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Travel and tourism
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Do Australians want brands and businesses to 
get behind social and environmental causes?  

And if yes, which ones?
For over ten years, Republic of Everyone, The Bravery and  

Mobium Group have worked with government, business and charities  
to help create positive change in the world.  

Doing this work effectively, authentically and sustainably requires first knowing 
what kind of change people want to see in the world around them.  

 
So, earlier this year, we completed a special project called The Power and  

the Passion. It all started with a simple question… 

What issues are Australians most passionate about?  
And how do brands and businesses have the power  

to create change?  

This report will give you a glimpse into what they said about your sector.

Want  !e whole !ing? 
Download the complete Power and the Passion report at 

powerandthepassion.com.au

http://powerandthepassion.com.au
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The power and the passion study is built around the generations.  
We have used the following definitions:

Who did we 
speak to?

We spoke to 2,000 everyday 
Australians from all walks of life 
to understand which social and 

environmental issues are 
closest to their hearts – and the 

role they want brands and 
businesses to play in helping 

improve them.
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say brands and products should 
support causes or make changes 

to their products that address 
social and environmental issues

4 in 5
almost

What we found

say they actively look for products 
and brands that support causes 
or have environmentally friendly 
attributes — at least sometimes

3 in 5
almost

of Australians say they purchased a 
product (at least in part) within the last 

month because they thought it would help 
support a social or environmental issue

50%
almost

say they did so in the last week

1 in 5
more than

…and they’re ready to reward the brands and businesses that do act
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And yes, 
People will pay more for products 
that support causes or have lower 

environmental impacts

will pay more

6 in 10
Around

people say they will pay ‘a little more’ — up to 5% — for products 
that support a cause or have a lower environmental impact.1 in 3

say they will pay 
up to 10% more

say they will pay 
up to 20% more

say they will pay 
up to 30% more

14% 5% 5%
A ‘good’’ product’ is defined as one that makes a positive impact on social, community or environmental 

issues through how it is made or by giving a portion of sales to support a cause.

How much more will they pay?
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It’s important brands 
get involved authentically

They should, although 
to an extent that they 
want to and are not 

being forced to.

I feel like brands just 
jump on social issues for 

lip service and I don’t 
feel like it’s genuine.

Yes, only if their care 
is genuine not a way 
for them to generate 
money for discussing 

such issues.

They pass the cost 
directly onto the 

consumer, but take the 
credit themselves. It 
is a self serving play.

I do not want to 
be ear bashed.

Au!enticity  
is every!ing 
When you champion a cause or an 

issue that is aligned with your 
stakeholder’s expectations, your target 

audience’s sentiments, and your 
product or service offering, your action 

in that space is far more likely to be 
supported at all levels of the business 

and with your consumers – and as a 
result, have meaningful, long-term 

impact out in the real world.
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So what issues and causes do Australians want  
travel and tourism companies to act on? 

Made in  
Australia#1 carbon  

neutral#2 100% powered by 
renewables#3
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made in Australia

supporting families 
in poverty

#1
#2
#3

MillennialsMillennialsMillennials

100% powered  
By renewables 

#1
#2
#3

made in Australia#1
#2
#3

#1
#2
#3Carbon neutral

made in Australia

And breaking it  down by generations:  
What issues do the different generations think  

Travel and tourism companies should be acting on?
Across all generations, Made in Australia is a high priority for Australians.  

They also want to see companies looking at their carbon footprint.

carbon neutral carbon neutral

made in Australia

Millennials

100% powered  
by renewables Carbon neutral

Our oceans
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Urban Dwellers Rural and Regional
#1
#2
#3

#1
#2
#3

how does location change things?
The two biggest issues for both urban and regional 

Australians in the travel and tourism sector are 
Made in Australia and carbon neutrality.

our Oceans

Carbon neutral

made in Australia

100% powered by renewables

Carbon neutral

made in Australia
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And what 
about other 

issues? 
We asked people to nominate 

their single top issue that  
they would like to see travel 

and tourism companies 
support.  

Here’s what they told us.
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What are some good examples of  
Travel and tourism companies 

taking action?
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In the summer of 2019-2020, a horrific fire 
season impacted communities across the 

country, devastating environments and bringing 
local economies to the edge of collapse. 

To breathe life back into these regions and help 
small businesses get back on their feet, a new 

non-profit initiative called Empty Esky sprung 
up, encouraging Australians to take a (safe) 

road trip to an affected community and stock up 
on local produce and wares. 

Companies including Jeep and Canadian Club 
jumped onboard to support the campaign and 
created regional travel guides – driving further 

visibility and traffic to the campaign.

Made in Australia
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Carbon neutral

It’s estimated that the tourism industry is 
responsible for around 8% of the world’s global 

greenhouse emissions – a very heavy 
environmental footprint. 

Certified B Corp Intrepid Travel believes that 
travel companies have the power to change 

that, which is why they’ve been 

 Carbon neutral since 2010. 

Not only that, they’re also on the lookout to 
reduce their customers’ footprints, too: in the 

past 12 months, Intrepid has introduced  

40+ decarbonised or low carbon itineraries 
and have became the first global tour operator 

with verifiable science-based targets.



The Power and The Passion  | 14

Powered by renewables

Providing a return service along a 3km coastal 
track between Byron Town Centre and North 
Beach is a carefully-restored, 1949-era, two 

carriage heritage train.  

But this vintage locomotive is special – it’s 
powered by something much older than itself:  

a 4.6 billion year old power source. 

The train is the first in the world to be  

100% powered by solar energy, 
not only engaging locals and tourists on the 

potential of sustainable transport options  
(in a part of Australia renowned for its natural 
beauty), but also demonstrating the technical 

potential of renewables in the travel and 
tourism industry at large.
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DOes your business Need help finding  
or communicating 
 Its impact work?
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You can do anything,  
but you can’t do everything. 

We help brands and businesses simplify the 
complexity around sustainability, prioritise 
their impact, find the right partners, then 

make change happen.

Sustainability needs a special kind of 
creativity. We mix design, digital, innovation 
and real world events to make challenging 

issues compelling, and encourage everyday 
people to get involved. 

 After all, is creativity truly creative if it 
doesn’t create a better world?

Storytelling
The power of storytelling can make the world 

a better place. We can help you tell your 
story to the right people, the right way, at the 

right time.

• PR and communications  
• Media relations 
• Social media 
• Events and activations 
• Issues and crisis management 
• Media and presentation training 
• Influencers and ambassadors 
• Partnerships 
• Speechwriting and presentations 
• Personal brand and business profiling

Between Republic of Everyone and The Bravery,  
our services provide everything you need to imagine, then deliver. 

CreativityConsultancy

• Digital 
• Design 
• Experiential 
• Campaigns 
• Copy and content

• Sustainability strategies 
• Shared Value 
• Impact programs 
• Internal engagement 
• Reporting 
• Brand purpose 
• Behaviour change
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Get in touch:

republicofeveryone.com/contact-us thebraveryishere.com/contact


