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46 million U.S. travelers say they chose companiesthatd R2 Yy I G S LI NI 2F GKSANI LINR O&

In the U.S., individuals represent the largest single source (75%) of philanthropic dollars: $229 billion in
2007."

Euromonitor reported in 2008, agrowing trend among North Americans,
who may e time-starved but caskrich, to take luxuryvacations that include
some philanthropy along with relaxatiorv.
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Responsible tourism consumers Gare discerning consumers who are more likely to choose a tour
company with ethical characteristics such as a written CSR code, good working conditions, fair prices,
locally sourced food and staff, and revenue sharing with employees, support for community projects
and protection of the environment. They also appear willing to pay (modestly) more for companies that
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volunteer vacations as a way to soothe their conscience when others around them people are

suffering.é I § K& LJ2thaK i5 tinfed ofieat riedd lpdbple's generosity tends to come out and
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come together in hard times.£"
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A 2009 CMIGreen survey found the following demand for voluntourism:*"

37.6%

respondents claimed that
the availability of
volunteer activity

encouraged their selection

of a vacation destination.
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7.9%

are willing to spend $51 or
more a day on their vacation
if it meant they could also
volunteer.

46.4%

said they would dedicate
several days to
volunteering during a trip,
as opposed to a day or less
or an entire trip.
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58%

continued to be involved with
the project they volunteered
with after they returned
home.

-
According to Peter Yesawich, CEO of
America's leading hospitality marketing
agency, in 2006 over 5 million households
took a volunteer vacation.”
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69.9%

say that the most
important outcome or goal
of a volunteer travel
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Motivational reasons to
volunteer while traveling
Include positively

influencing:
Environment

Teaching/mentoring
Human rights
Disaster relief

Animal concerns
Economic development
Hunger related

Scientific pursuits
S )

Source: CMI Green. The CMI Traveler Study 2009 v1. 2009., unless otherwise stated



2009 CMIGreen survey results T 2 NJ G0 NI @St SNA Q

38.2%

are most comfortable
giving to a local
charity/nonprofit
encountered while
abroad.

83.7%

of travelers have
donated between $11
and $500 to individuals
or charitable
organizations while
traveling.

53.4%

are most comfortable giving to a
nonprofit in their home country
that works in the country they
are visiting.

42.7%

donated to individuals or
organizations while traveling

$1000+

More people donated $1000+
(4.8%) than $1-S10 (4.3%).

25.6%

volunteered while traveling.

A 2005 analysis found that more than two-thirds of
U.S. and Australian travelers, and 90% of British

tourists, consider active

protection of the

environment, including support of local communities,
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37.9%

are most likely to give to
an environmental or
conservation project.

32.3%

are most likely to give to
an education related
project.

Most meaningful &
appealing terms
According to respondents:

Socially responsible
Sustainable
Fair trade
Local
Planet-friendly
Organic
Ecological

Carbon neutral

Source: CMI Green. The CMI Traveler Study 2009 v1. 2009., unless otherwise stated
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