


ationally recognized 
as one o the top zoos 
in the country and the 

in the Tri-State area 
(l I ncl. n UC . nd Ohio). 

ERICA­

Sustainability efforts have saved the Zoo 

on utilities and 

of water over the 

last 15 years-money hat is reinves ed in o 

infrastructure. T he Cincinnati Zoo is also 

committed o becoming net-zero in the 

pillars of 

through projects such as capturing 100% of 

the storm water and reusing it in habitats. 

1.8 MIL 10 

VISITORS ... 
_in 2019. indxf g 76,000 ber F. 

• • 

Attendance has doubled sloce 2006. 



The Cincinnati Zoo co-created a o e-o -a-kind 

URSA LEAR I G GARDEN a Rockdale 

Academy to provide an ou door leam·ng space 

right in he heart of Avondale, Ohio. 

The Cincinnati Zoo is a leade in both formal and informa 
science education� It's an irreplaceable educational asse 

plus participate in education programs: field trips. 
camps, overnights, and outreach programs. 



MOR.E HOME T01 ROAM 

ELIEPHANT TREK 

The Zoo's CAP �14a111r.M111ai: , More Home 

to !Roam, was laurwhecl i11 2018 ancl aims to 

dra1natically transfolim habirtats, exp.and community 

and ,consen.,ation efforts, ,enrich the lives of Zoo 

animals ancl guests, and conserve 

lbiodfve'li'Sirty around the wmilcl. 

Bl epha mt Tirek, ,com in,g in 2024 

will increase the elephant habitat 

to TI S its size, allowi 11g s paoe 

for a multi-gene·rat:fonal nerd of 

8,-10 ,elepnants. 

co1.111try's nrst full� ,-me, college 
prieparatory-.-.--- .. r--

CH aoo even 
partners witll Miam· Ulll·versity 
to offer a Master's Degree program. 

CO · ,MITMENTTO CO SE 

The Zoo supports more thiarn 

illl the field amu11d the mid. From 

gorillas ·n the Congo to scarle macaws in Guatemala 

to tigeliS i11 ,Malaysia e are helping save, species 

and rmalke the wmld a better pl!ac:e for peopfe and 

wild life al i Ire� 



How does 
sponsorship with 
the Cincinnati Zoo 
reach your 
target?
Sponsorship enables you to reach the 
Zoo’s young, well-educated and affluent 
members and visitors in a way 
traditional advertising cannot: by 
incorporating your message into their 
lifestyle. Your partnership with the Zoo 
creates heightened brand awareness 
and image, tying your brand to a 
positive family experience while 
demonstrating your social responsibility 
and community involvement – a 
seamless package designed to directly 
influence consumer behavior.

Who Will You Reach?
Up to 1.8 million annual guests (in a typical year) 
comprised of families, tourists and 74,000 
member families

• 55% of whom earn a household income of $75,000 or more

• 63% female – average age of 39

• 84% have children in their party; 38% have children ages 0-2 years

• 54% of our visitors have a college degree

• More than 75% have taken college courses.

They are 
emotionally engaged
According to the Association of Zoos and Aquariums:

• An average Zoo visit is 4 hours

• 79% of consumers feel better about buying products and
services from companies that support wildlife and conservation
efforts; 66% of consumers are more likely to buy those products/
services

• More people visit America’s zoos annually than the NFL, MLB,
NBA and NHL combined




