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S low Travel, where the journey  
is as much a part of the 
experience as the end 

destination, is a given when it comes 
to lowering carbon footprints, but 
there are other less tangible benefits 
too. “Slow travel isn’t just worthwhile 
because of its environmental benefit, 
but because it offers a blessed relief 
from the sort of million miles an 
hour, digital existence of the modern 
world,” says Tom Barber, Co-founder 
of Original Travel, which offers a wide 
range of walking, boating, cycling and 
rail experiences. “To move slowly, to  
take in your surroundings, to not 
worry about the time it takes to get 
from A to B, these are pleasures in 
their own right, as long as you don’t 
spend the duration on a dreaded 
device,” he adds.

One of the strongest areas of slow 
travel growth has been in luxury train 
journeys, where travellers can enjoy 
five-star comforts in parts of the 
world largely inaccessible by road. 
Golden Eagle runs the Trans-Siberian 
Express through destinations such  
as Central Asia, the Caucacus’  

and India, according to Sales & 
Marketing Manager Natasha Barker. 
Whereas the market for luxury  
train travel has traditionally been  
the preserve of retired people,  
Barker says “In the last 12 to 18 
months we’ve had an increase in 
enquiries and bookings from a 
younger age group.” And the company 
is now offering shorter trips for  
those who are still working. “Being 
on the train is a really good way 
to see the country and the food 
we serve reflects the destinations 
we are travelling through. It’s an 
enriching and educational trip 
with an immersion in culture and 
communities,” explains Barker.

Sharon Wright, Product Manager 
from specialist travel agent Planet 
Rail, also reports a definite upswing 
in interest. “Every year is busier than 
the previous year. Rail travel is really 
on trend at the moment because it’s 
such a relaxing way to travel and 
you arrive right in the heart of your 
destination. It’s not just a means to an 
end, it’s about experiencing the most 
from the scenery,” she says.

A case in point, and possibly the 
world’s most opulent rail journey, is 
the Train Suite Shika-shima Express, 
operated by East Japan Railway and 
launched in 2017. With futuristic 
observatory cars, Michelin-starred 
chef and sumptuous suites, the train 
only accommodates 34 passengers 
for its two to four day journeys and 
applications for tickets have been 
keen. Luxury train operator Belmond, 
which runs the iconic Orient Express 
has added three new luxury suites 
to its train in July as well as offering 
additional routes in South America 
and expanding its experiential offers 
with party trains, spa carriages and 
curated culinary trips.

It’s not just trains that capture the 
slow travellers imagination either; 
travelling as a passenger on a cargo 
ship offers an original slow travel 
experience and is an increasingly 
popular way to make long distance 
journeys. Colin Hetherington, Owner 
and Director of Cargo Ship Voyages 
says there is strong interest for trips 
to and from every continent with 
numbers restricted by the number  

Slow travel
In a year where climate change activism has dominated the mainstream 
media and ‘flight shaming’ and ‘train-bragging’ have been popular holiday 
hashtags, a new, more mindful, approach to tourism is being sought by 
conscious consumers. Report by Liz Miller.

Original Travel Planet Rail
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of ships willing to let passengers 
onboard. Customers, mostly singles 
of both genders and of all ages 
travel for many reasons: “Gap year, 
sabbatical, life-long ‘bucket list’ item, 
flight haters, cruise haters, sea lovers 
of all types, bird watchers, artists 
and writers. It’s an opportunity for a 
digital detox, an enforced slowdown 
of pace; some people work on 
personal projects, others just take in 
the experience,” he says.

At slow travel specialist Inntravel, 
which has been offering a range of 
experiences since 1984, Head of 
Marketing Simon Wrench notes that 
walking is the ultimate low impact 
way to explore other countries and 
cultures. “The trend for slow travel 
growth fits in with mindfulness and 
wellbeing. The best way of seeing 
somewhere is doing something  
at your own pace, where you have  
a slight sense of adventure and  
you are not beholden to the pace  
of the group.” 

Wrench’s thinking is supported 
by an annual survey of over 2,000 

travellers by ABTA in the UK that 
confirms that consumers are seeking 
out more natural environments and 
isolated areas of the world, that 
might only be accessible by foot and 
bike. The report finds that people 
are diversifying their choices and 
increasingly taking experience led 
breaks, with the option of ‘getting 
away from it all’ also being a strong 
motivation for some holidaymakers. 
‘Lakes and mountain trips are 
growing in popularity (11 per cent 
up from 8 per cent in 2018) and 7 per 
cent of people took a camping trip or 
holiday ‘off the beaten track’, rising to 
10 per cent of 55 to 64 year olds.’

Wrench acknowledges that offering 
an ‘Off the beaten track’ experience 
has to be handled sensitively, 
especially given that many of the 
spots that used to be undiscovered 
are now on thousands of travellers 
Instagram feeds. “Instagram has a  
lot to answer for in the ongoing  
issue of over-tourism, but will no 
doubt lead the backlash against it  
as well, showcasing places that  
aren’t over-run. Similarly, the Slow 

Travel movement will get a boost 
from Instagram exposure which is 
no bad thing,” agrees Barber from 
Original Travel.

As a movement against budget flights 
and over-crowding of traditional 
sites, Gen-Z and Millennials look 
set to drive sustainable, responsible 
and slow travel in the future. “It’s 
not going away…because the next 
generation of tailor-made travellers, 
the millennials, won’t allow for that. 
They are the most ethical consumers 
ever, and so travel companies need to 
be offering ways of travelling that are 
increasingly ethical and less damaging 
to the planet,” says Barber. 

abta.com
belmond.com
cargoshipvoyages.com
goldeneagleluxurytrains.com
inntravel.co.uk
jreast.co.jp
originaltravel.co.uk
planetrail.co.uk

Inntravel
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