data s u gges ts  th at dem an d is  real, th at it  is  growin g, an d th at awaren es s  h as  
room  to  catc h  u p.

03
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Advisors Say Clients Are Interested in Purpose-Led Travel

Advisors are watching client preferences shift: 
The direction is clear. Interest in purpose-led travel is not niche, 
and it is not slowing. It is becoming part of what luxury 
travelers expect

66%
61%Say clients are more 

interested in booking 
sustainable travel than 
five years ago

Say their clients are willing
to

to
spend more if they know 

about a partner or destination’s 
sustainable practices and/or 
projects

15
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Virtuoso Member Sustainability Study
•“In the last 5 years, have you observed a shift in your client’s interest in booking sustainable travel?” (n = 218)
•“Are your clients willing to spend more if they know about a partner or destination’s sustainable practices and/or projects?” (n = 316)



Opportunity Gap: Awareness Has Not Yet Caught Up

I N T E R E S T

66%
clients more interested 
than five years ago

I N F O R M E D

16%
Say their clients 
informed or very 
informed about partner
sustainability practices

In teres t is  o n e th in g. U n ders tan din g is  an o th er. On ly 16% o f c lien ts  
are in fo rm ed o r very in fo rm ed abou t a partn er o r des t in at io n 's  
s u s tain ability effo rts , wh ile 2/3 o f m em bers  believe c lien ts  wh o  
prio rit ize s u s tain ability prefer trips  w ith  explic it  s u s tain able 
elem en ts .
The gap between what luxury travelers care about and what they know is one of 
the clearest opportunities in the report. 
Demand is growing faster than understanding. 
That is a role advisors and partners can fill together.

16
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Virtuoso Member Sustainability Study
•“In the last 5 years, have you observed a shift in your client’s interest in booking sustainable travel?” (n = 218)
•“How informed are your clients about a partner or destination’s sustainable practices and/or projects?” (n = 316)
•“Do your clients who prioritize sustainability prefer trips with explicit sustainable elements or, are they satisfied 
knowing that their travels are conducted responsibly?” (n = 316)



What Luxury Travelers Value
When members select partners for their clients, certain priorities rise to the top. Members indicate the most important sustainability efforts in 
partner selection:

75%

61%

55%

51%

47%

Wildlife conservation

Support for local businesses

Water & marine resources

Local products & handicrafts

Land conservation

17
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Virtuoso Member Sustainability Study
•“Which sustainability efforts of partners do you look for when selecting partners for your or your client’s travels?” (n = 217)



Trust Signals
Members also indicate what helps them trust that a partner is truly practicing what they promote:

Th e  patte rn  is  te llin g. L u xu ry trave le rs  valu e  th e  tan gib le : w ild life, lo cal b u s in e s s e s, m arin e  re sou rce s, art is an s . Ad viso rs tru s t  th e  
c red ib le : p eop le, p roo f, an d  s to rie s . T h is  po in ts  to  an  oppo rtu n ity fo r partn e rs  to  in ve s t  as  m u c h  in  com m u n icat in g th e ir w o rk as  in  
do in g it .

Luxury travelers want travel with meaning. Advisors see it. Partners are being asked for it. The remaining opportunity is to close 
the awareness gap and give travelers the language, the evidence, and the confidence to act on their interest.

78%

65%

59%

55%

Knowledgeable partner staff

Sustainability certifications

Metrics that show impact

Videos, photos, and stories

18
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Virtuoso Member Sustainability Study
•“What helps you trust that partners are truly sustainable?” (n = 311)



The Language of Stewardship
Terms used for sustainable travel: members vs partners  

Sustainable
Travel
67% Partners
63% Members

Responsible
Travel
46% Partners
54% Members

Conscious Travel
37% Partners
41% Members

Travel With 
Purpose
38% Partners
40% Members

Purposeful Travel
19% Partners
27% Members

Ethical Travel
8% Partners
23% Members

Eco Travel
17% Partners
22% Members

Regenerative 
Travel
22% Partners
19% Members

Impact
Travel
12% P. 
14% M.
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Virtuoso Member Sustainability Study
•“What terms do you use when talking about sustainable travel?” (n = 312)

Virtuoso Partner Sustainability Study
•“Which of the following terms do you use when communicating sustainability efforts?” (n = 755)

19



04
Pressures Shaping Travel's Future
L u xu ry travel does  n o t operate in  a vacu u m . It  h appen s  in  real places , u n der real 
co n dit io n s , an d in c reas in gly in  th e face o f real pres s u res . Clim ate c h an ge an d 
overto u rism  are resh apin g h ow des t in at io n s  fu n c t io n , h ow adviso rs  plan , an d 
h ow partn ers  operate. 

M em bers  an d partn ers  des c ribe th ese pres s u res  in  differen t term s , bu t th e 
u n derlyin g s ign al is  th e sam e: th e en viro n m en t arou n d lu xu ry travel is  c h an gin g.

20
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Climate Is a Factor

M E M B E R S

72% say c lim ate 
affec ts  c lien ts ' 
travel plan n in g

P A R T N E R S

82% are concerned about the 
impact of climate on 
their business

Climate is a factor in how the network plans, operates, and communicates.

The concern is widely shared across the network. Advisors see it in client conversations. Partners see it in their operations. That kind of alignment matters because it 
means climate response is being addressed from both sides of the network simultaneously.

21
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Virtuoso Member Sustainability Study • “Is changing climate and/or extreme weather events and conditions affecting 
travel planning and choices?” (n = 316)

Virtuoso Partner Sustainability Study •“To what degree are you concerned about the impact of climate change, 
changing weather systems, and increased natural disasters on your business?” (n = 374)



How Climate Is Being Felt

In  th e pas t 12 m on th s , c lim ate c h an ge, c h an gin g weath er sys tem s , an d n atu ral disas ters  h ave affec ted m em bers  an d partn ers  
in  align ed bu t dis t in c t  ways .

M E M B E R S  S E E   ( c l i e n t  t r a v e l  i m p a c t s ) PA R TNERS S EE   (bus ines s  impacts )

• Clients changing destinations

• Off-season travel shifts

• Itinerary changes mid-trip

• Delays and disruptions

• Heat-related trip adjustments

• Itinerary and schedule changes

• Cancellations and service disruptions

• Operational and staffing strain

• Infrastructure damage and closures

• Crisis communication demands

22
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Virtuoso Member Sustainability Study •“In the past 12 months, how have climate change, changing weather 
systems, or natural disasters affected your clients’ travel planning or experience?” (n = 134)

Virtuoso Partner Sustainability Study • “In the past 12 months, how have climate change, changing weather 
systems, or natural disasters impacted your business?” (n = 374)



Members: Climate Is Reshaping Demand

72% of members say climate and extreme weather 
affect travel planning

C o n c e r n  a b o u t  i m p a c t  o n  c l i e n t s ’  t r a v e l

C o n c e r n  a b o u t  i m p a c t  o n  b u s i n e s s   

H o w  c l i m a t e  a f f e c t e d  c l i e n t s ’  t r a v e l ( p a s t  1 2  m o )   

34%

30%

30%

7%

Very Concerned

Moderately

Slightly

Not Concerned

32%

26%

31%

10%

Very Concerned

Moderately

Slightly

Not Concerned

47%

47%

40%

36%

21%

19%

19%

18%

13%

Delays / cancellations

Changed destinations

Off-season shift

Safety concerns

No noticeable impact

Changed itineraries

Trips cancelled

Heat-related changes

Emergency comms support
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Virtuoso Member Sustainability Study
•“Is changing climate and/or extreme weather events and conditions affecting travel planning and choices?” (n = 316)
•“To what degree are you concerned about the impact of climate change, changing weather systems, and increased natural disasters on your clients’ travel?” (n = 134)
•“To what degree are you concerned about the impact of climate change, changing weather systems, and increased natural disasters on your business?” (n = 134)
•“In the past 12 months, how have climate change, changing weather systems, or natural disasters affected your clients’ travel planning or experience?” (n = 134)



Members: Climate Actions, Now and Planned

A c t i o n s  t a k e n  t o d a y A c t i o n s  p l a n n e d  n e x t  1 2  m o n t h s

71%

60%

54%

51%

44%

41%

26%

Recommend alternative seasons

Adjust itineraries / avoid heat

Proactive safety talk

Advise less-affected destinations

Monitor weather alerts

Encourage flexibility

Contingency plans w/ suppliers

63%

57%

43%

42%

38%

32%

10%

Recommend alternative seasons

Suggest less-affected destinations

Buffer/flexible routing

Proactive risk communication

Improve contingency planning

Add client climate education

None of the above

24
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Virtuoso Member Sustainability Study
•“Which actions are you currently taking to help clients navigate climate-related disruptions?” (n = 134)
•“Which actions do you plan to implement within the next 12 months to help clients navigate climate-related disruptions?” (n = 134)



Partners: Meeting Climate Concern With Resilience
C o n c e r n  a b o u t  c l i m a t e  i m p a c t  o n  b u s i n e s s

I m p a c t s  e x p e r i e n c e d  ( p a s t  1 2  m o )   

C l i m a t e  a c t i o n s :  n o w  v s  p l a n n e d

53%

29%

13%

3%

2%

Very concerned

Moderately

Slightly

Not concerned

Not applicable

29%

27%

24%

24%

22%

21%

15%

6%

3%

No noticeable impact

Cancellations / disruptions

Itinerary

Infrastructure damage

Operational strain

Crisis communications

Insurance costs

Reputational concerns

Community strain

68%

46%

42%

36%

29%

28%

21%

14%

48

34

34

35

24

18

19

13

Staff training & prep

Physical resilience

Traveler communication

Crisis-response planning

Update insurance / risk

Adjust itineraries / seasons

Diversify destinations

Lower-risk seasons

Planned next year

Doing Now
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Virtuoso Partner Sustainability Study
•“To what degree are you concerned about the impact of climate change, changing weather systems, and increased natural disasters on your business?” (n = 374)
•“In the past 12 months, how have climate change, changing weather systems, or natural disasters impacted your business?” (n = 374)
•“Which actions is your organization taking today to respond to climate-related disruptions?” (n = 374)
•“Which actions do you plan to implement within the next 12 months to respond to climate-related disruptions?” (n = 374)



How the Network Is Responding to Climate-Related Issues
The response is increasingly organized. Both sides are adapting their practices, planning, and communication.

M E M B E R S PA R TNERS

Th e  data s u gge s ts  th at c lim ate  h as  m oved  from  an  o ccas io n al co n s id e rat io n  to  a p lan n in g con s tan t . 
Global s tew ard sh ip  in c reas in gly in c lu de s  p reparin g fo r a le s s  p red ic tab le  ope rat in g e n viro n m en t .

• Shifting to alternative seasons

• Recommending alternative destinations

• Building contingency plans with suppliers

• Increasing client communication

• Adjusting operating patterns

• Investing in physical resilience

• Diversifying destinations and products

• Enhancing crisis-response planning

26
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Virtuoso Member Sustainability Study
•“Which actions are you currently taking to help clients navigate climate-related disruptions?” (n = 134)
•“Which actions do you plan to implement within the next 12 months to help clients navigate climate-related 
disruptions?” (n = 134)

Virtuoso Partner Sustainability Study
•“In the past 12 months, how have climate change, changing weather systems, or natural disasters impacted your business?” (n = 374)
•“Which actions is your organization taking today to respond to climate-related disruptions?” (n = 374)
•“Which actions do you plan to implement within the next 12 months to respond to climate-related disruptions?”
(n = 374)



Overtourism

81%
of members are 
concerned about 
overtourism affecting 
their clients travel

Overto u rism  is  an o th er des t in at io n -fac in g pres s u re th e n etwo rk is  respon din g to .

Members indicate that in the past 12 months, overtourism has led clients to avoid specific destinations, change itineraries, choose alternative neighborhoods or 
destinations, travel in shoulder or off-season, or plan further ahead to access popular sites. Partners report parallel pressures on their side: lower guest 
satisfaction from crowding, operational strain, cancellations and rerouting, strained relationships with local communities, and reputational risk associated with 
overcrowded destinations.

67%
of partners are 
concerned about 
overtourism affecting 
their business
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Virtuoso Member Sustainability Study • “To what degree are you concerned about overtourism impacting 
your client’s travel?” (n = 134)

Virtuoso Partner Sustainability Study • “To what degree are you concerned about overtourism in the destinations you sell, 
operate in, or represent?” (n = 374)



Members: Exploring New Destinations and Seasons

C o n c e r n  a b o u t  i m p a c t  o n  c l i e n t s ’  t r a v e l

Concern about impact  on business

H o w  o v e r t o u r i s m  a f f e c t e d  c l i e n t s  ( p a s t  1 2  m o )

40%

41%

15%

4%

Very Concerned

Moderately

Slightly

Not Concerned

19%

49%

25%

14%

Very Concerned

Moderately

Slightly

Not Concerned

53%

53%

51%

48%

44%

42%

19%

19%

Chose alternative destinations

Chose alternative neighborhoods

Avoided destinations

Travelled off-peak

Diminished enjoyment

More advance planning

No noticeable impact

Changed itineraries
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Virtuoso Member Sustainability Study
•“To what degree are you concerned about overtourism impacting your client’s travel?” (n = 134)
•“To what degree are you concerned about overtourism impacting your business?” (n = 134)
•“In the past 12 months, how has overtourism affected your clients’ travel planning or experience?” (n = 134)



Members: Overtourism Actions, Now and Planned

A c t i o n s  t a k e n  t o d a y A c t i o n s  p l a n n e d  n e x t  1 2  m o n t h s

81%

66%

63%

57%

52%

48%

37%

Recommend shoulder /off-season

Avoid peak congestion

Timed entry / small group

Alternative neighborhoods

Client education on crowding

Partner local suppliers

Encourage longer stays

70%

63%

65%

59%

57%

52%

47%

8%

Recommend shoulder /off-season

Avoid peak congestion

Timed entry / small group

Alternative neighborhoods

Client education on crowding

Partner local suppliers

Encourage longer stays

None of the above
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Virtuoso Member Sustainability Study
•“Which actions are you currently taking to help prevent or manage overtourism when advising clients?” (n = 134)
•“Which actions do you plan to implement within the next 12 months to help prevent or manage overtourism?” (n = 134)



Partners: Managing Overtourism Proactively
C o n c e r n  a b o u t  o v e r t o u r i s m

I m p a c t s  e x p e r i e n c e d  ( p a s t  1 2  m o )

O v e r t o u r i s m  a c t i o n s :  n o w  v s  p l a n n e d

17%

26%

24%

23%

10%

Very concerned

Moderately

Slightly

Not concerned

Not applicable

38%

25%

19%

18%

15%

14%

8%

4%

No noticeable impact

Not applicable

Infrastructure pressure

Operational strain

Reputational / brand risk

Lower satisfaction

Community strain

Cancellations / rerouting

Partner responses represent highly diverse destinations, 
which influences their degree 
of concern about overtourism. 

48%

29%

27%

26%

25%

23%

21%

27%

34

21

23

23

18

17

14

14

Shoulder / off-season

Avoid peak congestion

Reservation / access systems

DMO & community collaboration

Pricing / min stay

Guest education

Capacity limits

Disperse visitors

Planned next year

Doing Now
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Virtuoso Partner Sustainability Study
•“To what degree are you concerned about overtourism in the destinations you sell, operate in, or represent?” (n = 374)
•“In the past 12 months, how has overtourism in destinations you sell, operate in, or represent impacted your business?” (n = 374)
•“Which actions is your organization taking today to help prevent or manage overtourism?” (n = 374)
•“Which actions do you plan to implement within the next 12 months to help prevent or manage overtourism?” (n = 374)



Shared Response to Overtourism

Th e respon se is  coo rdin ated in  ways  th at wou ld h ave been  rare a few years  ago . Bo th  m em bers  an d partn ers  are 
po in t in g to  th e sam e set o f ac t io n s :

•  Shoulder - season t ravel

•  D ispersion to  alt ernat ive neighborhoods and  reg ions

•  Capacity- lim it ed  experiences and  t im ed ent ry

•  Guest education and expectation setting

•  Collaboration with local authorities and communities

Climate and overtourism are different 
pressures, but they push travel in a 
similar direction: toward alternative 
destinations, alternative seasons, 
better planning, and closer 
relationships with the places luxury 
travel visits. That is stewardship in 
practice.
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Virtuoso Member Sustainability Study
•“Which actions are you currently taking to help prevent or manage overtourism when advising clients?” (n = 134)
•“Which actions do you plan to implement within the next 12 months to help prevent or manage overtourism?”
(n = 134)

Virtuoso Partner Sustainability Study
•“In the past 12 months, how has overtourism in destinations you sell, operate in, or represent impacted your 
business?”(n = 374)
•“Which actions is your organization taking today to help prevent or manage overtourism?” (n = 374)
•“Which actions do you plan to implement within the next 12 months to help prevent or manage overtourism?” (n = 374)



Additional Threats to Travel

C o n c e r n  a b o u t  s o c i a l  /  p o l i t i c a l  /  e c o n o m i c  c o n d i t i o n s C o n d i t i o n s  o f  g r e a t e s t  c o n c e r n

In  addit io n  to  c lim ate an d overto u rism , th ere are o th er th reats  to  th e travel in du s try

These issues are reshaping destinations, and the network is responding with more coordinated planning, more flexible itineraries, 
and closer relationships with the places it visits. 

39%

39%

12%

3%

6%

Very concerned

Moderately

Slightly

Not concerned

Not applicable

75%

67%

53%

46%

23%

19%

16%

14%

13%

Economic instability

Conflict, war, geopolitical

Safety & security

Safety & security

Immigration / border policy

Human rights

Social unrest / demonstrations

Women's rights

LGBTQIA + rights
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Virtuoso Partner Sustainability Study
•“To what degree are you concerned about social, political, or economic conditions impacting your business or operations?” (n = 374)
•“Which social, political, or economic conditions are you most concerned about or believe have the greatest potential impact on your business?” (n = 374)



Stewardship in Action
Adviso rs  see it  in  c lien t co n versat io n s . Partn ers  see it  in  th eir operat io n s . 
D es t in at io n s  see it  in  h ow vis ito rs  are c h oo s in g to  travel. 

Global s tewardsh ip becom es  tan gible in  th e wo rk itself: c lo u d fo res ts  
replan ted, co ral reefs  res to red, cu ltu ral cen ters  bu ilt , com m u n ity-own ed 
lodges  open ed, m ic ro -en terprise program s  s caled, vis ito r m an agem en t 
sys tem s  des ign ed.

05
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Current Global Stewardship Efforts
Clients care most aboutAdvisors look forPartners have in place

Three views
of partner
stewardship
Efforts:

1. 
What efforts 
partners 
currently have in 
place

2. 
Which efforts 
travel advisors 
look for when 
selecting 
partners

3. 
Which efforts 
advisors say 
their clients care 
the most about

Waste Management and Recycling: 35%
61%
91%

Local Businesses: 61%
76%
88%

Local Products/Handicrafts: 51%
67%
84%

Environmental Education for Staff: 7%
24%
83%

Gender Equality: 28%
51%
81%

Environmental Education for 
Guests:

18%
47%
78%

Water and Sanitation: 29%
52%
74%

Sustainable Consumption 
and Production:

22%
47%
73%

Education Opportunities: 18%
42%
69%

Equality: 33%
59%
69%

Renewable/Sustainable Energy: 37%
57%
65%

Local Culture Education: 36%
54%
64%

Education: 56%
79%
61%

Children and Youth: 28%
48%
60%

Sustainable Agriculture: 20%
48%
59%

Land Conservation: 47%
61%
49%

Wildlife Conservation: 75%
76%
48%

Peaceful Societies: 23%
32%
46%

Indigenous Cultures: 43%
65%
46%

Sustainable Infrastructure: 18%
42%
45%

Food Security: 23%
38%
42%

Water and Marine 
Conservation:

55%
67%
41%

Carbon Emissions: 18%
30%
39%

Cultural Restoration: 23%
42%
39%

0% 100% 0% 100%
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Virtuoso Member Sustainability Study
•“Which sustainability effort of partners do your clients care the most about?” (n = 207)
•“Which sustainability efforts of partners do you look for when selecting partners for your or your client’s travels?” (n = 217)

Virtuoso Partner Sustainability Study • “Please select which sustainability efforts you have in place.” (n = 767)



Technology and AI

83%
o f partn ers  believe AI h as  a ro le in  
s u s tain able to u rism

32%
have used AI to 
further their 
sustainability work

Partn ers  des c ribe u s in g tec h n o logy an d AI fo r m easu rem en t , m on ito rin g, an d com m u n icat io n . Exam ples  in c lu de trac kin g food was te, 
m on ito rin g green h ou se gas  em is s io n s , ru n n in g lio n  alert  sys tem s  th at pro tec t w ildlife an d livelih oods , an d im provin g h ow su s tain ability 
in fo rm atio n  is  s h ared with  gu es ts .
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Virtuoso Partner Sustainability Study
•“Do you believe that AI plays a role in the field of sustainable tourism?” (n = 646)
•“Have you used AI to further your sustainability work?” (n = 651)



Planet
Travel depends on the health of the places it visits. When ecosystems thrive, so does luxury 
travel. Partners across the Virtuoso network are actively protecting land, restoring marine 
ecosystems, safeguarding wildlife, and rebuilding the natural conditions that make 
destinations worth traveling to.

Planet accounts for 5,181 (47%) of all reported actions across the network.

V I R T U O S O   G L O B A L  S T E W A R D S H I P
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Reach of Reported Planet Efforts

Partners who responded to the study report:

24.3M
hectares of land in 
active conservation

10.2M
Sq km marine area 

under protection
of partners report 

regenerative practices

6.27M
tonnes carbon offset

58%
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Copyright © 2026 Virtuoso, Ltd. All Rights Reserved.

Virtuoso Partner Sustainability Study
•“You stated that you have efforts in land conservation. Approximately how much area do you help conserve (in hectares)?” (n = 308)
•“You stated that you have efforts in water or marine conservation, approximately how much area do you help conserve (in square kilometers)?” (n = 224)
•Carbon offset (metric tons) (n = 190)
•“Do you have any type of regenerative practices in place?” (n = 487)



Global Stewardship in Action: Planet

Inkaterra
C l o u d  f o r e s t  r e s t o r a t i o n ,  P e r u

In katerra h as  spen t n early 50 years  res to rin g th e c lo u d fo res t at M ac h u  P ic c h u . Wh at 
began  as  degraded lan d is  n ow a livin g eco sys tem  with  372 n at ive o rc h id spec ies , 315 
bird spec ies , an d 31 spec ies  dis covered n ew to  s c ien ce.

It  is  o n e o f th e lo n ges t- ru n n in g exam ples  o f to u rism  ac t ively regen erat in g an  
eco sys tem .

And Beyond Tanzania
Cor al  r estorat ion,  Zanzibar

Regeneration takes different shapes underwater. andBeyond Tanzania partners with Oceans Without 
Borders and Mars Inc. on Reef Stars, a coral restoration project in Zanzibar.

Since 2025, 101 reef stars have been installed, restoring damaged coral, supporting marine life, and 
training local conservation teams. Guests can participate directly.

HX Expeditions
Ocean science at  sea

Environmental stewardship also happens where few can go. HX Expeditions transformed its 
expedition ships into ocean data platforms through the SOOP project.

Sensors on board measure CO2, temperature, salinity, microplastics, and environmental DNA in 
some of the most remote waters on Earth. The travel industry is contributing directly to global 
climate science.
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Net Zero Targets

"Among partners with a stated net zero target, 
53% aim to reach net zero by 2030, and all 

reported targets fall by 2050."

Based on 128 partners with a specific target date.
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Virtuoso Partner Sustainability Study
•“Your target date for being Net Zero” (n = 128)



Culture

45

Culture is where travel meets the people, places, and traditions that make 
a destination unique. It is present in the traditions and buildings preserved, the crafts 
supported, the ceremonies witnessed, and the communities that welcome visitors into 
their world. 

Luxury travelers increasingly ask for these connections, and partners across the 
network are working to make them real.

Culture accounts for 3,500 (32%) of all reported actions across the network.
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Culture Is a Top Priority

Partners report:

86%
call cultural preservation, 

celebration, or exchange a 
high or very high priority

96%
took cultural action in the past 12 months

80%
have safeguarding policies 

and practices in place

87%
partner with community,

cultural or heritage groups
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Virtuoso Partner Sustainability Study
•“To what degree is cultural preservation, celebration, or exchange a priority for your organization?” (n = 374)
•“In the past 12 months, has your organization taken actions that help preserve, celebrate, or share local culture?” (n = 374)
•“Does your organization have policies or practices in place to ensure safe, respectful, and responsible interactions with local communities and vulnerable groups?” (n = 374)
•“Does your organization partner with local community groups, NGOs, cultural organizations, or heritage groups as part of your sustainability work?” (n = 374)



Culture: Priority and Current Action
Cultural  pr eservation as a pr ior ity C u r r e n t  c u l t u r e  a c t i o n s  

86% rank culture a high or
very high priority 96% took a culture action

in the past 12 months

54%

32%

12%

1%

0%

Very high priority

High priority

Moderate

Low priority

Not a priority

8…

78%

72%

70%

64%

51%

48%

Support local artisans

Culturally-led experiences

Collaborate w/ cultural orgs

Employ local experts / guides

Cultural education for guests

Guests behaviour guidelines

Preserve historic sites
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Virtuoso Partner Sustainability Study
•“To what degree is cultural preservation, celebration, or exchange a priority for your organization?” (n = 374)
•“Which actions is your organization taking today to help protect, preserve, celebrate, or exchange local culture?” (n = 374)



Culture: Planned Action and Partnerships

Planned cul tur e act ions next  year C o m m u n i t y  &  c u l t u r a l  p a r t n e r s  c o l l a b o r a t e d  w i t h  

87% partner with community, cultural or heritage groups

63%

62%

60%

48%

21%

10%

Expand artisan / craft support

Increase cultural partnerships

Add cultural programming

Staff / guest cultural training

Develop / restore sites

None of the above

71%

64%

62%

58%

21%

Environmental / conservation orgs

Education or youth programs

Community developement groups

Cultural / heritage orgs

Indigenous organizations
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Virtuoso Partner Sustainability Study
•“Which actions do you plan to implement within the next 12 months related to cultural preservation or celebration?” (n = 374)
•“Which types of organizations do you collaborate with?” (n = 324)



Safeguarding and Social Risk

S a f e g u a r d i n g  p o l i c i e s  i n  p l a c e  

92%

84%

58%

57%

39%

Staff code of conduct

Training on ethical engagement

Child protection policy

Guest code of conduct

Community-first engagement
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Virtuoso Partner Sustainability Study
•“Which practices or policies do you have in place?” (n = 300)



Global Stewardship in Action: Culture

Capella Ubud
I n  C a r e  o f  K e l i k i ,  B a l i

Capella Ubu d ru n s  In  Care o f Kelik i, a cu ltu ral s tewardsh ip in it iat ive roo ted in  th e Balin ese 
ph ilo soph y o f Tri H ita Karan a. T h e program  res to res  sac red ritu als  at th e Wos  R iver Tem ple, 
preserves  Kelik i pain t in g tradit io n s , an d n ow serves  185 lo cal c h ildren  th rou gh  En glis h  
edu cat io n  program s  th at exc h an ge plas t ic  was te fo r learn in g.
R ice fields  are bein g regen erated in to  o rgan ic  farm lan d. Cu ltu re, com m u n ity, an d eco logy 
are prac t iced as  o n e.

Nomadic Expeditions
R e v i v i n g  M o n g o l i a ' s  e a g l e  f a l c o n r y

Some traditions were almost lost before stewardship intervened. Nomadic Expeditions has spent more than 
25 years reviving Mongolia's ancient eagle falconry tradition. When they co-founded the Golden Eagle 
Festival in 1999, only about a dozen falconers remained. Today, there are more than 300, including a 
growing number of women and young practitioners.
In 2024, the Eagle Hunter Cultural Center opened in Olgii to educate visitors and safeguard the tradition for 
generations.

The Royal Portfolio
F a r m s t e a d ,  G r e a t e r  K r u g e r

Cu ltu re is  also  carried th rou gh  com m u n ity own ersh ip. T h e Royal Po rtfo lio  developed 
Farm s tead in  Greater Kru ger in  partn ers h ip w ith  th e M o letele com m u n ity, wh o se 
Com m u n ity Property As so c iat io n  own s  th e lan d an d s h ares  direc t ly in  reven u e. 
Approxim ately 80% o f s taff are M o letele com m u n ity m em bers .
T h e partn ers h ip h as  h elped fu n d c rec h es , playgrou n ds , bo reh o les , an d s c h oo l 
in fras tru c tu re. Cu ltu ral s tewardsh ip, in  th is  case, is  in separable from  econ om ic  ju s t ice.
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Global Stewardship in Action: Culture

Dubrovnik Tourist Board
R e s p e c t  t h e  C i t y ,  C r o a t i a

Also  wo rth  featu rin g h ere is  D u brovn ik Tou ris t  Board, wh o se Respec t th e City 
in it iat ive, lau n c h ed in  2017, addres ses  o verto u rism  wh ile pro tec t in g cu ltu ral h eritage 
an d im provin g life fo r res iden ts .

T h e D u brovn ik Pas s  gen erated 16.6 m illio n  EUR  in  2024, direc t ly fu n din g cu ltu ral 
in s t itu t io n s  an d h eritage res to rat io n . Overc rowdin g in  th e h is to ric  co re h as  
dec reased, an d cu ltu ral preservat io n  is  n ow su ppo rted by th e vis ito rs  it  draws .

Czech Tourism
S u s t a i n a b i l i t y  K n o w l e d g e  H u b ,  
n a t i o n a l  p l a t f o r m

Cultural stewardship also depends on capacity. CzechTourism built the Sustainability Knowledge Hub, 
a national platform bringing together e-learning, case studies, and methodological guidance for 
destinations and tourism businesses.

It gives the sector the shared understanding needed to steward culture responsibly, and it recognizes 
that the destinations best equipped to protect their heritage are the ones investing in learning.
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Economies
Where travel moves money into the destinations it visits

Travel moves money, and where that money goes matters. When it stays in the destinations luxury travelers visit, it 
strengthens communities, supports livelihoods, and builds the economic foundation that makes stewardship 
sustainable over time. Partners across the network are investing in local hiring, training, community partnerships, and 
the flow of guest spending into local hands.

Economies account for 2,373 (22%) of all reported actions across the network. That figure understates the story, 
because economic impact is threaded through nearly every other pillar.

V I R T U O S O   G L O B A L  S T E W A R D S H I P
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Investing in Local Prosperity
Partners who responded to the study report:

prioritize local hiring into 
management

45%
provide training and 

upward mobility

85% 92%
of the workforce, on 
average, are women

230
median employees per 
partner organization

$143.6M
charitable donations facilitated

Median per partner: $15k

$477
Average guest spend 

per day

5%
Median revenue going 
back to local economies

1.05M
People employed

When travel supports economies with intention, 
livelihoods multiply, communities strengthen, and the 
flow of money begins to match the flow of visitors.
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Virtuoso Partner Sustainability Study
•“Does your organization prioritize employing people from the local community in management or leadership 
roles at the destinations where you operate?” (n = 374)
•“Do you create training and upward mobility opportunities for your staff?” (n = 767)
•“Approximately what number of your total employees are women?” (n = 703)

•“What is your total number of employees?” (n = 767)
•“Approximately how much do you estimate your guests are spending or donating (per person) with local artisans, businesses, NGOs,
programs, individuals or groups of people?” (n = 510)
•“Approximately what percentage of your revenue goes back into local communities?” (n = 503)
•“What is the total amount of charitable donations your company facilitated in the past year?” (n = 520)



Global Stewardship in Action: Economies

Inside Travel Group
U n d e r t o u r i s m s t r a t e g y ,  J a p a n

Inside Travel Group is reshaping demand across Japan through its Undertourism strategy. Rather than 
crowd travelers into headline destinations, they direct them to undervisited regions ready to welcome more 
visitors.
In 2025, customers spent 814 nights in undertourism destinations, generating an estimated 267,000 GBP 
(US$353,000) in local economic impact, with 54% of direct spend going to locally owned suppliers. 
Confirmed room nights more than doubled from 2024.

Singita
H u s t l e  E c o n o m y ,  G r e a t e r  K r u g e r

Economic stewardship can also happen at the grassroots. Singita, through its partnership with Wild Impact 
and the Singita Lowveld Trust, runs the Hustle Economy Programme. It identifies people already running 
informal businesses across the Greater Kruger region and supports them with mentorship, training, market 
access, and grant funding.
In the past year, approximately 800 entrepreneurs generated and reinvested more than R39.5 million 
(US$2.1 million) into local economies.

Wilderness
W i l d l i f e - f r i e n d l y  b e e f ,  B o t s w a n a

Some of the most creative economic stewardship happens where conservation and commerce meet. 
Wilderness developed Africa's first Certified Wildlife Friendly beef supply chain, buying beef from 
farmers in Botswana's Okavango Delta who adopt lion-friendly practices. Farmers receive premium prices 
and faster payments.
Results include zero cattle lost to lions over three years, more than 60,000 lion alerts 
issued, and a growing local lion population. Coexistence became opportunity.
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Global Stewardship in Action: Economies

Slovenian Tourist Board
R e v i t a l i s i n g L j u b l j a n a

Econ om ic  s tewardsh ip also  s cales  at th e des t in at io n  level. Slo ven ian  Tou ris t  Board 
dem on s trates  th e m odel. T h e Green  Sc h em e o f Slo ven ian  Tou rism  s u ppo rts  
des t in at io n s  an d providers  in  adoptin g s u s tain able prac t ices  align ed with  global 
s tan dards .
A key exam ple is  Revitalis in g L ju bljan a, wh ic h  tran s fo rm s  fo rm er in du s trial s ites  in to  
cu ltu ral, c reat ive, an d com m u n ity spaces  s u c h  as  Cen tre Rog, Cu krarn a, an d Stara 
m es tn a elektrarn a. H eritage is  preserved. Vis ito rs  are dispersed beyon d th e h is to ric  
cen ter. L ivability im proves  fo r res iden ts .
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The Reach of Reported Efforts
Partners who responded to the study report:

24.3M
hectares of land in 
active conservation

10.2M
Sq km marine area 

under protection

6.27M
tonnes carbon offset

$143.6M
charitable donations 

facilitated

58%
of partners report regenerative 

practices

Employees

1.05M
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Virtuoso Partner Sustainability Study
•Land conservation, hectares (n = 308); marine conservation, sq km (n = 224); carbon offset, metric tons (n = 190); regenerative 
practices (n = 487); charitable donations (n = 520); total employees (n = 767)
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Why Scale Matters

Togeth er, th e reac h  is  s ign ifican t , an d th e pattern  is  c lear. Global s tewardsh ip is  bein g prac t iced ac ro s s  co n t in en ts , ac ro s s
sec to rs , an d ac ro s s  every part o f th e lu xu ry travel experien ce. Lan d is  bein g con served at a s cale m easu red in  th e m illio n s  o f 
h ec tares . M arin e eco sys tem s  are bein g pro tec ted ac ro s s  vas t s tretc h es  o f o cean . Wildlife popu lat io n s  are bein g safegu arded. 
Carbon  is  bein g o ffset . Com m u n it ies  are bein g s u ppo rted th rou gh  billio n s  in  gu es t spen din g, h irin g, train in g, an d direc t 
givin g.

T h is  is  wh at global s tewardsh ip looks  like at s cale today, driven  by a po rt io n  o f th e lu xu ry travel in du s try. If th e w ider in du s try 
were to  m ove in  th e sam e direc t io n , th e po s s ibilit ies  wou ld m u lt iply. T h e lu xu ry sec to r h as  an  oppo rtu n ity to  set th e pace fo r 
wh at s tewardsh ip can  look like ac ro s s  all o f travel.

Global stewardship is what luxury travel looks like when 
purpose is practiced in every corner of the industry. 

The next opportunity is scale.
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Closing Reflection
Global stewardship is a modernized way of describing the work this network already does. It reflects the role luxury travel plays in the places it 
visits, and the responsibility that comes with that role.

Ou r m is s io n  s tan ds :

To empower our network to grow through purpose-led travel, 
building resilience for people and places.

The Virtuoso network is demonstrating that purpose-led travel can support resilient destinations, thriving communities, and meaningful 
traveler experiences.

54
Copyright © 2026 Virtuoso, Ltd. All Rights Reserved.



55

To learn more, visit:
Sustainable Travel for Virtuosos and sign up for our newsletter.
Or contact us at globalstewardship@virtuoso.com
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https://www.virtuoso.com/travel/sustainable-travel
mailto:globalstewardship@virtuoso.com
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