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B y  c o n n e c t i n g  p e o p l e  w i t h  w i l d l i f e ,  t h e  P h i l a d e l p h i a  Z o o  c r e at e s  

j oy f u l  d i s c o v e r y  a n d  i n s p i r e s  a c t i o n  f o r  a n i m a l s  a n d  h a b i tat s .
In 1859, Philadelphia leaders chartered America’s first zoo. Now celebrating over 150 years of 

innovation and achievement, the Philadelphia Zoo is a key part of our region’s life and culture, 

a compelling living classroom, and a conservation leader. Commitment to our core purpose—

connecting people with wildlife and inspiring action for animals and habitats—energizes our staff 

and volunteers, and challenges us to set increasingly high expectations for our performance and 

impact. The Zoo’s 2012 – 2017 Strategic Plan describes the Zoo’s mission aspirations—as an 

animal care organization, as a resource to schools and families, and as an ark and advocate for 

endangered animals around the world. It draws a road map for achieving these goals, while also 

incorporating the key components of a business model to support sustained stability and growth. 

As we look to the future with vision and realism, we will respect our past, serve and be of service 

in the present, and assume responsibility for the future.

INTRODUCTION
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		  La Hotte land frog
	 range	 Haiti
	 status	 critically endangered, International 		
		  Union for Conservation of Nature (IUCN) 3

The 2012-2017 Strategic Plan builds on a previous plan approved by the Zoo’s Board in 2008, meant to 

guide the organization into 2013. Through execution against four 2008 strategic platforms focused on 

mission effectiveness and financial performance drivers, we have dramatically changed the environment in 

which we operate today, laying the foundation for achieving aspirational goals over the next 5-year horizon. 

Strategic Platform #2: Sustainably grow 
attendance

With attendance our primary economic engine, 
and intrinsic to our mission success, the Zoo 
implemented a variety of initiatives to sustain- 
ably grow attendance through strengthened 
programming, targeted community/organization 
partnerships and focus on driving membership 
performance. Efforts since 2008 include:

•	 Development of the Teacher Advisory Council, 
connecting programmatic offerings to curricu-
lar needs. 

•	 Junior Advisory Council formed to provide in-
sight through the eyes of children ages 8-14.

•	 Significant progress in upgrading the Zoo’s 
point of sale system, which once fully imple-
mented will provide more effective business in-
telligence and create better linkages between 
our offerings and the needs of our guests. 

2008 Strategic Platform #1: Build a brand

In the strategic initiatives set forth in 2008, a key 
priority was to increase our mission effectiveness, 
in alignment with a unified brand statement— 
“Connecting families, wildlife and the environment 
we share.” Achievements since 2008 include: 

•	 Significantly improved performance with re-
gard to internal sustainability, ranging from 
reduction in energy and water consumption to 
incorporation of green technologies into con-
struction.

•	 Commitment of significant resources in re-
sponse to the amphibian extinction crisis, 
including the hire of an Amphibian Conserva-
tion Biologist and initiation of “ark” breeding 
programs at the Zoo for critically endangered 
Haitian frogs.

•	 Initiation of the Philadelphia Zoo Global Con-
servation Prize, committing the Zoo to signifi-
cant investments that will move endangered 
species on a long-term trajectory away from 
extinction and toward survival.

2008-2012: building on SucCess

[above] Michigan Girl Scouts Rhiannon Tomtishen 

and Madison Vorva receive award for their work 

on palm oil and orangutan conservation at  

2012 Global Conservation Gala.

[below] Geothermal wells being drilled For  

the McNeil Avian Center.
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Strategic Platform #3: Resolve parking, 
traffic and access issues

Insufficient parking capacity and traffic and  
access challenges have been the Zoo’s biggest 
obstacles to attendance increase and thus finan-
cial growth. Parking and traffic have also been 
the most problematic aspect of the Zoo’s guest 
experience. Accomplishments in addressing 
these issues since 2008 include:

•	 Increased remote parking, public transporta-
tion enhancements and operating changes 
that have improved access and the parking ex-
perience within the current facilities footprint.

•	 Significant progress toward a multi-level park-
ing garage and associated right-of-way im-
provements. As of January 2013, construction 
was well under way for both garage and right-
of-way improvements and is anticipated to be 
complete in April 2013. Completion of this 
project will create greater opportunity for ad-
ditional future improvements, including transit-
oriented development and re-opening of a train 
stop at the Zoo.

Strategic Platform #4: Restructure the 
balance sheet: double the endowment and 
halve the debt every five years. 

Having faced serious financial challenges in the 
years preceding 2008, the organization’s debt 
reached a peak of $21,516,600 in March of 
2006. It was critical that we address our balance 
sheet during the course of the 2008 – 2013 stra-
tegic plan. The plan outlined initiatives to double 
the endowment and halve the debt over the five 
years of the strategic plan. While we are not on 
track to fully realize this goal, four years into the 
plan we have made substantial progress toward 
debt reduction and endowment growth. Key ini-
tiatives and outcomes have included:

•	 Reduced endowment draw — the Zoo is now 
in alignment with not-for-profit best practice, 
with an annual endowment draw of 4%. 

The Zoo’s new Centennial District Parking Garage 

is scheduled to open in April 2013.

		  Jaguar
	 range	M exico to Argentina
	 status	 near threatened (IUCN)

•	 Disciplined budgeting and spending have allowed the orga-
nization to pay down debt while also making key strategic in-
vestments. Surpluses reinvested into the organization over the 
past three fiscal years have totaled $3.8M.

•	 Over the past four fiscal years, the Zoo’s endowment grew by 
16%, in the face of an extremely difficult investment climate, 
while debt was reduced by 21%.

	 Endowment

2/29/08	 $23,892,000

2/29/12	 $27,715,000

	 Debt

2/29/08 	 $14,298,000

2/29/12 	 $11,328,000
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Our Role as a Conservation and Education 
Leader 

Through a series of focused efforts, we have 
worked to redefine the Zoo’s role as a conserva-
tion and education organization, and to signifi-
cantly deepen our positive impact on the envi-
ronment. We believe that our greatest opportunity 
to achieve conservation impact is through part-
nering with our day-to-day guests, with the thou-
sands of schoolchildren we reach and with our 
many other stakeholders. Our goal is to engage 
and invest these partners in saving species, le-
veraging our ability, unique to zoos among most 
conservation organizations, to provide authentic 
experiences to a broad and diverse audience. 
Since 2008, we have made two significant shifts 
targeted at increasing our mission effectiveness, 
which will shape our strategic approach over the 
horizon of this new plan.

First, the Zoo has adopted a more action-orient-
ed and externally-focused vision for our conser-
vation education efforts, committing increased 
resources toward developing and implementing 
programs that engage our partners in direct con-
servation action. The intent is to create a sense 
of accomplishment and investment that inspires 
additional commitment to daily choices that 
make a difference for wildlife. For our youngest 

visitors, these programs might focus on practicing 
conservation-related behaviors — like recycling 
and reducing water use — in fun ways that are 
linked to our animal collection. For older visitors, 
these programs might include service learning 
projects, citizen science opportunities, and con-
servation advocacy efforts. We have developed a 
short-hand description of this approach as “doing 
leads to caring,” as complementary to the “caring 
leads to doing” that is intrinsic to the Zoo experi-
ence and still central to our mission efforts. 

In conjunction with the “doing leads to caring” 
approach for engagement with guests, we have 
developed a framework for an “integrated con-
servation strategy” that is designed to increase 
our positive impact on endangered species. To 
increase impact, we coordinate cross-departmen-
tal resources toward a focused goal or particular 
species. This integrated approach aligns capital 
investment, attendance-driving programs, staff 
expertise, on-site conservation messaging, school 
programs, and internal sustainability focus to cre-
ate maximum visibility and impact around a single 
set of conservation goals. 

The “doing leads to caring” approach to guest 
engagement will be brought to life through many 
programmatic offerings, but undoubtedly the most 
compelling conduit for this message is KidZooU: 

In preparation for the development of a new strategic plan, the Zoo’s team identified significant 

changes to both the internal and external environment since the 2008 strategic planning process. 

Several key shifts grew out of the 2008 plan and led to the development and implementation of 

programmatic innovations that and created new opportunities for the Zoo as described here. 

in 2012, the philadelphia zoo engaged students 

across the region in a positive advocacy 

campaign to help save orangutans.		  Arapawa goat
	 range	A rapawa Island near New Zealand
	 status	 critically endangered (American Livestock 	
		B  reeds Conservancy) 
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Hamilton Family Children’s Zoo & Faris Family 
Education Center. Scheduled to open in April 
2013, this state of the art exhibit will be a wild-
life academy that unites a world-view education 
center with an up close and personal children’s 
zoo. KidZooU will provide joyful, engaging experi-
ences for kids of all ages, helping guests connect 
with amazing wildlife close to home as well as  
make everyday choices that help animals on the 
other side of the world. Through the “doing leads 
to caring” approach and sharing the message 
that “saving energy saves wildlife,” KidZooU is 
expected to have historic impact on our capacity 
to create future stewards of the planet.

A New Model for Animal Care

In 2010, the Philadelphia Zoo developed its 
“Transformational Master Plan” to guide future 
physical development across the Zoo’s campus. 
This plan, driven by a vision for a revolutionary 
approach to animal care, is characterized by the 
concept of Zoo-wide animal travel and rotation. 
Following this plan, the Zoo has begun develop-
ment of a campus-wide series of animal trans-
fer passages — or “trails” — to link existing and 
future exhibits, allowing animals to travel and 
time-share across the Zoo. In this model, ani-
mals will rotate through trails and exhibits, creat-
ing unparalleled behavioral opportunities for the 
animals in our care, and dynamic guest experi-
ences linked to animal activity and movement. 
The pilot project, a trail for monkeys and lemurs 
extending from the Rare Animal Conservation 
Center, was completed in 2011, and a second 
pilot project, this one designed for larger animals 
such as apes, big cats and bears, was completed 
in 2012. Additional trails are scheduled to open 

in 2013, 2014 and beyond. At this campus-wide 
scale, the trail system will be unprecedented 
among the world’s zoos. 

Attendance-driving Initiatives

Two key shifts have occurred with regard to driv-
ing attendance since the development of the 
2008 strategic plan:

•	 Increased focus on the Zoo’s “shoulder months” 
of March-April and October-November, mani-
fested by timing the debut of new exhibits, 
extension of seasonal exhibits through Octo-
ber and an increased commitment to paid ad-
vertising, PR and seasonal marketing over the 
winter. Remarkably, and for the first time, April 
was the highest attendance month in 2011, 
and again in 2012. 

•	 Collaboration with highly-recognized partners 
with whom we share audience and values, to 
develop innovative seasonal programming that 
both drives attendance and achieves mission 
goals. These partnerships resulted in Creatures 
of Habitat in 2010, constructed with LEGO® 

bricks X*tink*shun in 2011, in partnership 
with The Jim Henson Company, and Trail of  
the Lorax in 2012, co-created with Dr. Seuss 
Enterprises.

	 These shifts in approach have yielded positive 
results. Attendance in both 2010 (FY11) and 
2011 (FY12) was above 1.2 million. More no-
tably, attendance in the past two years ranked 
2nd and 5th among the last 17 years, these 
numbers achieved without a major new exhibit 
opening in either year. 

[upper]  The Zoo opened its first animal “trail” in 2011. Here a 

red-capped mangabey travels at tree level. 

[lower left]  As part of “Trail of the Lorax” in 2012, visitors 

created thank you “leaves” to companies that have 

committed to using sustainably-sourced palm oil.

[lower right] working with polar bears international, the zoo 

is supporting immediate steps to protect polar bears.

		  Sumatran orangutan
	 range	 Northern Sumatra
	 status	 critically endangered (IUCN)

In 2010, “Creatures of Habitat”

presented ten LEGO®  brick sculptures 

of endangered species.
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With substantial achievements against the 2008 – 2013 strategic plan and significant developments 

since its adoption, by mid-2011 the Philadelphia Zoo recognized the need for a comprehensive  

re-exploration of near- and long-term aspirations, and embarked on a new strategic planning process. 

Cross-functional teams of staff, volunteers and outside experts met to explore issues key to the 

organization’s future growth. Areas of focus included our conservation and education programs, the 

Zoo’s physical development, guest experience, earned and contributed revenue, and organizational 

capacity as it relates to both people and systems. Through work completed by these teams, including 

SWOT analyses and visioning exercises, the Zoo crafted the framework for a new strategic plan.

Seeking to capitalize on the ideas, knowledge and experience of our diverse internal and external 

stakeholders, the Zoo engaged over 400 individuals in a series of feedback sessions on early 

drafts of the plan structure and priority initiatives. Stakeholders included staff, volunteers, Zoo 

Board members, individual and foundation donors, Zoo members, teachers, students, corporate 

partners, city officials and community leaders. Robust dialogue with these groups provided both 

content and stylistic feedback, with an iterative process guided by an ad hoc committee of the 

Zoo’s Board producing the final strategic plan. 

		  Golden lion tamarin
	 range	 Southeastern coastal Brazil
	 status	 endangered (IUCN)

 

2012 straTEGic plan
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Mission

The Philadelphia Zoo’s 1997 mission statement — “To advance discovery, understanding and stew-
ardship of the natural world through compelling exhibition and interpretation of living animals and 
plants” — has guided the organization for the past 15 years. Through discussions during the strategic 
planning process, the Zoo’s staff and Board concluded that this statement, while capturing much of 
the heart of why we exist, was not action-oriented, inspirational or memorable, and did not convey our 
growing aspirations for impact. As a result, we have redefined the Zoo’s mission to better align with the 
organizational vision and priorities of today and tomorrow.

By connecting people with wildlife, the Philadelphia Zoo creates  

joyful discovery and inspires action for animals and habitats.

Key Commitments

The 2012-2017 strategic plan is organized around focus and commitment to the following:

•  A n i m a l  W e l l - B e i n g

Through the development and evaluation of a campus-wide animal trail system and multi-faceted 
excellence in animal care, we will become the world’s leading zoo at creating innovative, best experi-
ences for zoo animals. 

•  Co n s e r vat i o n  I m pac t

Through implementing and evaluating an integrated “doing leads to caring” approach, we will be-
come one of the world’s leading zoos at inspiring conservation action.

•  G u e s t  E x p e r i e n c e

We will achieve a guest experience that welcomes a diverse, multi-generational audience, connects 
people with wildlife and supports the Zoo’s business goals. 

•  C u lt u r e  o f  E xc e l l e n c e

We will achieve a unified approach to meeting the Zoo’s strategic goals through passionate, high-
performing and diverse staff, volunteers and Board.

•  F i n a n c i a l  S t e wa r d s h i p

We will support operational and strategic priorities through performance  
against a financial model that creates ongoing capacity for  
dynamic investment.

Major physical redevelopment of the zoo 

over the next Five years will include a 

redesigned entry plaza.

		  Polar bear	
	 range	A rctic
	 status	 vulnerable (IUCN)
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Animal Well-Being

Through the development and evaluation of a 
campus-wide animal trail system and multi-facet-
ed excellence in animal care, we will become the 
world’s leading zoo at creating innovative, best 
experiences for zoo animals. 

The animals under our care are our most power-
ful lever and our greatest responsibility. They in-
spire us to bring joy and wonder to people’s lives. 
The Zoo’s implementation of cross-campus trails 
and exhibit time-sharing will create innovative 
dynamic experiences for our animal collection. 
Providing animals with real opportunities to travel 
and explore, we will create a new model for zoo 
animal care, and evaluate the well-being impact 
of the new approach. At the same time, we will 
always work to exceed and drive best practices in 
veterinary care, nutrition and enrichment.

Beyond our responsibility to the animals we care 
for every day, we are committed to adapting zoo 
operations with regard to the other animals we 
affect directly and indirectly. As such we will ad-
dress well-being issues for the animals that are 
the source of food for our own animal collection 
and our guests, rodent management and other 
current practices. As America’s First Zoo, we will 
be first in modeling and promoting a responsible 
and caring attitude toward all animals. 

K e y  S t r at e g i c  I n i t i at i v e s 

•	 Design and implement annual trail system 
projects and leverage for animal well-being 
and enrichment. 

•	 Develop and implement a well-being assess-
ment program to measure the quality of the 
Zoo’s animal care program and the impact of 
the trail system.

•	 Raise the Zoo’s institutional profile and leader-
ship position with regard to innovative animal 
care through professional and other publications. 

•	 Achieve welfare-focused practices around  
food animals, rodent management, feral and 
wild animals.

		  Galapágos giant tortoise
	 range	G alápagos Islands (Ecuador)	
	 status	 vulnerable (IUCN)

[upper left]  veterinary staff conduct an ultrasound on a 

newly-arrived maned wolf.

[right] Creative use of paper-mache for tiger enrichment.

[lower left]  Many of The zoo’s big cats have been trained to 

allow voluntary blood draws from a tail vein.   
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Conservation Impact

Through implementing and evaluating an integrat-
ed “doing leads to caring” approach, we will be-
come one of the world’s leading zoos at inspiring 
conservation action.

Over the horizon of this strategic plan, the Zoo is 
committed to significantly deepening our positive 
impact on the environment. 

We will achieve this impact through an integrated 
cross-departmental approach that includes a 
“doing leads to caring” construct. Through de-
veloping and implementing this model, we will 
leverage zoo experiences and programs to create 
caring attitudes around wildlife and inspire action 
to save species and habitats. 

To succeed, we must also “walk the talk,” acting 
directly to impact species and habitat survival. In 
this context:

•	 We will invest strategically in local and global 
conservation projects, with programmatic 
choices driven by opportunities for synergy 
with other Zoo investments and initiatives. 

•	 Leveraging a skill unique to zoos among con-
servation organization, we will initiate and lead 
programs to rescue at-risk animal species 
through captive breeding efforts, whether on-
site or in range countries. We will continue our 
existing focus on Haitian frogs, with possible 
expansion of the amphibian program, and 
maintain our commitment to the Guam Micro-
nesian kingfisher program.

•	 We will reduce the environmental footprint of 
our own operations in ways that are both sub-
stantial and a visible model to our stakeholders.

 K e y  S t r at e g i c  I n i t i at i v e s

•	 Achieve measurable and significant success 
in inspiring Zoo guests and other audiences to 
conservation action. 

•	 Achieve defined resource sustainability goals, 
including reduction in energy and water use. 

•	 Finalize and implement a sustainable on-site 
landscape plan serving as an effective conser-
vation model for guests.

•	 Achieve direct impact on survival of species 
through strategic long-term in-situ conserva-
tion investments.

•	 Achieve success and a leadership role in iden-
tified ark/rescue captive breeding activities for 
target at-risk species, with focus on Haitian 
amphibians.

•	 Through professional and other publications, 
raise the Zoo’s institutional profile and leader-
ship position with regard to conservation action 
and inspiration.

IN 2012, the unless positive advocacy campaign 

groomed future stewards of the planet for 

orangutan conservation.

opening in April 2013, KidZooU: Hamilton family 

children’s zoo and faris Family Education center, will 

be a leed-certified building and sustainable site.

		  Guam Micronesian kingfisher
	 range	 Pacific Island of Guam
	 status	E xtinct in the wild (IUCN)
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Guest Experience

We will achieve a guest experience that wel-
comes a diverse, multi-generational audience, 
connects people with wildlife and supports the 
Zoo’s business goals. 

Zoos are unique among conservation organiza-
tions. We provide inspiring, first-hand experi-
ences with the world’s wildlife to an audience 
that is larger and more diverse than that of other 
conservation organizations. With attendance 
as our primary economic driver, a welcoming 
environment supported by superior amenities 
and staff interactions is essential for the Zoo to 
achieve both its mission and business goals. We 
will reach our mission potential only through a 
shared commitment to a guest environment that 
creates the joy people experience when connect-
ing with family and friends. We are committed 
to providing an authentic, animal-centric, memo-
rable guest experience that builds on our unique 
position in the region. 

While we have made strides in guest experience 
over the course of the 2008 strategic plan, we 
must strive for ongoing improvement to provide 
extraordinary and joyful experiences that engage 
our guests. 

K e y  S t r at e g i c  I n i t i at i v e s

•	 Achieve guest experience goals for the Zoo’s 
major capital investments (KidZooU; Intermo-
dal Transportation Center; campus-wide trail 
system). 

•	 Increase connectivity with our guests through 
technology investments (new website, new point 
of sale system) and audience segmentation.

•	 Achieve greater alignment of guest experience 
with mission goals (e.g. create interactive com-
ponents that add to guest engagement with trail 
system projects).

•	 Achieve sustained improvement to guest expe-
rience, measured by more comprehensive and 
sophisticated metrics.

•	 Maintain regional leadership role in audience 
diversity. 

		  Snow leopard
	 range	 Central Asia
	 status	 endangered (IUCN)
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Culture of Excellence

We will achieve a unified approach to meeting the 
Zoo’s strategic goals through a passionate, high-
performing and diverse staff, volunteers and the 
Board of Directors.

Success in realizing the Zoo’s innovative and 
ambitious aspirations requires a results-oriented 
culture dedicated to performance excellence. We 
are committed to fostering a work environment 
that embraces a unified approach to delivering 
world-class Zoo experiences for our animals, our 
guests and each other. We will do this by devel-
oping practices and systems that encourage en-
gaging and inspiring leadership, accountability, 
a passion for service and creativity. We will con-
tinually strive to achieve outcomes in a collabora-
tive and organized manner, allowing us to grow 
and perform at the highest level. We will focus 
on development and implementation of effective 
workforce planning processes, techniques and 
tools. Supported by these process improvements, 
we will build and sustain a capable, diverse, well-
trained, forward-looking, and adaptable work-
force, and enhance retention of our most valued 
employees and volunteers. 

K e y  S t r at e g i c  I n i t i at i v e s

•	 Define and cultivate an organization-wide cul-
ture that supports mission and business plat-
forms through increasing alignment of employ-
ment programs and practices (recruitment, 
training, recognition, performance manage-
ment and leadership development).

•	 Achieve competitive compensation for all paid 
positions.

•	 Improve staff and volunteer work environment 
through capital investment. 

•	 Expand organizational capacity through tech-
nology investments and strategic volunteer 
support.

•	 Achieve recognition as institution of choice for 
employees, volunteers and board members, 
resulting in enthusiastic and engaged institu-
tional ambassadors. 

		  Humboldt penguin
	 range	 Coast of Chile and Peru
	 status	 vulnerable (IUCN)
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Financial Stewardship

We will support operational and strategic pri-
orities through performance against a financial 
model that creates ongoing capacity for dynamic 
investment.

The Philadelphia Zoo will thrive and achieve its 
strategic priorities through strong leadership, in-
novation, measured risk-taking, and a culture of 
financial discipline. 

Over the past three fiscal years, the Zoo has gener-
ated cumulative operating surpluses of more than 
$3.8 million. This has allowed us to invest in the 
future of the organization in a nimble and strategic 
manner, with increased financial commitment to 
upgrading our physical infrastructure for guests, 
staff and animals, investment in new business sys-
tems, and contributions to the Zoo’s endowment. 

Our financial model for the new strategic plan 
is intended to drive continued operating sur-
pluses, achieved through innovative earned rev-
enue strategies and disciplined management of 
baseline expenses. We will continue to re-invest 
the surpluses in the Zoo, “growing” the Zoo’s fi-
nancial platform not by significant increases in 
operating expenses, but by support of strategic 
plan priorities that increase mission effective-
ness, grow capacity and achieve operating effi-
ciencies. Growth in earned revenue will allow us 
to focus contributed revenue efforts more heavily 
on programmatic and capital expenses, mirroring 
general trends in the expectations of the donor 
community. 

K e y  S t r at e g i c  I n i t i at i v e s

Stewardship of the physical plant:
•	 Establish maintenance endowments for all new 

construction. 

•	 Establish life cycle maintenance plans for all 
new construction and targeted existing facilities. 

Contributed revenue:
•	 Achieve ongoing fund-raising goals associated 

with major capital investments (KidZooU, Trans-
formational Master Plan, animal trails) and oper-
ating support.

•	 Grow size and diversity of donor base. 

•	 Effectively shift to a new model focused on capi-
tal/program fund-raising vs. operating. 

Earned revenue:
•	 Increase sophistication around an earned rev-

enue strategy, leveraging improved business 
intelligence and analysis of current and poten-
tial revenue sources.

•	 By 2017, sustain box office attendance 
above 1.25 million annually, driven by annual  
programs, KidZooU and Intermodal Transpor-
tation Center. 

•	 Be positioned to realize key opportunities for 
future earned revenue growth:

•	 Create a guest amenity and revenue oppor-
tunity plan that fully integrates with the ani-
mal-focused Transformational Master Plan.

•	 Achieve significant progress on a regional  
rail stop.

		  Giant otter
	 range	 South America
	 status	 endangered (IUCN)

Planning for the future of the Philadelphia Zoo

This is, without exaggeration, perhaps the most exciting and dynamic time in our history, with as much 

potential for innovation, accomplishment and impact as at any time since we first opened 

our gates. As we embark on this plan, we are poised for transformative change that we 

will be incapable of achieving without support. We value partnerships 

within our community, as well as professional affiliations here and 

abroad, in achieving shared goals that none of us can achieve alone. We 

appreciate our visitors and members, whose combined power represents our 

greatest opportunity for saving animals around the world. We also thank our 

donors, whose investment in our work has been, and will continue to be, essential to 

achieving the exciting and aspirational goals we have described in this strategic plan.
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		  Southern white rhinoceros
	 range	 southern and central Africa
	 status	 near threatened (IUCN) Animal Well-Being

Through the development and evaluation of  
a campus-wide animal trail system and multi-
faceted excellence in animal care, we will 
become the world’s leading zoo at creating 
innovative, best experiences for zoo animals. 

FY 2013 Goals:

•	 Complete Great Ape Trail and Treetop 
Trails expansion.

FY 2014 Goals:

•	 Initiate expanded program for Transforma-
tional Master Plan.

•	 Develop and implement expanded animal 
well-being evaluation plan, incorporating 
trail system impact studies.

•	 Complete Big Cat Falls link to Great Ape 
Trail.

•	 Develop plan for non-collection animal 
well-being.

•	 Achieve animal care goals for KidZooU.

FY 2015 Goals:

•	 Complete African Plains loop (large trail 
pilot) phase of Transformational Master 
Plan.

FY 2016 Goals:

•	 Develop major south end phase of Trans-
formational Master Plan.

Conservation Impact
Through implementing and evaluating an 
integrated “doing leads to caring” approach, 
we will become one of the world’s leading 
zoos at inspiring conservation action.

FY 2013 Goals:

•	 Develop evaluation plan for KidZooU  
conservation impact.

•	 Implement Year of the Orangutan initia-
tives and evaluate.

•	 Complete open space plan.

FY 2014 Goals:

•	 Evaluate KidZooU impact.

FY 2015 Goals:

•	 Continue to evaluate KidZooU impact.
•	 Implement “Year of X” initiatives and 

evaluate.

Guest Experience
We will achieve a guest experience that 
welcomes a diverse, multi-generational 
audience, connects people with wildlife and 
supports the Zoo’s business goals. 

FY 2013 Goals:

•	 Review and calibrate existing metrics/survey.

FY 2014 Goals:

•	 Achieve improvement in food experience.
•	 Achieve guest experience goals from 

parking-related improvements.
•	 Achieve guest experience goals for  

KidZooU.
•	 Achieve guest experience goals from 

technology investments. 

FY 2015 Goals:

•	 Achieve guest experience goals tied to 
improved guest amenity infrastructure.

Culture of Excellence
We will achieve a unified approach to  
meeting the Zoo’s strategic goals through 
passionate, high-performing and diverse 
staff, volunteers and the Board of Directors.

FY 2013 Goals:

•	 Align performance management and 
recognition systems with strategic plan.

•	 Develop and launch leadership training 
program.

•	 Conduct Employee Opinion Survey.

FY 2014 Goals:

•	 Identify zoo-wide goal tied to Culture of  
Excellence and begin tracking mechanisms.

•	 Implement second phase of leadership 
development program.

•	 Launch employee intranet.

FY 2015 Goals:

•	 Track and report zoo-wide goal tied to 
Culture of Excellence.

•	 Initiate final phase of leadership develop-
ment program.

•	 Achieve organizational capacity goals tied 
to employee intranet

•	 Conduct Employee Opinion Survey.

FY 2016 Goals:

•	 Develop and implement sustainable lead-
ership development structure

•	 Track and report organization culture 
change through Employee Opinion Survey 
and other tools.

FY 2017 Goals:

•	 Conduct Employee Opinion Survey.

Financial Stewardship
We will support operational and strategic 
priorities through performance against a  
financial model that creates an ongoing  
capacity for dynamic investment.

FY 2013 Goals:

•	 Develop business plan for train stop.
•	 Develop plans for shift toward capital/ 

programming fund-raising.
•	 Launch new POS system.

FY 2014 Goals:

•	 Effectively leverage KidZooU and parking-
related improvements.

•	 Launch new website.
•	 Develop guest amenity and on-site rev-

enue opportunity plan that fully integrates 
with the animal-focused Transformational 
Master Plan.

•	 Implement key initiatives regarding 
contributed revenue including strategic 
funding shift to capital from operating 
programming.

FY 2015 Goals:

•	 Achieve goals tied to the new website.
•	 Begin implementation and track success 

of the guest amenity and on-site revenue 
plan.

•	 Implement new initiatives and evaluate 
key in-place initiatives regarding contrib-
uted revenue.

FY 2016 Goals:

•	 Begin implementation and track success 
of the guest amenity and on-site revenue 
plan.

APPENDIX: FIVE-YEAR OUTCOMES 
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APPENDIX: Transformational MASTER Plan PHasing	

EXPAND trail Connections for 

monkeys and lemurs to peco 

primate reserve

expand ape/bear/cat trail from 

orangutans to big cat falls 

and to gorillas

CONSTRUCT ‘Water Hole’ Exhibits 

which will include a new 

destinations for large animals 

and A Visitor Amenity Hub

connect existing african plains 

exhibits — the pilot project for 

the large animal trail

Phase 3 (2013) Phase 4



Unless someone like you cares a whole awful lot, 

nothing is going to get better. It's not. 

~ The Lorax, Dr. Seuss, 1971

The best time to plant a tree is twenty years ago.  

The second best time is now.

~ proverb



P h i l a d e l p h i a  Z o o

3 4 0 0  w e st   G i r a r d  A v e n u e

P h ilad    e lp  h ia  ,  P A  1 9 1 0 4 - 1 1 9 6

2 1 5 - 2 4 3 - 1 1 0 0

w w w . p h i l l y z o o . o r g

By connecting people with wildlife, 
the Philadelphia Zoo creates joyful 
discovery and inspires action for 
animals and habitats.


