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For years I’ve been talking to front-line fundraisers and travel planners about

the power donor travel has to inspire generosity, cultivate empathy, and

deepen learning. But knowing how to create a compelling travel experience

and  price it just right presents a real challenge for many. 

 

Pricing is one of the first decisions you make when launching a travel

program or adding a new trip to your menu. The way you price your trips

reveals a lot about your organization and the donors you aim to engage.

Pricing also happens to be where some of the biggest pitfalls occur and

home to some of the most difficult challenges to overcome. This guide is my

attempt to change that. 

I’d love to hear how these insights impact your next donor trip. If something

in this guide gave you a new idea or made you feel differently, let me know! 

My hope is for donor travel to become a catalyst that connects people

across cultures in mutually beneficial ways. I hope something in here inspires

you to be part of that.

Caliopy Glaros

President

Philanthropy without Borders

caliopy@philanthropywithoutborders.com
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DEBUNKING DONOR TRAVEL’S
MOST IRKSOME MYTH

Before we dive deep into the nuances of how to arrive at a price for your donor trips, let’s

tackle the elephant in the room: the argument that donors shouldn’t even be going on trips. 

I often hear this message from board members or staff outside of the fundraising

department who say, “Isn’t it really wasteful to ask someone to spend $5,000 on a plane

ticket and accommodations? Shouldn’t we just ask them to give that $5,000 directly to our

organization so that we can spend that money where it’s needed most?”

I suspect you may have folks in your organization making this same argument. Perhaps you

yourself have yet to be convinced that it’s not just wiser to ask for another gift than to offer

donors the opportunity to experience the impact of the gifts they have previously made.

So, let’s debunk this myth and lay it to rest once and for all.



THERE ARE INTRINSIC BENEFITS OF TRAVEL THAT

YOU CAN'T GET THROUGH PHILANTHROPY.

First, let's be clear that our high-net-

worth donors have separate budgets for

travel and philanthropy. 

If we’re asking them to forfeit an

experience on a particular trip, they’re

more likely to spend that money on

another travel experience than to just

donate the exact amount in the form of

philanthropy. 

The truth is, they are giving money to

many organizations and they’re

traveling, so their travel and

philanthropy budgets are separate

buckets of money. 

Second, when we ask people to donate

instead of traveling, we are really

denying them the intrinsic benefits of

travel that they can't get through

philanthropy alone. 

Think about all the trips that you plan to

take in the future, whether it’s visiting

relatives, enjoying family vacations, or

going overseas to explore somewhere

new.

Imagine  if I asked you to cancel all

those trips and take the money that you

were going to spend on travel and

donate it to charity instead?

How does that question make you feel?

My guess is that you’re probably feeling

pretty disappointed. You were probably

thinking how much you were looking

forward to seeing loved ones who live at

a distance, to spending time with your

family on those vacations, to learning

something new in a different

environment. 

What we’ve hit upon are intrinsic

benefits of a travel experience that

can't be achieved through philanthropy

alone: relationship building and

connection; having a respite from our

daily lives and from work; learning

something new about another place,

another environment, another culture.

And for donors there is an even more

powerful benefit: the opportunity to see

their philanthropy at work.

Clearly there are many ways that a

donor trip benefits the traveler, but

what about the ways it benefits the

organization? 

Why would an organization want

someone to spend $5,000 to travel

instead instead of just continuing to

donate money? Donor trips must

achieve results and economic impact

above and beyond what can be

achieved through normal day-to-day

fundraising operations. 



IF A DONOR HAS THE OPPORTUNITY TO ENGAGE MORE

DEEPLY WITH THE ORGANIZATION, ALL KINDS OF

POSSIBILITIES CAN EMERGE.

We know that experiential opportunities

increase both a donor's engagement with

the organization, and their cumulative

giving. If a donor has the opportunity to

engage more deeply with the organization,

all kinds of possibilities can emerge: their

giving can increase, they can join a

committee or board, they can make a

bequest, they can introduce others to the

organization. These are possibilities that

wouldn't necessarily happen with just

another solicitation for funding. 

Beyond increased economic impact to the

organization, there are other intangible

and hard-to-measure benefits. If well

executed, a donor trip has the power to

inspire personal transformation and

catalyze action in support of the cause. 

A trip can, and should, be used to dispel

misconceptions about the organization's

programs and the people those programs

impact. The trips should serve to challenge

stereotypes and reduce prejudice. 

There is transformative potential in seeing

one's philanthropy at work, in coming face

to face with some of the world's most

challenging problems and helping to be

part of the solution. 

Travel can leave the donor with a deeper

and more nuanced understanding of the

problems and the complexity of the work.

This understanding will help them be better

advocates and champions for our

organization. . . and that is a gift that

money can't buy.



DON’T MAKE

THESE 5 PRICING

MISTAKES

I often get asked  whether the price of a trip will “affect”

the next gift that the donor gives. “Affect,” in this case,

means "make the annual donation amount go down". 

Nonprofits worry that if the donor spends too much money

on the trip fee, they will give a smaller gift later in the

year.

My answer is that this is a self-fulfilling prophecy. 

If you assume that the trip price will affect the donor’s

giving, then it will. 

Steer clear of this self-fulfilling prophecy by avoiding

these five pricing mistakes.



INSTEAD OF MERELY THANKING 

 DONORS FOR THEIR PAYMENT,

THANK THEM FOR THEIR TIME.

#1 DON’T TARGET PEOPLE

WHO CAN’T AFFORD TO

GIVE AND TRAVEL

#2  DON’T CALL THE FEE A

"DONATION"

In the preceding pages, I debunk the myth

that people who travel won’t give, because

you can be sure donors of a certain level

travel and give. But one important

assumption is that you are only inviting

those donors who can afford to both give

and travel. This is why it is important to

know your donors. At large organizations,

there is often a minimum giving level

required in order to be invited on a trip.

That could be $10,000 or $100,000 in

annual giving, depending on the

organization and size of their donor pool. I

even know an organization that only offers

trips to donors giving $1 million or more in

a single year. 

The threshold will be determined by your

organization, but if you are just starting a

travel program and you are worried that

your pool of major donors may be too

small, this figure should make you jump out

of your chair: over 80% of million-dollar

donors began their giving at less than

$500. Even donors making modest gifts

may have the capacity and interest in

becoming your most impactful supporters,

in which case a donor trip may be a good

opportunity to qualify and cultivate them. 

I’ll say it again: know your donors.

The trip fee is not a "donation." For one,

it’s not tax-deductible; the donors receive

items of value in exchange for the amount

they are paying. For another, it’s not

actually funding your mission-related work,

so don’t give the impression that it is. Don’t

call it a "gift" either,  that basically means

the same thing. But you do still need to

thank your donors for registering for a trip,

but not merely for their payment (again the

trip fee is not a donation). Instead, thank

them for their time. Their valuable,

irreplaceable time is what they are

donating to attend this trip, and that

generosity should not go unrecognized.

#3  DON’T ADD A

DONATION ONTO THE FEE 

One pricing strategy that gets used more

than it ought to is adding a donation onto

the trip fee, usually $500–$1,000. The

thinking is that the trip should at least raise

a certain amount of money no matter

what, but this could backfire in a big way.

Adding a built-in donation could decrease

the donor’s next gift or even replace it

because they feel that they have already

given to you! If you are planning to ask for

large gifts from your travelers, don’t build a

donation into your trip fee.



#4 DON’T REQUIRE A FEE TO

PARTICIPATE

There is one exception. If you are

recruiting travelers from the general public

in hopes of turning them into ongoing

supporters, building a donation into your

trip fee will make the venture worth your

time and trouble. That said, I don’t

necessarily recommend using trips as a

donor acquisition strategy, particularly if

you are a small organization. Donor trips

are an incredible investment of time and

money, and there are admittedly much

cheaper ways of acquiring new donors.

Some organizations advertise their trips

broadly with a disclaimer that says,

“Minimum donation of $X required to

register.” This is another fundraising tactic

I discourage. There may be folks in the

general public who are intrigued by your

trip and want to travel, but are not

philanthropically inclined or don’t care

enough about your mission  to support your

organization in the long term. So they will

give the minimum amount (usually $500 or

$1,000) in order to register, attend the trip,

and never engage with you again. After all

the time and effort you invested into the

trip, is this really the outcome you desire?

Don’t fall for the pay-for-privilege model.

Instead, offer the opportunity of travel to

donors who are already giving at a certain

level. While on the back end this still looks

like a minimum required donation to

register, the difference is that you are

offering the trip to folks who have already

demonstrated interest in your organization

and commitment to your mission. These are

the folks who are worth your time and

trouble, not the general public looking for

exotic thrills.

#5  DON’T NEGLECT TO

FOLLOW UP 

This is easily the most common blunder of

donor travel. After a life-changing site visit

and the ability to see the impact of their

support, your donors return home to… well,

nothing. 

I often get calls from organizations

lamenting that their last donor trip failed

to bring in new gifts or increase giving

from any traveler. 

I ask, “So, what reason did your donors

give when they declined your ask for

support?” 

To which they respond, “Actually, we didn’t

ask them.”

“Then what kind of follow-up did you have

after the trip?”

“Well, none. We just sort of waited to see if

they would make a gift.”

Of the myriad of fundraising strategies we

have at our disposal, waiting around and

doing nothing has not proven to be

effective. You have to follow up with the

donors who traveled, and if you are

expecting an increase in their giving, you

have to justify that increase and make that

expectation known in advance of the trip.

Check out my wildly popular articles on 10

Tips to Following Up and 7 Follow-Up Faux

Pas.



In the context of donor travel, there is a

dichotomy between free trips and paid trips. 

“Free trips” are not actually free. At a minimum,

they  involve an incredible investment of time

from staff, both in preparing for the donor’s

arrival and in spending time with the donor

during the trip. Your organization has probably

hosted a free donor trip, only you know it as a

“site visit.” For those institutional funders who

have awarded your organization multi-year

grants, you are certainly going to treat them to

a good experience on site without charging

them. Often this in-person evaluation is built

into the grant already, and foundations almost

always cover the costs of their own staff

traveling. 

You may also choose not to charge a fee to

those high-level donors who have given or are

poised to give transformational (i.e. million

dollar) gifts. Like a site visit, these trips are very

project-focused. It is important to remember

that the trip is not a reward or a vacation for the

donor; it’s the opportunity to see their

philanthropy in action. 

With few exceptions, most of your donor trips

will command a fee. These are trips that include

many recreational components that complement

your project work on site. Members of the

general public (people not in your database)

may want to register for these trips, donors may

want to bring their friends and family, and you

certainly need to charge them for the logistics,

time, and labor involved in delivering these

experiences. Which brings us to the next

question: What should and shouldn't be included

in that trip price?

COMMON ITEMS INCLUDED IN

THE TRIP PRICE

Lodging: Everyone should be

staying in the same hotel. 

Meals: Don't make your donors pull

out their wallets multiple times a

day.

Admission Fees: Park passes,

safaris, and admission to other

experiences are costs you want to

build in.

Guide’s and Interpreter’s Fee: If

you are not using paid guides or

interpreters, factor in the daily

costs of your own staff who will

serve in these roles.

www.philanthropywithoutborders.com

THE SPECTRUM OF

PRICING



It increase the per-person price significantly

It varies too much by point-of-origin 

It fluctuates too much and can rise considerably between the time we advertise

the trip and the time we book tickets

Donors (like all people) have airline preferences, seat preferences, class

preferences (some only travel first class or private jet), and meal preferences that

can be hard to manage

Donors may want specific stop overs, or to extend their trip or travel elsewhere in

the region, affecting the price and making things logistically challenging for you

to manage

Personal/medical/emergency/general travel insurance is bought by the donor

Liability insurance is supplied by the operator (they need this to be in business!)

Program staff’s travel costs are usually built in

Program staff’s time are usually built in if that staff's position is grant-funded (you

would need to pull them off the grant), but not built in otherwise

Fundraising staff’s travel costs are usually paid for by the nonprofit

Fundraising staff’s time is never built in - donor engagement is what they are

already being paid to do!

Airfare is almost never included in the trip fee because:

The only time I see airfare  included in the price is when a large group (say, 15+) all

travel out of the the same city. This really only happens with college students and

faith-based groups like churches and synagogues. 

Alcohol is often not included but can be added if the organization requests it.

Gratuity is often not included but this depends on the location and service providers

Insurance is not included in the trip fee, and it comes in two forms:

Staff time and travel is  often not included with some exceptions:

WHEN PRICING YOUR TRIP,

THE GOAL IS TO KEEP YOUR

FIXED COSTS AS LOW AS

POSSIBLE. TAKE A LOOK AT

THE ARTICLE ON FIXED AND

VARIABLE COSTS.

WHAT’S NOT INCLUDED IN THE PRICE 

(AND WHO PAYS FOR IT)
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HOW DO NONPROFITS CALCULATE

THE PRICE OF THEIR TRIPS?

One may think that the price per person for a donor trip comes from a

standard formula, but nothing could be further from the truth. In fact, there

are a myriad of ways organizations calculate price for donor trips.

Some organizations start with an idea of

what donors would be willing to pay  (say,

$6,000 per person) then they seek out

operators, accommodations, transportation,

and activities that can fall within that

budget while providing the expected level

of comfort. Other organizations know they

have price-sensitive supporters and aim to

keep the trip as inexpensive as possible,

sometimes costing $1,000 or less per

person. 

WHAT THE MARKET WILL

PAY

Some organizations, by virtue of where their

work takes place, will have countless

options for accommodations,

transportation, operators, and activities.

While choice is wonderful, it is easy to get

stuck deciding whether the trip should cost

$1,500 per person or $15,000 per person.

However, if your destination has few

options, you have few choices, and your

budget falls in line with what is available.

LOCATION, LOCATION

OPERATOR PLEASE?

If you've ever worked with a logistical

operator, you may be wondering "Wait,

doesn't the operator just give me a quote

once I tell them where, when, and how

many people?" While a good operator will

save you all the time and trouble of tracking

every single line item on a budget, they will

still need important information from you to

inform the cost. How much luxury and

comfort do your travelers expect? Is alcohol

included? Will you build in a donation or

staff travel costs? More on that on the next

page.

If you haven't offered trips in the past, it is

difficult to know what your supporters are

willing to pay, and if you guess wrong, then

you risk offering an expensive trip that no

one can afford or offering a cheap trip that

will disappoint travelers with the lack of

comfort and included amenities.
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If you are planning to ask for large gifts

from your travelers, don’t build a donation

into your trip fee. If travelers think their

built-in donation will suffice, they are

unlikely to make an additional gift that year.

Don't tack on a $500 donation to a

traveler’s fee when that person was ready

to make a $5,000 gift. Let them know the

fee covers costs only and ask for gifts

individually based on capacity and

relationship.

But. . . if you are recruiting from the general

public to bring on new supporters, build a

donation into your trip fee, enough to make

it worth your time and trouble. Because they

are new to the organization, you won’t know

their capacity or have the developed

relationships needed to ask for large gifts

by the time of departure, so you need to

make sure the trip provides some viable

revenue stream to your organization in the

meantime.

OVERHEAD OBSTACLES

DONATION DILEMMA

Every trip is a cost to the organization—the

question is how much of that cost do you

pass on to your travelers? Are you including

marketing, staff time on the trip, and staff

travel expenses to the site? While there are

some organizations I know that build every

single internal cost item into their trips, it

typically results in a high per-traveler cost,

(for instance, $9,000 per person or more).

Do you have a donor base who could and

would pay that? If not, it is likely you can’t

offset all your internal time and expenses,

and you need to decide what price makes

sense

If you are not working with a logistical

operator and plan to manage most of the

trip elements yourself, then you need to

build your budget first and determine your

price from there. 

If you are just starting out, I recommend

building the budget with mid-range

accommodations and include staff travel

costs but not time. See what the resulting

price is, then if there is room to grow, either

level up the accommodations or build in

staff time. If you feel the price is already

high, call a few of your donors and ask their

opinion. Remember, if you are engaging

current donors, your ideal price is to break

even. 

Ideally, you will want to keep your fixed

costs as low as possible, and the challenge

with variable costs is that they do not

increase in proportion to the number of

travelers. Consider this very realistic

scenario: 

Your budget comes to $4,357 per traveler

for ten people or $3,289 for twenty people.

Which do you charge? You can’t know for

sure you’ll get twenty people, so charging

$3,289 is a risk if you only recruit twelve

(you’ll lose money that way). Sure, you could

charge $4,357 for everyone, but the high

price point may drive some folks away. This

is much more a gut decision than it is one

based on any science.

BUILD THE BUDGET

FIXED AND VARIABLE

COSTS



FIXED AND

VARIABLE COSTS

One may think that the price per

person for a donor trip is stagnant,

based on a standard formula that

calculates fixed and variable costs.

But actually,  calculating the price of

a donor trip is more art than science.



FIXED COSTS
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Some trips necessitate the

need for an outside

professional to participate.

This professional could be a

scholar, a celebrity, a

journalist, an activist, or other

expert tasked with providing

content on the trip,

enhancing the quality of the

experience, and enticing

travelers. These professionals

often work on a hourly, daily,

weekly, or flat fee basis. 

EXPERTS

INSURANCE AND

INCEDENTALS

Fixed costs are those expenses you have to pay no matter

how many people attend the trip. 

At least one person from

headquarters will have to

travel to participate in the

trip, and that expense

(including plane ticket, hotel,

and time) does not change

with the number of guests.

STAFF TIME AND

TRAVEL

Like experts, interpreters and

guides charge for their time

and will be paid regardless of

who attends. If you are not

hiring external interpreters and

guides, then you should instead

factor in the cost of having your

staff support in these roles. I

generally consider this a fixed

cost, but if so many people

register that you need to hire

additional interpreters and

guides, this also becomes a

variable cost.

INTERPRETERS

AND GUIDES

VARIABLE COSTS Variable costs increase as more people

register for the trip. 

Many tourist attractions,

including national parks and

museums, charge an entry fee

on a per-person basis. You

only need to purchase these

passes for the exact number

of people on the trip.

TOURS, SITES,

PASSES

Meals are easily scalable and

often increase in proportion

to the number of people

registered. The only

exception is that with groups

of a certain size, booking the

entire restaurant or a private

room may be essential (and

more costly).

MEALS

Often you will book hotel

rooms, and the number of

rooms booked depends on the

number of people registered.

Occasionally, accommodations

can be a fixed expense, for

instance, if you  rent an entire

lodge, as opposed to

individual rooms, then lodging

becomes a fixed cost.

ACCOMMODATIONS

Transportation is a variable

expense that does not increase

in proportion. Rarely are you

buying individual bus tickets for

people in which the price goes

up in direct proportion to the

number of travelers. More

commonly, you are booking

private vehicles that hold a set

number of people. A van or bus

rental is  fixed cost whether you

have two passengers or twelve,

but the size or quantity of the

van or bus can increase with the

size of the group.

TRANSPORT

Staff participating in the trip

will need travel insurance

provided by the organization.  



THE DONOR’S

PERCEPTION OF

VALUE

Price is not always a simple matter of

concrete calculations. What is considered

an expensive trip? What makes people

believe a trip is a good deal or

overpriced? What is factoring into their

perception of price? 



PRICE OF YOUR TRIP

RELATIVE TO ALL DONOR

TRIPS

Donor trips are a unique offering

straddling the realms of both donor

engagement opportunities and travel

industry packages, so it is helpful to

understand a bit about the market.

Often the donors traveling on trips

with your organization have traveled

on trips with other organizations, so

they will be comparing experiences

and prices accordingly. 

At the absolutely lowest end, I see

international trips offered for $1,000–

1,500 per person, which includes in-

country accommodation and

transportation. Meals and activities

are often not  included, and lodging

is modest or basic.

In the middle range, trips can easily

go for $5,000–$10,000 per person;

these are all-inclusive, with meals,

activities, and an allowance for staff

travel to the site and time on the trip.

At the high-end, you are looking at

trips that can cost $50,000 to

$100,000 or more per person. These

journeys include transportation by

private jet and visits to multiple

countries with world-renowned

experts. Trips like these are more

commonly offered by alumni

associations, museums, and cultural

institutions. 

PRICE OF YOUR TRIP

RELATIVE TO OTHER

TRAVEL  OFFERINGS

It is also worth comparing your donor

trip price to what other travel

offerings exist at your exact

destination. Often our donors have

traveled to the country or region

before as tourists, so their perception

of value is informed by what they

paid as tourists. 

When offering a trip to a destination

where a lot of tourist infrastructure

exists, we must be sensitive to the

fact that travelers are able to access

various sites at relatively inexpensive

prices. For places with a less

developed tourism industry, less

infrastructure and information is

available to donors, access may be

limited or restricted, and therefore

your donors  will be willing to pay

more for opportunities they can't get

on their own.

Regardless of price, it is important to

show how your trip offers special,

exclusive experiences that the donors

would not be able to access as

ordinary tourists. 



PRICE OF YOUR TRIP

RELATIVE TO ACTIVITIES

YOU HAVE OFFERED IN

THE PAST

If you have done donor trips before,

your audience will have a price in

mind anchored to what they have

already seen advertised. 

For those who have not offered

donor trips before, your donor’s

perception will be anchored to the

prices you have charged at events

and other engagement activities.

Are your regular events the $25 per

person beer-and-pizza kind of

gatherings?  $250 per person sit-

down-dinners? Or $2,500 per person

black-tie galas? 

Obviously, if you have a donor base

that can spend $2,500 on a ticketed

event, you can and should offer a

trip with suitable luxury and a price

that matches that. For the $25

pizza-and-beer crowd, a $10,000

per person trip will likely be cost-

prohibitive.

ULTIMATELY, THE DONOR’S PERCEPTION OF VALUE WILL

BE HEAVILY AFFECTED BY THE QUALITY OF THE

EXPERIENCE THAT YOU ARE OFFERING: HOW ORIGINAL IT

IS, HOW INTIMATE IT IS, HOW AUTHENTIC IT IS.

PRICE OF YOUR TRIP

RELATIVE TO THE

QUALITY OF EXPERIENCE

OFFERED

What is special about your trip?

What will donors experience that

they can’t access on their own, even

if they work with a private travel

operator? 

This special experience may come in

the form of behind-the-scenes

access to your program, intimate

cultural encounters, or quality time

with beneficiaries and influential

members of your leadership or

board. The destination may have its

own appeal: whether it is easy or

hard to access, whether you have

offered activities that would not be

available to them as tourists,

whether you have curated the

experience around their interests. 

Price is not a simple matter of

concrete calculations. After budget

considerations and a look at the

capacity of your donors, value must

be taken into account as a factor

that informs the final price per

person.



THE DANGERS OF “DROPPING BY”
A peculiar dilemma for organizations doing projects in tourist-

friendly destinations.

It's a familiar story for some

organizations: a donor emails  or calls

and says, “My family and I are

planning a vacation to DESTINATION

and would love to drop by your site to

check out the project. Could you

arrange that for us?”

Of course we don’t want to deny a

donor the opportunity to see their

philanthropy at work, and the fact

that they are already planning this

trip means that our organization

doesn’t have to worry about their

flights and hotels...so what’s the

problem?

Sometimes these visits go well. The

donor and their family spend a few

hours on site and are forever grateful

for the opportunity to see the impact

their support has made.

But…sometimes the 2-hour visit turns

into 3 days where all the program

staff drop everything to cater to the

donor's every need.

Sometimes the donor casually asks

about restaurant suggestions or fun stuff

to do with kids, and the program staff

spend hours calling restaurants to ask if

they have gluten-free options on the

menu, or trying to plan activities that

would keep a seven- and nine-year-old

entertained for an entire day. 

Sometimes the program staff do all this

important work preparing for the “drop

by” visit and at the last minute the donor

cancels because they decided to do

something else. Hey, why not? It’s their

vacation!

The problem is that they had no idea

how much work you put into their visit,

and how much time and resources were

used. They had no idea that program

staff were overextended and

overburdened by the demands of a

“drop by” visit. And for some

organizations these requests come on a

monthly or even weekly basis - thereby

ensuring constant interruption to their

important work!

THE TRICK TO DEALING WITH "DROP BY"
VISITS IS TO BE PROACTIVE - NOT

REACTIVE. HAVE FEASIBLE OPTIONS IN
PLACE TO OFFER DONORS.
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The Quick Drop By at

No Cost

OPTION 1

The Full or Half Day 

 Paid Experience

OPTION 2

The Paid Multi-Day

Experience

OPTION 3

Now, here is the part where I need to remove some of

the blame.

This is not your donor’s fault. They don’t know the local

situation and are certainly not privy to what is going on

behind the scenes. They have no clue (believe me!) how

much time it takes to pull off these casual “drop by”

visits.

This is also not your program staff’s fault. Your team

may not know how to push back on your donor's

expectations or fundraising staff’s requests. Add to

that dynamic the complex power differences that

emerge when interacting with wealthy donors and the

folks at headquarters, and what you get is local staff

who want to go above and beyond to ensure guest

satisfaction, even if it means working 14-hour days and

missing their own deadlines.

This is also not your fundraising team's fault. Those in

fundraising are not completely dialed into the on-the-

ground operations, program colleagues' workloads and

deadlines, and may also not understand how much time

and energy it takes to plan these "drop by" visits.

So now that everyone is absolved of guilt, it's time to

get to work. First, take note of how often this problem

has happened at your organization. Everyone’s got a

story of that ONE time a donor dropped by and a

whole month’s work evaporated into thin air. But did

that only happen once or is this a persistent problem at

your organization? How many of these requests do you

get? Of the requests, how many drop by visits actually

occur? How much time does it really take to plan and

implement them?

Once you have some data to inform rational decision-

making, take a look at my ideas on the next page and

consider developing a process for one or two of these

options.



Fusce rhoncus libero id lorem odio

commodo blandit. Donec ipsum et

dignissim sapien. Donec tempor

libero a hendrerit condimentum. Ut

tincidunt dolor amet etes dones.
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Option 1: The Quick Drop By at No Cost

Upon request, let your donors know that

program staff would be happy to meet with

them for a 1-2 hour site visit on a certain

day. This option is free and is an

engagement service you can provide

donors who happen to be traveling in the

region. This could include a meeting with

the program officer or director, a visit with

one of the beneficiaries (if appropriate)

and a tour of the facilities. It is important

to set boundaries. Mention the time limit, (2

hours), and put it on their calendar for a

specific day. Treat it like the meeting that it

is and expect them to keep this

appointment. 

This option should only be available to

donors - not the general public. Unless you  

already have a visitor information center

with regular opening hours, it wouldn't be

wise to pull your program staff off of grant-

funded projects for free meetings with

anyone who wanders into the area. For

people not in your database, direct them to

Option 2.

Option 2: The Full or Half Day Paid

Experience

Offer a paid experience option for a half

day or full day.  In addition to the above,

added benefits could include a home-

cooked meal of local cuisine, cultural

activity with staff or beneficiaries (cooking,

dancing, mushroom foraging, language

lesson, tea or coffee ceremony, etc.). The

activities should be relevant to your

destination and serve to fill a half day or

full-day with immersion into the program,

community, and culture. 

These activities should serve to deepen

your donor's understanding of your

program. When you look at the itinerary, it

should clearly provide enormous value that

commands a reasonable fee (say, $75-150

per person), both to cover the costs to your

team, and to show appreciation for the

value of the experience. Importantly, call it

a "site visit" or "project tour" fee - not a

donation!

This option can be offered to donors or

members of the general public as a

potential donor acquisition strategy. 

Option 3: The  Multi-day Paid Experience

If your destination is very remote and hard

to access, it makes sense to offer a multi-

day experience. In fact, it may be your only

choice if there is no way to get to the site

and back in a day. In that case, offer

everything in options 1 and 2, plus one

night’s accommodation at a local

guesthouse (if available), or local staff’s

house. If you have to do a homestay, I

recommend the it be with local staff so

that there is less of a language barrier

between guest and host, and also some

accountability for ensuring a positive guest

experience. The homestay with staff

provides valuable cultural immersion,

deepens the connection to the

organization’s work, and removes the risks

of placing your donors with total strangers

who can’t speak their language. 

I would only offer this experience to donors

because it is so immersive and personal.

The right candidates for these experiences

are those who are committed to the

organization.



Can we hire you to help us book tickets
and manage logistics?

Our expertise is in donor relations, experience
design, and donor communications. We coach
travel planners and train development staff,
conduct travel program audits and feasibility
assessments, help steward donors with targeted
outreach plans, and help increase  the overall
return on investment of your trips. As fundraising
and communication consultants, we are happy to
make referrals to operators for on-the-ground
logistical support.
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FREQUENTLY ASKED QUESTIONS

One year is a reasonable timeframe, but I've
also seen organizations pull it off in six
months! Your runway time largely depends on
the location of your work, your staff's
capacity, and, of course, how ready and
eager your donors are to travel. 

How far in advance do we need to plan
for a donor trip?

Only about 15-20% of those invited will
register for the trip. If you need 10 travelers to
make the trip work, then you need at least 50-
60 donors in your database who have the
capacity to travel (time and money), as well
as the inclination to support your cause
(based on past giving). 

How do we know if we have enough
donors to fill a trip?
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Get in touch

How can we help you?

Need more efficient and effective

travel planning and implementation?

Need help targeting the right donors

and creating powerful experiences

that inspire increased investments?

Need strategies to ensure your travel

programs reflect your commitment to

diversity, equity, and inclusion?

Caliopy@philanthropywithoutborders.com

503-419-7630



Philanthropy without Borders is a boutique consulting firm that  helps

mission-driven organizations engage their supporters through travel,

storytelling, and virtual experiences. Our expertise lies at the nexus of

communication, engagement, and immersion, where we  provide

strategic guidance on opportunities that inspire generosity, cultivate

empathy, deepen learning, and connect people across cultures in

mutually beneficial ways.
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