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In 2008, also a period of great change in the world, we

recognised a clear shift in our industry and that we had 

a role to play. In responsewe created our TreadRight 

Foundation, whichwe saw as a vehicle to enable us to

support some of the destinations and local 

communities that are the single most critical 

component of our travel experiences, the reason we are 

in business. 

Since that time, TreadRight has evolved to become 

central to our business. As key members of our HowWe

Tread Right Steering Committee, the team sets the 

mandate on sustainability within our brands and 

oversees the efforts of our Foundation. Wewill see more

change in the world, however I guarantee our

commitment to sustainability will remain constant. 

To ensure we are on the right path, HowWe Tread Right 

is built around the Global Goals (officially known as the 

Sustainable Development Goals or SDGs). Launched in 

2015 by the United Nations, these 17 Global Goals 

provide an interwoven response to some of the most 

critical challenges our world is currently faced with, and 

a set of functional targets to guide us towards progress. 

The goals offer a guide for us all to follow, a path 

towards greater impact upon the world we live in. We

are proud and humbled that the UN has recognised our 

efforts, granting usage of their official logo. 

I invite you to read on and learn about how we tread 

right. We look forward to providing annual updates on 

our progress to achieve our HowWe Tread Right goals 

set forth in this strategy. 

Sincerely, 

Brett Tollman 

Cheif Executive - TTC

WELCOME

1

P xx

The Travel Corporation, a family of award-winning travel 

brands, marked its 100th year of operations in 2020. One 

would be remiss in not acknowledging the tumultuous

time for the world and our industry that 2020will 

forever be remembered by, which is the deeply 

impactful introduction of COVID-19 into our 

communities worldwide. This is a crisis which will 

continue to be felt around the world for years to come. 

To me, COVID-19 is in part a consequence of our 

cumulative poor treatment of our world and its 

resources, making this strategy and our focus on how

we tread right in the futuremore critical now. 

Prior to the global cessation of travel in March, many in 

the travel industry and the traveling public were

becoming keenly aware that change was long past due. 

COVID-19 indeed grounded us all, however I believe, as 

many do, that great challenges bring great innovation. 

What this means for our TTC leadership team is that

now is absolutely not the time to set aside matters

regarding the sustainable development of travel and 

indeed all industries. Rather the opposite is true. With 

our millions of guests across our brands, wewill rebuild 

and do so better. HowWe Tread Right is TTC’s blueprint 

for us to get there. And in the meantime, we have 

continued to fund all TreadRight projects during this 

crisis, appreciating how important such funding is, at 

such a difficult time, to the local communities we

support. 

TTC is comprised of award-winning travel brands all 

specializing in niche, highly immersive and responsible 

travel experiences. Our travel brands cater to almost 

every demographic, offering multiple travel styles. We

are a family owned business who has proudly 

welcomed our fourth generation to the company, their 

futures are tied to our future. Collectively at TTC, we are

committed to doing right by our future generations. 

®



2

®



3

®



4



The Global Goals were established by the United 

Nations in 2015 as a blueprint to achieve 

sustainable development now and into the future. 

Governments, businesses and society all have a 

role to play in advancing these goals. At TTC, we 

used the lens of the Global Goals to identify 

sustainability issues within our business that we 

could positively impact through our brand 

operations and through our TreadRight 

Foundation. While recognizing the 

interconnectedness and importance of achieving 

all the Global Goals, we identified 11 Global Goals 

where we can have the most impact as a travel 

company. 

Throughout this strategy we have made conscious 

efforts to align our own How We Tread Right 

(HWTR) goals with the Global Goals in order to 

support greater global impact. We have 

committed to annually reviewing all 17 Global 

Goals against our sustainability strategy and revise 

or reprioritize where necessary.  

THE GLOBAL GOALS
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GLOBAL GOALS  OUR PRIORITIES

We are committed to tracking our impacts and advancing these 11 Global Goals 

through our operations, experiences and our TreadRight Foundation. 



We ensure our destinations benefit just as 

greatly by supporting local businesses, hiring 

local guides and investing in communities 

through our TreadRight Foundation. 

EXPERIENCE
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At TTC and our family of brands, sustainability is woven into our core business 

functions. Our goal is to advance the Global Goals at each step of our travel and 

hospitality experiences delivery. This starts from the moment our guests begin 

dreaming of their next trip, to when they return to share their stories with 

friends and begin dreaming of their next journey.

THE TRAVEL EXPERIENCE & TTC

SHARING
Our guests depart with a renewed sense of wonder 

and a strong connection to a new place or a new 

group of people. Taking all that they’ve learned on 

their trip – the world is now in their hands to make 

for a more sustainable tomorrow.

When our guests choose to travel with 

our family of brands, they become just 

that - family - and we treat our employees 

just the same. We invest in our teams to 

help them excel in life-long careers with 

fair and equal opportunities. We invest in 

our offices to reduce environmental 

impacts. 

BOOKING
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We ensure that guest experiences 

positively impact people, planet 

and wildlife. We offer local 

culinary experiences to support 

small businesses, we align our 

wildlife experiences to our Animal 

Welfare Policy, and we’re 

committed to removing 

unnecessary single-use plastics to 

ensure we create positive impacts.

PLANNING
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Across our family of brands, 

there’s an experience for 

everyone. Our work at TreadRight 

is to educate travelers about the 

impact of their travel choices, 

while empowering them to travel 

with a smaller footprint.

DREAMING
1
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HWTR GOALS
Our HWTR goals were developed as a result of 

identifying how we could positively impact the 11 Global 

Goals we’ve prioritized.  

 

Through consultations with 30+ TTC brand and business 

leaders, we developed our HWTR goals to create the 

greatest possible impact for us while ensuring that 

every brand and region has a clear role to play in 

achieving our goals.  

 

We also consulted our MAKE TRAVEL MATTER® Team, a 

particularly passionate group of our team tasked with 

embedding sustainability at our offices and within our 

operations.  

 

Based on these consultations we further refined our 

action plan to achieve our HWTR Goals in the coming 

years. 

7
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PLANET
GOAL 1.
Achieve carbon neutrality by 2030 or 

sooner.

GOAL 2.
Source 50% of our electricity from 

renewable sources by 2025.

GOAL 5.
Reduce printed brochures by 50% by 

2025.

GOAL 3.
Reduce food waste by 50% across all 

hotels and ships by 2025.

GOAL 4.
Increase use of local & organic food 

products by our supply chain by 2025.

GOAL 6.
Eliminate as many unnecessary single 

use plastics from our operations and 

itineraries by 2022.

By 2025 TreadRight commits to ensuring 

that no less than 20% of its total project 

contributions are committed to Planet 

projects.  

By 2025 TreadRight commits to ensuring 

that no less than 30% of its total project 

contributions are committed to Wildlife 

projects.  

WILDLIFE GOAL 11.
Ensure all wildlife experiences across 

TTC brands adhere to our Animal 

Welfare Policy by 2021.

By 2025 TreadRight commits to ensuring 

that no less than 50% of its total project 

contributions are committed to People 

projects.  

PEOPLE
GOAL 9.
Increase employee and market 

sentiment regarding diversity and 

inclusion across our brands.

GOAL 7.
Include at least 1 MAKE TRAVEL 

MATTER® Experience on 50% of TTC 

itineraries by 2025.

GOAL 8.
Achieve a 20% increase of itineraries 

visiting developing regions for select 

specialist brands by 2025.
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GOAL 10.
Complete 30,000 volunteer hours by 

2025.

Learn how

https://ttc.com/wp-content/uploads/2019/12/TTC-Climate-Action-Plan.pdf


Travel inspires us to have a greater appreciation for the 

planet.  We’ve been providing travel experiences for four 

generations and believe that reducing our environmental 

footprint will strengthen travel for generations to come. 

This responsibility is not something we take lightly, nor 

something we can undertake alone.  

 

We recognise we do not operate in a silo, nor can we solve 

the world’s many current challenges that way. Through 

partnerships with others our goals are within reach. These 

goals focus on the most pressing environmental issues to 

our business today: climate change, sustainable food 

production, and the responsible use of products and 

resources, including single-use plastics and paper.  

PLANET
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We know climate change is real and its effects 

will change how and where we travel. In early 

2020 we saw intense and devastating bushfires 

burn through parts of Australia’s outback. The 

affected communities continue to grapple with 

lost lives, destroyed homes and crippled 

ecosystems with calamitous consequences for 

wildlife. In response, AAT Kings launched 

Bushfire Recovery Giveback trips to support the 

local communities affected and our teams in 

Australia continue to volunteer with habitat 

restoration projects. 

We continue to stand in solidarity with Australia 

and recognize that other regions and countries 

will face similar challenges as a result of a 

climate change. Climate change is directly 

linked to an increase in greenhouse gas (GHG) 

emissions in the atmosphere, and as a travel 

company reliant on air travel and other forms of 

transport, we have a responsibility to reduce our 

emissions and support the transition to a low-

carbon future. 

GOAL 1.
Achieve carbon neutrality by 

2030 or sooner

In order to achieve carbon neutrality, we commit 

to measure, reduce and offset our Scope 1 + 

Scope 2 emissions, and select Scope 3 emissions 

11

Our approach to achieve carbon neutrality is to 

measure and drawdown our emissions prior to 

offsetting unavoidable emissions. In 2020 we 

implemented a new carbon reporting tool, 

Accuvio, to better track and manage the 

emissions associated with our corporate activity 

and operations. This verifiable, cloud-based tool 

will help us track towards our goals and adds 

rigour to our environmental reporting across all 

our properties.  

that we deem most material to the business and 

our overall carbon footprint.  We measure our 

emissions in accordance with the international 

Greenhouse Gas Protocol, as follows: 

Scope 1 + 2 Emissions:

Energy use across our owned and operated 

assets, including: offices, depots, facilities 

and accommodations, Red Carnation 

Hotels, Uniworld ships, and 500+ vehicles, 

including coaches.

Scope 3 Emissions:

Waste and water use across our owned and 

operated assets, corporate business air travel 

and the emissions from our guided and FIT 

trips that we operate, including transport, 

accommodation, meals and experiences. 

CLIMATE CHANGE

CARBON NEUTRAL
TTC has committed to becoming carbon neutral by 2030 or 

sooner, joining the World Travel & Tourism Council in signing 

the United Nations Climate Neutral Now Initiative. 

 

Read our Climate Action Plan to learn how we will achieve this.

https://ttc.com/wp-content/uploads/2019/12/TTC-Climate-Action-Plan.pdf
https://www.aatkings.com/
https://redcarnationhotels.com/
https://redcarnationhotels.com/
https://www.uniworld.com/


We also began work to understand the carbon 

footprint associated with our guided and FIT trips 

that we operate. Once this process is complete, we 

will set carbon reduction targets. At a high level, we 

will drawdown our carbon emissions through: 

Clean Energy: Identify and invest in 

renewable energy where possible. 

Conservation: Increase energy efficiency 

and reduce energy consumption at our 

offices and owned properties.

Innovation: Source and support new low-

impact technologies.

Low-Emission Transportation: Identify and 

invest in upgrades or retrofits to our owned 

fleet to support low-emission technology and 

identify where we can supplement low-

emission transportation across our trips.

Our residual emissions will be offset using high-

quality, verified carbon offsets. We are a signatory 

to Climate Neutral Now, an initiative launched by 

the United Nations in 2015 to help achieve a 

climate neutral world by mid-century, as set out in 

the Paris Agreement. 

GOAL 2.
Source 50% of our electricity 

from renewable sources by 2025 

A clear opportunity to mitigate climate change 

is to reduce our reliance on fossil fuels and 

transition to clean and renewable energy. Over 

the next five years we will assess and invest in 

opportunities to diversify our energy mix and 

procure and generate renewable energy. Our 

Red Carnation Hotels are leading the way by 

procuring renewable energy for their properties. 

GOAL 3.
Reduce food waste by 50% 

across all hotels and ships by 

2025

Supporting local farmers and sustainable food 

production encourages the destinations we visit 

to develop resilient agricultural practices that 

combat food insecurity. This support, in turn, 

enhances the authentic travel experience. Our 

coach and FIT brands work with thousands of 

accommodations and meal suppliers and we 

have a responsibility to ask for and encourage 

local and organic food production where 

possible. At TTC we define “local” as any food 

sourced within 30-50 miles of where it is 

prepared, and “organic” as any produce or meat 

The local cuisine of a destination is perhaps the 

most popular and impactful way to get to know 

a new place. It is also a critical way for travelers 

and travel businesses to support a destination. 

That’s why at TTC, we want to ensure 

ingredients are both procured and disposed in a 

responsible manner. This means encouraging 

our supply chain to source local and organic 

food across our itineraries and reducing food 

waste at our hotel and ship brands. Not only are 

these efforts beneficial for our guests and the 

planet, but sustainable agriculture practices and 

responsible food waste management contribute 

to greater food security in the local communities 

we visit.  

GOAL 4.
Increase use of local & organic 

food products by our supply 

chain by 2025

Our luxury hotel and ship brands, Red Carnation 

Hotels, and Uniworld, take pride in providing the 

finest dining experiences for our guests. They 

will continue to offer these experiences while 

employing innovative initiatives to continue to 

reduce their food waste. In 2020 Red Carnation 

Hotels selected a food waste management 

company to support them in this endeavour. 

Learning from this partnership we will evaluate 

how to reduce food waste across Uniworld. We 

will also share these learnings with our own 

properties, including Contiki Chateau, Contiki 

Gasthof, and Radical Travel’s Skye Inn and 

Morag’s Lodge.

sourced without the use of pesticides or GMOs; 

or sustainably sourced seafood. Our suppliers 

must source at least 25% of their menu either 

locally or organically in order to be considered a 

local or organic supplier.  

 

Due to a halt in business operations as a result 

of COVID-19, we will begin working towards this 

goal in 2021. At this time, we will identify a target 

to achieve by 2025 and update our goal. 

In an increasingly resource-constrained world 

we must be conscious of the waste we produce 

and identify ways to reduce our impacts and 

eliminate waste where possible. At TTC, we’ve 

identified many opportunities to reduce harmful 

unnecessary single-use plastics and have 

transitioned to providing entirely electronic 

guest documents. 

12

SUSTAINABLE FOOD PRODUCTION

RESPONSIBLE CONSUMPTION

https://redcarnationhotels.com/
https://www.uniworld.com/


In 2018 we committed to eliminating 

unnecessary single-use plastics from our 

offices and trips worldwide by 2022. We remain 

committed to this goal with a focus on 

eliminating single-use plastic convenience 

items. The onset of COVID-19 and the resulting 

need for enhanced hygiene measures and the 

use of personal protective equipment has 

forced us to slightly adjust this goal. Our guests’ 

safety and wellbeing remains paramount and 

we will aim to remove single-use plastics from 

our operations that are not required due to 

regulation or health, safety, and/or hygiene 

purposes, and source the most sustainable 

solutions whenever possible. We will also 

continue to seek out opportunities to 

collaborate as an industry to identify best 

practices to eliminate unnecessary single-use 

plastics and address plastic pollution in our 

oceans and the destinations we visit.   

 

Our Red Carnation Hotels and Uniworld ships 

partnered with Premium Purity to begin 

implementing electrostatic spray cleaning in 

response to COVID-19. This type of cleaning is 

proven to reduce microbes such as bacteria 

and viruses without using toxic chemicals or 

single-use plastics.  

Across our travel brands we have a considerable 

footprint resulting from the printing of annual 

brochures. Through collaboration with our travel 

partners we will reduce printed brochures by 50% 

from 2020 by leveraging e-brochures where 

possible, innovating new digital offerings, 

encouraging our industry to remove paper 

brochures and assessing brochure use within the 

travel trade. At our offices and Red Carnation 

Hotels we’re tracking the amount of paper 

purchased and implementing initiatives to reduce 

our paper use. We’ve moved to providing travel 

documents entirely electronically and in 

partnership with One Tree Planted, we will plant a 

tree for each guest receiving e-docs with 

participating brands.   

The most impactful way to limit microplastics in 

our waterways and oceans, is to limit production at 

source. 
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GOAL 5.
Reduce printed brochures by 

50% by 2025 

GOAL 6.
Eliminate as many unnecessary 

single-use plastics as possible 

from our operations and 

itineraries by 2022

OUR PLEDGE
In 2019, TTC and its family of brands launched the MAKE 

TRAVEL MATTER® Pledge to stand up and commit to a 

sustainable way forward for travel. Our How We Tread Right 

strategy lays out how we will work collectively to do just that.

https://redcarnationhotels.com/
https://redcarnationhotels.com/
https://www.uniworld.com/


By 2025 TreadRight commits to ensuring that no less than 20% of its total 

project contributions are committed to Planet projects.  Our Planet projects aim 

to reduce tourism’s environmental footprint and promote responsible 

consumption. Many of our initiatives require partnerships with local 

stakeholders and our peers to ensure a sustainable future for all. 

TREADRIGHT /  
PLANET COMMITMENT

14



Food, culture, history, art, architecture and stories; a few of the 

human elements that define a place and characterize its 

people. Exposure to new cultures and communities is eye-

opening for visitors, but more importantly the communities we 

visit are home to those who live there. These critical cultural 

components benefit both a community and its visitors and 

form the basis of the visitor economy.  

 

With the rapid growth of our sector, up until 2020’s travel halt, 

travel and tourism were facing a number of challenges that 

had remained previously unaddressed. The true cost of 

unmitigated travel growth was being felt in some of the 

world’s most popular destinations, resulting in a myriad of 

issues due to the number of visitors and residents being out of 

balance. Arguably the most consequential symptom of tourism 

growth remains the very uneven distribution of the social and 

economic benefit of travel at the destination level.  

 

The critical conversations surrounding racism and diversity and 

inclusion are also ongoing within TTC and our brands. We must 

consider our own teams and guests as we strive to break down 

barriers for every person to feel welcome and accepted both in 

our offices and on our trips. Our goals focus on prioritizing 

resiliency and success – both for the destinations we visit and 

for our own teams. We pledge to support and grow travel 

experiences that demonstrate a genuine community benefit 

and put diversity and inclusivity at the forefront.

15

PEOPLE
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MAKE TRAVEL MATTER® Experiences were 

developed in response to the need for travel 

experiences that are mutually beneficial for both 

the guest and the host. Based on a robust set of 

criteria directly tied to the Global Goals, MAKE 

TRAVEL MATTER® Experiences seek to encourage 

the greatest community benefit from the visitor 

economy, while in turn educating guests across all 

our brands on the Global Goals and the way that 

daily action can support them.

TTC brands offer exceptional experiences in up-

and-coming regions. Participating brands in this 

goal include: AAT Kings, Adventure World, African 

Travel, Brendan Vacations, Contiki, Lion World and 

Highland Explorer Tours. Using a baseline of trips 

to developing regions in 2019, we will aim to 

achieve a 20% increase in itineraries visiting 

developing regions by 2025.  By introducing guests 

to developing regions, we can support a greater 

spread of tourism income within the destination, 

while offering compelling travel experiences. For 

the purposes of this goal TTC defines developing 

regions as: 

Using our MAKE TRAVEL MATTER®  

E-Assessment, developed specifically for TTC, 

travel experiences will be rated against criteria in 

order to identify the way in which they 

materially advance the 11 Global Goals that How 

We Tread Right prioritizes. This is an effort to 

ensure that our brand travel experiences are 

chosen with great care, that our product and 

operations team appreciate the true positive 

impact potential of travel and tourism, and that 

this knowledge is passed onto our guests and 

travelers.  

 

Our MAKE TRAVEL MATTER®  E-Assessment is 

an online tool made available to all product and 

operations teams and tracked by the TreadRight 

team, enabling brands to identify qualifying 

experiences with the view to ensuring 

integration of at least one MAKE TRAVEL 

MATTER® Experience across 50% of all TTC 

itineraries by 2025.

17

The topic of overtourism is well documented and 

understood to pose a risk to destination health and 

the visitor experience through a myriad of 

crowding driven symptoms. Crowding, however, 

must not be viewed simply as congestion in our 

towns, sites and other attractions, it must be 

understood for the pressure it places on local 

infrastructure, for the change it can impose upon 

the fabric of a community coupled with a 

destination’s reliance on tourism as a means of 

employment and trade. As a travel provider, our 

opportunity to address the myriad of challenges 

posed by overtourism lies primarily in the way in 

which we operate, the places we operate and the 

experiences we provide. 

Those with limited or no symptoms of 

overtourism.

Those we haven’t visited in 2019.

Those that support a greater spread of 

tourism, such as secondary cities.

As a family owned and run business, support for 

one’s team members runs deep. That’s why in 2020 

when the Black Lives Matter movement called for 

reflection from all companies to review their 

approach to diversity and inclusion, we took the 

time to listen, and seek input from our own teams. 

To be clear, TTC, The TreadRight Foundation and all 

of our member brands stand firmly against racism 

around the world, in all its forms. However, we 

humbly acknowledge that we can do better in our 

inclusivity initiatives. We have a motivated global 

team, TTC IDEA (Inclusion, Diversity, Equality 

Action) comprised of 75+ individuals across the 

company who will lead the change, share their 

experiences, and advocate for anti-racism and 

more inclusivity and diversity in the travel industry. 

OVERTOURISM

GOAL 7.
Include at least 1 MAKE TRAVEL 

MATTER® Experience on 50% of 

all TTC itineraries

GOAL 8.
Achieve a 20% increase of 

itineraries visiting developing 

regions for select specialist 

brands by 2025

OUR CULTURE
Travelers can identify MAKE TRAVEL MATTER® 

Experiences across our brands by locating the 

MAKE TRAVEL MATTER® Experience seal.  

Our TTC team is a team of thousands across 15 

countries. A diverse group of committed team 

members and passionate travelers, maintaining a 

strong community culture across all hotels, ships 

and offices is a long standing TTC commitment. 

https://www.aatkings.com/
https://www.adventureworld.com.au/
https://africantravelinc.com/
https://africantravelinc.com/
https://www.brendanvacations.com/
https://www.contiki.com/
https://www.lionworldtravel.com/
https://www.highlandexplorertours.com/


Initiated in 2009, all TTC team members receive two 

paid days a year which they can dedicate to 

volunteering in their local communities where they 

live and work. Volunteer time is to be used to 

support well-established organizations that work to 

promote the health of the environment, the health 

of people in our communities or community 

improvement in general. To encourage our offices 

participation in our communities, we have set a 

target of 30,000 total volunteer hours to be 

completed by 2025.

18

GOAL 10.
Complete 30,000 volunteer 

hours by 2025

Our commitment to diversity and inclusion extends 

to Indigenous peoples, the first travelers. We are in 

the process of working with various Indigenous 

travel associations and experts to develop a 

guidebook that will help our brands engage with 

Indigenous tour operators in a respectful and 

meaningful way that honours Indigenous heritage 

and lands.

Internal support, opportunity and mentorship 

within TTC teams and offices is strong, with a focus 

on developing internal team members. TTC’s focus 

to date has been on building opportunity for 

female leaders in the group, and has succeeded at 

ensuring 50%+ of the executive leadership is 

female.  The group’s current focus is on ensuring 

that both internal teams as well as guests and 

travelers are represented equitably from within the 

LGBTQ+ and Black, Indigenous and people of color 

communities. 

 

To achieve this, TTC has committed to completing 

a Diversity and Inclusion Strategy by Q1 2021. This 

strategy will address how brands and offices recruit 

from and communicate to previously 

underrepresented communities. It will focus on 

internal and external initiatives to increase our 

inclusivity. To understand whether we are on the 

right track, we will conduct annual employee and 

market surveys to gauge sentiment towards 

diversity and inclusion across our brands. Travel is 

one of the greatest tools to encourage and support 

cross cultural understanding, and it’s critical that 

that understanding is shared with and felt by our 

teams worldwide.  

GOAL 9.
Increase employee and market 

sentiment regarding diversity 

and inclusion across our brandsWE USED THE UNITED NATIONS GLOBAL GOALS 
TO ASSESS PRECISELY HOW OUR BRANDS CAN 
MAKE LONG LASTING, POSITIVE CHANGE AND 
REMAIN RESILIENT.
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By 2025 TreadRight commits to ensuring that no 

less than 50% of its total project contributions are 

committed to People projects.  People and 

communities are critical to every travel experience 

offered by TTC, and this increase reflects our core 

experiences and the destinations in which we 

operate. 

TREADRIGHT /  
PEOPLE COMMITMENT

19



The Tollman family has deep roots in Africa, reaching back four generations. 

With these roots comes a deep and abiding commitment to wildlife. Our 

travelers have magnificent opportunities to view wildlife in its natural habitat. 

We are mindful that we are visiting their homes, and it is up to us to help care for 

and protect them, ensuring our impact on wildlife is positive.

WILDLIFE

20
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In 2020 we updated our Animal Welfare Policy in 

cooperation with World Animal Protection. The 

policy is one of the first to use the latest science-

based framework for assessing animal welfare: The 

Five Domains model. The model enables a positive 

mental state for animals by considering the health, 

environment, nutrition and behaviour of the 

animals. In creating this new policy, TreadRight 

assessed the wildlife experiences across all TTC 

brands to ensure compliance. 

We are in the process of phasing out 

inappropriate wildlife experiences on our trips 

by 2021. Going forward, our policy will be 

included in all contracts that include wildlife 

experiences. 

 

We ask that our guests and teams email 

animalwelfare@treadright.org if they have an 

experience on a TTC trip that they feel does not 

meet our Animal Welfare Policy. TreadRight is 

committed to investigating these concerns and 

removing experiences that do not meet our 

policy. All wildlife experiences will be reviewed 

on an annual basis to ensure compliance.

22

Wildlife tourism is not new. Elephants, tigers, 

dolphins, big cats and more have been forced to 

give rides, perform for entertainment, and act as 

selfie-props for the “perfect photo” for decades. 

More than half a million wild animals are currently 

enduring lifetimes of suffering at tourist 

entertainment venues worldwide. However, with 

more influencers, travelers and travel companies 

sharing their encounters with exotic species 

through social media, wildlife experiences are 

quickly rising to the top of many bucket lists. As a 

responsible travel company, we need to ensure 

these experiences are as ethical as possible and 

respect the wellbeing of these animals. 

ANIMAL WELFARE

GOAL 11.
Ensure all wildlife experiences 

across TTC brands adhere to our 

Animal Welfare Policy by 2021

OUR ROOTS
TTC’s roots are in South Africa, and the health and wellbeing of 

the world’s wildlife has always been a matter close to our 

hearts. We will continue to advocate for the ethical treatment of 

the world’s wildlife.

https://www.treadright.org/animalwelfare/
https://www.worldanimalprotection.ca/
mailto: animalwelfare@treadright.org


By 2025 TreadRight commits to ensuring that no less 

than 30% of its total project contributions are 

committed to Wildlife projects.  Wildlife is a core 

component of our experiences, and while it remains a 

clear priority, our greatest opportunity for positive 

change is through education and operational 

considerations. TreadRight will continue to focus on 

conservation efforts, wildlife research, and education. 

TREADRIGHT /  
WILDLIFE COMMITMENT
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Our MAKE TRAVEL MATTER® Teams (MT2) are 

groups of passionate team members integrating 

sustainability into our offices and products. They 

have a critical role to play in carrying out employee 

engagement opportunities and reporting on 

sustainability in their roles. 24

We are a family-run company, and in the TTC 

family, everyone has a role to play. The ultimate 

goal of How We Tread Right is that our teams on 

the road and in our offices recognize the role they 

have to play to help accomplish our goals.  

They are meant to be shared across brands, regions 

and teams and individual roles so that we can 

ensure participation, share best practices and have 

a greater impact, together. By inspiring our people 

and the millions of travelers our brands touch 

around the world, this increases impact, not just in 

our travels but in our daily lives. 

 

In order to ensure our brands and teams keep 

sustainability front of mind and work towards our 

goals, we are committed to the ongoing 

integration of sustainability into our company DNA. 

To accomplish this, we will utilize our cross-

departmental Make Travel Matter Teams, and 

establish a How We Tread Right Steering 

Committee to oversee the implementation of this 

strategy. We will also undergo a review of our 

sustainability education for team members on and 

off the road, as well as keep them motivated 

through peer-recognized awards. 

In future years, we will expand these teams to 

include our teams on the road. Our MT2 Operations 

and MT2 Marketing teams are critical to integrating 

sustainability into their day-to-day roles and 

communicating on sustainability initiatives.

The HWTR Steering Committee is a team of 

executive-level leaders in the business from various 

brands and regions. The TreadRight team are all 

members of the HWTR Steering Committee and they 

oversee, monitor and report on the strategy’s 

progress across all brands. This committee has 

oversight to progress made on the HWTR goals and 

each individual acts as a point of contact for 

sustainability within their region or brand. The HWTR 

Steering Committee reports to the Chief 

Sustainability Officer, who in turn reports directly to 

TTC’s Chief Executive.

We will strengthen ongoing sustainability 

education for our team members through our 

MAKE TRAVEL MATTER® Teams, during product 

training and at our annual brand kickoff meetings. 

This education will extend to our guests where 

possible in order to create a larger movement of 

responsible travelers. We will also continue to 

support our peer-recognized awards, such as our 

TreadRight Champions who are team members 

from reservation agents to executives who 

empower TreadRight and its partner projects.    

EMBEDDING HOW WE TREAD RIGHT  
IN OUR DNA

MAKE TRAVEL MATTER® TEAMS

HOW WE TREAD RIGHT STEERING COMMITTEE

LEARNING OPPORTUNITIES  
AND PEER-RECOGNIZED AWARDS

OUR DNA



TTC’s family of Travel Directors, Travel Concierges and Trip Managers are not only the 

passionate people who bring the trips of our TTC brands to life, they’re also world 

citizens who often give back and volunteer in their free time with the communities they 

live in or visit on the road. The Tread the Pledge Fund awards $10,000 in grants to 

community and sustainable tourism development projects around the world. These 

projects that have been nominated by our Travel Directors, with new projects 

nominated and rewarded annually.

25

TREAD  
THE  
PLEDGE  
FUND



We commit to publicly sharing our progress on these goals on an annual basis 

going forward. This transparency will hold us accountable and help us celebrate 

our teams’ achievements as we work together to advance our goals. It will also 

help us identify areas where we are falling short, and where we need to put in 

extra work. We look forward to sharing our progress in future Impact Reports and 

demonstrating how we tread right. 

COMMITMENT TO ANNUAL UPDATES 
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THE TRAVEL CORPORATION

FOR ADDITIONAL INFORMATION ON HOW TTC, TREADRIGHT, AND OUR FAMILY OF  
BRANDS ARE MANAGING OUR IMPACT, VISIT US AT TTC.COM AND TREADRIGHT.ORG 

TM 

http://ttc.com/
http://www.treadright.org/



