
1naturallivingmag.com

NATURALLIVING
MAGAZINE

SUMMER 2008  $4.95GLOBAL WARNING

GREEN COUTURE

SUSTAINABLE 
TRAVEL

Eco Tours & 
The World's 1 st 

L.E.E.D.-Gold Hotel

GREEN RESOURCES   VEGETARIAN RESTAURANTS    GREEN EVENT GUIDE

TO EARTH WATCH

ALEXANDRA PAUL

FROM BAY WATCH

NATURAL L.A.

SERVICES & THINGS TO DOSSERVICES & THINGGGGSS TOO DDDDDDDDDDDDDDOOOOOOOOOOOOOOOOOOOOOO
YOUR GUIDE TO GREEN SHOPPING,

SOS-H2O, Wolves & 
Veganism

Bridal, Bamboo &
Recycled Fashion



7naturallivingmag.com

Cover photo: ! John Russo

ECO TRAVEL
46   Dragon#y Expeditions. Sustainable Travel. 
 By Charles J. Kropke and Uwe G. Doeringer

50   Gaia Napa Valley Hotel. The World's First L.E.E.D. Gold-Certi$ed Hotel. 
 By Wen-I Chang

52   Natural L.A. ± Your Guide to Natural Living. Our Favorite Businesses, 
 Services & Things To Do in Los Angeles. By Kristina Rohr  

                                      
61   Calendar of Green & Natural Events

HEALTHY FOOD
40   Cool, Raw Summer Delights. By Rod Rotondi, Leaf Cuisine

44   Soothing Blue Treats. By Victoria Wieszkowiak, CharismaCuisine.com

45   Vegetarian Guide U.S.A.

SUMMER 2008
CONTENTS

40

44

45

46

50

52



4 6 naturallivingmag.com

DRAGONFLY
ExpeditionsP U R V E Y O R S  O F  U N C O M M O N  A D V E N T U R E S

Lubber Grasshopper on the 
Forever Florida 
Preserve near Orlando- 
one of our local partner 
organizations
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When my business partner and I bought into a struggling ecotourism 
company in 2002, we wrestled with the notion, ªwhat is ecotourism?º 

and ªwhat does sustainable mean?º Ultimately, we had to •nd our own an-
swers to these questions because there was no consensus on a concise def-
inition. So far, this is what we have found:

First of all, ecotourism is a broad term that 
encompasses historical and cultural val-
ues as well as ecological ones. The use of 
the phrase ªecoº in front of the word ªtour-
ismº does not imply that ecology and the 
environment are the company's only areas 
of focus. An ecotourism company can tack-
le agricultural tours, archaeological tours, in-
ner city cultural tours and a thousand oth-
er subjects of the like. The di"erence for an 
ecotourism company is ªhowº the tours are 
conducted.

A mainstream tourism company would ap-
proach a kayak concessionaire or an icon-
ic local restaurant and make the case that 
since they are going to bring in volume, a 
discount should be considered. Instead, we 
as an ecotourism company believe that the 
local vendor and their business make enjoy-
ing the communities we explore easier, 
therefore we pay full price and hope our business 
helps them prosper. We only ask that they provide us with their best ser-
vice. The resulting e"ect for us has been nothing short of amazing.

Then, our company takes this attitude one step further. On top of paying 
full price to our vendors, we allocate between •ve and •fteen percent of 
the gross pro•ts of a majority of our tours to a corresponding local non-for-
pro•t organization that we feel is doing a good job of preserving the his-
torical, ecological and cultural treasures of the places we are visiting. Back 
when my business partner and I were turning the company around, those 
signi•cant checks were a sacri•ce that we were tempted to hold onto, es-
pecially in light of the fact that we couldn't yet a"ord to pay ourselves a 
salary and were sourcing our incomes elsewhere to keep ourselves a#oat. 
These days, because of that earlier sacri•ce, our contributions are simply 
seen as another cost of doing business and have ceased to be a signi•cant 
source of income envy.

Expeditions

I bought into a st
 with 

sss

Wet Hike the Everglades  

By Charles J. Kropke & 
Uwe W. Doeringer
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Trash that was 
hauled out of the 
Big National Preserves 
by our guides

Our bike tour on the island of 
Key Biscayne o!  Miami combines 
the history and ecology of this 
barrier island. 

Hiking up the 
Gorge de la Falaise 
on Martinique
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Are we starry-eyed idealists? Hardly. Our tours put a certain 
degree of stress on the places we visit. Many of these places 

are free to enter. The truism that there is no free lunch in this 
world is correct. Someone has to pay for the upkeep and well 
being of these places. With tight governmental and non-
profit budgets, these assets of our society don't receive suf-
•cient money. Since we are profiting from touring these 
places, it is only logical that we pay our share for their upkeep. 
This sounds like a solid capitalist argument to me so we will call 
it enlightened self-interest.

Another step that we take as a company is to select several 
worthy causes or projects each year and use our for-pro•t infra-
structure and talented, enthusiastic personnel to make a signi•-
cant contribution to our favorite areas of travel. This has meant 
over the years removing dump truck loads of trash from the deep 
Everglades, planting trees and doing general cleanups at Mi-
ami's historic cemetery, contributing to National Park studies 
and public sessions and most recently spearheading the resto-
ration of a native mangrove estuary on the estate of a National 
Historic Landmark.

Lastly, through our products themselves we have pioneered 
ªvoluntoursº to bring corporate groups and their budgets to the 
bene•t of worthy local causes while creating a meaningful expe-
rience for the participants. We call this our ªChange the World 
Series.º Likewise, our ªPhilanthropic Seriesº dedicates •fty percent 
of the tour's gross receipts to various wild animal rescue orga-
nizations, which we tour, and experience in the process. I would 
like to note that we do all these things as a solid and pro•table 
company.

You may have noticed that I haven't once spoken about our car-
bon footprint, the content of the paper that we use in our o$ce or 
our recycling activity. Whereas all these are a prerequisite, they 
are perhaps just the most primary salvos in a battle to change 
the way that tourism is o"ered to the world. The rest is left for 
us to de•ne.

About Dragon•y Expeditions
Charles J. Kropke and his business partner, Uwe G. Doeringer 
are owners of Dragon•y Expeditions, Inc., a Coral Gables, Flor-
ida based company that provides distinctive tours, day jour-
neys and overnight excursions for individuals, small parties and 
corporate groups. Their trips guide the sophisticated travel-
er through the colorful history and ecology of the Everglades, 
South Florida and the Caribbean. The unique blend of not only 
#ora and fauna, but also culture, food, history and people of a 
destination led to the recognition of Dragon•y Expeditions as 
one of the best ecotour companies in the world by Cond! Nast 
Traveler Magazine.

Canoeing on Florida's only 
remaining wild and scenic river

Kayaking just o! shore from Miami's skyline we uncover 
hidden historical treasures among the beauty of 

the crystal clear Key Biscayne

www.dragonflyexpeditions.com      ·     1-888-9WANDER
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