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Forging  new  partnerships to  promote  the  

business of  heritage  conservation 

What role can philanthropy—a private action for the public 
good—play in the ―business of heritage conservation‖? 

 

Beyond philanthropy: Four key strategies to promote 
conservation: 

  

1. Collaborate with others via cause-related marketing 

2. Diversify income streams   

3. Engage in partnerships—public, private + non-profit  

4.  Create new management models for public places
   

 



Philanthropy 
 

• A Greek term meaning, "love of mankind‖ 

• Philanthropy is an idea,  event or action that is done to 
better humanity and usually involves some sacrifice as 
opposed to being done for a  profit motive.  

 

Acts of philanthropy include: 

 

• Donating to a charity 

• Volunteering time + management expertise on a board 

• Fundraising for a specific cause 

• Assisting organizations to close the gap between 
operating costs + revenues + community participation 
 
 



Finding new ways to support our cultural resources  

A local example: Carr House in Victoria 



How do we make our cause compelling? 



The Changing World of Philanthropy 

Seven emerging trends: 

 

• A growing demand for transparency and accountability   

• Donors have more options to support causes 24/7 

• An increasingly competitive philanthropic environment 

• Composition of the donor community is changing 

•  A period of demographic and economic change 

• Technology is transforming philanthropy 24/7 

• A growing need for  business partnerships among 

charities, funders and service providers  

 



Many of philanthropy’s core practices and principles remain 

essentially unchanged from the way they were done a 

hundred years ago, The world around philanthropy is 

changing much, much faster than philanthropy itself…the 

cutting edge of philanthropic innovation over the last decade 

was mostly about improving organizational effectiveness, 

efficiency and responsiveness, we believe that the work of 

the next 10 years will have to build on those efforts to include 

an additional focus on coordination and adaptation. 

 

 
 Katherine Fulton, Gabriel Kasper and Barbara Kibbe.  What’s Next for   

 Philanthropy: Acting Bigger and Adapting Better in a Network World, 

 The Monitor Institute, 2010. 

 



  The case for heritage conservation  

• Articulate organizational values 

• Stick with your mission 

• Focus on a few priorities 

• Know your value proposition 

• Study your competition 

• Look beyond the ―heritage conservation‖ community 

• Create synergy between and among partners 

• Keep your eye on the balance sheet 

• Share your stories to attract partners +investors 

• Link marketing, communications and fund development 

• Expand your circles: diverse audiences + next generation 

 



Competition for Donors’ Attention 

Access 24/7 to causes around the globe.  What can we learn? 

 

• Kiva.org—microloans: since 2005, $249 million 

• Donors Choose.org—on-line charity links donors+ classrooms 

• NetworkforGood.org—links to one million non-profit 

organizations: Forbes Magazine, ―The best place to research, 

support + volunteer for a wide range of causes‖. 

 

• How do national trusts, national parks, cultural landscapes, 

historic buildings + sites attract and retain partners? 



Travel Philanthropy and Voluntourism 

  



Corporations Sponsor Volunteer Programs 

  



Income sources 

• Government support—national, state/provincial/regional + 

local government grants 

• Earned revenue—visitor tickets, gift shops, restaurants, 

facility rentals, movie fees, tours, etc. 

• Private philanthropy—donations from individuals, families, 

corporations, foundations 

• Gala fundraisers and special events, volunteer hours 

• Capital campaigns 

• Investments 

• Real estate development and property leases   

• Bequests and planned gifts 

 

 



Strategy One: Cause-Related Marketing 

• Support for charitable causes + business promotion 

• Commonplace at grocery stores in support of local charities 

 

Benefits? 

• Customers gain awareness of different causes 

• Loyalty—if the grocery store supports the cause = credibility 

• Employee engagement in requesting donations 

• Gratifying for customers to easily contribute and ―feel good‖ 

• Many small donations are often matched by the store 



Cause-Related Marketing:  

The Statue of Liberty and American Express 



Cause-Related Marketing Campaign  

 

• In 1983, American Express led a cause-related campaign for 

the preservation of the Statue of Liberty + Ellis Island  

• A penny for each use of the card + a dollar for each new card   

• Result for the cause: $1.7 million in four months 

• Result for American Express: increased revenue—17% 

increase in new cardholders + 28% increase in transactions 

• A message to customers, shareholders, + employees: a 

commitment to community philanthropy  

• An international profile as a corporate leader in support of 

―preserving and sustaining unique historic places‖ 



National Park Service + Partners 



The Statue of Liberty-Ellis Island Foundation, Inc. 







On-line Voting to Support Your Favourite Project 



It’s Time to Get Serious About Using Social Media 





Facebook Updates Could Give Non-profits Better Visibility 



Conservation International Shares Its Mission 





Strategy Two: Diversify Income Streams   

 
• What does a government do with an historic building in 

disrepair? Get creative. Create public-private partnerships. 

• The Hotel du Grand Controle at Versailles, built in the 

1680’s as the home of the king’s treasurer will become the 

five start Hotel de l’Orangerie in 2012 

• Ivy International SA, a Belgian company, will renovate the 

1,700 m² building at a cost of approximately €5.5 million + 

lease it for 30 years 

• A percentage of the hotel’s profits (linked to revenues) will 

be paid as ―rent‖ to the Chateau de Versailles   

• Project Director: Frédéric Didier, Architecte en Chef des 

Monuments Historiques + l'agence 2BDM Architectes   

 



Hotel du Grand Controle at Versailles 

 
photo: Jacques Demarthon/AFP/Getty Images  





Different viewpoints: 

• Jean-Jacques Aillagon, President of the Chateau de 

Versailles….without this arrangement he would not have 

the budget necessary to renovate the building   

• The creation of the hotel is ―a pioneering initiative‖.….his 

mission is to save the building, which was ―in a very 

dilapidated state‖.             

• Philippe Revault, a professor at the Paris School of 

Architecture: ―Once again, it’s economic logic that wins 

out. In the name of profitability and lack of finances, 

they’re gambling with a public possession, which by 

definition is inalienable and must remain accessible to all 

citizens‖.  









A Two-part plan: 

• to ―exploit the economic potential of certain valuable, but 

expensively maintained and often damaged buildings 

while simultaneously pursuing their renovation‖   

• A 2009 agreement between the French Ministries of 

Culture and Tourism is intended to boost the economic 

development of French historical and cultural landmarks 

• To achieve that goal, the Centre des Monuments 

Nationaux asked Atout France—L'Agence de 

développement touristique de la France—to develop 

public-private partnerships and consider proposals to 

similarly convert 20 other listed heritage sites 





Strategy Three: Engage in Partnerships 

• Challenges for national trusts and other stewards of 

heritage sites—many of the properties are no longer part 

of the ―real estate economy‖ and new ―investors‖ are 

needed 

• The activity of ―preservation‖ has created a new 

―economic‖ context, often outside of ―market forces‖ 

• Costs continue to increase: site maintenance, property 

management, insurance, capital improvements, human 

resources, visitor services, marketing 

• Combining forces with partners to achieve common goals: 

corporate social responsibility 



American Express Partners in Preservation Program:  

US National Trust and the World Monument Fund 



Corporate Responsibility 

From American Express’s viewpoint, it is part of the ―brand‖ 

 

―Historic preservation has long been the hallmark of 

American Express's involvement in the community, 

reflecting its recognition of the contribution of historic 

sites and monuments to a sense of national + local 

identity and the role that their preservation can play in 

attracting visitors and revitalizing neighborhoods‖. 

 

 





Partners in Preservation 

• American Express + the National Trust for Historic Preservation 

• 2006-2010, $5.5 million to preserve 56 historic places 

• In 2010, American Express pledged $10 million for 5 years 

 

• Program ―seeks to inspire long-term support from local citizens 

for the historic sites at the heart of their communities‖. 

• Citizens vote for their favourite places on line this year in the 

Twin Cities of Saint Paul + Minneapolis 2011 

• Previous cities: Seattle 2010; Greater Boston 2009; New 

Orleans 2008; Chicago 2007; San Francisco Bay Area 2006 





Support for Common Values: What services do we offer?  

 

• An interest in the long term preservation of cultural heritage….. 

• Perpetuity…from generation to generation….. 

• Access to public places valued by the community 

• Heritage: we have inherited a cultural resource, public place….  

• Hériter: ―devenir propriétaire d’un bien par voie de succession‖  

 

• How do we ensure that there will be sufficient resources to 
protect, preserve and present natural and built heritage sites? 

• Tools….endowments, capital campaign donations, grants, 
fundraising programs, revenue generation activities, rentals, 
gifts of cash, property, volunteer expertise and bequests 

• The ultimate gift through a planned giving program 



National Trust + Robert Wilson Charitable Trust 
 

• A partnership to increase planned giving to the National 

Trust for Historic Preservation 

 

• For a planned gift  of up to $100,000 to the National Trust,  

the Trust gives 10% as an immediate cash donation 

 

• Result: this generates an immediate donation even 

though a planned gift may not materialize for many years 

 





Foundations as Investment Partners 

• Public and private foundations have an annual 

disbursement quota: in Canada it is 3.5%   

• Community foundations have donor-advised funds 

designated to projects which donors have selected 

• Private foundations: individual, family + corporations   

 

• Create investment opportunities: Cleveland Foundation 

bought and restored several historic theatres in Cleveland 

• Rhode Island Foundation launched the Downcity 

Partnership, a $9 million revolving loan fund—local retail, 

housing and downtown revitalization in Providence 

 

 



Program-Related Investments 

 

• Loans 

• Revolving funds 

• Equity investments 

• Loan guarantees 

• Real estate purchases 

• Long-term leases 

• Mortgages 

• Purchase and renovation of older buildings 

• Investments in community revitalization 



Program and mission-based investing 

 
―Good examples include the creation of loan funds to 

refurbish downtown areas, real estate deals that benefit 

communities, investments in local companies that provide 

jobs and economic development in an area, and 

partnerships with land trusts to secure easements or 

conserve open space. These efforts often have a clear, 

targeted social or environmental impact on local 

communities and businesses.‖  

 

 
 Reframing Endowment as a Tool for Community Leadership: 

 How Social Investing Could Change How Community 

 Foundations Think About Their Financial Assets, Spring 2007. 



Preservation + Business- Related Land Use Tools: 

• Preservation tax incentives 

• Tax increment financing 

• Low interest loans 

• Land banking 

• Business improvement areas 

• Transfer of development rights 

• Real estate developments involving older buildings 

• Easements, covenants, revitalization agreements 

• Donations of real estate to held by a trust   

• Donation of a property to be sold to support a trust 

• Private management of public places 



 

 

―Old ideas can sometimes use new buildings.  

  New ideas must use old buildings.‖    

 

 
 Jane Jacobs, The Death and Life of Great 

 American Cities, 1961 



 

Strategy Four: Create New Models for the 

Management of Public Places  

 
Bryant Park, New York City 



From designation to resignation 

In 1974, the Landmarks Preservation Commission 

designated Bryant Park as a Scenic Landmark:  

―a prime example of a park designed in the French 

Classical tradition… an urban amenity worthy of our civic 

pride.‖  

In 1979, this was ―needle park‖ : William H. (―Holly‖) Whyte 

wrote in a report solicited by the Rockefeller Brothers Fund: 

―If you went out and hired the dope dealers, you couldn’t 

get a more villainous crew to show the urgency of the 

[present Bryant Park] situation.‖ 

 



Bryant Park today 

• Bryant Park reopened in 1992; managed by Bryant Park 

Corporation, also manages the 34th Street Partnership 

• Today it is ―the largest effort in the nation to apply private 

management backed by private funding to a public park‖  

and is free for its visitors 

• The surrounding area commands higher rents; real estate 

values have increased and property owners pay for this 

public amenity 

• 10,000 + visitors a day and dozens of public events 

 

 

 

 





 

Bryant Park Corporation 

www.bryantpark.org 

  

 
  

 ―Because this park is integral to the function of Midtown, 

we asked commercial interests and users to pay for 

it...Bryant Park’s successful privatization is a tribute to a 

selfless innovation by the public sector—permitting the 

private sector to step in with resources and operational 

skills to restore and manage a splendid public space. 

Most public officials wouldn’t have had the courage to let 

the private sector take over‖. 

 

  Dan Biederman, President, Bryant Park Corporation 

 



 

 

The Wireless Network Presented by Google 

―Go wireless and turn Bryant Park into your new office.  

Your clients will be impressed with your front lobby.‖ 

 



 

 

 

The Urban Land Institute wrote in an award citation,  

―the success of the park feeds the success of the neighbourhood.‖  

Animation and public programs—outdoor movies and the HSBC 

reading room during the summer months. 



―Public services‖ provided by the  

Bryant Park Restoration Corporation 



Bryant Park Corporation 

• funded through an assessment of neighbouring properties 
in a Business Improvement District  

• all bordering properties + NY Public Library + 8.1 million sq. 
feet; class A buildings leased at c. $80 sq. foot; retail is 
moving up-scale in the area 

• special event rentals 

• concessions—restaurants, kiosks 

• on-line gift shop 

• corporate sponsorships 

• Bryant Park Corporation has a budget of $8 million, a staff 
of 80+ for management, security, site maintenance, 
community events and design services 

 



  Planning for the Economically Viable Preservation 

and Animation of Open Space Day and Night 



 Promote the Value Proposition for Heritage Conservation  : 

• A strategy for community economic development  

• Creating jobs + training opportunities + apprenticeships 

• Reclaiming environmentally degraded areas + brownfields 

• Breathing new life into older neighbourhoods 

• Encouraging environmentally-responsible tourism 

• Reusing building materials = reducing landfill 

• Supporting a green economy and a triple bottom line  

• Addressing social justice issues 

• Exemplifying sustainability + conservation standards:  APT 

• Continuing to build connections: people, places and projects 



 National Trust for Historic Preservation 

states its case: no government funding for operations 



National Trust in 2010/11  

over £76 million for conservation projects;  £33.3 million to repairs  

only 20% of properties can fund their own preservation 

no direct government funding for core work 

 





Donor Expectations: What is the ROG—return on the gift? 





 Tools in Your Fundraising Toolbox 

• Planning 

• Hard work 

• Perseverance 

• Integrity 

• Show people where the money will go - marketing 

• Seize ―smart openings‖ and unexpected opportunities 

 

―All these people trusted me and the US National Park 
Service. You have to make sure you don’t betray that. 

You’ve got to build a good-luck fly trap.‖ 

 
Dr. George Lewis, Volunteer Visionary for the rebuilding of a stone aqueduct at the C&O 
Canal National Historical Park, Maryland USA 



 Corporate Matching Funds for Specific Causes 



Connect with others: 1% for the Planet 



Create New Alliances: Australian Heritage Partnership 



Increase memberships 



Engage diverse audiences 



Learn more about our audiences 



A New Generation’s Support for Innovative Ideas: 

  The Awesome Foundation 

 



  
To forge new partnerships to promote the business of 
heritage conservation: 

 

Build philanthropic ―focal points‖ to link social + economic 
changes of our generation and at the same time prepare for 
the future—the perpetuity—of a ―trust‖.   

 

Seek creative partners and investors to sustain cultural 
heritage and look beyond philanthropy: 

  

1. Collaborate with others via cause-related marketing 

2. Diversify income streams   

3. Engage in partnerships—public, private + non-profits  

4.  Create new management models for public places   

 



  
The most successful funders of the next decade will 

recognize that failure is a natural part of creating 

breakthroughs, since the problems that philanthropy often 

aims to address rarely have clear and technical solutions. 

 

Innovative funders will take risks and experiment with new 

approaches, learn quickly and adjust as they go.  To use 

the old venture capital measure of success, if one out of 

every ten smart, big bets that a philanthropist makes can 

succeed, the outcomes could be game changing. 

 

  Katherine Fulton, Gabriel Kasper and Barbara Kibbe. What’s Next for 

 Philanthropy: Acting Bigger and Adapting Better in a Network World, 

 The Monitor Institute, 2010. 

 



Think Big and Bold + Outside the Box 


