Chapter 4:

Engaging Tourism Businesses in Travelers’

Philanthropy

How Companies Can Establish and Manage
Travelers’ Philanthropy Programs

By Jane Crouch
Responsible Travel Manager, Intrepid Travel

"To give money is an easy matter in any man’s power. But to decide to whom to give it, and how
large and when, and for what purpose and how, is neither in every man’s power nor an easy
matter." Aristotle

When your company is ready to establish a travelers’ philanthropy program, it is important to do
thorough research and create a project plan. This may sound like basic common sense, but it is
something that is often overlooked by individuals and businesses when they are swept up in
their wish to help a situation or a community. A heart-driven reaction to injustices and inequities
may be your initial and important motivation. But even while your emotions are running high you
should strive to gain a broader perspective and become as widely informed as possible. The
information you gather will allow you to make sound decisions and set your course of action in a
pragmatic and intellectually-driven manner. By doing your research and creating a plan, you
are not ignoring the issue that initially sparked your desire to help or the problem that inflamed
your passions. Instead you are taking steps to ensure that the assistance you provide is
grounded on a complete understanding of how your support can be most effective.

'Help' that is solely based on emotional
reactions may unwittingly further exacerbate a
community’s problems. For example, by giving
to the begging child, you (and the child) may
gain some instant gratification, but such
donations may actually contribute to keeping
that child out of school, thereby holding him in
a cycle of poverty by denying him an
education. Try to look at the problem or issue - b
you want to address as a business challenge to N L iy W
which you will bring your management skills. g °
Use your initial passion to fuel your travelers’
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Intrepid’s English teaching project, Dusun Village, Borneo.
Credit: Suzanne King.

philanthropy project, inspire a commitment to
excellence and create the enthusiasm that will encourage your colleagues and clients to join
you.



e Step 1: Evaluating Strengths and Deficiencies

As the owner or manager of a travel business, you have many strengths and skills. You know
the market, you know your customers, and you know the destinations or your location. And if
you are successful in business, (which we will assume you are), you are probably good at
keeping your finger on the pulse of a market and adapting to frequent change.

But what do you know about managing philanthropy, about effective aid or development? And
how well do you really know the communities that you want to support? Do you speak their
language well? Do you know their history? Do you have a deep understanding of their culture,
their religion, their decision-making processes, their hierarchies, their interpersonal
relationships, and their relationship with the land? Do you know who all the key stakeholders
are and the extent to which they are likely to accept the intervention that you may propose? Do
you know the level of the government’s work on the particular need you wish to target and how
various agencies might support or oppose your possible initiative?

Most people who are contemplating starting a philanthropy program find they have good
answers to some of these questions, but not all. Evaluate your company’s collective strengths
and deficiencies with candor and care, looking at yourself and your employees to identify what
resources and knowledge you already have to support your initiative. Then determine what type
of additional expertise or support will be needed to ensure you have solid answers to all of the
above questions.

e Step 2: Identify the Geographic Areas and Issues You Would Like to Address with
Your Travelers’ Philanthropy Project

Once you have decided that you wish to embark on a travelers’ philanthropy project, and you
have assessed your company’s capabilities, the next step is to choose the issues you wish to
address. The following broad categories may help you:

Poverty alleviation

Education

Health, social welfare, and disability

Child welfare

Agriculture, food, and nutrition

Empowerment of women

Human rights

Disadvantaged groups such as refugees or ethnic minorities
Vocational empowerment through, for example, training or microfinance loans
Animal welfare

Wildlife conservation

Environmental or heritage protection

Climate change

Disaster responses - i.e. floods, earthquakes, famine

Millennium Development Goals (http://www.un.org/millenniumgoals/ )



http://www.un.org/millenniumgoals/

Possibly your project(s) will cover several of the above
issues. Few of them exist in isolation and a community MILLENNIUM

that is impoverished will have multiple issues. Your DEVELOPMENT GOALS
challenge may be identifying how a community’s needs

and your strengths overlap in a way that addresses those 22 End Poverty
needs. Sometimes a community’s most visible prior_it_ies and Hunger
may obscure other needs that you are in a better position
to help support. Universal
Your travel business is not a charity; however, it can make Education
a difference to the poorest in society. If you want to benefit
a specific community could your business offer residents Gender
employment, training, or income-earning opportunities that Equality
will help address their needs? This is an important
question for you to consider. In most circumstances Child
providing business opportunities is a more empowering Health
means of support than charitable handouts to individuals
and their families.

Maternal
Your company can also make a difference through Health
travelers’ philanthropy by providing contributions from your
company and your guests to communities in tourism Combat
destinations. These contributions are over and above the HIVIAIDS
remittances you make for tourism business activities. But
the axiom of ‘trade is better than aid’ still holds true. It is Environmental
best if ' travelers’ philanthropy contrlpqtes to building Sustainability
economic empowerment and self sufficiency — through
education, micro-enterprises, skills training and improved
health. You don't want your generosity, and that of your Global
clients, to lead to dependence on outside support. Partnership

. . You may choose to support the Millennium
e Step 3: Weigh the Pros and Cons of Supporting Development Goals.

an Existing Non-Government Organization Credit: United Nations

(NGO) or Developing Your Own Project

What existing organizations are working in the geographic area you want to target and in the
issues you have identified as your priorities? If not in the targeted community, are there
relevant organizations working in other areas of the country that have the appropriate
experience and specialize in addressing this need? For example, if there is a high level of
malnutrition among local children, could you identify and support an NGO already working on
hunger alleviation in the region that has expertise but currently has inadequate financial
resources to expand its services? Working with an existing NGO keeps you from reinventing
the wheel or duplicating established programs or processes. Is the government working on the
problems you want to solve? Perhaps your efforts would be most effective if you help the
community write grant proposals or assist leaders in finding ways to lobby for support?

Other important considerations and questions to answer before starting a new project:

¢ What do you wish to achieve and what is realistic?
e \What are your available staffing resources and their expertise?



e Timing: Do you intend to operate in the area for the long haul?
How well do you know the community? Speak their language? Understand their way of
life, priorities, strengths, and challenges?

o How effective is this initiative likely to be? What are the risks?
Will the project be managed from inside or outside the community?

e How can your project avoid creating dependency? If you discontinue operating in the
region, does the project have other means of support so it will be able to continue?

o Wil the project hold up to external scrutiny and demonstrate accountability?
What are the local cultural and religious beliefs and practices around charity and gift
giving?

e How will you avoid scams and corrupt practices which may be common but not obvious
to an outsider?

Since your primary role is operating or working for a travel business, generally it is not advisable
to create and manage a local project yourself. Your travelers’ philanthropy program is much
more likely to be effective and sustainable if your company can bring resources to a local NGO
that has expertise in the issue you seek to address, has a deep cultural understanding, and
already has solutions to problems. In addition, a local NGO is more likely to be operating in the
region over the long-term. However, in some cases, particularly in remote regions, local NGOs
may not exist and your company may decide to initiate a local project. Take this route only if
you can allocate dedicated staff towards managing the project and ensuring its success. The
recommended steps, listed below, for developing a successful project will help you analyze
whether you can commit the necessary time and resources.

e Step 4: Identify and Consult Stakeholders; Learn About Their Decision-Making
and Governance Practices.

Who are the stakeholders in the community in which you hope to work? List them all and
identify the linkages and hierarchies and varying degrees of vested interest. It can be useful to
map stakeholders and their relationships using mapping tools or graphics. For example, make
circles of like-minded groupings, illustrating overlaps of commonalities. There will be elected
leaders, relevant officials within different levels of government, and other leaders who derive
authority from traditional or ethnic power relationships, economic power, religious power, etc.
There will be groups of people with different agendas or reasons for buying in to your project.
And there will be those on the fringe or outside of the community with a less obvious
involvement, but who will be impacted.

Consult ALL stakeholders, in a number of forums, and over time. There should be wide
representation and culturally appropriate opportunities for all voices to contribute and be heard.
It may, for example, be useful to consult with the women independently of the men, particularly
in a patriarchal society, or to consult with members of “civil society” separately from
government-appointed authorities. Take note of not only the voices you are hearing, but also
those you are not. Work to provide opportunities for the latter group to participate in a different
forum.

o Step 5: Set Objectives and Parameters for Your Project
Decide and clearly articulate what you wish to achieve and set a realistic time frame. It's great

to have ambitious goals and high ideals, but it is sensible to set some smaller achievable steps
for the first year of support. Establishing interim objectives will give you the opportunity to refine



your project and activities along the way, while you continue to learn and develop your
capacities. When each small step is achieved there can be celebration, evaluation, and
analysis of what can be done better. Remember:

o Decide what you and your project are, and what you are not. It is better to specialize
than trying to be all things.
e Prepare a mission statement and establish a clear set of objectives that define the
boundaries.
o Establish criteria for what you will support, for example:
o Only not-for-profit or community based organizations or projects
0 Area of focus or cause
o Who will benefit? For example, the women in Village X; the people with
disabilities and their families in Community Y; the endangered wildlife in Z
province; or the villagers living along the banks of the River G.
0 Must the project be environmentally sustainable?
o Will the project become financially sustainable or self-sufficient, within a specific
number of years? For example, an income generation project.

e Step 6: Where Will the Money Come From?

As a business owner, you already know the importance of establishing and managing a budget.
Don't overlook how critical it will be for your project to have one too. After you have set your
parameters and objectives in Step 5, carefully assess the cost of each step. Allow some
additional contingency funds, as there may be time over-runs, price increases, or over-looked
additional expenses. Then give serious thought to how you can fund each one and maintain the
support for the life of the project. Contributions can be generated from a number of sources:

e From the company, for example, budgeted as a % of company profits, as an amount per
traveler, or as a fee built into the cost of the trip.

o From travelers - at the time of booking, during, or after their trip.

e From foundations and other grant making bodies.

e From fund raising events, activities, and special appeals.

Give consideration to administrative overheads and how they will be funded. If you are inviting
your travelers to contribute, you will have more success with your solicitations if 100% of
donations will go to fund the project, with administrative costs being met by your travel
company. If this is not feasible, you should ensure that no more than 10% of donated funds will
be used for administrative overheads. The public is generally wary of giving to any organization
that needs their donations to cover much of the overhead expenses or fees. A very clear stance
here will help your ability to market your cause, and add to your credibility and transparency.

e Step 7: Follow Sound Management Principles for Handling Travelers’ Philanthropy
Funds

By this point, you will probably have decided whether your company is simply going to make
some corporate donations to one or more local projects or organizations, or whether you wish to
solicit your travelers to give to the organization or the cause as well. Travelers can give in
various ways:

1) Directly to the local project or organization, or



2) Via a local foundation your company helps to create, or

3) To a foundation or non-profit organization based in the U.S., Australia, UK or another “home”
country for international travelers with which you establish a relationship, or

4) Through an online service, such as CREST’s Travelers’ Philanthropy online giving portal
(www.travelersphilanthropy.orq).

Options 3 and 4 may make the donations tax deductible. (See Legal Issues, Chapter 6)

Ensure that donations are not deposited or held within your travel company accounts
irrespective of how travelers submit their funds. For a number of reasons, donations should be
managed and accounted for separately from the finances of your business.

e Seven Principles for Managing Donated Funds
If funds are raised from your clientele or the public via any of these methods, there are, in turn,
at least seven principles which must be considered when receiving, distributing, and reporting
on the use of these funds:

Principle 1: All fundraising activities are conducted with

integrity, honesty, and openness.

This will help safeguard the name and public’s trust of your

company and the recipient organization or NGO that is

managing the local project for which funds are being solicited.

When conducting fund-raising activities:

0 Have clear policies and procedures and comply with them.

0 Be open with your process.

0 Give accurate information in your fundraising materials
and beware of spin or exaggeration.

0 Be aware of privacy laws and expectations — privileged or
confidential information must not be disclosed to
unauthorized parties.

o Be aware of copyright considerations and seek Raising donations from travelers.
permissions for reproducing information, photographs, and Credit: Intrepid Travel.

logos from the organization or NGO you are supporting.
0 Trustis critical and must not be betrayed.

Principle 2: Philanthropic goal must be put above personal gain.

0 Management and board members of the travelers' philanthropy project or organization
should publicly disclose their relevant expertise and credentials.

o Avoid any potential or actual conflicts of interest. Have each board member complete a
guestionnaire once a year, outlining their regular activities and their other involvements.

0 In cases of possible conflict of interest or bias, require board members to excuse
themselves from any vote on that issue.

Principle 3: Foster empowerment, self-determination, tolerance, and equal and fair
treatment of all people.

0 Projects should aim at developing self-reliance and avoid encouraging dependency.

o Encourage equal inclusion and broad community participation. Avoid all discrimination
including that based on gender and ethnicity.

o Promote human rights. Be aware of common exploitive practices.

o Create employment opportunities. For example, don't import goods such as school
supplies which could be produced and purchased locally.

o Ensure activities do not support any unethical or inappropriate activity.


http://www.travelersphilanthropy.org/

Principle 4: Follow all applicable laws and regulations.

0 Inthe community/country where project is located.

In the country where your company is based.

In the countries that are home to your donors.

For your fundraising and promotional activities.

Ensure key players are not involved in any inappropriate activity, for example, racist,
sexually exploitive, illegal, or unsavory activities.

(el elNolNeo]

Principle 5: Ensure fairness, accountability, and transparency in all actions and

activities.

o Clear receipting and recording of all donations and gifts.

o Donations used according to donors’ intentions (having given them suitable options). If
a project is completed or closed, the donor should be offered alternative options or the
funds returned.

o0 A full description of projects and how donations are being used must be available.

0 Maintain accurate accounting records.

0 Accounting records should be third party audited and the audit results available to the
public, on request.

Principle 6: Take care of your donors

0 Whenever possible, offer would-be donors a range of options for their support, i.e.,
different projects, or different items or aspects of a single project.

Keep good records of their names and contact details.

Reply promptly and answer their enquiries courteously.

Keep them informed about what you are doing and how you are spending their money.
Thank donors. Help them to feel good about giving to your cause so they will give again.

O o0oOo0o

Principle 7: Measure success and effectiveness

Set realistic timelines for what you hope to achieve.

0 Set measures of success in the form of interim steps on the path to your ultimate goals.
o Aim for longevity, not for short term, quick fixes.

o Establish monitoring systems. Who is responsible for keeping the project on track?
Maintain periodic contact or reporting, for example, fortnightly or monthly.

Establish an evaluation process. This can be conducted within an agreed time frame
after donations are disbursed, or at specific intervals, such as annually. Include an
assessment of progress against the project’s aims, lessons learned along the way, and a
method to analyze project sustainability and steps toward independence from donor
support.

o

o

e Conclusion

Travelers’ philanthropy can be an effective tool for improving the situation of a target
community. However, the process of creating a project of this type can be complex. History has
shown that projects are most likely to succeed and be effective if they are grounded on thorough
preliminary research which was done with an open mind and flexible attitude, and where the
instigators have undertaken broad stakeholder consultation and been prepared to change
course and reprioritize based on the input received. The research must be both an in-depth
analysis within the community and an honest look at the travel company's strengths,
weaknesses, resources, and relevant experience.



By identifying and listening to your stakeholders, you
can establish boundaries for your philanthropy.
Guidance from your target community will help you set
realistic and achievable goals and secure the buy-in of
local leaders. If you raise and manage funds for the
projects  with  exemplary transparency and
accountability, you will gain respect from all parties,
which can help to further grow support and expedite
positive outcomes.

b il

Makin a connection.
Credit: Intrepid Travel

With due attention to the steps and principles
described here, establishing and managing a travelers’ philanthropy program can be an
exceptionally rewarding and satisfying initiative for your business, your staff, and your clientele.



Working with Donors in Travel-based Philanthropy:
Lessons from Basecamp

By Lars Lindkvist, Ph.D.
Executive Chairman, Basecamp Foundation Kenya and
Director, Basecamp Explorer Kenya Ltd.

Basecamp is a global ecotourism organization operating in Africa, India, Europe and the high
Arctic. It is organized in two principal entities - Basecamp Explorer (BCE), a for-profit tourism
operator focusing on destination development and management, and its not-for-profit
counterpart Basecamp Foundation (BCF). The Foundation is a major shareholder in the
Explorer business and responsible for developing tourism related community and conservation
projects.

Basecamp’s two entities are closely intertwined
at the destination level and we normally chose to
refer to the Explorer and the Foundation as just
Basecamp. However, as we describe in this
paper our approach to philanthropy in general
and travelers’ philanthropy in particular, we need
to keep them apart in order to make clear their
different roles and responsibilities. Basecamp
Foundation (BCF) is the developer and driver of
Basecamp’s community and conservation
projects and is responsible for long-term
financing of the project portfolio.

Basecamp Masai Mara, Kenya.
Credit: Basecamp Foundation

Over its 13-year existence BCF has developed,
financed, and managed over 35 different socially and environmentally oriented projects in
partnership with many different types of organizations, and always in partnership with
Basecamp Explorer. Sustainable tourism, or ecotourism, is the vehicle Basecamp Foundation
has chosen for financing the projects. Consequently, we also have had to manage a large
number of travelers who have become donors and social and environmental investors within our
system. Besides engaging with the travelers and guests at Basecamp Explorer destinations, we
also approach many other forms of partnerships in a conscientious way. Presently, we have
about a dozen signed partnership agreements spreading from governments to conservation
organizations, family foundations and social investors, most in the form of either a Memorandum
of Understanding (MoU) or a Term of Reference (ToR).

To manage a large number of partnerships and donors at the same time is not always easy and
hopefully the mistakes made over the years have some relevance to others dealing with tourism
and philanthropy. There are as many ways to work with donors as there are worthwhile projects
to support, but we hope that our particular experience can be useful to those of you who are
looking at engaging in travelers’ philanthropy to fund projects that make the world a better place.

e Travelers’ Philanthropy: Why Get Involved? A rational



Travelers’ philanthropy is an important element in the construction of a progressive society
because it:

Facilitates community and good citizenship

Facilitates private action in public space

Supports innovation and creates possibility for social transformation

Generates social and environmental capital for conservation

Provides resources for social development

Mitigates the impact of state economic policy

Provides moral leadership and,

O O O O o o o o

Offers a cost-effective means of delivering social and conservation services.

While our experience demonstrates that these rationales are reasonable and acceptable, none
of them bear fruit in the short-term. Done well, travelers’ philanthropy requires in depth planning,
robust finance, competence, and a long-term perspective in order to reach lasting results. Yes,
there are certainly many worthy causes to be supported that doesn’t require a progressive or
transformative structure; unfortunately, they never seem to last very long.

In this paper we have set out to discuss some of the
requirements for progressive projects that are
transformative to the local society and require higher
investment levels over longer time. And we look at how
they can be managed by smaller businesses like
Basecamp. One of the absolutely unique aspects of
travelers’ philanthropy is that it has the potential for long
term planning — for at least as long as the horizon of a
tourism business’ investment. It is easy to fall into the
pattern of thinking and planning at a three to four year
perspective, since many NGO’s and development
organizations are tied to time frames of that length. With a
sustainable tourism business as the financial backbone,
we can dare to look further ahead, at least five to ten
years, and hopefully longer. We know that challenges
including poverty reduction, adaptation to climate change, -
environmental sustainability simply will not be addressed | py,o,, building cooperative, Lamu, Kenya.
in the short-term. Credit: Peter Jordan

This brings us to another unique characteristic of travelers’ philanthropy. Since one of the
fundamental requirements for building sustainable tourism businesses is based on a return on
investment over a long time, the basis for long-term donor funding is already there -- the visitors
and potential philanthropists. Serious tourism and travel businesses have the potential to deliver
consistently and sustainably to local projects through well-managed travelers’ philanthropy
programs.

However, with economic, political, and natural disasters causing volatility in the tourism industry,
concerns have been raised about the sustainability of tourism driven projects. In turn, this has



made community based initiatives look to identify philanthropy that can go beyond the visitor
stream whenever possible. If a donor can continue to be engaged long after visiting the
destination, it will increase community resources and make projects less dependent on tourism
revenues alone. Project financing must always strive to have a long-term perspective that
reaches beyond the travel aspects whenever it is possible.

This becomes patrticularly important if a project is to reach deep into social fabric of a society
and create sustainable effects. Here, the art of cultivating and maintaining the donors becomes
a strong component of assuring sustainability. Consequently, we try to see donor engagement
at the destination only as the start of a long-term relationship.

o Perspectives on Managing Philanthropy and Donors

Managing donors and money in philanthropy is a multi-faceted issue. We sometimes refer to it
as the internal and external aspects of donor management. While the internal aspect focuses on
the project itself and refers to how the project absorbs and manages a donation, the external
aspect is donor oriented and concerned with the relationship between the donor and the project
-- both before and after a donation has been made.

As mentioned above, travelers’ philanthropy offers a very uniqgue and competitive advantage
over projects supported by other sources of finance because it allows a longer time frame for
donor management and project assessment. While development and conservation NGO’s are
normally restricted by limited time for implementation and measuring effect of their projects,
tourism-based initiatives may permit more time for assessment of project deliverables and
management of donors because they are organized by tourism businesses based or operating
long term in the destination.

The following sections discuss some of the key elements of how Basecamp Foundation works
to create a mutually beneficial environment between the donor and the prolect The major role
of Basecamp Explorer, as the tourism business, is to develop
a tourism product that includes the community and
conservation projects as an integrated part of the visitor
experience -- and by doing so, create a unique and exquisite
holiday that goes beyond the normal!

e Need Driven vs. Donor Driven Support

In all forms of philanthropy, there are crucial differences
between need driven and donor driven financial, material, or
volunteer donations. It is perhaps even more so in travelers’
philanthropy where donors sometimes have very personal
experiences that guide their feelings and emotions and ' '

. . e . L) BBasecamp meetmg with Maasai,Kenya.
influence their decision making on giving. Credit: Peter Jordan

Sometimes, as we struggle to find the funds needed to carry on with our community and
conservation projects, we come across donors that are willing to share their wealth but for a
different cause than the ones we, in partnership with the host community, have elected to
support. While it is difficult to say no to such an offer, there might be important reasons to do



so. For example, the support is for a project that is not considered a local priority or while
worthy, the internal capacity for carrying out the project is lacking.

A fundamental principal in Basecamp’s travelers’ philanthropy work is, as far as possible, to
promote “need driven” not “donor driven” support. The success of a project is multiplied when
there is a clear baseline of community identified needs to provide a template for selecting
projects. We refer to this as “local ownership” of the project where the level of community
engagement and local support in the project is high.

At times the community may not be aware of a more abstract sustainability “need” such as
climate change which is not yet felt as strongly as, for example, poverty. However, Basecamp’s
experience is that as soon as climate change is brought forth in terms of the rate of extinction of
flora and fauna globally and the “need” for local adaptation and mitigation is explained,
community awareness is raised and it is often embraced as a local “need”. Local ownership and
relevance is thereby created.

In attempting to create a checklist of “be aware” issues with regards to donor driven funding,
Basecamp Foundation tries to keep in mind the five following rules of thumb:

1. Core Competence

Projects where the relevant skills and competence are not readily available should best be
avoided. However, the risk can be managed in cases when a strong partner with the right
competence comes onboard and takes a lead role in the project. A good example is the
partnership, roles, and responsibilities between Basecamp Foundation and Africa Impact, a
specialist organization on Voluntourism. In this case, the partners decided to work together in
close collaboration although Basecamp at the start had marginal experience in the field of
voluntourism and would not have initiated the project without a core competence partner.

2. Over-Committed
Over-commitment is a well-known problem to most of
us. There are so many interesting and important
causes to support that it is almost impossible to say
no! Yet, over commitment turns out to be one of the
biggest reasons for creating a “lose-lose”
circumstance instead of a “win-win” situation. The
donor loses his or her money with little or no return,
the project facilitator (Basecamp) loses credibility
and trust in the market and with the community, and
the community loses faith, while the problem remains
unsolved. This is a situation where the project

. o . Naboisho Conservancy, Kenya.
facilitator needs to be diligent and assess the internal Credit: Basecamp Foundation

resources carefully before committing to take the
money from the donor and promise results to the community.

To exemplify the risk of over-commitment, this little story can be useful. Late in 2008, we were
approached by a family foundation that had visited Basecamp Masai Mara and was willing to
fund a community health center in a nearby Maasai village. The project fit well in under a larger
program called Basecamp Green Villages and Mara Naboisho Conservancy. Basecamp
Foundation had recently established a private conservation area outside the Masai Mara
National Reserve on private Maasai owned land. The purpose of the Green Village project
surrounding the conservation area was to support the building of more secure and self-



sustained local communities by targeting several priority areas for development and
conservation at the same time. The areas where health, climate and energy, poverty reduction
through job creation and conservation of wildlife, i.e. all within community defined need areas
with a plan for implementation.

So what was the problem? The family foundation that was interested in funding the project
wanted a quick proposal against which it could disperse a donation before end year in order to
activate its annual quota of funds. However, looking at some of the internal aspects of
Basecamp Foundation’s organization at the time, there was no guarantee it could mobilize
enough human resources in order to give a guarantee to finish the project in time. As tempting
as it was to say yes to a relatively large donation -- $50,000, we made the decision to ask for an
opportunity to apply the following year — knowing there would be competition over priorities and
new project proposals. How did it end? Eventually the funding was approved in the following
year’'s budget. The project started on time and is now near completion. One of the donor board
members later mentioned that a significant factor in winning approval was the fact that
Basecamp had originally said “No” and outlined its logic for doing so. This, the board member
said, helped instill trust in the transparency and governance structure of Basecamp Foundation.

3. Spread Too Thin
Spread too thin is perhaps the least worrying of the five
aspects behind rejecting funding. The worst-case scenario
is that the project has little drive and delivers below its
potential. To exemplify this, let's take the example of one of
Basecamp’s gender sensitive projects, the Basecamp
Maasai Brand (BMB). BMB has been up and running for
over six years. It engages more than 100 Maasai women in
training and awareness building around traditional Maasai
handicrafts. The women represent the six poorest villages
around Basecamp’s Mara destination and the project also | -
provides a platform for learning and understanding of deep BMB Fair Trade Maasai Crafts, Kenya.
cultural values. At the same time, issues such as Credit: Basecamp Foundation
environmental sustainability, HIV/AIDS, and microfinance are integrated in the training. The
project is global fair-trade certified and the women keep a major portion of the money from
selling their artifacts. The quality is high and a proof to that is that ABC Carpet & Home in New
York City took some of the products into their collection in 2008.

However, Basecamp has spread itself thin in relation to the huge untapped potential imbedded
in the BMB project. The project is by no means a disaster, but is clearly delivering below its
potential. BMB has in its lifetime generated about $150,000 in direct income for the women.
Given the quality of the work and its inclusion in the collection of a major New York design and
decoration firm, the project’s potential income generating capacity is estimated to be three to
five times higher. Why is it not delivering? Given that the BMB project was competing with over
30 other Basecamp projects that needed attention within the same time period, the resources
required to develop new international markets and distribution channels was simply not there.
When you spread too thin, you will rarely realize the full potential and depth of a project.

4. Over-Reporting
It may be argued that “over-reporting” is a less common problem than “under-reporting,” i.e. that
we disregard the importance of staying in touch with our donors and as a result lose out on
receiving renewed support. However, when conservation organizations, philanthropic
foundations, or even governments through their aid and development organizations finance your



project, the reporting may become overwhelming for small to medium sized projects. It is always
smart to look at the grant reporting requirements at the same time as you consider writing the
proposal. Try to strike a balance between the size of the grant and the reporting requirements.
Sometimes donor institutions may reduce reporting requirements due to the size of a grant — but
this is unusual.

The case of private donors is quite different and you come across everything from quite hefty
demands on reports to not wanting reports at all. In the latter case, it can be quite tempting to
accept money with no reporting requirements attached. However, there is self-interest in
reporting for the simple reason that by keeping in close touch with the donor, you increase the
likelihood of renewed funding in the future.

Basecamp sends out quarterly reports based on the same standard format for all projects. The
reports include donor newsletters as well as financial reports for annual audits. With a large
number of projects running at the same time, standard reporting is of great help. So far, our
private donors and Corporate Social Responsibility (CSR) partners have accepted the standard
format as a streamlined reporting system. This does not mean that other forms of
communication are not needed. On the contrary, staying in touch with donors with the support of
web and social media is extremely useful in between the quarterly reports -- but this is different
and does not replace the formal reporting described above.

5. Difference in Priorities
Difference or mismatch in the priorities between the project and the donor can have many
aspects. One has to do with “need driven” versus “donor driven” funding, which we talked about
earlier. This aspect is mostly in play before the onset of the project and therefore easier to
manage since the option to say “n0” to dONOr T T T T |
support is still there. Another aspect comes
into play when the project is operational and
the donor seeks to alter the terms of
engagement by putting forward new demands
for the project. The demands can also
originate from a project partner, or a
community member who seeks to influence
the project and the donor, and by doing so
suddenly make the project unstable and
complex to manage.

This can happen, for instance, when the CEO
or the project manager of a funding
organization is replaced and the new person
that wants to put his or her profile on the

organization -- including the CSR profile. Such situations can easily jeopardize the entire
purpose of the project by leading to changes in activities, overall goals, and even funding can be
at risk of being withdrawn from the project.

Basecamp Foundation has experienced a few such cases. The lesson learnt is that whenever
possible; try to institutionalize the partnership before the onset of the project. One way of doing
this is to develop clear Terms of Reference for the project and/or Memorandum of
Understanding between the partners, including the role and responsibilities of the donor. To
institutionalize each and every partnership is not always practical, especially for small projects



where it might be more relevant to develop a deeper personal relationship between the project
and the donor. This can be an efficient way to mitigate potential conflict in a project!

o Establish a Policy that Supports Your Travelers’ Philanthropy Work

Many of the potential conflict areas in donor and project management can be met at an early
stage and effectively mitigated by having a clear policy for selecting projects and their expected
deliverables. At Basecamp Foundation, we have developed a set of criteria that clarify the
principals by which we want to execute projects. It also, to some extent, supports the division of
responsibilities between the donor and the project, thereby lowering the risk of conflict at a later
stage. An umbrella statement that includes cultural, social, socio-economic, and environmental
factors and the role of tourism govern the policy. The statement looks like this:

A) Basecamp Foundation encourages the
development of projects that support
environmentally friendly and sustainable
practices, which include practices that
provides due recognition of local culture
and the social fabric.

B) Basecamp Foundation recognizes the
value and necessity of developing
enabling environments for sustainable
projects through broad professional
partnerships, at the local, national, and
international levels.

Koiyaki Guide School, Kenya. Credit: Basecamp Foundation

C) Basecamp Foundation supports project activities that promote dialogue between tourists
and local communities as well as local, national, and international dialogue on the value
of sustainable tourism and best practices.

The following 15-point checklist has been included to provide a frame for Basecamp
Foundation’s project selection policy. The criteria are not listed in any particular order and
projects that do not meet all the criteria are not automatically excluded. While a case-by-case
evaluation is carried out before approval or disapproval of a potential project, Basecamp
Foundation favors projects that address:

Projects1 'SESJS tfsén within the generic target areas — the Basecamp Big Five. These areas were
established as a way of narrowing down and keeping focus in the project portfolio:

- Conservation (nature, biodiversity)

- Capacity (education, leadership)

- Climate (climate change, energy)

- Culture (community)

- Care (health, awareness, well-being)



2. Uniqueness
Its unigueness is that the project is not likely to have taken place without Basecamp’s
involvement.

3. Impact
Reduced negative impact and maximized positive impact from tourism related activities on the
environment as well as on communities.

4. Transformation
That project activities contribute to long-term positive change in the society and/or environment
resulting in increased sustainability over time.

5. Causes and Effect
Project outcome should show clear, causal relationships between the adoption of better
practices and indicators for improved environment, socio-economic factors, and culture
conservation.

6. Assessments and Evaluation
Clear and measurable effects in the form of outputs, outcomes, and other indicators attached to
each project as well as indicators for monitoring progress and performance towards achieving
final goals.

7. Partnership
Ways of identifying and addressing potential social and/or environmental issues by
demonstrating professional partnerships including local community, relevant knowledge and
resource organizations and donors.

8. Leadership
Ways of promoting, stimulating, and lending local leadership in order to secure values and long
lasting change through community involvement.

9. Entrepreneurship
Projects designed to ultimately become self-sustained through sound venture practices, which
delivers benefits over long-term, i.e. after project funds are terminated. This is regarded a
deeper form of financial sustainability.

10. Replicable
Projects should show concrete examples of how results can or will be replicated. Basecamp
favors projects with high replication value.

11. Dissemination
All projects must include an information dissemination component to share lessons learned.

12. Co-financing
Projects must be attractive and eligible for international fundraising purposes. Projects must
clearly document potential sources of co-financing at a flexible ratio. Basecamp Foundation will
give priority to projects with higher co-financing ratios and possibilities for matching funds.
In-kind contribution will be assessed on a case-by-case basis.



13. Cost effectiveness
Project execution should prove to be cost effective in relation to the expected effects.

14. Internal Capacity
Adequate internal capacity and financial and human resources must be identified and made
available for successful implementation and management at the individual project level.

15. Communications, Marketing and Branding
Any project showing the ability to attract proper and positive third party attention in society,
within media, amongst social entrepreneur networks, in nature conservation networks, etc. also
shows higher levels of sustainability.

e Follow the Money

As mentioned earlier, good donor management in travelers’ philanthropy is concerned with the
communications both before and after funds have been given to a project. What does the
website communicate about a particular project? Does it attract donors’> What comes out
through media cover and press ' ;

releases? Does it create added
value to the project and the potential
donor? These are important
guestions to answer as you
approach potential donors.

A different aspect of donor
management looks at how projects
provide good governance structures,
through, for example, transparency
in financial reporting and democratic
decision making between partners.
An example of Basecamp
Foundation’s reporting structure is
given in the next section entitled
“Keep the Donors in the Loop of
Things”.

Barack Obama VISItS Basecamp Masa| Mara Kenya
Credit: Basecamp Foundation.

What binds the two perspectives close to each other is what we usually refer to as “follow the
money.” This is the link between understanding why people give, how to give, how the support
trickles down to the project, what degree of transformation it has on community and
environment, and how this is communicated back to the donor. The next story describes the
“follow the money” process in one of Basecamp Masai Mara’s projects in Kenya.

Basecamp’s “Mara Bushbuck” project combines the improvement of wildlife habitat and carbon
sequestration. For this project, 50 acres of riverbank habitat has been leased from four different
Maasai landowners for a period of 30 years in order to restore a critical piece of eroded habitat.
The reason for calling it the “Bushbuck” project is that this particular species requires intact
forest/bush vegetation in order to thrive. The idea was simple: if the Bushbuck would return, the
project would have successfully reforested the area. And, if it were reforested at a rate
acceptable to the Bushbuck, the number of surviving g trees would be significant and, this would



have a positive impact on climate change through carbon sequestration, as well as reduced
levels of erosion of organic material into the nearby river.

When the Bushbuck was introduced in the description of the project, the idea of CO2 and
erosion becomes even more compelling and appealing — in most cases this is why people
chose to give. Technically, the project is important enough to interest large-scale funding
mechanisms through programs such as REDD (Reduced Emissions from Deforestation and
Degradation). But it is unlikely that small to intermediate travel donors would be as attracted to
the REDD argument as much as to the Bushbuck story — after all they are traveling
philanthropists on safari!

Posted on the web and carried in the local paper, this project becomes an example of how
communication may take place in a relatively simple way before a donor has decided to support
it. On top of that, an invitation from a lodge or tour operator to take guests see the project and
participate in planting trees to offset the carbon emissions from overseas flights might just take
away any of the remaining doubts — seeing is believing!

To honor the complexity surrounding the planting of trees and off-setting flight carbon, some in-
depth explanation on how the
project is structure d to deal with
sequestration rapidly becomes
necessary and must be
provided as donors express real
interest in participating. Keep
the threshold low in the
beginning of communication
and let the donor decide on the
level, but be proactive and
prepare well in advance to be
able to supply critical
information  surrounding the
project.

One of the more crucial
obstacles to giving is “how” you Mara Bushbuck campsite, Kenya. Credit: Basecamp Foundation
give. What is the actual
payment structure that a project uses? At Basecamp we offer to give “where you are,” meaning
that you can give directly at the actual destination where the project takes place or you can
execute a payment through one of our foundations registered in Norway, Kenya, India, and the
United States. Regardless of where the donation is physically transacted, it always loops back
through the “Mother” Foundation in Norway. This is to keep absolute control on the flow of
donations -- “follow the money.” This structure was chosen to provide transparency as well as
tax benefits, whenever applicable. Basecamp Foundation Kenya is the principal “spending” arm
responsible for reimbursing project costs and reporting back to the donors. In this way, it is
possible for the donor to follow the money from where it was donated, through the “Mother”
Foundation’ accounting procedure, into the individual project and back to the donor.

As you report back on projects try to use all available means including newsletters, photos, web
and social media. It is seldom the case that we over-communicate, but rather the opposite.
Much of the communication can take a “light” form as described in the next section, but there is
also a clear need for more “weight” in the communication through third party confirmation,



evaluation, and audited data. Finance obviously needs formal auditing, and in the “Mara
Bushbuck” project the number of surviving trees must also be independently audited.

“Follow the money” has become one of Basecamp’s fundamental principals in its philanthropy
work. An important reason for this is that donors seem more willing to give when they feel it is
both simple and safe to do so. And it doesn’t really matter if we are talking about “earmarked”
funding, “basket” funding or “neuro-philanthropy” where several donors come together to
contribute to one large project -- as long as there is a governance system for transparency and
donor integrity.

o Keep the Donors in the Loop of Things

Arguably, just as in the case of a business, one of the most important things in travelers’
philanthropy is to maintain what you have previously worked up -- your donor market. At
Basecamp Foundation, we do not have a person dedicated full time to donor relationship
management, although we would like to. With a growing project portfolio and multiple sources of
support, donors rapidly become many and it becomes difficult to stay “ahead of the game”
without having established some reporting procedures. To handle this, Basecamp Foundation
has chosen to use standard
reports for all donors.

Two different types of standard
reports are used, a “light”
version for donors and a
“heavy” version for the
“Mother” Foundation, both sent
out quarterly. The “heavy”
version is also available for
donors on request. The “light”
donor version is a personalized
report in the form of a quarterly
newsletter, and a common
design is used for all projects. || . R £ R TS S o
Along with the newsletter you Tl tll e gn AL R , A Y G
need a database that keeps undation
track on the relationship

between donors and projects — you definitely do not want to send the wrong report to a donor.
The “heavy” version is a project development and deviation report that comes with the project’s
account attached. Such a report may not be what a small donor wants to receive — but is
important for project governance reasons.

At the end of the year, a consolidated projects rep ort is produced for all projects for the purpose
of auditing by an independent certified audit firm. The audited accounts and activities are
reflected in the Annual Review, which is available by April/May the following year. The Annual
Review, as opposed to an annual report combines the previous year's achievements, present
status, and points out the focus, aims and goals for the future. A copy of the Annual Review is
sent to each donor. This may all sound like quite tedious work. It is not too bad once the
procedures have been established, and we promise that it is the best investment you can make
in managing donors. Never stop communicating with your donors — and mix the formal
reports with light, compelling and fun stuff!



There are, however, situations where your own standard reporting does not meet the
requirements for reporting set by the grant maker, e.g. funding institutions such as international
aid and development organizations, which often use a fixed format for reporting, and is normally
a precondition to the approval of any proposal. The reporting format used by many funding
institutions today is based on the “logic framework” approach, also widely known as Goal
Oriented Project Planning (GOPP) or Objectives Oriented Project Planning (OOPP) developed
by USAID as early as 1969.

e Trends and Directions for Travelers’ Philanthropy

It is difficult to say anything definite about [T
trends in giving. More adequate is
perhaps to talk about preferred direction
in philanthropy -- the way we would want
to see travelers’ philanthropy develop.
What is it that we see as important trends
to take notice of in future travelers’
philanthropy support to local communities
and conservation?

One could argue that regardless of the
reasons for giving, direct support to
worthy causes is always valuable and we
need not to be too focused on the Solar panels, Basecamp Masai Mara, Kenya.
“technical” side of philanthropy. Perhaps Credit: Basecamp Foundation

we should be more focused on the
personal drivers of giving, such as
happiness, self-esteem, and meaning
and motivation in life. Those are all
important attributes, which are embedded
by the act of giving. “Giving” gives a
deeper sense of belonging, both to
people and to place. We could actually
talk about a force of giving. Once we
start, it is difficult to stop. Indeed, there is
even talk about philanthropy addicts,
people who gets their kicks from giving.
Well, is that so bad, as long as it does
some good?

|

In all of the projects Basecamp has been ! A
involved in over the years, we have Tree planting, Basecamp Masai Mara.
experienced a lot of happiness and proud Credit: Basecamp Foundation

action by those who have joined our travelers’ philanthropy programs -- regardless of the
character of the project or the size of the contribution. We strongly feel that it is important to
recognize the personal drivers in giving but, as an organization that facilitates a reasonable
amount of support to tourism-related projects, we also need to define some of the values that
make it worthwhile for us to engage. Below is an attempt to capture some of the expressions
used in this essay in order to give ourselves some preferred direction as to where we are




heading with travelers’ philanthropy. At least seven key words seem important to highlight and
remember as we move ahead:

1. Complexity
Recognize Complexity before Generality — social fabric and ecosystem design is seldom as
simple and straightforward as it often seems at the onset of a project.

2. Partnership

Aim for Partnership before Individual — be careful in entering a development or conservation
project without defining the crucial partnerships where adequate knowledge and professional
experience is secured in relation to the project goals.

3. Investment

Consider Investment before Charity — in order to achieve deep felt effect and lasting
transformation in the society, the idea of looking at philanthropy as investment with an expected
return (ROI) is becoming more and more common. The chart at the end of this section briefly
describes the thinking around innovation, transformation, and investment levels in travelers’
philanthropy.

4. Sustainable Change

Prepare for Sustainable Change before Status Quo — the point of developing and operating
community and conservation projects is not to provide for the status quo. The very point of the
project should be to create lasting change -- transformation. And remember, if your organization
does not change and develop over time along with its projects, it is unlikely it will deliver the
change it is seeking.

5. Proactive

Be Proactive before Reactive — leadership requires clear vision and direction. As soon as we
lose sight of what we are actually trying to achieve through transformation in the society, the
work becomes reactive. Need driven philanthropy is hopefully an answer to a felt need in the
society and it should always be cautious of becoming a treatment rather than a way out of an
unsustainable pattern. Help to self-help may be a slow process, but it has almost always proven
to be more efficient and effective in creating lasting change. However, if being proactive is the
preferred approach, it should not hinder the provision of much needed relief projects when
disasters occur. There is good reason for both approaches.

6. Long Term

Think Long-term before Event — the aspects of time has been discussed in previous sections. It
is worthwhile pointing at the opportunity of attaching the project's time perspectives to the
perspective of business investments. One of the most efficient ways of protecting a tourism
investment locally is to invest in the local community and surrounding environment. Hence,
there is little reason to look at short-term development projects, and all the reason to take
advantage of the long-term presence of the business for developing deeply felt, resilient, and
transformative projects, all of which require time.

7. Professional

Balance Professional against Interest — the “feel-good” factor and personal interest in
philanthropy versus professional approach and intelligent decision-making is a bit like a double-
edged sword. Both sides of the blade need to be worked on to create a sharp, durable, and
functional tool. If there is an imbalance, there is also a risk that travelers’ philanthropy either
becomes nothing more than an academic exercise or harmful handouts.



In summing up, the key words in this section are: complexity, partnership, investment,
sustainable change, proactive, long-term, and professional. The risk is always that words of this
kind only become “buzz-words.” But put together in this setting, it hopefully makes sense and
gives some guidance to future travelers’ philanthropists. In essence, remember that:

“We travel in recognition of the complexity in the societies and environments we Vvisit
and seek to locally support sustainable change by proactive investments in long-term
professional partnership projects”

e |[nvestment — Innovation — Transformation Matrix

CREATION & INNOVATION

LEVEL /‘SUSTAINABLE
TRANSFORMATION

"BIG"” IDEAS
HIGH | Lack of funding

VENTURE

"BIG” §
Lack of
sustainable effect

HIGH  INVESTMENT
LEVEL

nor dependancy

The matrix above describes the principal relationship between investment and innovation levels
and their potential effect on socio-economic and cultural transformation in society. Since much
of sustainable conservation today is driven by the involvement of local community, the matrix is
also relevant to transformative conservation.

The lower left box points out the risk of engaging in projects that have little or short-term funding
and takes little notice of the complexity in society and ecosystems (low level of innovation). The
result is normally non-transformative and unsustainable and is at the risk of developing donor-
dependency.

The opposite corner of the matrix (upper right) is meant to describe a situation where more long-
term and higher levels of funding, often in the form of investments, lead to financial self-
sustainability, with the ability to create deep change in the local community. An example of a
project that has the potential to develop and graduate in the upper right corner is the Mara



Naboisho Conservancy, the private reserve outside the Mara which has been created by the
Basecamp Foundation.

Basecamp Foundation recognizes the value of projects, which develop along the entire diagonal
axis of the matrix, as long as the purpose is well defined. However, we seek to focus more on
developing projects in the center and upper right corner for sustainability and transformation
reasons. Annually, we try to define all our projects as to where they presently are placed in the
matrix, and to where we would like to see them develop in the future.



Communications and Marketing of Travelers’ Philanthropy Programs



By Andrew Bill, President
Siera Marketing

Premise:
The most sustainable philanthropy programs are those that complement and support
commercial enterprise. Travelers’ philanthropy can and should be integrated into your
company'’s overall marketing effort.
Goals of Travelers’ Philanthropy Communications:
¢ Increase flow of donations to sustainable programs
e Position program(s) as a company asset, a lure for prospective travelers, and a reason for
past guests to return
Strategies:
e Customer Relationship Program
Your database is your most valuable asset. Consumers who have shown interest, who are
about to travel or who have traveled with your company are the best promoters (word-of-mouth)

and the best prospects if they are properly managed with frequent communication and loyalty
recognition (incentives).

Information on your travelers’ philanthropy program should be
front-and-center in all points of contact:

Partners in Conservation

GCCF
1. Pre-trip: pack of supplementary information (packing SRR SatRR RIS
lists), tickets, pack of postcards that promote the trip, etc. i 5 gty
7o keep Bajiforever alive
Baja Forever!
2. During the trip. Every itinerary (not just those in the region -_-;'._ Sores TE Comacting Pecple.
of the program) should include an audio/visual e e
presentation with take-away materials (including a -

donation form) and, where possible, excursions to see the S
program in action. Being there is the most powerful
motivator of all.

3. Post-trip: feed-back forms to measure company/employee
performance

4. E-mail/mail alerts (news, deals
( ) Flyer for Lindblad Expeditions program,

. Gulf of California, Mexico.
5. E-newsletter: company news, new products/services, Credit: Sam Ham.

6. Calendar flags (birthday, year-anniversary of trip, etc.)



Comments from a Travel Partner on Customer Relations:

“We use a 3-fold outreach approach: 1) in pre-trip info we send all the project info and
links. 2) On the trip, guides also talk about the project and donation opportunities. 3)
Follow-up survey and info contains donation links as well, via email. We used to do
hardcopy but just switched.” Robin Neal, Safari Ventures

e Concepts to Encourage Donations

1. Make giving EASY. Your “ask” should be succinct and to-the-point, stressing situation,
immediate need, suggested donation and want to donate (printed form, link).

2. Encourage REPETITIVE Donations. Take a cue from the big NGOs like Oxfam, Save the
Children, World Wildlife Fund, etc. Their communications encourage regular (monthly or
annual) donations of low amounts. One-time donations should be the second option.

3. Online Donations. All your e-mail/Internet communications should have a direct link to a
website giving portal such as Travelersphilanthropy.org’s donation form.

4. Matching Funds. If the donation is made by a certain date (near future) it will be matched
by a donation from your company (up to a certain amount). This leverages your company’s
participation.

5. Travel Vouchers. An alternative to matching funds, you might reward donations with a
certificate for a matching discount off the next trip. This idea has the advantage of
encouraging repeat bookings. CREST has suggested a cross marketing system among all
the travel companies in CREST’s Travelers’ Philanthropy program -travelers who give at
least $250 to one company’s Travelers’ Philanthropy project can be used with any of the
other companies in the CREST Travelers’ Philanthropy program as a coupon for $250 off the
trip.

6. Keep It Personal. Donations flow more easily if there is a personal connection between the
donor and the recipient. This connection can be created in a number of ways:

° Photographs and testimonials from actual benefactors
Direct communication (letters) for the more generous donors
. Detailed stories about improvements and what they mean for individuals

Comments from a Travel Partner on Encouraging Traveler Donations with
Personal Connections to the Project:

“We're incorporating a lot of these ideas into our guests’ communications. When
guests are on site, the biggest thing for them is an afternoon talk with the founder. It
conveys the reason behind why we are doing this, and they get teary eyed and want to
help.” Laura Ell, Jungle Bay Resort and Lodge, www.junglebay.com



http://www.junglebay.com/

Role of the Guide — On-site;:

“Our local guides are the drivers of the program and provide the experience that
makes guests want to give back. We also have predeparture information that has
proven to be the biggest success factor, plus the guides bringing those elements of
program positioning into the tourist experience.” Sonya Bradley, Country Walkers,
www.countrywalkers.com

e Public Relations

No matter if you are approaching a newspaper or working the social networks, getting “ink” is a
lot easier if you are touting your company’s generosity as well as its products and philosophy.

o \Website
“Sustainability” is no longer a company asset; it's a business necessity. You need to position
your “green” qualifications in a prominent position — banner on landing page and/or a primary

link.

The page (s) devoted to your programs must be regularly updated, with dates, new photos and
dated quotes. If the pages aren’t moving it's easy to suppose that the programs aren't either.

Travel Partner on Importance of Websites:

“Almost no one donates at the project site unless they have brought soccer balls
etc. The guides aren’t comfortable taking money. They direct people through the
website, and the guests like that.” Sonya Bradley, Country Walkers,
www.countrywalkers.com



http://www.countrywalkers.com/
http://www.countrywalkers.com/

The Ask — Or is it the Offer?

By Sam Ham, Ph.D.
Department of Conservation Social Sciences, University of Idaho

If I were to summarize in a single sentence the core strategy for a travelers’ philanthropy
campaign that stands the greatest chances of success, it would be:

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.

Caring is at the heart of every philanthropic act, including travelers’ philanthropy. Gifts made in
the absence of caring are usually given with the expectation of a material or otherwise extrinsic
return of some kind. But the expected reward for philanthropic giving is largely intrinsic in the
sense that it serves mainly to bring happiness to the donor. | believe that understanding this
difference is a key to successful “asking.” But there is more to it.

Successful travelers’ philanthropy programs target the heart first. Their developers know that
although less-philanthropically inclined travelers might also choose to participate, the true
philanthropists are only reachable with a heart-based appeal. Indeed, the sense that happiness
is achieved by making a positive difference in the world is at the root of every philanthropic act.
If we understand philanthropy as a very self-serving (even “selfish”) behavior we are going to be
more successful in stimulating travelers to give. When people give from the heart, they do not
feel they are sacrificing or giving up anything. Rather they simply feel happy to have been part
of something good and important, and many are likely to feel grateful to you for giving them the
opportunity to do it. From their perspective,
your request is perceived not as an “ask” but
rather as an “offer.” Recognizing the
distinction between asking and offering is
vital to the success of a travelers’
philanthropy program.

If you feel sheepish about asking your
customers to give their money in support of
local conservation or humanitarian efforts,
you probably haven't yet convinced yourself
that you are giving the donor an opportunity
for happiness. While fundraising and
soliciting philanthropic contributions appear
similar on the surface, they really are quite
different things. From the perspective of the donor, the motivation to contribute philanthropically
is different from the motivations that drive other types of donations. While many people make
charitable contributions for largely philanthropic reasons, other motives (qualifying for tax
deductions, peer pressure, social desirability influences, etc.) often are part of their thinking. In
philanthropy, however, these other influences fade into the background. True philanthropy is
based primarily on the intrinsic motivators of love and caring. Appealing to these motivators
when you make your request is almost always a good idea, and will strengthen your own
conviction that your request will be perceived more as an “offer” than as an “ask. When | train
travel operators and guides in developing successful philanthropy campaigns, | stress this
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Visitors with Lindblad Expeditions guide,
Baja California, Mexico. Credit: Sam Ham.




distinction. Both the premise and promise of travelers’ philanthropy is that it is a very selfish act
on the part of the donor. As operators, we're simply giving them a chance to serve their own
interests.

¢ Making the Offer — Lessons from Two Studies on Traveler Giving

Over the past decade, my own research has
shown how intrinsic the motivations of traveling
philanthropists can be. In two studies
sponsored by Lindblad Expeditions (one in
Galapagos and the other in Baja California), |
interviewed 146 of Lindblad’s guests as the
starting point for designing what turned out to
be very successful communication strategies
for two philanthropy campaigns. To design a
compelling strategy | had to first determine (1)
why Lindblad guests would choose to donate to
a fund for local conservation or humanitarian
efforts; (2) what would dissuade them from
donating (their doubts, reservations, etc.); and
(3) whether there were any normative influences (e.g., the perceived opinions of other people)
that would influence their decision whether to donate. Following a well-established procedure for
conducting such interviews (called “belief elicitations”), my discussions with guests were in free-
response format, meaning that the questions were open-ended and lists of alternative answers
were not provided for respondents simply to check off. Rather, they engaged in focused
conversation about each of the three topics. After a brief outline of the purpose of the study
(which was “to learn from you about how Lindblad Expeditions might successfully promote the
Galapagos Conservation Fund to future passengers such
as yourself”), | asked each guest three pairs of questions.

Sam Ham surveying Lindblad passengers, Galapagos.
Credit: Sam Ham

1. What do think would be the advantages, benefits or good
consequences that could result if someone like you
donated to this Fund?

2. What do think would be the disadvantages or bad
consequences that could result if someone like you
donated to this Fund?

3. Are there any individuals or groups, whose opinions
about such things actually matter to you that would approve
or be in favor of your donating to this Fund? Who would
they be?

} = * 1
Tourists arrive to Galapagos Islands.
Credit: David Krantz

4. Are there any individuals or groups, whose opinions
about such things actually matter to you that would
disapprove or not be in favor of your donating to this Fund? Who would they be?

5. What factors or circumstances would make donating to this Fund easier for a person like
you?



6. What factors or circumstances would make donating to this Fund more difficult for a person
like you?

As guests responded to each question, | followed up with in-depth probing to ensure that each
person had exhausted the range of responses that were salient to each question. Only the
results corresponding to the first four questions are reported here since guests’ responses to
guestions 5 and 6 revealed no major facilitators or barriers pertaining to the ease or difficulty of
making a donation (other than needing to know where and when a donation could be made). In
addition, it is from their aggregate replies to the first four questions that the philanthropic motive
of prospective donors conspicuously emerges.

When travelers mentioned the reasons they would engage in philanthropy (i.e., the positive
consequences they thought would result from donating), extrinsic reasons such as getting a tax
deduction were rarely mentioned. In fact, tax deductions were almost never mentioned (Table
1). Instead, these travelers stressed the personal satisfaction that comes from knowing
their travel has made a positive difference in the place; and they stressed the
gratification they would get years later when something triggers their memory of the
place, and with it, the recognition that the place is somehow better off simply because
they have been there. Needless to say, such a line-item will not be found on an IRS Form
1040 or its tax form counterpart in any other country. In addition, many guests said they would
be more inclined to donate if they fully trusted the Fund’'s management and had confidence that
most or all of their money would actually be directed to doing the good things they envisioned
when they donated.

Table 1. Reasons travelers cite for donating to a philanthropy fund.

¢ I'll have the satisfaction of knowing that | helped protect a special place (87%)
¢ I'll know that my $$ went to specific concrete projects that | really care about (86%)
e I'll know that my $$ made the difference | wanted to make. I'll see the difference.

(85%)

I'll help to protect this place against specific threats (85%)

The fund will be managed wisely. It is credible and trustworthy (80%)

| can trust the organization to use my $$ the way | intend (80%)

I'll feel good every time | remember this trip or tell other people about it (73%
I'll feel good knowing my trip here has done something good (72%)

My $$ will help not just the environment but also the people who live here (45%)
There will be monitoring and enforcement of regulations (40%)

People here will learn to safeguard their own environment (25%)

I'll get a tax deduction (2%)

Ill get a voucher towards a future trip (>1%)

Percentages do not add to 100 because respondents could indicate more than one reason.

When travelers were asked about the down side of contributing (that is, the negative
consequences that might ensue and their doubts and hesitations about donating), the core of
their reticence stemmed mainly from uncertainty about how their money would be used or
whether it was needed. (Table 2). According to these findings, prospective donors want to be
confident that their money will go directly to the activities and projects they envision it will
support.  While they understand that the costs of program administration must be paid



(everything from lights and paperclips to board meetings and perhaps even salaries), they
demand reassurance that paying the overhead won't gobble up a significant proportion of their
donation. In addition, they worry their money could be taken by government or by program
managers or even stolen by other people. A fairly large proportion said it was important to know
that the country they were visiting (in this case, Ecuador or Mexico) was doing as much as it
could to support local conservation and not just relying on the “turistas” to pay for all of it.

Table 2. Doubts travelers cite about donating to a philanthropy fund.

e There will be skimming or tampering by government (76%)

e My $3$ went to a “black hole”—no way to verify whether it is making a difference
(75%)

e My $3$ will be diluted because of excessive overhead and administrative costs
(70%)

e My $$ weren't really needed because they already have plenty of money (61%)

I'll feel like |1 wasted my money because the country’s own government wasn'’t

doing its part to support conservation. (50%)

The threats to nature weren’t real or they were exaggerated (42%)

Corrupt local government officials will steal the money (38%)

I worry that I'll later feel tricked or duped (15%)

My $$ were redundant because I'm already a member of conservation

organization (5%)

Percentages do not add to 100 because respondents could indicate more than one doubt.

Finally, the interviews revealed that normative influences played only a minor role in these
travelers’ philanthropy decisions (Table 3). Spouses, children, bosses, fellow passengers, and
conservation organizations (which are typical sources of normative influence on other types of
travelers’ decisions) were rarely mentioned when | asked respondents to list “individuals or
groups whose opinions matter to you” who would either approve or disapprove of your donating.
The most common reply to the “who would approve” question was “Lindblad Expeditions*“(owing
to the brand loyalty Lindblad enjoys with its guests), but the second most common reply in these
two studies was “no one.” Notably, while a few guests felt that the opinion of various large

Table 3. Normative influences cited by travelers who are considering donating to a
philanthropy fund.

e It is important whether Lindblad Expeditions (or Sven Olof Lindblad personally)
encourages me to contribute (55%)

¢ No one’s opinion matters but my own; | know what'’s right to do (43%)
It is important whether large credible NGOs like WWF, TNC, CI and Audubon
support my contributing to the fund (10%)

e It is important whether my spouse or partner supports my contributing to the fund
(1%)

Percentages do not add to 100 because respondents could indicate more than one social referent.

conservation NGOs was a factor in their decision, 90% of them did not. These rather consistent
results from the two studies paint a picture of a donor who is not very “other directed” in
deciding whether to donate, but rather who either feels a self-imposed obligation or who has




been inspired by the example of her/his travel company to help. “No one” was the standard
reply to the “who would disapprove” question.

e Tips for Making a More Successful “Offer”

It is impossible to suggest the actual wording you should use in making your request since the
context and interpersonal relationships that you have established with your customers will be
the most important factor. In addition, the content and tone of the appeal will differ from case to
case because of the variation in the experiences different operators provide their clients.
However, if you've succeeded in delivering an experience that bonds your customers to the
destination, you have prepared them for the offer to act philanthropically. In this scenario, the
words you use and the tone you adopt in making your offer will usually come easily to you.

Guides and interpreters play an especially important role in this process since the bond
travelers develop—both with the company and the place—is heavily influenced by the
character and ethos of their guide.
How guides interpret the setting and
interact with their customers, how
well they allow the visitors to get to
know them personally, and how
positively their verbal and non-verbal
behavior reflects on the company or
organization they represent, can all
have a strong determining affect on a
traveler’s philanthropic impulse.

Some operators feel that the
travelers’ experience in a destination should be sufficient to inspire a philanthropic act. In other
words, they feel that if they've provided an outstanding travel experience, they needn't say
anything more to their customers other than letting them know that there is an opportunity to
give. In this approach, tourists are simply provided a list of donor organizations that they can
choose to give to (or a brochure that describes each organization and the kinds of local projects
it supports). The role of the tourists at that point is to decide whether and how much to give to
each organization.

| see nothing inherently wrong with this approach, but my experience tells me that greater
success comes from more targeted communications, delivered in a more strategic way. As
described in the previous pages, Lindblad’'s approach was first to identify the reasons their
guests would be inclined to give, the reasons they might be reluctant to give, and the social
influences their guests might be subject to.

Using this information, a communication strategy was developed in which key messages are
delivered to their guests over the course of a seven-day experience, all of which lead to the
offer, which is delivered to the guests the next-to-last night of their tour in the form of a simple
brochure placed in their cabins.

In addition to the printed materials that guests see while aboard their ships in Galapagos and
Baja, the two campaigns also include their materials that guests receive in the mail after
booking their trip and information they can view on Lindblad’s website. Lindblad’s guides are



trained both in the campaign strategy and their special role as deliverers of strategic messages.
Toward this end, special training sessions were initially held in each location in which guides
and expedition leaders explored ways to interject selected messages into their interpretive
commentaries at various times and places during the trip.

This approach proved to be far superior to the more casual approach of just letting the
experience speak for itself. In Galapagos for example, the targeted communication
strategy nearly quadrupled donations compared to what the Fund was receiving
previously.

Whichever approach (the laissez-faire or more targeted campaign) seems best suited to your
situation, here are five broad guidelines for making more successful offers:

v' Timing is important.

Plan to make your offer late in the travel experience and close to the moment in which the
opportunity to give actually presents itself. As | outlined at the top of this chapter, your core
strategy should be to:

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.

The key words in the second half of this strategy are “in the immediate time frame.” For
example, donations would likely not be plentiful if you simply announce at the beginning of your
guests’ experience that there will be an opportunity to give and then wait to see what shows up
in the donation box when they leave. Your guests will be far more likely to give if elements of
their entire experience continuously cultivate their philanthropic impulses. The best results will
occur if the offer is made when that impulse exists -- what in psychology we would call a
behavioral intention. Making the offer before nurturing the impulse will probably not produce
satisfactory results. Likewise, you should not make the offer so late that your guests are now
beginning to be preoccupied with thoughts about the return trip, baggage, airport connections,
etc. For this reason, the optimal time to make the offer is probably around 48 hours before
your guests leave.

v' Offers appealing mainly to the intrinsic,
philanthropic side of travelers will

generate more donations than will & e
appeals focused on incentives or external
rewards. "

Common sense tells us that someone looking
mainly for a tax deduction can easily find
charitable organizations close to home. They
don’t need to travel to far-away places to find
them. But even these people are capable of
being enticed by the promise of philanthropic
happiness.

Lindblad’s donations brochure, Galapagos.
Credit: Sam Ham

Therefore, it is important not to overemphasize
tax deductibility or other financial incentives in your appeal. Yes, you need to make sure your




customers know whether their contributions will be tax deductible — and for some, deductibility
will be a consideration — but tax deductibility is rarely a primary motivating factor. Your appeal
must focus on the benefits to the place (including not only the natural environment, but the well-
being of people, protection of local cultural integrity, etc.). These are the factors that are almost
certainly behind the traveler's motivation to contribute, as the results of Lindblad’s philanthropy
campaign in Galapagos demonstrate (Table 4).

In the year prior to introducing its more targeted communication campaign, Lindblad offered
guests both a tax deduction and the promise of a $250 voucher for use on any future trip with
Lindblad Expeditions in exchange for a contribution of at least that amount. As the table shows,
although both incentives (the tax deduction and the voucher) were in place prior to rolling out
the new philanthropy campaign, guests’ contributions increased sharply the following year when
the targeted messages were woven into Lindblad’s interpretive program. These results illustrate
that a certain background percentage of guests would donate even without the targeted
approach, but a very significant increase (more than 270%) ensued when messages appealed
more directly to the philanthropic side of guests.

These results should not be taken to mean that offering incentives such as tax deductions and
vouchers is unimportant. Obviously, they have a role in travelers’ decisions about whether to
contribute. What the results show is that such external factors are not likely to be major decision
drivers in and of themselves. In other words, fewer donations result if travelers receive offers
that emphasize only the financial benefits they will receive by making a contribution. The
results in Galapagos illustrate the strong impact that appealing to guests’ philanthropic
side can have on their propensity to give.

Table 4. Comparison of Galapagos Conservation Fund donations before and after the
philanthropy communication campaign.*

Chronology Tax Deduction $250 Voucher Amount of
Offered? Offered? Contributions
Received

Year prior to introducing
the targeted philanthropy | Yes Yes USD $1,800 per trip
campaign (1997)

Year the targeted
philanthropy campaign Yes Yes USD $6,700 per trip
was introduced (1998)

*Note: Data for both years are from the same 80-passenger ship (Polaris).

v' Do offer travelers incentives for contributing.

Returning to the Galapagos example, Lindblad Expeditions has noticed that the most common
donation received since instituting the voucher system is either exactly $250 or a multiple
thereof. This suggests that the effect of the voucher has been to establish a psychological
anchor for the size of contributions, even though offering the vouchers hasn’t appeared
to influence greatly the number of guests that contribute. Further, Lindblad says that only
29% of the vouchers have been redeemed since the program started in 1997.

So while non-philanthropic appeals might not themselves motivate a lot of travelers to make
gifts, they can certainly fill another role. And it is probably safe to assume that for some
travelers who are on the verge of donating, but not yet totally decided, such incentives can




make the determining difference. So a balance of sorts is called for. You should offer
incentives, and you must certainly mention them. But do not make them the core of your
appeal. Be sure to link the benefits of making a donation to the positive differences your
guests would like to make in the place. Combined with the other incentives you offer,
such a campaign probably stands the greatest likelihood of success.

v" Prospective donors demand reassurance that their money will actually do the good
they envision when they make their donation.

This reassurance can come in two basic forms. First, guests must have confidence that the
majority of the money will go directly to causes that matter to them. If prospective donors
believe that a large portion of their gift will be directed to paying overhead, salaries, or other
program administration fees, they will be reluctant to donate. If part or all of the overhead is
being paid with money from other sources, meaning that donations are not subsidizing these
costs, you would be wise to make this very clear. In the case of Lindblad’s philanthropy funds in
Galapagos and Mexico, overhead (which until recently included board annual) is paid by
Lindblad Expeditions. So Lindblad guides can confidently tell their guests that 100% of their
donations go to supporting local conservation.

Justifiably or not, travelers tend to mistrust how their money will be handled when they are in a
foreign country. And the magnitude of this mistrust seems amplified in developing countries by
travelers’ perceptions (and yes, sometimes misperceptions) that greedy individuals or corrupt
government officials will be lining their own pockets with travelers’ donated money. As
distasteful as it might seem, you absolutely must address these doubts in order to give
prospective donors confidence that the money they give will go to doing the good they envision.
Travelers prefer to give to charitable entities that have been approved by their own country’s
taxing authority to receive tax deductible contributions. This is the second form of reassurance
you can provide to help travelers feel comfortable that there is oversight and legal monitoring of
the ways in which the money will be spent. For example, the Galapagos Conservation Fund in
Ecuador is administered by the Lindblad Expeditions-National Geographic Foundation, which is
registered in the United States as a 501c3 charitable organization. Knowing this, Lindblad
guests feel confident that their contributions will not be directed to the Ecuadorian government’s
general budget because the Foundation's books are subject to U.S. federal government
accounting and auditing.

Of course, your communication will be most compelling if you can show examples of successful
local conservation or humanitarian projects that have been made possible by donations from
your previous customers. They, more than anything else you might promise, will give
prospective philanthropists the reassurance they need that their contributions will make a
tangible difference on the ground.

v' Apply basic communication principles for philanthropy campaigns.

The basic considerations that apply to any philanthropic effort also apply to travelers’
philanthropy. Any good fundraiser knows to suggest a target amount (if asking for monetary
contributions) as Lindblad has done with its voucher system. But make clear to your guests
that any amount large or small is appreciated. Since these are your customers, you must
take care that your communication about the philanthropy program doesn’t make them feel
“hounded” or “badgered.” A good way to avoid this is to clearly state that they are already doing
their part simply by choosing to travel with you, and that the opportunity exists to make a more
personal statement (in the form of a contribution) if they so desire.



In Galapagos, for example, guides do not make a formal request for guests to consider donating
to the Galapagos Conservation Fund. The Galapagos Conservation Fund (GCF or the Fund)
was started by Lindblad Expeditions in 1997 so guests could
contribute directly to local conservation projects that
preserve the islands for generations to come. Funds
contributed by Lindblad guests are directed entirely to local
projects across the islands, as determined by an
independent board and implemented by the Galapagos
National Park and Charles Darwin Research Station. During
its first decade, the GCF raised more than $4.5 million
dollars that have been used in a variety of local projects such
as the eradication of feral pigs from the island of Santiago | [EEEEs
and the support of National Park Marine Reserve patrol " Guide in the Galapagos.
boats. Today, the fund is called the Lindblad Credit: Sam Ham
Expeditions/National Geographic Fund for Galapagos and is

administered by the National Geographic Foundation in collaboration with Galapagos National
Park and Charles Darwin Research Station. (See
www.expeditions.com/Travel Philanthropy502.asp).

The Fund is mentioned occasionally by the guides, and sometimes guests ask questions about
it (due to their reading about the Fund on the company website or learning about it from another
guest), but the formal offer to participate in the program is presented privately to guests in the
form of the brochure that is placed in their cabins two days before they disembark. While the
strategic messages targeting guests’ beliefs about donating are generously integrated into the
overall interpretive program during the 7-day expedition, they are rightly focused on interpreting
Galapagos (i.e., wildlife, ecology, and history of the islands) and the many threats faced by the
archipelago. But mention of the Fund, itself is kept subtle and does not intrude into the
experience Lindblad’s guests pay to enjoy. In other words, Lindblad’s strategy is first to facilitate
a bond between its guests and Galapagos, and then to offer the guests an opportunity to act in
behalf of a place they care about.

e Conclusion

In summary, what might seem like an “ask” is really an “offer” if you have adequately prepared
your travelers with an outstanding experience — one that leads them to know about a place, and
also leads them to care about it. We should not underestimate the importance of this chain of
events. As one of the primary messages in Lindblad’s Galapagos and Baja California
philanthropy campaign materials states:

Ultimately, the governments of the world will be unable by themselves to save the truly
special places. It will be the passion and insistence of travelers that will help make this
happen.

I hope these guidelines serve to move your philanthropy campaign a step closer to that lofty
goal.


http://www.expeditions.com/Travel_Philanthropy502.asp

Survey of Tour Operators in Arusha, Tanzania

By Johanna Wolff, M.A.
University of Applied Sciences, Eberswalde, Germany

The following is a case study of travelers’ philanthropy programs run by tourism companies in
Arusha, Tanzania and operating in the Northern Safari Circuit. It is based on three weeks of field
work carried out in July 2009 during which the author interviewed 27 tour operators." The
survey was designed to assess how widespread the programs are; the types of projects
supported; the motivations of both companies and their guests; how the programs are
organized, promoted and managed; and

range of donations and the total amount of R L
money collected during one year. - @a A

The survey results show that tour operators
in the Arusha area are supporting a wide
range of social development and
environmental conservation activities. The
results suggest that the concept of travelers'
philanthropy is widely practiced in Tanzania,
although it may not be called by this name.
Tanzania's poverty combined with its
political stability, robust and growing tourism
industry and strong emphasis on alternative :
forms of tourism (responsible tourism, Village Education Project, Tanzania. Credit: Jane Crouch
ecotourism, community-based, pro-poor
tourism, and voluntourism) make it a logical destination for travelers' philanthropy initiatives.

e Overview

Tanzania is one of the poorest countries in the world. It is listed by the United Nations as one of
the Least Developed Countries (LDC’s)?. The UN’s Human Development Index, for 2010, ranks
Tanzania 148 out of 169 countries.® It is however immensely rich in natural and cultural
attractions. Some 25% of the country’s territory is set aside in national parks and other
protected areas.

Over the last two decades, tourism became Tanzania’s most important industry. The main
tourist attractions are Serengeti National Park, Ngorongoro Crater, Lake Manyara, Mount
Kilimanjaro, and the island of Zanzibar. All of these, except Zanzibar, are located within the
Northern Safari Circuit, with the town of Arusha as main jumping off point.

Tourists visiting Tanzania come from ltaly (22.9%), UK (18.8%), U.S. (10.1%) and Germany
(8.1%). In the Northern Safari Circuit, nearly all tour participants are from Europe and the

! This field research study was part of the author’s thesis for a master’s degree in Sustainable Tourism Management at the
University of Applied Sciences Eberswalde in Germany. It was written in collaboration with the Center for Responsible Travel
CREST).

g “List of Least Developed Countries,” http://www.un.org/esa/policy/devplan/profile/ldc_list.pdf.

% Wikipedia, List of countries by Human Development Index,

http://en.wikipedia.org/wiki/List_of_countries_by Human_Development_Index#Complete_list_of _countries.



United States. Tourists stay an average 12 days in Tanzania, with 69% coming on package
tours and 31% arriving as individual travelers. Those on package tours spend an average $155
per night, while individual travellers spend slightly less - $125 per night.

e The Travelers’ Philanthropy Survey

There are about 200 licensed tour operators in and around Arusha. At the beginning of this
research project, sixty companies involved in travelers' philanthropy were invited to participate in
a survey. Of those sixty, twenty seven companies agreed to participate in the survey: twenty
one through personal interviews with the author and six via email.*

Chart 1. In which types of tourism are you involved?

Sustainable tourism
Ecotourism
Voluntourism

Wildlife safaris
Wildlife observation
National park / conservation area
Mountain climbing
Trekking

Cultural tours

Sports / adventure
Hunting safaris
Photographic safaris
Horse riding safaris
Beach holidays
Weddings safaris
Camping

Other

Community-based tourism / Pro-poor ..

52%
63%
63%
85%
89%
67%
78%
67%
78%
93%
41%
0%
67%
15%
60%
30%
70%
33%

The tour operators surveyed vary widely in their size, having anywhere from 12 to 2500
permanent employees, with between 2 and 70 staff in their Arusha offices. Most are small to
medium sized travel companies, with between 10 to 250 company employees. Seventy percent
are locally owned and 30% are international companies owned by foreigners or belonging to an
international company with a branch office in Arusha. Most of the companies only operate in the
Northern Safari Circuit; but some also offer trips to Zanzibar and other areas in Tanzania, a few
operate in other African countries (mainly in East Africa), and two operate worldwide.

* The tour companies that participated in the survey are: & Beyond, Abercrombie & Kent, African Environments, Asilia Tanzania,
Bush2Beach Safaris, Classic Tours & Safaris, Dorobo Safaris, Duma Explorer, Focus in Africa, Green Footprint Adventures / Wayo
Africa, Hoopoe Safaris, J.M. Tours, Jackpot Tours & Safaris, Kibo Tours & Safaris, Kindoroko Tours, Kipepeo Tours, Maasai
International Challenge Africa (MICATZ), Massai Wanderings, Nature Discovery, Nomad Tanzania, Roy Safaris, Safari Makers,
Serengeti Select Safaris, Summits Africa, Tanganyika Wilderness Camps, Thomson Safaris, Tropical Trails. Thanks to them all!



A majority describe themselves as practicing socially and environmentally responsible tourism,
with 85% characterizing their activities as community-based or pro-poor tourism. The main
activities these companies offer their clients are wildlife safaris (89%), trekking (78%), and
cultural tours (93%).

The companies report that their clients are 56% are European and 44% are from North America,
mainly the United States. Companies surveyed handled from 100 to 15,000 guests in Tanzania
per year. Collectively, they served nearly 50,000 visitors to Tanzania in 2008.

In terms of cost, the operators were asked to state in which four categories they fit. Nearly
three-quarters said they are midrange, while 22% said they offer budget tours, and 40%
described themselves as high end or luxury. Several companies said they offer tours in both
midrange and high end or luxury categories.

Chart 2. Which price category is your company?

74%

Budget Midrange Top end High class luxury

While 70% of the tour companies surveyed said they are familiar with the concept of travelers’
philanthropy, 30% said they were not. This shows that even if the participants are actively
involved in travel philanthropy initiatives, they may call it something different. Those interviewed
offered a variety of definitions of travelers’ philanthropy, including:

“Responsible tourism where visitors are actively involved with local communities or projects.”
“Doing something good while travelling.”

“A client combining travel with donations to local projects.”

“Giving something back to communities and nature.”

“Guests supporting local community projects by donations.”

In addition, tour operators offered a range of motives for establishing their travelers
philanthropy programs. Some said they “want to give back”, others said they want to fight
poverty, improve education, or help to empower local communities. Quotes from the interviews
included:

“We care about communities and conservation.”

“It is the responsibility of tour operators and visitors who have enough.”

“It's a social obligation as a guest and foreigner in Tanzania.”

“We want to support the development of jobs and opportunities.”



“We want to help provide education to everybody, to make education a human right.”
“People chose us because of what we do.”
“It illustrates our commitment to the country.”

e Why are Visitors and Companies Involved in Travelers’ Philanthropy?

Tour operators interviewed indicated that their guests give a range of reasons why they
contribute to local projects. These include that want to give something back to communities,
want to get socially involved, and they want to help poor people in the country they are visiting.
Other motivations are included in the chart below:

Chart 3. What do you think are the motivations of
your guests to donate money?

Social engagement
Tradition of giving
Social commitments
78%
Affinity with nature
Religious views
Helping the poor /..

No special motivations
| don’t know

Other

The survey also sought to learn about the types of projects that tour companies and their clients
support. Responses indicate that education projects are by far the most prevalent: 100% of the
tour operators surveyed said that they are contributing to education. Among the other common
responses were; 63% contribute to healthcare, 52% to orphanages, and 44% to wildlife
conservation. Those surveyed listed a total of 49 different education projects (schools,
kindergartens, and training centers), 18 healthcare projects, and seven nature conservation
projects that they are supporting. Many projects have more than one goal — supporting both
education and health care, for instance — and some projects are supported by more than one
tour operator. In total, the tour operators surveyed listed 74 different projects that they are
supporting.



Chart 4. What kinds of projects are you supporting?

Wildlife conservation
Nature conservation
Carbon offset
Reforestation
Education 100%
Healthcare
Orphanage
HIV / AIDS

Other

Asked how their company provides support, most respondents (81%) said they donate materials
and supplies, while equal percentages — 63% — said they provide money and volunteers. They
listed as well a range of other types of support that they provide, including: scholarships to
students, staff training, food and accommodations for volunteers, vehicles, and fuel.

Chart 5. How do you support these projects?

81%

Money Volunteers Materials / goods Other

Most of the companies have been supporting community and conservation projects for more
than five years. This indicates that travelers’ philanthropy is a well established component of
safari-based tourism in northern Tanzania.




Chart 6. Since when are you supporting local
development / conservation projects?

44%
22%
15% 15%
—
1 year 2 years 5 years 10 years More

The tour operators interviewed reported that they collected and donated a total of $688,991
during 2008. The amounts per company varied from $1,000 and $163,000. However, this figure
is clearly below the actual amount: several companies said that they do not track the donations
they receive and give to local projects, while others said that their guests donate directly to the
projects. Overall, those surveyed reported that donations provided to local projects come almost
equally from guests and from company earnings. Corporate contributions to local projects varied
widely, from 2% to, one case, 80% of a company’s earnings. Others said that their company
contributes what is needed after guest donations in order to complete a particular project.

Asked which nationality of guests are most generous in terms of financial donations, 48% of the
tour operators surveyed said that those from the U.S. donate the most, while 4% said
contributions were spread evenly across nationalities.

In addition, two-thirds of the companies surveyed said that they provide support through
volunteers. The number of guests who volunteer ranged from 30 to 300 per company during
2008.

Asked if they support projects directly or through other organizations or NGOs, 81% of the
participating tour operators said they support local projects directly and 44% provide support
through local or international NGOs or foundations, and some use both methods. In addition,
some companies said they have started and run their own projects.

Asked how they inform their guests about the possibility of donating to local projects, most said
they use a range of methods: 85% said they give this information on their websites, 52% take
their guests for project visits, 44% provide information in their brochures and catalogues, and
41% inform guests on location. Newsletter and mailings are, according to 30% of those
surveyed, the best way to inform clients about philanthropic activities. In addition, 41% of the
interviewed tour operators said that they use their philanthropic activities as part of their
marketing strategy.



Chart 7. How do you inform your guests about the possibility
of donating through your company and while travelling with
you?

Website
Brochures /..

85%

Partner

Project visits
Newsletter / Mailings
Publications / Press..
Other

e Observations and Issues

Survey respondents recognize that there have been numerous positive tourism-generated
philanthropic activities in the Northern Safari Circuit in Tanzania. They believe that tourists and
tour operators feel a sense of responsibility for the well-being of both the local people and
nature. In general, the businesses and their clients see tourism and travelers’ philanthropy as
mechanisms for improving residents’ quality of life. Individuals interviewed said things like:

“A lot of very good work is going on but it's mostly unrecognized.”

“There’s been a growth of both philanthropic activities and ecotourism in this area.”

“There’s high potential in Tanzania as there are many different types of tourists. The luxury
travelers tend to donate while the backpackers volunteer.”

“There have been a number of good projects implemented from generous donations by
travelers and these have made a difference to the local recipients.”

On the other hand, the survey participants pointed out a number of problems associated with
travelers’ philanthropy activities in the Arusha area. Many perceive that there are too many
organizations, projects, and individuals involved in collecting and distributing money, materials,
and manpower in the area. Everything is done in an ad hoc manner without guidance from
surveys, analyses, or communication among the myriad of donors. Without any coordination, or
even organized dialogue, among the tour companies, there is no shared method for evaluating
beneficiary organizations or projects. They described the present type of philanthropy as rather
patronizing and not helping the communities to feel responsible or empowered.

In addition, due in part to the lack of evaluation and systematic oversight, respondents believe
that some donations may be mismanaged. Project leadership is often unsophisticated, with
disorganized (if any) records, meaning that donations are not properly tracked and may fail to
reach their intended recipients, Even when the recipients get the full amount of the donation,
people involved in implementing a project have been known to embezzle donated monies or
channel them into dishonest and corrupt local businesses.



Those surveyed also criticized volunteer programs, saying that although there are many
volunteers, they help relatively little. They said that often volunteers are more interested in
gaining experience for themselves rather than helping to bring long-term benefits for the
local organization or community. Furthermore, they said, the volunteers often do jobs that
could be easily done by local people who could get hired and paid for their work. Because
volunteers typically pay to volunteer, the volunteer market has developed into an economic
sector with a lot of competition between the different organizations and programs.

Comments from those interviewed included:

“There are too many different organizations.”

“Volunteer programmes cost a lot and do not benefit the communities.”
“Money does not reach the people in real need.”

“Dependence on foreigners to develop.”

“Money disappears in bureaucracy.”

“It's totally unorganized and badly managed. There’s no combined effort.”

“If not managed well, donations can create continuous dependency.”

“The current practices of philanthropy are more patronizing than empowering.”

¢ Recommendations

Those interviewed said that travelers’ philanthropy initiatives are already quite widespread in the
Arusha area. However, they said that they believe that every tour operator should become
actively involved in contributing to social service and conservation projects. The phenomenon of
travelers and tourism business donating money, time, or talent to address pressing local needs
has tremendous potential to assist developing countries and their poorest regions.

Survey participants went on to make a number of suggestions and recommendations for how to
improve travelers’ philanthropy practices and operations in the Arusha area; many of these
observations are applicable to other destinations.

A number of those interviewed said that it would be helpful to build up a joint initiative among
tour operators and the local organizations and communities. They recommended that tour
operators create an umbrella organization, a “Tour Operators Initiative for Philanthropy,” that
would pool efforts, set targets and goals, and make sure that local projects receive the support
they need. They suggested that it would be better if companies supported collectively existing
local organizations rather than creating new projects.

In addition, respondents recommend long term philanthropic investments, geared towards
helping communities to help themselves become more sustainable and independent. Tour
companies recognize that communities need to identify their own needs and priorities. In
addition, they recognize that philanthropic activities managed by skilled and qualified employees
are likely to be more strategic and accountable. Donations should be directed to the
communities and causes with the greatest need, but always through responsible persons or
organizations. Transparency must be guaranteed and projects and donation processes must be
evaluated. They added that communities as well as tourists must be taught about both the
positive and the negative impacts that donations can have.



Those surveyed also said that volunteer programs must be improved so that it is clear what
volunteers can do and how they can help. Volunteers should be required to bring special skills
and training abilities and should not be used as cheap labor. They should share their knowledge
and never take jobs away from locals or do work the local residents could do.

Further, they said that the government needs to learn more about and provide more support,
incentives, and oversight for these philanthropic endeavors by tour operators. Many of those
surveyed complained that the government pays no attention to the current philanthropic
activities, has no concept of what philanthropy actually is, and is suspicious that it is somehow a
secret source of income for tour operators. Several said they believe it would be appropriate for
the government to require travel companies to support community and conservation projects
through a portion of their corporate earnings.

Finally, those interviewed noted that at present most of the projects receiving support are
clustered around Arusha. In fact, travelers’ philanthropy contributions should be used to support
projects throughout all of Tanzania, including Zanzibar.

Quotes from the interviews on the topic of recommendations:

“Transparency.”

“Monitoring of expenditure.”

“Change from ad hoc unstructured help on request to long term commitments.”

“Provide something that is not available, e.g. training, skills. Always take local workers if
possible.”

“Voluntourism should bring real benefits, not only as experience for the volunteer.”

“One joint initiative of tour operators in the area to manage the donations and evaluate

the effectiveness of projects.”

“Create a joint initiative, a so-called Tour Operators Initiative on Philanthropy.”

“The management of the money and the evaluation of the projects must be improved.”

“Build empowerment through philanthropy that is in it for long term and dealing with root
issues of justice and sustainability.”

“Formulate policies which will encourage all tourism stake holders or operators to spend
apart of their earnings on social development.”

Transferring the successes and lessons learned from the Arusha area to other travel
destinations seems possible. However, this case study will be most applicable in places where
the current conditions are generally similar to those in Tanzania’s Northern Safari Circuit. For
starters, there must be a core group tour operators motivated to support local projects and
organizations. There must be a local community or communities that can identify which projects
are priorities and can work with the tourism businesses to establish transparent, accountable,
long-term operating systems. It also appears that travelers' philanthropy is most likely to
succeed in destinations with significant levels of alternative forms of tourism (ecotourism,
community-based tourism, pro-poor tourism, etc), together with stable political systems and safe
conditions for visitors. Ideally, there would be an existing and mutually beneficial relationship
between tourism businesses and the host communities in order to provide the most solid
launching point for a new travelers” philanthropy program.



Readiness Check List for Businesses

By Judy Kepher-Gona
Chief Executive Officer, Basecamp Foundation

e Step 1- Knowledge of the Area

The first step towards having a travelers’ philanthropy program is to have thorough socio-
economic, cultural and environmental knowledge of the area. It takes years of engagement in
and positive interaction with host communities to know an area. Mistakes are made when
operators accept support from guests towards perceived needs of the community, based on
observations from a two-day safari. If an operator is

not informed and ready, they should decline such
offers or channel them through agencies that offer
support in identifying viable projects.

e Step 2- Demonstrate Good Leadership

Good leadership is achieved through positive
interactions with community and other stakeholders.
It requires transparent relationships, an objective
approach to matters of concern to community, open
expression of both intentions and views on matters
of interest, respect for local cultures and learning
with the community, and a commitment to
promoting equity and good governance. Providing
good leadership creates, builds, nurtures, and
sustains trust. As you get to know an area where
your company wants to work, provide a chance for
the community to know and appreciate your
business and its approach to community
engagement. Engage and win the trust of the
community through activities such as annual
‘community days’ where you give community
members an account of the business’ performance.
Enter into long term partnership agreements to Tibetan Children's Village, Dharamsala, India.
communicate your commitment and mentor Credit: Stefan Norris

community champions to demonstrate your desire
for local leadership to prosper.

e Step 3-—Invest in Corporate Social Responsibility (CSR) Projects

Test your business’ readiness and it relationship with the community through a few selected
CSR projects. This serves two purposes. First it demonstrates the commitment of your business
as a social investor. Second it provides opportunity to gauge local leadership and investigate
cultural dynamics that may not have been obvious through your prior interactions. The CSR
projects should be low investment, short-term projects with tangible outcomes. Engage the
community in planning these projects and allow residents to make contributions in cash or in



kind. This process exposes the community to practical aspects of planning and governance.
Ensure management teams are inclusive, incorporating women and youth. Examples of CSR
pilot projects could include constructing fences, building a classroom or a toilet, painting
classrooms, or providing school supplies.

e Step 4 - Assessment of the Area

Undertake an assessment of the area to understand needs so that any projects that are
undertaken will be need-driven and not donor-driven. The assessment can be done through
workshops or expert studies but the key is to have community participation. The outcome of the
assessment should be a ‘community voicing report’ where aspirations and expectations of the
community are captured. This report should be used by the business to identify potential
projects suitable for support through travelers’ philanthropy. The report will also help to identify
other people already working in the area. This is necessary to avoid conflicts, competition, and
duplication of efforts.

e Step 5- Scanning Potential Projects

Identify individuals,, groups, or institutions that may have an interest in selected projects that
you have identified through your assessment Engage in a dialogue with these stakeholders so
that you can begin to understand their expectations, and the roles and contributions they may
offer. Through these consultations, scan the project for
sustainability, level of impact, community participation,
and level of transformation. Overall it has to be SMART:
Specific, Measurable, Attainable, Relevant and Time
bound. The scanning exercise should result in a written
report covering each proposed project. These
documents don’t need to be long but should cover all
the aspects of your SMART scan.

e Step 6 - Develop Agreements

It is important to have written agreements (in the
language or languages understood by the parties
involved) that will govern implementation of the project.
Depending on the nature of the project, these may range
from simple statements to complex memoranda of
understanding (MOUs). These agreements also
reinforce commitment from the parties that are involved i Fatl R

(the business, the local organizations, and/or community Village craft market, Phinda, South Africa.
leaders) and define relationships. Credit. Zoe Chafe

e Step 7- Design a Travelers’ Philanthropy Program

When designing a travelers’ philanthropy program, you should build on the consultations,
project documents, and agreements designed above. Remember that travelers’ philanthropy
projects must be grounded both in community and company plans.

These documents should also be used to develop materials to communicate about a project to
travelers and assure them that the project is well-conceived and executed. The program must



not infringe on travelers’ holiday time. It should be voluntary, allowing guests to choose whether
or not they want to be involved. The way the information is shared is important. The most
commonly used sharing methods are; briefings, information leaflets in the traveler's room,
reports in the lounge tables, banners and presentations. Presentations should be made to
travelers who have shown interest in learning more about the program and requested an in-
depth briefing. Remember your travelers are first and foremost on holiday and must never be
made to feel guilty about this!

NOTES:
o The greatest responsibility for a travelers’ philanthropy program (including donations and
how they are used) lies with the business or travel company whose guests support the
project.

e On-going consultations with all parties involved to manage expectations, build
consensus, ownership, support.

o Keeping proper account books is a must. It is most important is to show audited
accounts of the project to all partners and supporters.

e Third party evaluation of the project’'s performance and finances should be regularly
undertaken. The third party can be agreed upon by the business and community leaders
or local organization.
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