
SAVE Tourism  
Opportunities  

 

Presented by:  
Dr. Kristin Lamoureux, Director, International 

Institute of Tourism Studies, George Washington 
University 

 
 
 



Alternative Tourism 

• Alternative Tourism 
– Limited negative 

impact on local 
population, natural or 
cultural resources 

– Paradigm Shift  
• Development strategy 
• More benefits to local 

population 

 
 

Presenter
Presentation Notes
A key element of alternative tourism is that it should not negatively impact the local population or the natural and cultural resources of the destination. Under this umbrella, volunteer tourism is emerging as a potential development strategy that “shifts” the tourism paradigm, affording greater potential benefits to the local destination.



 
Travelers enrich their own trips  
when they seek to contribute  

to the well-being of the places  
that they visit. 

 



Background – Volunteer Tourism 

• Volunteer Tourism – Definition:  
 

– “tourism that allows tourists to volunteer in 
an organized way to undertake holidays that 
might involve the aiding or alleviating the 
material poverty of some groups in society, 
the restoration of certain environments or 
research into aspects of society or 
environment” (Wearing 2004) 
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Major Ways Tourist Can Give Back 
  

• Traveler Philanthropy- Giving money or goods 
• Facilitated Traveller Community Interaction: Tour operator or 

NGO facilitates quality interaction for the express purpose of 
cultural exchange and learning between local communities 
and travellers. 

• In-kind support – business in-kind support (marketing, 
advice, etc)  

• Volunteering – visitors actively work on a local project (eco 
data collection, painting a school, teaching, distributing 
medicine, etc…) 

– Volunteer Tourism 
– Alternative: Fundraising Adventure Tourism 
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Volunteer Motivations 

• Why do people volunteer? 
• Research Says:  

– Altruism 
– Social desirability 
– Career Enhancing 
– Normative Behavior (ideal or model behavior) 
– Cultural Immersion 
– Camaraderie 
– Educational/Bonding Opportunities for Children 

 

Presenter
Presentation Notes
In addition to the impacts of volunteer tourism on the destination, understanding the motivations behind why people volunteer is another area of needed research. Relatively little known regarding why people choose to volunteer on their vacations. So why do people volunteer? Much of the anedoctial information that exists points to altruism as one of the driving reasons why people choose to volunteer during their vacation or travel for the purposes of volunteering. It is not hard to conceive that is a leading driver.Beyond altrusim, research has found that other motivations may be more internally driven. For example, volunteer tourists may choose to volunteer to give them a “leg up” in their careers. Recently, in the US, several major universities including Harvard, have indicated that they are encouraging would-be applicants to spend a year volunteering prior to applying for college. The reason is that they will learn valuable life skills which will make them more able to cope with the rigors of college. Social desirabiliyt and normative behavior are also important factors and point to the “how am I viewed” factor of human nature. Other motives include seeking camaraderie amongst other travelers (like-minded people), cultural immersion (getting closer then a regular tourist); families seeking opportunities for their children to see other aspects of the world beyond what they are used to, 



But… 
‘Doing good’ doesn’t always     
 mean ‘doing right’…  

 
• Unintended consequences of ‘giving’: 

– Dependence, divisions, favoritism 
 

• Businesses lack “development” & NGO expertise 
 

• Hard to identify right projects & partners 
 

• How to give a hand up, not a handout 
 

• Impacts on community & conservation if tourist $’s dry up 
– How to ensure longevity of income flows  

 
  



How to approach this? 

• What markets? 
•  Which trends?  
• Which competitors? 

Growth Markets 
and Trends? 

• Target markets? 
• What do they need? 
•  Which experience? 

What to offer? 
• Marketing/Branding 
•  Investment, 
• Coordination, 
• Skills/Capabilities, 
• Policy/Regulations 

What do we 
need? 

Presenter
Presentation Notes
Look at where are the trends, especially what markets are growing and are interested in the type of travel we have? Who are we competing with?Soft and hard adventure tourists & Cruisers MICECompetition: other Arctic nations, and other cruise destinations and other “Trip of a Lifetimes”2) What should we be offering? We need to have a highly segmented approach, tailoring very specifically to a market that is increasingly diligent in their research and discerning in their tastes.3) What do we need now to get there?



Media Attention & Trends 





Industry Studies Show…  
• CondeNast and MSNBC (2008) 

– 55% of surveyed were interested in a volunteer vacation.  
– 20% had already taken one, of those 95% said they wanted to take one 

again 
• TIA Voice of the Traveler Study (Nov. 2006) 

– 24% interested in taking a volunteer or service-based vacation.  
– Up 11% from 5 years ago 
– 47% of those from the 35-54 age range 

• Travelocity’s Annual Forecast (2007) 
– Volunteer vacations 38% (up from 11% from last year) 

• Cheaptickets.com (2007) 
– 68% of travelers would likely use a travel website to learn more about 

volunteer vacations. 
– 50% would consider taking a vacation for the sole purpose of 

volunteering. 
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Voluntourism Trends 
 CondeNast and MSNBC (2008) 

– 55% of surveyed were interested in a volunteer 
vacation.  

– 20% had already taken one, of those 95% said they 
wanted to take one again 

Number of those who have volunteered at 
least once has tripled to 14%. 

98% satisfied with their experience. 
Less than 25% have no interest in taking a 

volunteer vacation 
86% believe that voluntourism benefits both 

the traveler and the destination 
 

 
 



Voluntourism Press 

Conde Nast Traveler, 2008 



Condé Nast Traveler Readers 

• 47% interested in volunteer vacations. 
 

• 3% regularly take volunteer vacations. 
 

• 98% satisfied with their experience. 
 

• 95% of those who have volunteered would do 
so again. 

 
Condé Nast Traveler Poll, February 2009 



Meetings Industry Says…. 



Survey of Meeting Planners: 
Voluntourism 

•  58% know about voluntourism  
•  48% plan to incorporate 
•  Say they care what people think of the experience 
•  Destinations: 

• Opportunity for destinations to differentiate  
• Destinations need to provide list of options 
• FAM Trip opportunities targeted at Meeting Planners 

•  Meeting planners: 
• Need to keep up to date on volunteer opportunities 
• Understand benefits and expenditures 
• Be able to communicate back to clients 

                Source: Tara Pazanski, & Lori Pennington-Gray, PhD, University of Florida, 2009  
 

Presenter
Presentation Notes
Tara Pazanski, University of Florida Lori Pennington-Gray, PhD



Consumer Support for  
Travelers’ Philanthropy 

 
• More than 2/3 of U.S. and Australian travelers, and 90% of 

British tourists, consider active protection of the 
environment, including support of local communities, to be 
part of a hotel’s responsibility.  
 

• 46 million U.S. travelers chose companies that “donate part 
of their proceeds to charities.” 
 

• In 2007, 73% of CondeNast Traveler readers said would be 
willing to pay more to stay in a hotel that helps support the 
local community through health and education initiatives.  
 



What is                                   ? 

Increased competition :  
• demands sophisticated 

differentiation 
strategies that target 
niche travel markets 
chosen based on the 
assets and capabilities 
of the  

destination.  

1950 
25 million  

2007 
875 milllion 

2012 
1 billion 

2015 
1.5 
billion 

International Arrivals Growing 

S A V E 



                              Market Profiles 

Scientific 
• Profile: travel to advance science and 

to help with the acquisition of 
knowledge about the world.  
 

• Benefits for Destinations:  
– Extended stay 
– Require hiring of local workers 
– Researches live in local community, 

eat local food, utilie local transpor 
– Positive economic benefits 
– Scientists gather information about 

culture, natural environment which 
helps raise profile of local assets & 
destination. 

Academic 
• Profile: travelers seeking to 

participate in experiential 
learning activities leading to 
credit for formal degree programs 
or courses offered by higher 
education institutions 

• Benefits for Destinations:  
– Academic groups visit more remote 

places  
– Greater interaction 
– Simple facilities/services  
– Travel in groups 
– Higher economic benefits  
– Ability to raise awareness of 

destination 
 

S A V E 



                              Market Profiles 

Volunteer 
• Profile: travel with to participate in 

activities that will contribute to the 
betterment of society.  

• Benefits for Destinations:   
– Stay longer 
– Diversified economic benefits 
– Share experience – increase word of 

mouth 
 
– Simpler products/services  
– Might contribute to  

• Capacity Building 
• Product development 
• Physical improvement of areas 

 

Education 
• Profile: travel to enhance 

knowledge, for personal 
gratification rather than 
academic credit.  
– Learning a language  
– Acquiring new skill 

• Benefits for Destinations:  
– Extended stay 
– Increased economic benefits 
– Increased interaction with local 

community 
– Fosters importance of local 

cultures/traditions 
 

S A V E 

Presenter
Presentation Notes
Profile: Individuals or groups that travel with the intention to participate in specific activities that will contribute to the betterment of society. These could be travelers associated with the growing number of organizations supporting volunteer programs or independent travelers. Benefits for Destinations: In recent times, travelers, particularly youth, have shifted from what was originally just traveling or studying abroad to incorporating service into the learning experience. Often volunteers spend a long period of time at the destination without needing sophisticated facilities and services. Depending on background and skills, volunteers can contribute to the capacity building of local communities and other stakeholders as well as help with product development, physical improvement of areas, and other elements of developing destinations. In addition to making a contribution to the enhancement of the community and the destination, their extended presence is linked to direct economic benefits. Volunteers will also often spread the word about a destination, improving access to other travel markets. Profile: Individuals or groups that travel to enhance their knowledge, for personal gratification rather than academic credit. This type of educational experience could include learning a language or acquiring another skill in traditional dances, handicrafts, orienteering, etc. Programs leading to some credential or certificate of completion involve longer trips and higher expenditures for value-added activities (e.g. guided interpretation) directly benefiting local people. Benefits for Destinations: The acquiring of skill or knowledge usually requires extended stays at the destination as well as increased interaction with local communities. In the cases when the focus of the educational experience is associated with the local culture or traditions this contributes to the strengthened pride of communities and to the raised profile of local attractions. 



Approaches to SAVE Travel 
Development 
National Level 
• The Ministry of Tourism, Ministry 

of Culture, or other appropriate 
body can adopt a SAVE travel 
development strategy as a 
component of their national 
tourism plan. 

 
• Advantages to this strategy can 

include access to funds, buy-in 
from other stakeholders, 
assistance and legitimacy when 
applying to donor organizations 
for support, an enhanced profile 
for the strategy, and more. 
 

Destination Level 
• A destination management organization (DMO) 

could identify SAVE as a priority target market 
  
• A travel operation or supplier could target the 

SAVE market and orient its products and marketing 
towards SAVE tourists.  

  
• A SAVE center could be a self-supporting, 

independent entity designed to attract, host, and 
serve the SAVE market.  

 
• A SAVE travel development strategy could be 

adopted by a dispersed set of stakeholders 
working together to target the SAVE market. In 
regions lacking a centralized destination 
management organization, such a SAVE initiative 
could be the first steps towards forming a DMO. 

 



Tourism & SAVE 
SAVE Activities 

Research 
Learn  

Give back 
Meaningful Experience 

Tourism 
Relax 

Have fun 
Spend money 
Safety/Securty 

Services 
 

 
 



What do SAVE travelers want? 
• SAVE travelers place high value 

on the natural, social and 
cultural assets of the place they 
visit and naturally adhere to the 
principles of sustainable tourism. 

 
• Close interaction with the nature, 

culture and people of the 
destination in ways that advance 
knowledge 

 
• ability to contribute to the 

enhancement of a destination.  
 

 



• SAVE - distinct from mass 
tourism  
– Contributes to people and 

places as well as the impacts 
that it has on hosting 
destinations.  

• It represents a range of 
tourists who travel to a 
destination to engage in 
research, learning or 
volunteer travel.  

By definition, those attracted 
to SAVE travel tend to be 
interested in activities that can 
be readily harnessed to natural 
and cultural heritage 
preservation efforts and that 
contribute to the improvement 
of local lives. 



Where They’re Volunteering? 



Pioneer Companies 

http://images.google.com/imgres?imgurl=http://www.duke.edu/~sna/Hawaii/IMG_2352_web.jpg&imgrefurl=http://www.duke.edu/~sna/Hawaii/maui1.htm&h=533&w=800&sz=80&tbnid=8HTOqXRiGZIJ:&tbnh=94&tbnw=141&start=9&prev=/images?q=Giant+Sea+Turtle&hl=en&lr=
http://www.gapadventures.com/
http://www.africafoundation.org/default.asp


Moving Toward Mainstream 



Country Example: Jordan 

http://www.seejordan.org/voluntourism/index.html 



Destination Example: 
                           New Orleans 

Presenter
Presentation Notes
New OrleansPhiladelphiaVancouverTousonFort Lauderdale



Destination Example: DC, NYC, Chicago 
 
DC Cares: www.dc-cares.org   

• Works with companies to find appropriate 
projects 

• Projects include:  
– Beautify a local park by removing litter 

and evasive species. 
– Help maintain our National Mall and  

Parks. 
– Build benches, planters and garden beds 

to  beautify neighborhoods. 
– Help clean-up the Anacostia and 

Potomac Rivers. 
– Building environmental education kits 

for public school students 
• Contact Lauren Conte:  

– Email: lconte@greaterdccares.org   
– Tel:202-777-4451 

 

http://www.dc-cares.org/
mailto:lconte@greaterdccares.org


Hotel Example: RitzCarlton 

• 10% of guest room revenue donated to charity Over 
$1m donated to charity since the 2008 launch. 

Meaningful 
Meetings: 

• Group teambuilding program that benefits the local 
community. Programs  customized to meeting needs 
(ballroom bike build, shelter visit, etc) 

VolunTeaming: 

• Voluntourism program designed for the leisure 
guests, continues to be a success with over 2,000 
guests participating to date 

Give Back 
Getaways,  
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Understanding Market Needs 



Volunteer Travel Market Needs 

• The opportunity to provide a meaningful 
contribution that makes a difference 

• Logistical Support 
• Trust and Transparency  
• Safety and Security  
• Authentic – not too touristy 
• Value for Money 
• Fun & Memories/Stories 

 
 
 

 



Questions to Consider 

• Why should someone volunteer with you? 
 

• What makes your volunteer experience 
different from others? 
 

• How do you communicate the intangible 
benefits of the volunteer experience? 

 
 
 

 



SAVE Tourism Markets 



Primary Travel Motivations 

Travel 
to Egypt 

Volunteer Leisure 

Learn Business 



Primary Travel Motivations 

Volunteer 
• Interested in giving back – making a difference 
• Duration ranges from 1 week to 1 year 
• Two main types of volunteers 

– Skilled 
– Unskilled 

• Volunteers also want to be tourists 
 

 
 

 



Ways to Reach this Market 

Volunteer 
• Volunteer Sending Organizations 
• Volunteer Clearing Houses  
• Affinity Groups 
• Traditional Tour Operators 
• Corporate CSR departments 
• Online 

 
 
 

 



Primary Travel Motivations 

Leisure 
• Interested in unique experiences 
• Duration ranges from 1-2 weeks 
• Understanding leisure segments 

– Cultural            -- Heritage         -- Birdwatching 
– Adventure       -- Family             -- Romance   (etc) 

• Volunteering provides an opportunity to have 
cultural encounters and authentic experiences 

 
 
 

 



Ways to Reach this Market 

Leisure 
• During the planning process  

– Tour Operator Packages 
– Online 
– Media 

• While in the destination 
– Hotel concierges 
– Information centers/materials 
 
 

 



Primary Travel Motivations 

Learn 
• Leisure travel but interested in learning  
• Duration ranges from 1 week to months 
• Segments 

– Study Tours    -- Applied Learning      -- Experiential     

• Volunteering provides an opportunity to learn 
about culture and customs 
 
 

 



Ways to Reach this Market 

Learn 
• During the planning process  

– Study Abroad Tour Operators 
– Direct to Professors 
– Online 

• Integrating volunteer experiences with 
educational programs in Egypt 
 

 



Primary Travel Motivations 

Business 
• Business travel segments 

– Meetings 
– Conferences 

• Volunteering provides an opportunity to 
connect employees and conference attendees 
with meaningful experiences  
 
 

 



Ways to Reach this Market 

Learn 
• Business Travelers 

– Company Travel Managers 
– Hotel Concierges 
– Online 

• Conference Organizers 
– International organizers 
– Egyptian organizers 
 

 



Example: Scientific Market 
• National Association of Black Scuba Divers 

• Survey in March 2009 
• Over 2,000 members  
• Organize group trips  
• Scuba divers are high spending, well educated 

tourists 
• Participate in volunteer marine archaeology 

 
 



Market Potential 

• 2,025 members interested in specific product 
•  1,875 members interested in volunteering for 

a specific project  
• ~400 members have volunteered on a slave 

wreck project before 
• Interested in cultural heritage, sun bathing, 

shopping, wildlife viewing 
 

 

Presenter
Presentation Notes
60-75% of respondents said that they were very of fairly interested in these activities. 



Example: Academic Tourism:  
 

• Study of Africana University Programs  
– Respondents has access to 3,950 - 5,200 students per 

year 
– Estimate population has access to 67,620 - 88,700 

students per year  
– 30.5% of respondents led study abroad trips 

• 380-540 students on these trips 
• Potential 1,570-2,240 students on study abroad trips related 

to African topics 
– 50% of respondents very or fairly interested in leading 

a study abroad program = 750 faculty 

Presenter
Presentation Notes
Faculty responding to the survey have access to 3,950-5,200 per yearExtrapolation out to the population – faculty has access to 67,620 – 88,700 students per year Faculty responding to the survey led 380-540 students on trips in the last 6 years Extrapolating out to the population the faculty has led 1,570-2,240 students on trips in the last 6 yearsAbout 50% of the faculty were very or fairly interested in leading a study abroad trip to African destination in a number of categories with exploring different cultures and examining contemporary economic/development/political issues being the top choices (66% and 59%, respectively) 



Overall Findings 
• Majority of trips cost $2,000 - $7,500 
• 65% organized with local institution & involved 

local students 
• Size: 67,620 - 88,700 students per year 
• Potential 1,570-2,240 students on study abroad 
• Festivals/Fairs, Cultural, heritage & historical, 

hands on learning activities have a high 
occurrence and importance 

 
 
 
 



Team Activity 
Explain your product package in detail  

• Name 
• Description 

– How often it occurs 
– Cost 

• How many tourists 
• Itinerary 

– SAVE activities 
– Tourism activities 

• Product Development process (or what is it going to be) 
• Who are your markets 
• How do you market the product 
• Costing, revenue, distribution 
• Feedback (how do you evaluate experience) 
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