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The Royal Zoological Society
of Scotland (RZSS)- the
wildlife conservation charity

Edinburgh Zoo and Highland
Wildlife Park — gateways to
the natural world

Qur vision: A world where
nature is protected, valued
and loved

Our mission: To save wildlife
and empower in Scotland
and around the world to
protect, value and love
nature




By 2030, working in
Scotland and around the
world, RZSS will:

Reverse the decline
of at least 50 specie‘f&
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BEFORE

A Commercial visitor attraction messaging first, charitable
second

A Very transactional
A Keeper experiences income £200K

A Small fundraising team focused on trusts and
foundations with very little individual giving

A Awareness that the zoo is a charity at 49% in 2019

A £18,000 in individual giving in 2019
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AFTER

A The pandemic forced change!
A 'Feed the animals you love’
A Keeper experiences forecast to finish at £450k in ‘25

A Change of focus exemplified through recruitment of
Individual Giving staff from 2021 onwards

A Awareness that the zoo is a charity at 57% in 2024

A £2million+ in individual giving in 2024
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""/ﬂ/w//lNCREASING AWARENESS THAT THE
700 |S A CHARITY

A Branding is how we look 8
internally and externally

A Branding builds public awareness

A Awareness puts us in a better
position to ASK

A TAKE HOME: without the brand,
we cannot achieve our strategic
objectives

A Changing the focus in our
messaging to the potential donor
rather than ‘'us’ — a long journey!
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WHAT DOES CONSISTENCY REALLY look LIKE -
A PARK VISITOR

Website

Adverts / news story/ social post
Confirmation email
Travels to the park by bus
Appearance of park from the outside
The welcome!
Orientation and information

Experience
Purchase of a souvenir



KEY TACTICS..

Ancrease awareness that the zoo is a charity in
need of support by offering appropriate nudges
on the visitor journey

Mersuade more visitors to opt for gift aid and/or
membership of the zoo, rather than simply
paying a one-time entry fee

Angage more visitors to make gifts for

conservation work in a variety of ways —
especially through larger gifts and legacies

Al about LOVE
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WITH MORE THAN A MILLION SPEZE;.
Al RISk OF EXTINCTION, NATURE NEEDS
US ALL MORE THAN EVER - AND NOw

IS THE TIME To AcT, TOGETHER.

OUR PLEDGES

BY 2030 WORKING IN SCOTLAND AND
ACROSS THE WORLD, RZSS WiLL:




[OVE IN FUNDRAISING

A Fundraisers are

increasingly urged to
use words around
'love’ in their donor
communications

Philanthropy literally
means “love of
humanity " and more
than 2/3rds of people
in the UK define
themselves as animal
lovers

A The team are now

testing messages
around the love of
animals to engender
caring emotional
responses and uplift
fundraising requests:

Do something special
for the animals you love’

tested against

Find out more and help’

Thank you for supporting the animals you
lovel!
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ou are a UK taxpayer. Gift Aid allows you to significantly increase the value of



IN ©QUR MARKETING

THE ANIMALS YOU LOVE ARE

VANISHING
1N THE WILD

CAN YOU HELP THEM?

EDINBURGH Z0© - YOUR GATEWAY TO

THE NATURAL WORLD

YPOTET) edinburghzoo.org.uk

HIGHLAND WILDLIFE PARK - YOUR GATEWAY T

THE NATURAL WORLD

hlghlandwndhfepark org.uk

JOIN THE HERDI

Help the animals you love by becoming a member and enjoy wild days
out at Edinburgh Zoo and Highland Wildlife Park!

By joining today, you help care for your favourite animals and protect
vulnerable wildlife here in Scotland and around the world. With more than

a million species at risk of extinction, your support is more vital than ever.

HIGHLAND
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oUVE HELPED CREATESA

oRD WHERE NATURES
PROTECTED, VALUED =
k [OVED,,

AND Now
1S THE TiME To AcT TOGETHER

OUR PLEDGES

BY 2030, WORKING IV SCOTLAND AN
ACROSS THE WORID, R2SS wi:

VISITING TODAY

PROTECTS wilDLf

rzss.org.uk
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ENGAGE MORE VISITORS AND
MEMBERS To MAKE GIFTS

A Through a consistent
visitor experience

A Through consistent
communication through
our various channels

A Through a variety of
events and experiences
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WHo ARE THEY -

OUR AUDIENCES

A 40% of visitors are ‘warm
zoo families’ — attraction
first, charity second but
open to
membership/donation

A 19% of visitors are ‘warm
z0O independents’ —
young, love animals,

SEGMENTING

A 28% of members fall into
our ‘animal loving family’
segment — want value,
kids first, open to
donating

A 24% of members are in
the ‘committed
conservationist’ segment
— value got them in, now
they care
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CREATING FUNDRAISING ENGAGEMENT
OPPORTUNITIES THROUGH
COMMERCIAL PRoPoSITIONS

A 'Build your own'’
experience - £2000

¢ ATeaandtalks
A Stewardship of Patrons

A 'Circle of Life’ events
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