
TRAVELER’S PHILANTHROPY
A Business Opportunity



THREE WAY STREET

 GOOD FOR THE BENEFICIARIES

 GOOD FOR THE CLIENT

 GOOD FOR YOUR BOTTOM LINE



ENGAGEMENT

TRAVELERS’ PHILANTROPY IS AN 
OPPORTUNITY TO:

 GET NEW CLIENTS

 KEEP OLD CLIENTS

 RAISE MORE DONATIONS

 BUILD A STRONG LOCAL COMMUNITY



GET NEW CLIENTS

 KEY DIFFERENTIATOR

 BRAND BUILDER

 BOOKING MOTIVATOR

 SPEAKS TO THE HEART

 SPEAKS TO THE MEDIA



RETAINING OLD CLIENTS
Your Greatest Salespeople

ENGAGEMENT: SHARED EMOTIONAL INTEREST

 BRING ‘EM BACK

 CROSS SELL TO A SISTER PROPERTY/TOUR

 TAP INTO THEIR FRIENDS NETWORK

 TURN THEM INTO LIFETIME DONORS

 STRONG COMMUNITY/STRONG BUSINESS



HOW

“Develop an experiential 
product that leads travelers to 
care about the place, and then 
give them an opportunity in the 

immediate time frame to act 
on their caring.”

- Sam Ham, Department of Conservation
Social Sciences, University of Idaho 



ESSENTIALS

TRUST

 The single biggest motivation for a donation is the assurance 
that the money will go to the advertised beneficiary

 Official procedure and dedicated letterhead (ie. an envelope 
bearing, not the company’s name, but the program name)

 501c3 status

 Third-party authentication (CREST, TIES, STI, etc.)

COMPANY COMMITMENT

 On-going updates for contributors

 Stating company investment (ie. 8% of profits, matching 
funds)

 Extra inducements: donations of over $250 will receive 
voucher for the same amount off the next trip



WHAT TO ASK FOR

 SPECIFIC, LIMITED AND ATTAINABLE TARGETS

- Keep it simple

 UP-SELL

 CORPORATE ADOPTION 

- Don’t be shy

 SIGN UP

- Opt-in names are like money in the 
bank



WHEN TO ASK: The Magic 7

THE MORE TIMES THE BETTER

1. PRE-VISIT (three weeks before departure)

2. ON LOCATION (during stay)

3. POST TRIP REVIEW (within two weeks)

4. REMINDER (every six months)

5. E-NEWSLETTER

6. E-MAIL ALERT (deals, news, as warranted)

7. SOCIAL MEDIA


