


Safe Harbor Statement Under 
the Private Securities Litigation Reform Act of 1995 

Thispresentationand related statementsmadeby AmbassadorsGroup,Inc. managementincludereferencesto information which are
not historical in nature. Theyare forward-looking statements within the meaningof the Private SecuritiesLitigation Reform Act of
1995, Section27A of the SecuritiesAct of 1933, as amended(the ά!Ŏǘέύand Section21E of the SecuritiesExchangeAct of 1934, as
amended(theά9ȄŎƘŀƴƎŜ!Ŏǘέύ.

Theseforward-looking statementsinclude, without limitation, statementsthat relate to expectationsconcerningmatters that are not
historical facts. WordssuchasάǇǊƻƧŜŎǘǎΣέάōŜƭƛŜǾŜǎΣέάŀƴǘƛŎƛǇŀǘŜǎΣέάǇƭŀƴǎΣέάŜȄǇŜŎǘǎΣέάƛƴǘŜƴŘǎΣέand similar words and expressionsare
intended to identify forward-looking statements. Theseforward-looking statements reflect our beliefs or current expectationswith
respectto, amongother things, trends in the travel and educationindustry, our businessand growth strategies,our useof technology,
our ability to integrateacquiredbusinesses,and fluctuations in our resultsof operations.

Forward-looking statementsinvolve certain risksand uncertaintiesthat could causeactual results to differ materially from anticipated
results. Theserisksand uncertaintiesincludefactorsgenerallyaffecting the travel and educationindustry, competition, dependenceon
key personneland vendor relationships,our ability to successfullyintegrate the operations of existing or acquiredcompanies,and a
variety of other factors such as periods of international unrest, the outbreak of disease,changesin the direct-mail environment,
protection of intellectual rights, unidentified taxation exposure,recession,weather conditionsand concernsfor passengersafety that
could causea declinein travel demand,aswell as the risk factors set forth in Item 1A of our AnnualReport for 2010asfiled with the
Securitiesand ExchangeCommissionόά{9/έύon form 10-K and availableat their website www.sec.gov. Theserisks,alongwith other
factors asmay be identified from time to time in our filings with the SECor in our pressreleases. All forward-looking statementsare
expresslyqualified in their entirety by thesefactorsandall related cautionarystatements.

Any forward-looking statementspeaksonly asof the date on which suchstatement is made,andwe undertakeno obligation to update
any forward-looking statement to reflect events or circumstancesafter the date on which that statement is made or to reflect the
occurrenceof unanticipated events. New factors emergefrom time to time, and it is not possiblefor managementto predict all of
these factors, nor can it assessthe impact of eachof these factors on the company'sbusinessor the extent to which any factor, or
combination of factors,may causeactual results to differ materially from those contained in any forward-looking statement. Readers
are urged to carefully review and considerthe variousdisclosuresmadeby us in our reports filed with the SECthat attempt to advise
interestedpartiesof the factorsthat mayaffect our business.



Investment Summary

Differentiated, Premium Product with Life Changing Experience

Large Growing and Accessible Market

Poised to Benefit from Improving Economy

Robust Balance Sheet and Track Record of Returning Capital to 
Shareholders

Development Potential  and Strategic Opportunities



Leading Student Travel Company

Primary Business Focus: Organize and Promote Travel Programs for Junior High 
and High School Students

Core Business: Education and Cultural Exchange

Business Delivery: Personal Growth Cultural IQ
Emotion and Connection Fun and Adventure

Primary 
Brand

Other
Businesses

Video Link
https://www.peopletopeople.com/Pages/default.aspx



Primary Programs
Student Student 

Ambassadors Leadership Citizens

Program Type Overseas Domestic Overseas

Program Focus Student Education and Student Education and Professional Exchange 
Cultural Exchange, Leadership Development, and Cultural Exchange,
Primary Profit Driver Lower Margin but Feeder Natural Extension  of

to Overseas Program Existing Business Model 

Target Market Age 10 ς18 Age 10 ς18 Age 45 ς80

Primary Pricing Range $5,000 - $7,000 $1,700 - $3,000 $5,000 - $6,500

Length 14 ς21 Days 5 ς10 Days 8 ς12 Days

Annual Historical % of
Individuals Traveled 60% - 75% 15% - 30% 5% - 10%

Primary Destinations South Pacific Washington D.C. China
Europe New York South Africa
Asia California Russia

Boston India

These Three 
Programs 
Generated 96% 
ƻŦ /ƻƳǇŀƴȅΩǎ 
Gross Revenue 
Receipts in 2010



Travel Destinations

Japan

South Pacific

Antarctica

Africa

Europe

Central and 
South America

Middle East

India

Russia

Domestic 
Locations

China

Canada

Student Destinations (All Brands)              

Adult Professional Destinations

7 Continents, 34 Foreign Countries and 10 Domestic Locations

Travel Presence In Over 100 Countries
(Origin Destination or Visited)



Relationship with People to People International

Mary Eisenhower, Executive Director 

Å Operate Primary Student Travel Program Under 
άtŜƻǇƭŜ ǘƻ tŜƻǇƭŜέ .ǊŀƴŘ

Å PTPI is a Not-for-Profit 501(c)3 Organization 
Based out of Kansas City, MO

Å Inspired and Founded by Dwight D. Eisenhower 
in 1956 After the End of His Presidency

Å Legacy of Promoting International 
Understanding

Å AGI owns the Right to Develop and Conduct PTP 
Travel Programs for PTPI (K ς12 Students 
Exclusive; Non-exclusive for Professionals, 
Adults,  College Students, and Athletes)

Å License and Royalty Agreement Expires 2020, In 
existence since 1967 and anticipate to continue

Å Strong Relationship with PTPI and Congruent 
Missions 

http://www.ptpi.org/


Clear Business Model

Product 
Delivery

Marketing

Travel
Program 

Experience

Logistics
Air Transportation
Ground Transportation
Hotels and Meals
Safety and Response
Event Planning and Execution

Direct Marketing
Names Lists / Invites and Meetings/ Data Management

Brand Marketing
Alternative Channel Marketing

Affiliations / Licensing

Program Content and Learning
Retention and Delegate Care

Pre Travel Preparation
Travel Experience

Teacher Leaders
Alumni Programs



Compelling Results

Company Average Per Person Traveled:

2006 2007 2008 2009 2010

TotalTravelers 43,165 52,659 41,928 34,248 26,657

Gross Revenue 
Travel Programs

$5,084 $5,267 $5,420 $5,851 $5,962

COGS  
Travel Programs

(3,289) (3,443) (3,580) (3,489) (3,581)

Direct Margin 1,795 1,824 1,841 2,362 2,380

Direct Margin% 35.3% 34.6% 34.0% 40.4% 39.9%

All Operating Costs   
and OtherItems, Net
(Including OtherSmall 
Operations and Corporate Costs)

(894) (950) (1,161) (1,372) (1,870)

PreTax Net Income
(BeforeTaxes and Special Items)

901 874 680 990 510

IncomeTaxes (282) (284) (225) (345) (153)

Special Items - - (13) (51) (53)

Net Income $618 $590 $442 $594 $304

Decline Since 2007 Driven 
by Economy and Weak 

Demand for Student Travel

Student  Ambassador 
Programs  Seeing 

Modest Growth in 2011; 
Other Programs Being 

Retooled to Prepare for 
Growth

Stronger Margins 
Driven by Leverage in a 
Generally Weak Travel 

Industry; Partially 
Offset by Fx Impact

Cost Below Margin 
Primarily Related to 
Marketing, Sales and 

Other Costs to Acquire 
Traveler

Fixed Costs of Mail, 
Print, and Sales Efforts 
Drives Lower Earnings 
per Traveler; Leverage 

Potential as Trends 
Reverse



Primary Direct Marketing Model

US Population of Households With 
10 ς17 Year Olds

Names List and Database

Invite List

Respond to Invite

Attend Meeting

Enroll

Pre Travel 
Experience

Travel on 
Program

Post Travel Alumni, Repeat 
Travel, Family Invite

Summer

Fall

Winter

Summer

Spring

Supplement with Data 
Appends, Statistical 
Modeling and Social 
Media/Web Leads

Starting to Feed Social 
Media and Web Leads 

Direct to Enroll

Enhancing Retention 
Efforts, Pre Travel 

Experience and Post Travel 
Engagement with Social 

Media and Web

29 Million

Driven by Analytics



Broad, National Recruiting Effort

hǾŜǊ пл҈ ƻŦ ƻǳǊ ŜƴǊƻƭƭƳŜƴǘǎ ŎƻƳŜ ŦǊƻƳ нр a{!ΩǎΦ
Strong, Broad Geographic Draw, Over 1,200 Information Meetings Annually

Seattle/Portland

Bay 
Area

Southern 
California

Phoenix

Florida

Denver

Texas

Twin Cities

North 
Atlantic 

Chicago

Atlanta

Detroit

Kansas City

Pittsburg



People to People International Affiliation

Mission Based Bridging Cultures and Fostering Understanding

Historical Legacy of PTPI  1956, Eisenhower, Honorary Chairman , 50+ Years of Action

Ambassadors Group
Own Important Legacy 1967, Exclusive Travel Partner of PTPI Through License, 

Own History of Firsts, 2002 Spin Off From Ambassadors International

Direct to Consumer Model Exclusive Offering, Location Grouping, Participant Driven, 

vs. Teacher Recruited Model

Education and Exchange Commitment to Education, Accreditation and Developing Cultural IQ 

Participant Connection Commitment to Bringing Emotional Connection to Participants, and 

Commitment to Learning While Having Fun, Service Focus

Affiliation National Teacher of the Year, Washington School of World Studies,

Society for Global Citizens, Full-On, Other World Wide Partners and
Global Relationships

Program Content
Upscale, Premium Offering Fully Planned, Costs Inclusive, Deep Content, High Customer Satisfaction

Commitment to Safety State-of-the-Art, Outside Review, Contingency Planning and Emergency 

Response, Excellent Safety Record on More than 500,000 People Traveled

People to People Moments Pre Travel Experience, Home Stays, Cultural Exchange, Well Designed 

Meaningful Offerings, More than Just a Vacation, Behind the Scenes, Active Program

Differentiated Product Offering



Competitive Landscape

Teacher Recruited Model
Direct Recruiting Model
Size Denotes Estimated Traveler Base  

AGI Holds the 
Dominate Position in 
the Direct  Recruited, 

Premium Product 
Foreign Educational 

Travel Space

Key Competitors

Primary Pricing vs. Primary Destinations In Student Travel



Key Marketing Strategy
Å Travel is Consistently in Top 3 Desires, Boys and Girls, Each Age Breakdown 

(8-12, 13-17, and 18-24) 

Å tŀǊŜƴǘΩǎ 5ŜǎƛǊŜ ŦƻǊ ŀ Well Rounded and Culturally AwareChild Continues 
Grow, for Individual Growth and College Preparation

Å Large and Growing Accessible Market: 29+ Million in Target Age Range,        
9 - 11 Million in Target Demographic 

Å Investment in Future: Brand Positioned as Education Based, Culturally 
Relevant, and Safe Experience That Prepares for College and Individual 
Development

Å Existing Strong Brand Recognition and Credibility

Å Multiple Touch Points and Options Including Leadership and Overseas 
Programs

Å Direct Marketing Still #1 Revenue Channel, but Beginning to See Impact of 
Social Media and Web on Revenue Sourcing to Enhance Direct Marketing



Marketing Strategy ςBrand Advocates

Å Net Promoter - "How likely is it that you would recommend our company to a friend or 
colleague?" 

Å Promoters vs. Detractors : 10-9 = Promoter;  8-7 = Passive;  6-0 = Detractor

Å Net promoter  =   % of Promoters   less   % of Detractors

Å ά²ƻǊƭŘ /ƭŀǎǎέ bŜǘ tǊƻƳƻǘŜǊ hǊƎŀƴƛȊŀǘƛƻƴǎ ƭƛƪŜ !ǇǇƭŜΣ DƻƻƎƭŜΣ IŀǊƭŜȅ 5ŀǾƛŘǎƻƴΣ WŜǘ .ƭǳŜΣ 
USAA  have Net Promoter Scores above 60

Å Ambassador Programs :    2009 = 62.1      2010 = 65.1

Å Our Programs are Consistently Viewed as High Quality in Content and Service

Note: Net Promoter is a customer loyalty metric developed by (and a registered trademark of) Fred Reichheld, 
Bain & Company, and Satmetrix. It was introduced in 2003 through the Harvard Business Review. 



Marketing Strategy ςMaking a Connection

Video Link:
https://www.peopletopeople.com/Pages/default.aspx



Poised for Potential Growth
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Traveler Counts vs. Coincident Economic Index 1

CEI Proved by the Conference Board

Scalable Model Ready to 
Respond to Travel Market 
Rebound - $140 Billion 
Market World Wide

Systems, Names, Data 
Management, and Team 
in Place for International 
Program

Demand for International 
Travel Appears to be 
Strengthening

Opportunity for 
Expansion in Leadership, 
Citizens, Discovery and 
Other Programs

Social Media and Web 
Augment Existing 
Revenue Streams

Core International Student Product

All Other AGI Travel Programs

US CEI

Travelers Index



Organic Growth Initiatives

Inbound Travelers
Opportunity for Travel 
Programs for youth from 
Foreign Destination to the US.

Low Barrier to Entry and 
Existing Travel Program 
Infrastructure

Demand Appears High for 
Countries Like China, India, 
Mexico for Access to  US 
Culture, Introduction to US 
Education/Colleges, 
Leadership and Immersion ESL 

Pilot Programs Under Way


