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Overview

The Advancing Conservation through Empathy
(ACE) for Wildlife Network’s vision is “a
conservation-minded society motivated by empathy
towards all life.” Through achieving our mission of
“creating and sharing effective practices to foster
empathy for animals and people,” Network
Partners can:

* foster empathy,

° promote conservation missions, and

° motivate visitors to take conservation action.

This report reflects an initial step to understand
what the 20 ACE for Wildlife Network Partners
are currently doing to address the latter two
points. This inventory will infform how the
Network can share learnings about organizational
efforts and develop resources to support growth
across the Network.

Methods

Between February and July 2022, an inventory of

conservation actions was conducted with our 20

Network Partners. Tasks included:

* A review of Partner websites to learn more
about the types of conservation actions they
engage in and promote;

* A brief conversation during 20 check-in calls to
identify the lead contact for conservation action
messaging;

* A more in-depth conversation during 12 site
visits with staff engaged in this work;

* A survey (n=20) documenting:

* types of conservation calls to action,

* methods of messaging, and

* role of empathy in developing calls to
action.

A review of the research about motivating

conservation behavior change was also conducted

but will be shared separately as part of the
conservation action toolkit.

Key Findings
ACE for Wildlife Partners engage in promoting

conservation actions primarily in four ways:
* Modeling conservation actions they have
undertaken;
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* Encouraging individual or community actions;

* Requesting donations or volunteer support for
conservation causes; and,

* (To a lesser extent,) enlisting advocates to
encourage governments and/or businesses to
change.

Advice on how to encourage conservation actions

included:

* “Connect before you correct” — build
relationships, step into the work slowly to bring
audience along;

* Highlight how animals are important to us, show
why they should care;

* Give audiences a cause to support with animal
births and deaths as they have a natural
emotional pull;

* Include a public pledge to take an action;

* Be hopeful and optimistic; and

* Focus on one animal in front of them to
highlight an issue like climate change; ask them
to think about how they might react to changes
in their environment.

Recommendations
Several recommendations came out of the
conversations and data gathering:

* Develop conservation actions tied to a wider
range of species, so it is easy to adapt to the
animals Partners have;

* Share conservation event templates from
Partners for others to adapt;

* Gather and share social media examples on
different topics;

* Develop seasonal campaigns with longer lead
time to build into Partners’ planning;

* ldentify and share resources on promising
practices for conservation actions both in
general and with effective empathy practices in
particular; and

* Develop ways to measure impact of campaigns
to have zoos/aquariums able to use, to assess
overall impact. 2
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Purpose
While there is a great deal of research into the

construct of empathy towards other humans and
its role in encouraging caring behavior, research
on the role of empathy in fostering caring action
for animals and nature is more limited. The
studies that have been conducted point to the
potential role empathy can play in relation to
conservation behavior.

Empathy with other forms of life is one
component of environmental sensitivity, the
positive emotional response that some individuals
feel in relation to nature. Evoking empathy for a
natural object, like a bird or tree, increases
peoples’ willingness to act in a way that protects
the environment (Hungerford & Volk, 1990,
Berengeur, 2007).

Taking the perspective of a distressed animal
increased environmental concerns in a few
different studies (Schultz, 2000; Sevillano et al.,
2007). In another demonstration of the role of
perspective taking, people who were given
“empathy nudges,” where they were asked to put
themselves in the place of people affected by a
conservation issue, were more likely to support
conservation action than those who receive a
financial incentive alone (Czap et al,, 2015).

People who feel compassion for environmental
distress are more likely to promote conservation
of nature. Some research suggests that those who
feel compassion for other humans are also more
likely to hold pro-environmental values and
intentions, and are more likely to donate to
nature or environmental organizations
(Pfattheicher et al., 2016).

The extent to which someone has moral reasons
for protecting nature can be enhanced by evoking
empathy, according to one study (Berenguer
2008). The same study found different results
depending upon whether the focus of empathy
was a vulture or a human. When the object of
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empathy was a vulture, the number of moral
arguments of an ecocentric nature increased (i.e.,
seeing intrinsic value in living things, regardless of
their perceived value to humans); when it was a
person, the number of moral arguments of an
anthropocentric nature increased (i.e.,
interpreting the world in terms of human values
and existence).

As our Network grows and projects are
underway, we want to understand how Network
Partners are utilizing the empathy practices to
advance conservation missions and encourage
guest action.

Definitions

For the purpose of creating a common
vocabulary and shared understanding of
terminology, the following is a list of vocabulary
used throughout this report.

Advocacy refers to actions taken by Partners or
calls to action that encourage guests to contact
government officials or businesses in support of
legislative or policy changes.

Calls to action are any statements by Partners
that encourage audiences to change their
behavior, voice their support for change and/or
contribute (time or money) to a cause.

Conservation actions are any actions that
benefit the environment and wildlife. These can
be taken by Partners directly or encouraged to be
taken by audiences.




Network Partners are consistently taking
actions internally to promote conservation.
All but one organization highlights
conservation actions in its education
programs and 80% participate in
conservation partnerships. Three quarters
have moved to become plastic free and 70%
participate in the Association of Zoos and
Aquariums’ (AZA) Saving Animals From
Extinction (SAFE) programs. Just over half
have utilized green construction in their
facilities.

Where Partners are less active is in
highlighting organizational support for
legislation (30%) and writing letters to the
editor about conservation issues (25%).
Several mentioned that their governmental
status was a barrier to participating in these
types of activities. Clarification and
confirmation about what they can do would
be helpful in helping Partners capitalize on
their role as a community leader in sharing
their support for legislative or policies to
support issues like the Endangered Species
Act or Big Cats legislation.

ANSWER THE

EARTH-FRIENDLY WAY!

THAMNK YOU FOR HELPHG US HELP THE EARTH.

Pictures taken of signage at Northwest Trek Wildlife Park, Henry Vilas Zoo and Lake Superior Zoo. SAFE picture from Como

Park Zoo social media.

Modeling Conservation Action

Other W 2
Letters to the Editor M 5
Org support for legislation M 6
Green construction [N 11
AZA SAFE programs N 14
Plastic free gift shop N 15
Conservation Partnerships N 16

Conservation Ed programs [N 19

QI: Partner Conservation Actions Modeled to Visitors (# Yes/20)

Other examples noted were research and testing bear
products.

Modeling conservation actions occurs across signage,
programs, interpretation, social media and Partner

safe

websites, with an average of 3.6 methods used per zoo.

The Lake Superior Zoo helps

Solar panels convert sunkight
nto energy:

We've installed solar
1o help offset our

leopards and people!

That ‘Srrew Lincsand sl Iabios, FORc Perckess, fng
st for Exa Rl hard-Crafed Rems mace from e
wastl of ther e and Came. The herdien s iy
ot incm ieopunc, s the hatitat!

Solar Panels Save endangered snow leopards!
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jj Encouraging Guests to Take Conservation Action
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Bear safe practices

. 2

I /
I 11
I 12
I 13
I 13
I 14

Reduce carbon footprint

Bird/bat-friendly practices

Community clean-ups

No trafficked wildlife products

Plant for pollinators/no pesticides
Sustainable foods INTEEEEEEEEEEEE———— 14
I 14

I 15
—— 17

I 17

Community/Citizen Science
Responsible pet ownership
Volunteer at Z/A or events

Reduce Single Use Plastics

Reduce, Reuse, Recycle mEmmmmmmmmmmmmmmmmmmmmms 18

Q2: Types of Personal Actions Encouraged (# Yes/20)

In terms of asking audiences to take individual action
or support projects in their communities, Network
Partners are also quite active. Encouragement to
reduce, reuse, recycle are the most popular, with
90% encouraging such actions. Reducing single use
plastics is just behind with 85%. Likely the reason it is
not universal is the barrier of limited access to
recycling programs.

Volunteering whether at Partner facilities, community
clean up events or through community science were
also more than half in the 65-85% range. Responsible
pet ownership came in high with 75%. This issue
seems like an easier, self responsibility action to take,
particularly at zoos where exotic pets are often
surrendered. The related topic of being against
trafficking of wildlife had 65% participation. It would
be interesting to learn more about whether
messaging is related to buying wildlife products, the
exotic pet trade or both.

About 70% of Partners encourage guests to plant for
pollinators and/or to avoid pesticide use. Sustainable
foods, such as promoted through Seafood Watch and
palm oil campaigns, are also featured at 70% of
Partners.

Twelve zoos (60%) promote bird-safe practices
and/or bat house construction among guests. These
topics seem like an area for sharing resources and
potential increase of empathy practices. Idaho Falls
Zoo shared a bat conservation program they host
that they have infused with empathy content and is
quite successful. It will be included in the toolkit.

Reducing carbon footprint occurs at 55% of sites, but
basically splits along state political lines. It would be
interesting to consider how this topic might be
promoted with a more conservative audience.

Only about a third of Partners promote bear safety,
though 80% of Partners do have bears. This could be
a potential area for growth as we have some Partners
well-versed in this area.

Other ideas mentioned were discouraging carwashes
at home (soap in sewer drains) and promoting safe
boating distance from whales.

Partners promoting these actions do so across
signage, programs, interpretation and social media,
with less attention to website messaging with an

average of 4.5 methods used per zoo. ’



SCan this Cobs to learmn
how YOU Can helr!

Wieste b3 it lirveite company and aik
DM to make  the change 1o
sourced  palm ol

While conducting site visits, there were many
examples of conservation calls to action. Racine Zoo
included “Take Action!” messaging directly on animal
habitat signage, with a QR code for more
information (see picture above).

Fish Smarter1

MANY FISHING TECHNIO
AND WASTEFUIL

Minnesota Zoo had an exhibit called “Our Ocean,
Our Choice,” which highlighted several conservation
issues and actions individuals could take. The sign
above talks about sustainable seafood; other signs
discussed plastics, protected marine areas, climate
change, invasive species, protect coastal areas,
encourage better fisheries management plans. They
also have an interactive game where you can choose
seafood from a menu to learn about more sustainable
options.

Point Defiance Zoo & Aquarium had an exhibit
encouraging guests to “Join Us! Be an Ocean
Champion!” They share various actions the zoo and
individuals can take, such as go plastic free, eat at
ocean friendly restaurants, vote, grow a rain
garden, and they also have computer kiosks where
individuals could sign a pledge to take action. (see
below).

IPLEDGETO

Turn OFf My Car If Waiting Owver 30
Second

The International Crane Foundation (ICF)
encourages guests to share their support for
wildlife and environmental protection with friends
and family.

ICF highlights
their efforts and
individual actions
guests can take
to save cranes
and how
wetlands benefit
many other
species as well.
This expands
their reach
beyond those
who are focused
on cranes.




Defined as asking for audiences to
contribute time or money to a
conservation cause, 85% reported having
conservation events. Events are a great
way to raise awareness while providing a
fun event for people to attend. About 60%
described volunteering as a way to support
conservation.

Twelve Partners utilize a range of small
change fundraising options — rounding up
ticket or gift shop charges for
conservation, quarters for conservation,
wishing wells or meters for the rain
forest.

Four kinds mm 1
Three kinds mmm 2
Two kinds I 5
One kind e /
No kinds mEEEEEES——— 3

Q4B: How many small change donation
programs do you have? (# Yes/20)

Partners encouraged support most in
signage, social media, and interpretive
messaging, less through programs and the
website, with an average of 3.5 methods per
zoo.

& Duarlers for I
Conservation 4 mt

Found Up your purchase to the =2anest 25¢ to help support
conservation effarts around the globe. This month, we support

¥ PEOPLE # CARNIVORES

i o b

ZOOBOISE oo

2 Support for Conservation Action

Sell fundraiser items 1l 3
Meter for rain forests Il 3
Other N 4
Wishing well/$ bins . 7
Quarters for conservation I 3
ECO-CELL/other recycling I 3
Round up for conservation N
Volunteer @ org N 12
Conservation Events I 17

Q4: Types of Conservation Donation Asks (# Yes/20)

ECO-CELL and other recycling programs had 40%
participation. Unique recycling included holiday lights, fishing
line and batteries. Partners having those programs will be
contacted for more information about those initiatives for
the toolkit.

Fifteen percent sold fundraiser items like used books and
black-footed ferret wristbands. “Other” noted items were
animal adoptions, fees for feeding animals, fair trade items in
the gift shop and Amazon Smile.

Two Partners did not ask for support from audiences from
any of these.

THE TITI POST

Wiat et for ot eaot 30 yoary, con wiShstand the fonoe of 3 cow, IS mads
oM Fedychodl plastic, and hilps weees iroes for tamarm? A Tai >
il Ve up vt 0 comoct plantic
-lnm:nmmmmuu e
wwionment. In retarn, communy Members s pasd for their-
muum&ﬂkwm":ﬁg;mﬁmu
D L ha barest Ther OO0 -LOB TN ©
™

P, ¥ a0 Padpiey

RECREATION o

Signage examples from ZooMontana, Zoo Boise and Lake Superior Zoo.



Most ACE for Wildlife Partners encourage guests to
support conservation efforts promoted by other
conservation organizations (75%) like Polar Bears
International, but only 25% actively encourage
audiences to contact local, state,or federal government
bodies about legislation impacting wildlife and
conservation topics. Four who do advocacy are within
Washington state. Five do not promote advocacy.

In interviews, several noted that they could not
participate in advocacy due to their status as a
governmental agency. Others mentioned hesitancy to
be seen by their community as political. Therefore,
efforts on this front should start with understanding
these barriers.

The three “Other” topics noted were encouraging
guests to participate in Advocacy Days, providing
advocacy training for teen and adult volunteers and
encouraging business to use sustainable palm oil. These
could be useful examples of how to engage audiences
and use Partner power to influence local companies to
adopt conservation practices like using sustainable
seafood or palm oil.

Seattle Aguarium ©
I e atazara @
Joinius today in caling for federal funding for crgamzations sround the coundry to help rescue
ard rehabiitate uck and injured tea turties! Take guick action here 1o 2tk your Ie;ma ors 1o co-
qponsor I:h-rSc\: Turtle Resoue Assmtance Act of J02 hetos/ faww 222 org Segalste- educaton

OFQ x § Shares
Y Uik D Comment £ Shaie .-

These two posts are examples of advocacy from the Seattle
Aquarium and Woodland Park Zoo.

T

% Enlisting Advocates For Change

Conservation
orgs
State/local
gov't

I 15
i s
Federal gov't |l 5

Other |l 3

Q3: Types of Advocacy Calls to Action (# Yes/20)

Whereas signage was a primary way of
communicating the other forms of
conservation action, it was utilized by less than
half for advocacy with an average of 2.6
methods used per zoo. Social media and
individual interpretation messaging were most
common.

o Wondlsna Park Too &
= Pubbstas) by Gy o B

Lty i F BUPESTT 5 (ke [ratangeed Specied Al Jeen Wecelaeed Pads oo 6 pretesteeg
spepies hees o home and arond the movid. Your wace con help save endargened ard

thinsiered species lin rhires, crangulans, lemrﬂpﬂﬂdw Sor e e be ernure e
Erciangered Species Acl doean'l go setirct wws feo oy




When asked whether Partners utilized empathy
practices in promoting conservation actions
(perspective taking, storytelling, linking to a
particular zoo resident), 75% said yes, 10% said
they were working on incorporating empathy and
I5% said they did not. Only 30% said they had
evidence of the impact empathy has had on those
actions. Though difficult to measure, there is a
need to work on how to measure the impact of
Partner efforts to promote conservation action.

“We have several ambassador/program animals whose
personal stories are great for emphasizing why people
shouldn't have exotic pets (like Arwin the turtle that
has a shell deformity from improper care before he
came to live with us).”

“When we talk about rainforest conservation, we ask
people to think about themselves and their likes - for
example, we share how coffee, orange juice and
chocolate can be shade-grown and how guests can
make choices that make a difference for animals like
the ones they're meeting today.”

“Bat Night-an event we host at our zoo has received
lots of positive feedback and people have told us they
see and feel differently about bats after attending the
event.”

What if with every sip of coffee, you were making a difference? By purchasing the Gorongosa
Coffee, you are helping to protect endangered wildlife, create jobs, and provide healthcare
for the people of Gorongosa. 100% of the coffee profits help fund conservation and human
development projects in and around Gorongosa Naticnal Park. We believe that people and the

planet can thrive together. Every cup of Gorongosa Coffee helps make this hope a reality for

the animals and people of Gorongoza National Park in Mozambique.

- — e — =

Empathy in Promoting Conservation Action

“Our hope is that by understanding how our lives overlap
with the lives and activities of wildlife, people will
collectively have the tools to make choices that benefit
wildlife through policy and everyday activities without
promoting specific politics.”

H LRE ABOUT
GRIZZLY BEARS?

BEARS PLANT
SEEDS AND AERATE

i

BEARS FERTILIZE
HE

ZooMontana
July 16 at 9:00 AM - Q

Happy World Snake Day from Taco, Leroy, Jonnie, Jenkins, Wilbur, and Harry 2.

mt

ZooMontana is home to these six special snakes across their five different species. Want to know
what all but one of them have in common? Each of these individuals, except for Harry, were pet
surrenders.

All too often snakes are adopted as "low-maintenance pets.” While you may not have to feed
them often, snakes still require a lot of care to live a long and healthy life. Different species
require different amounts and types of lighting, heating, humidity, bedding, and hiding spots. Itis
so important to always do extensive research before adopting your new friend!

These examples are from Northwest Trek Wildlife Park, Zoo Boise and ZooMontana. 9
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~ / Suggestions for Conservation Action Toolkit

During the site visit interviews and occasionally
check-in calls when there was sufficient time, the
following suggestions were mentioned in how
Partners have thought about conservation action
messaging:

Connect before you correct — build
relationships with audiences first, then
encourage them to change their behavior
whether that is not tapping on the glass or
buying sustainable seafood;

Step into the advocacy work slowly, start
with something not particularly controversial
and then bring the audience along;

Convey ways animals are important to us
and the environment, show why they matter
to audiences and why they should care (e.g.,
turtles help clean the rivers that they swim
in);

Animal births and deaths have a natural
emotional pull —give folks something to
support as an outlet;

Include a public pledge (supported by
research that shows that people are more
likely to follow through if they have publicly
committed to doing something, McKenzie-
Mohr, 201 I);

Be hopeful and optimistic (rather than
focusing on doom and gloom); and

* Focus on one animal in front of them to
highlight an issue and ask them to think
about how they might react to changes in
their environment. This can help take a
big issue like climate change and make it
more concrete and comprehensible.

BE A SALMON STEWARD

When wild salmon thrive, so can we. No matter where you live, you can help ensure
that wild salmon and the ways of life they make possible will be with us forever.

6 Ways that YOU
b ara sl
Can Help Wild Salmon

We Need Insects...

Without Gees, bytterslies, bast s,
andffies, iy Waslington crops
T et thrive:

...and Mseots A/eed vs!

g many.as half efall insect spécies afe threatened with.extinction
worldwide, You gin hef ] the insects in our corner of the w
pxplmc the garden u find out hot#!

Fg are information on pollinators and hew you can help, 1
visit www.zoo.org/pollinators.

These examples are from Henry Vilas Zoo, the Seattle Aquarium and Woodland Park Zoo.
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A THIS SATURDAY (7/30) is Zoorific Saturday: International Tiger Day! From 10am - Spm, stop by
for family-friendly activities including crafts, exciting games, and more. Visit stations with
Conservation Education Specialists ready to educate and inspire guests about tigers!

Activities are INCLUDED wath regular Zoo admission. A fun way to enhance your Saturday Zoo
experiencel

Based on the survey and feedback during site visits, the
following recommendations will be undertaken.

Learn more: hitps://racinezoo.org/content/zoorific-saturday

I) Brainstorm with Partners at Fall Meeting:

* Conservation actions tied to multiple species, so
it is easy to adapt calls to action to the animals
Partners have;

* Develop seasonal campaigns with longer lead
time, so folks can build into their planning (e.g.,
bat conservation or sustainable palm oil candy
around Halloween);

RACINE Z0O 2022}
2) Continue to gather examples from Partners: INTERNATIONAL
* Conservation event templates and completed ﬂGER DAY

event samples with programs, activities, calls to _ -mnvgo ' 10AM - 5PM

action, etc. for others to adapt

. . . . INCLUDED WITH Z00 ADMISSION
* Social media examples on different topics

* If you have something to include, please email @5
Marta. BU I"net@ZO0.0I"g! There are ways you can help support the conservation of tigers. Pledge to shop smart for tigers!
Many products you use in your daily ife may impact tiger habitat. You can make a difference by
rn:aking i_n!on_ned anc!.\filalife‘conscious decisions when shopping: hitps://bit ly/32824EM
3) Develop and share resources on promising practices ibricio e
for conservation calls to action both in general and with
effective empathy practices, in particular, for toolkit; Y
4) Host a learning group in late October about -
conservation calls to action to continue to build
Members’ skills in this area.
. . . . I -
5) Work with our evaluation team (and potentially -
researchers) to continue to explore and identify ways 2LA
. UN 3
to address the gap in research about empathy and
conservation action, so we can try to measure the )
impact of calls to action. X
> £
G International Crane Foundation @ e ',’. y
April 11 &

L
-
Vieting for the Wisconsin Conservation Congress’ 2022 Spring Hearing begins today, April 11, a7
p.m. Even if you do not hunt or fish in Wisconsin, there are guestions that affect us alll A Sandhill OO Tastefully Simple with Sami and 143 others
Crane hunt question is not included on the Department of Natural Resources advisory ballot this
year, Still, there will be at least 29 counties with a "Do you oppose a Sandhill hunting season?™

ion on the citize i ion section. Get out and vote = bitly/377V1dl

13 Shares

Together we can create
a wave of change

00 s 33 Comments 77 Shares

Pictures from Racine, Minnesota and Point Defiance

o™ Lik D Comment &> Shar - . . . .
: slitze : » Zoos, International Crane Foundation social media.
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