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| have found the ACE for Wildlife Network to
be one of the best resources for advancing
understanding and conservation action in my
40 years of working as an educatorin zoos

and Aquariums.
- Survey respondent
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Annual Survey Overview

This year’s ACE for Wildlife Network Member and Affiliate Survey was sent to (

807 valid email addresses during October and November 2025 (Any Network The survey was co-developed by the Advancing Empathy and Evaluation &
!11ember\{vho had regls'ter.ed an account priorto the end of August was Impact teams with input from Network committees to better understand the
included in the survey mwtatloh). Two hundred completed or mostly ACE for Wildlife Network experience from the perspective of two overarching
complete responses were received (27% response rate). . .

evaluation questions:

Throughoutthis report, “Partner”is used to note responses from Network
Members (i.e., staff or volunteers who work in Partner organizations) while 0 What is the overall state of the Network in the following areas...
“Affiliate” is used to note those from other organizations. The analysis detailed
on the following pages includes comparative results for variables of interest,
including differences between Original Partner orgs, New Partner orgs, and
Affiliates; length of personal involvement in the Network; whether a respondent
had empathy-related training in the past year; and organizational role or job
function.

* Partner and Affiliate representation?
e Member role within organizations?

* Communication about empathy practices and projects internally and
externally?

* Perceived organizational investment in empathy?
* Use of empathy-related practices within organizations?
Statistics Notes: Differences that were statistically significant (p<.05) are

noted alongside results where observed, typically by an asterisk. Most values in
the report are rounded to the nearestwhole percentage point (pp), S0 some

To what extent are Network participants aware of, and using, collaboratively
developed resources?

results may totaljust above or under 100%. Survey questions that are ‘select * Partner and Affiliate representation?

all that apply’ areidentified in the report and will often sum to greater than * Member role within organizations?

100% because respondents could select more than one response option. * Communication about empathy practices, projects, and initiatives
internally and externally?

Questions about this survey and report may be directed to Woodland Park » Perceived organizational investment in empathy?

Zoo’s Evaluation & Impact team. « Use of empathy-related practices within organizations?
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Summary of Results

Survey participation expanded this year, reflecting
broad engagement across organizations, roles, and
Network affiliation status (Partner and Affiliate).

Survey responses came from 103 total orgs, nearly twice as
many as last year’s 63. We received at leastone response from
each of 29 Network Partner orgs, and the distribution of
responses from Network Partners and Affiliates shifted in this
year’s results toward a near-equal split. Just over a third were
from staff or volunteers of the original 19 Partner orgs, and 17%
were from new Partner orgs. About a third of respondents had
been involved in the Network for 3 or more years, another third
1-2years, and another third less than ayear. Original Partners
generally reported longer involvement than new Partners or
Affiliates. Nearly all respondents (94%) worked in zoos or
aquariums, mainly in education or learning roles. Other roles,
such as Conservation, Volunteer Engagement, Animal Care,
and Evaluation, were also represented.

Overall, experience with the Network, value, and
sense of welcoming remain strong.

Across multiple measures, depth of engagement appeared to
have a stronger positive influence than Network affiliation.
Participating in empathy training within the lastyear, the length
of time involved in the Network, and active Network
participation were more strongly associated with positive
overallexperience and value than Network affiliation.
Respondents noted a few opportunities for improvement,

including their own need to make more time for involvement, a
desire for more frequent communication about Network events
and resources, adesire for more in-person and virtual events,
and greater ease in navigating the Network Website and
Resource Library.

Participation patterns show a broad reach with
opportunities for deeperinvolvement by those who
are newer to the Network.

The Network is successfully reaching people, but there is likely
an opportunity for deeper engagement. Many participants,
especially those newer to the Network, wanted to be more
involved, pointing to an opportunity to more clearly supportand
guide people into deeper levels of involvement — about half of
respondents said they’d like to increase their involvement in
the year ahead. Affiliates and new Partners reported greater
interest in deepening their engagement, suggesting a pipeline
of future contributors if opportunities are known.

Mostrespondents participated in the Network in low-barrier
ways, such as reading the Newsletter (93%), Discussion board
(74%), and accessing resources from the website (70%). More
active forms of engagement, such as posting on the Discussion
Board, presenting on empathy projects, or attending learning
groups, were less common. Partners were more likely to
participate in these ways than Affiliates. Network staff may
continue to think about ways to encourage deeper engagement
among Network participants, particularly Affiliates.
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Summary of Results

There is a steady commitment to Network
involvement, empathy-related training, and
organizationalinvestment.

Respondents reported frequent internal communication about
empathy (62%) and frequent participation in empathy-related
trainings (54% received training, 24% presented about empathy
ata conference or other professional gathering), indicating
strong organizational commitment to empathy-based practices
and projects. Survey respondents also felt their leadership
invested heavily in empathy and were supportive of their
Network participation, with Partners more than Affiliates,
suggesting an opportunity for Network resources to increase
understanding and buy-in among orgs with less experience with
the Network at large.

Respondents are increasingly aware of Network
resources and find them usefulin their practice.

Respondents rely on the Resource Library and the Newsletter
as their primary access points to Network resources.
Awareness and use of resources continue to rise—especially
for the Empathy Training Toolkit, which remains a high-value
resource to Network participants. Partners consistently engage
more deeply with resources than Affiliates, suggesting
continued opportunity to strengthen resource awareness
among Affiliate audiences. Overall, strong ratings for resource
utility indicate that when resources are used, they meaningfully
support practice for both Partners and Affiliates.

Over half were aware of each of the 12 resources on the survey,
exceptfor the Mission Statement Analysis Report (46% aware;
6% used). The Empathy Training Toolkit had the highest
awareness and use (88% aware; 51% used). Among the four
resources consistently asked about over time (2023-2025),
most showed increased awareness and use, including the
Empathy Training Toolkit, Network Welcome Guide, and
Network Directory.

Empathy practices were used frequently and
intentionally, especially among Original Partners
and those with longer Network involvement.

Use of empathy practices is widespread among respondents
and growing - 87% used practices often, up from 78% lastyear -
and most (86%) believed that empathy practices were relevant
to their daily roles. Respondents also reported intentional use
of many of the individual empathy practices, with minimal
differences seen between Partners and Affiliates. When
presented with alist of 12 empathy-related practices, over half
of the respondents said they have intentionally used each in
their work this year (2025). Drawing attention to how animals
make choices/have agency, Sharing how orgs care for animals
and their wellbeing, and Highlighting traits or personalities of
animals (including using names/pronouns) were each selected
by 91%. Providing opportunities for guests to interact with
animals or practice caring actions towards animals was
selected least (57%).
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Summary of Results

Respondents did not articulate many challengesin
their Network participation, though a few identified
areas for continued reflection or improvement.

Survey respondents provided very few comments about
opportunities for improvementor challenges they’ve faced
participating in the Network this year. One respondent offered
an insight that may be helpfulto keep in the foreground as the
Network team embarks on strategic planning and expansion.
They said, “...0One challenge | find in my work is knowing which
of the various strategic communications resources outthere is
the bestfitfor a given project at my institution. How does ACE
differ from or align with other conservation communication
communities and tools that AZA Partners use...Are we
reinventing the wheel?...” Being able to clearly articulate the
Network's unique position and contribution to thefield at large
may be valuable to Network participants, org leadership, and
others on the periphery of this work.

Respondents expressed gratitude for the Network
and often shared anecdotes about the personal and
professional impact.

Finally, it was heartwarming and validating to receive several
comments from respondents about how valuable the Network
has been to them, both personally and professionally. Many of
these comments are presented throughout this report as
examples of the profound progress and achievements made by

everyone involved. One respondent concluded with, “For me,
this is alife-giving space and alters the historic way | see the
purpose and function not only of zoos and aquariums, but our
ability and responsibility to coexist with wildlife in community
together. This collective challenges the social norms of power
dynamics and priorities and brings people from diverse
backgrounds together for collaboration through the threads of
empathy in practice. Very gratefulto have connected and be a
part of this caring and compassionate family of learners and
leaders.” Reflections like this are a reminder that the Network is
a valuable and welcoming community space where
professionals rediscover purpose, make connections, and
share a collective commitmentto fostering empathy for
wildlife.
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Recommendations

Encourage and reinforce ongoing empathy-based trainings
at Partner orgs and beyond. More training is associated with
a higher frequency of practice use.

g Promote and support orgs in using practices that were

reported relatively lower in frequency, such as using
critical anthropomorphism, highlighting connections, using
mimicry/storytelling, and providing opportunities for guests
to interact with animals/practice caring actions.

Continue to promote empathy practices and provide
resources that help people understand their connection to
them across organizationalroles.

e Consider ways to assist Network participantsin

communicating about empathy-related practices and
projects within their own orgs, especially new Partners and
Affiliates. Showcasing the ways in which those who do
communicate about empathy atthe orgs may be one useful
strategy (viathe Newsletter or other Network
communications).

Promote resources or messaging that help ‘make the case’
for Network participationto leadership, especially for
Affiliates and those with less experience in the Network.

Consider engaging executive leaders in the Network to

understand how they personally demonstrate empathy
investment attheir own orgs. Lessons learned may help

others gain support among their own leadership.

Promote resources in ways that highlight where and how to
access them, in addition to possibilities for how Network
participants might use themin their daily work.

@ Continue to engage committees and the Network at-large

in seeking topics for future resources that will be useful to
them and their organizations.

@ Build on past success in platforms like the Resource

Library, Discussion Board, and Newsletter by continuing to
think about ways to support New Partners and Affiliates in
sharing their own resources or participating in discussions.

@ Discuss the previously defined Network outcomes with

relevant committees to understand the extent to which
these are still relevant to their work and the work of the
Network. Revise priority outcomes based on feedback.



Network Outcomes Addressed in the Survey @ Frosrsstiede  (2) ore iniomatonneeded (1) Opportuniy

Access the full Network Outcome Map for additional detail.

Outcome Progress  Survey-Based Evidence
Partners and Affiliates are aware of resources toimplement Q Notable increases in awareness of select resources. Partners have slightly higher awareness and use of
empathy-based practices in their own work. resources than Affiliates (though high for both groups).

Partners and Affiliates increasingly use ACE for Wildlife Network 0 Resource usage and useful improved for most of those listed consistently on the 2023-2025 surveys
resources in their work. including; Empathy Training Toolkit and Network Welcome Guide.

Partners and Affiliates feel empowered to make change with their @

- Not specifically measured on the survey. Opportunity for discussion or outcome refinement.
own organization.

Partners and Affiliates express increased buy-in to using empathy 0 @ Perceived leadership investment in empathy practices & projects remains high, however decreased slightly
practices intheirwork at their institutions. thisyear from last year. Likely due to increase in surveyresponse from Affiliates.

Perceived relevance of empathy practices to daily role was high among respondents regardless of Network
Partners and Affiliates view the Network as relevant to their role. 0

affiliation (Partner vs Affiliate). Those who have had longer involvement in the Network were most likely to
provide higher relevance perceptions.

Partners, Affiliates, and volunteers implement empathy practices in 0 Empathy practices were used widely among all respondents. We saw fewer differences in practice use this
theirroles attheir institutions. year by Network affiliation, indicating widespread adoption of empathy practices throughout the Network.

Internal communication about empathy practices and projects was high. Those from original Partner orgs
were most likelyto communicate frequently. Slight decrease overall from last year is likely due to increase in
Affiliate response. Additionally, about half said they had participated in empathytraining this yearand a
quarter said they presented about their empathy work at a professional gathering.

Institutional decision-makers provide platforms for staff working on
empathy to share out to other staff Partners through updates, lunch Q @
and learns, etc.

Institutional decision-makers allow staff time and space to Perceived support of org leadership in providing space and time for participating in the Network is high
participate in the Network in a next-level manner (e.g., serve on a Q among respondents. Slight decrease this year from last year is likely due to increase in response from
committee). Network Affiliates.

Non-Partner AZA organizations feel they can contribute their Participants generally felt welcome to share opinions and perspectives with the Network at-large. This
organizations’ perspective and learning about empathy with the 0@ sentimentimproved from last year with Affiliates and those with less time involved in the Network reporting
Network after joining. slightly lower welcoming ratings. Sentiment is positive overall with continued room for upward growth.


https://www.aceforwildlife.org/resource/advancing-conservation-through-empathy-for-wildlife-network-outcome-map-2/

I've been involved with the Network for several years
and am grateful for the support and collaboration
among Network Partners, Affiliates, and the ACE for
Wildlife team at WPZ. Being part of this community
and integrating empathy best practices into my work

is one of the most rewarding aspects of my job!
- Survey respondent



Network Affiliation,
Length of Involvement,

Committee, and
Organizational Roles



The number of organizations represented in this year’s
survey grew substantially from previous years.

The number of organizations represented in the
survey response has increased substantially
year over year. This year’s total (103) represents
a 63% increase in the number of orgs represented
compared with last year’s survey.

47

2023

63

2024

103

2025

Total orgs
represented

Partner orgs
represented

We received at least one response from each Network Partner organization (29) in addition to 74
other organizations (most within the United States, 5 international).

( New Partner ) C Affiliate )

Seven orgs notshown in map
O O OO * Fundacion Temaikeén
» SartenejaAlliance for
O O O Conservation and Development
(SACD), Belize
O * TESSERE
O éj * The Belize Zoo and Tropical
O Education Center
O * The WilderInstitute / Calgary Zoo
* Universidade Federal
O de SAo Carlos - Brazil
* VisitorStudies Association

Download org list and response counts or view the interactive map. 1,


https://docs.google.com/spreadsheets/d/1cOIRc3SV1oAksmBFDhK3VX09k9wjtJ_6yrXZJA8xFho/edit?usp=sharing
https://datawrapper.dwcdn.net/yGscO/12/
https://datawrapper.dwcdn.net/yGscO/19/

Partner and Affiliate
representation, including
the length of Network
involvement.

This year, just over half (53%) of our survey respondents
came from those at Network Partners. This represents a
decrease from71%in last year’s survey and could be an
indicator of substantial Network growth. This generally
aligns with the actual distribution of Network participation
-in 2024, about two-thirds (66%) of Network participants
were from Partner orgs, and in 2025, about half (51%)
were from Partner orgs. As the Network grows and
diversifies, itis likely that the distribution of responses to
this annual survey will follow suit.

This year, we included a new question asking respondents
to indicate how long they have been personally involved in
the Network. Overall, the response was evenly distributed
between those newer to the Network and those with
longer involvement. Not surprisingly, Network Affiliates
reported less time in the Network than Partners,
particularly those from original Partner organizations
(51% of these respondents reported 3 or more years of
Network involvement, compared to 38% for new Partners
and 12% for Affiliates).

Just under half of responses (47%) came from those at non-Partner orgs (Affiliates). About a third
(36%) came from original Partner orgs, and 17% were from new Partner orgs. Not surprisingly,
those from original Partner orgs generally reported being involved in the Network longer than new
Partners and Affiliates.

Network Affiliation Length of Personal Involvement

Affiliate 47% 3+Years 31%

Original Partner 1-2Years 39%

New Partner A% Less than a Year

(n=200) (n=200)
Affiliates New Partners Original Partners
(n=94) (n=34) (n=72)
0 51%
41% 47%
12% 32%
—
<1Year 1-2Years 3+Years <1Year 1-2Years 3+Years <1Year 1-2Years 3+Years

Network affiliation and length of personalinvolvement in the Network.

13


https://www.aceforwildlife.org/resource/ace-for-wildlife-network-member-affiliate-survey-2023-summary-of-results/

Partners were more likely to
engage in empathy-related
training and presentations
than Affiliates.

About half (54%) of respondents participated in some
training - original Partners significantly more than new
Partners, and Affiliates, respectively. About a quarter
(24%) of respondents presented about their org’s
empathy work this year. Partners were more likely to
present than Affiliates, though the difference between
affiliation groups was much less distinct. Respondents
listed a variety of professional associations, meetings,
and gatherings that they presented at beyond Network
events and the annual Empathy Summit.

Some who have shared empathy work this past year K

mentioned the gatherings/meeting where work was
discussed including: Association of Zoos and Aquariums
(AZA), Association of Zoo & Aquarium Docents and Volunteers,
Colorado Alliance for Environmental Education, American
Public Garden Association, Empathy Cafes, Environmental
Education Society, Massachusetts Visitor Studies Association,
Big Cat Sanctuary Alliance, ACE for Wildlife Network Empathy
Summit, International Association of Avian Trainers,
Association of Professional Humane Educators, Manatee
Research Symposium (University of Florida).

About half of respondents (54%) said they participated in some empathy-related training in the
pastyear, and a quarter (24%) said they had presented about their org’s empathy work at
professional conferences or gatherings. Network Partners were more likely to do both - original
Partners were significantly more likely to say they had participated in training.

(n=192) Affiliate New Partner Original Partner*

Participated

in empathy-

related 42%
trainings -
thisyear?

Presented or

discussed org’s

empathy work

at conferences . 29%
or gatherings

thisyear? Affiliate New Partner Original Partner
(n=193)

Q’s: In the past 12 months have you had empathy-related training & have you presented or discussed your empathy work at conferences/gatherings?
*Notes a statistically significant difference

14



M ostres pO“dentS werein Within their organizations, respondents mostly held education, learning, and guest engagement

education and learni ng roles. Other roles, such as conservation, volunteer engagement, and evaluation, were held by
. ° . 0,
ro les Wlth in th eiro rgs. :‘i\;voeo)r than 20% of respondents overall.

Nearly all respondents (94%) said they worked for a zoo or Education /Learning/ Guest Engagement 74%
aquarium. Most held roles within Education and Guest

Engagement (74%). Conservation, Volunteer Engagement, Conservation 17%

Animal Care, and Evaluation roles were held by 12-17% of

respondents. Volunteer Engagement 16%

8% of respondents said “Other” when asked their role
within their org and listed: Accounting, Admin/Grants,
Exhibits/Graphics, Gift shop, Community outreach,

Ambassador Animal Programs, and Empathy Team Leader. Evaluation / Research 12%

AnimalCare / Husbandry 15%

Executive Leadership

3
=S

IQ This year, one respondent wrote in a role

that was specific to “Empathy” in their job
title, “Empathy Team Leader.” As the
Network grows, more positions dedicated

Development / Fundraising

2
X

specifically to empathy developmentamong Marketing / Public Relations I 3%

audiences may become more common

across organizations. Human Resources / People & Culture I 2%
Other

Q: Which of the following best describes the role you play at your organization? (Select allthat apply) 15



Most respondents knew who their Network contact was; a
few were unaware of their Network affiliation.

Most respondents (88%) said they were aware of their
primary point of contact for the Network. Those who

said they were from a Partner org were asked whether they ‘ The majority of respondents (88%) said they were aware of who their

knew who their org’s primary point of contact for the primary Network contact was. 14 individuals either did not know or were

Network was. Those from original Partner orgs and new unsure. 5 respondents believed their orgs were Partners (but are Affiliates and were
Partner orgs were equally likely to say they knew their removed from analysis of this question).

point of contact (89% and 86 %, respectively). (n=99)

‘ 89% ofthose from original Partner organizations said they
were aware their primary point of contact for the Network.
(n=63)
' 86% ofthose from new Partner organizations said they were
86% aware their primary point of contact for the Network.
(n=24)

Q: Do you know your organization's primary point of contactwith the ACE for Wildlife Network?  1¢



We received a broad representation of responses from
those serving on Network committees.

Thirty respondents (15%) said they were part of at ‘ 25 organizations were represented among respondents who reported serving on
least one Network committee. We received at least one o Network committees.
response from a representative of each committee except for 1 5 /0
the Empathy Photo Contest Working Group. ( A— ) C Attillate )
(n=195)
@
Percent of all survey respondents
® © ® o
Communications Committee I 7% @ ..
: @)
Steering Committee I 6% @) o)
© O
DEAI Committee I 6% © )
@]
Strategic Learning Committee I 4% o
. . O
Membership Committee 4% o)
@
Conservation Action Committee I 4%
Empathy Photo Contest Working Group = 0%
Q: Do you serve on any ACE for Wildlife Network committees? (Select all that apply) Not shown in map: Visitor Studies Association, and Wilder Institute/Calgary Zoo

Data above represent % of survey sample (e.g., 7% of survey respondents were members of the Comms Committee). 17


https://datawrapper.dwcdn.net/XzM3S/1/

The network has been instrumental in my career and
has been such a gift. | am very grateful for all the
work and collaboration that occurs through this
network. | am also grateful for the friendships that
have been made- as my participation in this network
has allowed me to connect with people on a much

deeper level.
- Survey respondent



Overall Experience
and Participation in

ACE for Wildlife
Network




Res po nd e nts rated th ei r Re'spomljents w'ere askedtorate thgir overa'll exp‘erigncet participatingin the Network in th(-? past year. About1in5 (ZQ%)
said their experience was Outstanding, typically indicating an ‘exceeds expectation’ experience. Half (51%) rated their

overa ll. expe rience in the experience as Excellent, generally indicating a ‘meets expectations’ experience. Ratings of‘Less than Excellent’ may
ep e highlight areas for improvement. Looking at open-ended suggestions for improvement, most who gave aLess than
N etwork pOSIt IVe ly° Excellent experience stated they simply have not been as involved as they had been previously or wished to be. One said,

"It's not you, it's me. My team s currently rebuilding and the projects I'm focusing on are currently not empathy
focused. I'm certain I'll be back to your resources in the nextyear.”

71% of respondents said their experience in the Overall Experience Rating (OER) improved from last year’s survey result. Network
Network this year was Excellent or Outstanding. participants continue to report positive experiences year over year.
(n=193)
71% K The percentage of Excellent &
67% PY i o
Outstanding ratings improved
o . .
by 4 percentage points this
29% Less than Excellent year from last year’s result.
*OER was included on the survey in
2024 and 2025.
20, 2024 2025
0% — ‘ /

Poor Fair Good Excellent OUtStandmg Q: Please rate youroverall experience in the Network in the last 12 months?[Poor, Fair, Good, Excellent, Outstanding) 20



Network Partners gave
higher overall experience
ratings than Affiliates.

Being a Network Partner, the length of time involved,
and participating in empathy-related training or
presenting about empathy workin the past year were
associated with higher reported Overall Experience
Ratings.

Network Partners, particularly those from original Partner
orgs and those with 3+ years of Network experience, were
more likely to provide higher OER than Affiliates and those
with less Network experience. Participation in empathy-
related training and presentations on empathy work at
meetings and conferences was also associated with
higher OERs.

|Q Continue to consider ways to inform,

encourage, and engage Network
Affiliates, including encouraging
participation in empathy-related
trainings and opportunities to present
on their empathy work.

Respondents from Network Partner orgs, those with three or more years of Network experience,
those who participated in empathy trainings, and those who presented on their empathy work in
the past year reported higher Overall Experience Ratings.

Lessthan Excellent Excellent Outstanding n

Original Partner* 52% 29% 69
New Partner 41% 32% 34
Affiliate* 53% 9% o)

3 ormoreyears* 42% 37% 59
1-2 years* 56% 12% 75
Lessthan ayear* 53% 14% 59

Had empathytraining in past year 52% 24% 104
No training in past year 51% 14% 83

Presented on empathy in pastyear* 43% 34% 47
54% 16% 142

Q: Please rate youroverallexperience in the Network in the last 12 months?[Poor, Fair, Good, Excellent, Outstanding)
*Notes a statistically significant difference 21

Did not presentin past year



Opportunities for Improvement

Those who gave an Overall Experience Rating of Less than Excellent were asked how their experience in the Network could be
improved. 25 respondents provided acomment - Most noted that their lower-rated experience in the Network was more due to
their own lack of involvement or ability to participate, and hoped or planned to be involved more in the future.

4 A
Need to make more “I personally need to find more time toreally  "It's not you, it's me. My team is currently
time to be involved engage with the resources available to me rebuilding and the projects I'm focusing on are
in the Network. and be more active with the Network.” currently not empathy focused. I'mcertainl'llbe
13 0f 25 comments back to your resources in the next year.”

. J
More frequent “If you are noton a committee, More events, “More coffee chats...to connect
communication for itcan feel hard to stay up to date both in-person with others in the network...
resources & events. sometimes.” and virtual. opportunities/trades/shares
3 comments 3 comments across organizations”

Trouble finding or «_.lwasn't able to attend [a Help with “Mentors to help initiate and
accessing webinar], and | haven't found Network guide an organization (to) start
resources. how to watch recordings.” orientation. empathy training with staff”

2 comments 1 comment

Credit: Allison Menelli, Oakland Zoo Note: Aggregated verbatim comments can be accessed here by the Network program team. 22



https://woodlandparkzoo.sharepoint.com/:x:/s/ImpactInnovation/ERHPWzOJahdAgB6oPbvSta0Bb4cPUPzGKiqac32u-j5oFQ?e=EekI0a

Res po nd e nts' overa ll The ACE for Wi lq li.fe Netvyork continue§ to provide a valuable space for profes',sional networking and development among
. ' Partners and Affiliates alike. Lastyear, just over half (56%) of respondents said they believed the Network to be Very or
pe Fce ptl on Of th e N EtWOI'k S Extremely valuable to them in their work. This year, 63% of respondents said the same (a 7-percentage point increase).
N One respondent noted, “..this has been a shining light in my professional journey. | cannot imagine my career forward
va lu € was h Igh ¢ without somehow staying involved in the ACE Network-- it is an incredibly kind, caring, and understanding group that
is truly working from all sides to help wildlife in the best ways we can.”

About two-thirds (63%) said that the Network has Respondent ratings for perceived Network value improved this year from last year’s
been Very/Extremely valuable to theirwork during survey results (56% vs. 63% Very/Extremely Valuable, respectively).
the past year.
(n=192)
63% L

The percentage of Very &

Si%/. Extremely ratings improved by
7 percentage points this year

from last year’s result.

38% Less than Very Valuable

*Perceived Network value was
included on the survey in
2024 and 2025.

9%

1% 2024 2025

Not at all Slightly ~ Moderately Very Extremely Q: Inthe past 12 months, how valuable has the ACE for Wildlife Network been to you and your work? 23



Partners and those with
longer involvementin the
Network report higher value
perceptions.

Those who provided the highest value perceptions for
the Networkincluded Partners (original Partners slightly
higher than new Partners), those who’ve had 3 or more
years of personal involvement, and those who’ve had
some empathy-related training in the past year.

Since samples are small within each role category,
generalizations should not be made, but these
comparative results are presented for additional context
and reflection. Most roles found the Network to be
valuable in their work; those less likely to provide higher
value perception ratings included Conservation,
Executive Leadership, Human Resources, and
Marketing/Public Relations.

Respondents who were from original Partner orgs, had 3+ years of involvement in the Network, and
those who’ve had empathy-related training or presented about their work in the pastyear had
higher perceptions of how valuable they believed the Network to be to their work.

Original Partner
New Partner
Affiliate

3 ormoreyears*
1-2 years

Less than ayear

Had empathytraining in past year*

Lessthan Very Valuable Very Extremely n
42% 26% 69
32% 32% 34
39% 18% 89
31% 37% 59
42%  16% 74
44% 19% 59
45% 27% 104
32% 18% 87

No training in past year

Development/Fundraising
Education/Learning/Guest Engagement
Evaluation/Research

Volunteer Engagement

Animal Care or Husbandry
Conservation

Executive Leadership

63% 25% ;]

35%

40%
27% 36%
38%  24%

25%

27%

21% 31%

18%

Human Resources/People & Culture
Marketing/Public Relations

27%

140

Q: Inthe past 12 months, how valuable has the ACE for Wildlife Network been to you and your work?

*Notes a statistically significant difference



N ea rly a '.'. fe lt at le a St Abogt three—quarters (74%) of'respond ents felt Ve’ry or Extremely welcome tq sh.a re their opi.nions with the Network. This
sentiment has remained consistent from last year’s survey (2-percentage point increase). It is clear that Network staff

m Od erate ly we lcom eto and participants work hard to create a comfortable and supportive environment for zoo and aquarium professionals. One
. e _ o . respondent noted, “I find the network very welcoming and helpful in creating an empathy practice at my zoo.” Another

S h are th elr Op Inions Wlth said, “The community has been super welcoming, and I've learned a lot from others in the network.”

the Network.

About three-quarters (74%) said that they feel Perception of being welcome to share opinions with the Network has remained high over

Very/Extremely welcome to share their opinions time (a 2-percentage pointincrease) from last year’s survey result.

with the Network at large.
(n=189)

26% Less than Very Welcome

21%

74%
44% 72% —9 2 The percentage of Very &
— Extremely ratings improved by
2 percentage points this year
from last year’s result.
30% *Welcome to share opinions with the
Network at-large was included on the
surveyin2024 and 2025.
5%
2024 2025
~ N | A

Not at all Slightly ~ Moderately Very Extremely Q: How welcome do you feelto share your own opinions, perspectives, and learning about empathy with the Network at-large? 25




Length of Network
involvement was most
associated with feeling
welcome to participate.

The length of personal involvement in the Network and
participation in empathy-related trainings or presentations
were most strongly associated with perceptions of feeling
welcome to share opinions with the Network at large. Those
with longer involvement felt more welcome to share
opinions (88% Very/Extremely welcome) than those with 1-
2years (73%) or Less than a year (61%) of involvement.

Although Network Partners were slightly more likely to feel
welcome to share opinions than Affiliates, the difference
was much less distinct. This resultis evidence of the work
thathas goneinto creating consistent experiences and
resources for Network participants regardless of their org-
level affiliation including: Adding Network mission and
empathy definition at the top of all events, showcasing new
resources in on-going on-boarding sessions, offering
multiple opportunities for on-boarding, connecting with
individuals on LinkedIn and work conducted by the Steering
committee to understand how participants wish to “belong”
in this shared Network space together.

Continue successful efforts that ensure
everyone feels welcome to participate in
the Network regardless of org affiliation.

88% of those who had been involved in the Network for 3 or more years said they felt Very or
Extremely welcome to share opinions with the Network at-large. Length of personal involvement,
having empathy training, or presenting on empathy were better indicators of feeling welcome to
share opinions with the Network than Partner or Affiliate status.

Lessthan Very Welcome Very Extremely n

Original Partner 40% 38% 68

New Partner 50% 29% 34

Affiliate 45%  24% 87

3 ormoreyears* 37% 51% RS

1-2years 47% 26% 74

Less than ayear 47%  14% 59

Had empathy-training this year* 45% 102
No training 43%  22% 86

Presented about empathy this year* 26% 55% 47
Did not present 50% 22% 142

Q: How welcome do you feelto share your own opinions, perspectives, and learning about empathy with the Network at-large?
*Notes a statistically significant difference



Most read the Newsletter
and participate by reading
Discussion Board posts and
accessing resources.

Fewerrespondents reported participating in the
Network in active ways, like posting/responding to
posts, presenting at learning groups, or attending other
events. Those who were from Partner orgs were more
likely to report participating in these ways than
Affiliates.

Nearly all respondents (93%) said thatthey have
participated in the Network this year by reading the
Newsletter. About three-quarters have read posts on the
Discussion Board (74%) and accessed resources or tools
from the website (70%). Justover half (57%) said they
participated in a learning group, coffee chat, the Summit,
or another Network event.

Discussion Board, and Resource Library
are valuable and well used by
participants. Continue to strengthen
these, and support Partners and Affiliates
in making their own contributions to each.

| Platforms such as the Newsletter,

Network Partners and Affiliates were equally likely to participate in general ways, such as reading
the Newsletter, the Discussion Board, and accessing resources. Partners were more likely to
engage actively, such as attending learning groups, posting on discussion boards, and presenting
at events.

(n=190)

Partner Affiliate

Read the Empathy Matters Newsletter 93%
Read posts on the Discussion Board 74%
Accessed resources or tools fromthe
i 70%
website
Attended a learning group, coffee chat,
. 57% 69% 44%
Summit, or other event*

g
S

Participated in the Discussion Board by
. . 17% 22% 13%
posting or responding to a post
Presented ata learning group
. . A N 14% 20% 7%
discussion, Summit, or other event
Other 11% II 7%
None of these | 2% 1% | 2%

(n=102) (n=88)

Which of the following ways did you participate in the ACE for Wildlife Network in the past 12 months? (Selectall thatapply)
*Notes a statistically significant difference between Partners and Affiliates
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About half said they’d like
toincrease their Network

participation in the year
ahead.

About half of the respondents (49%) said they hoped that
they could increase their Network involvement in the
coming year. Another half (49%) were happy with their
current level of involvement and hoped to maintain it. Just
a few individuals said they would like to decrease their
involvement (2%). As seen in last year’s survey, Affiliates

were more likely to say they were interested in

increasing their involvement in the Network (58%) than

new Partners (47%) or original Partners (38%).

¢

Continue to promote opportunities for
Network involvement considering
specific ways Affiliates and new Partners
can join and contribute.

The majority of respondents said they’d like to maintain their current level of Network involvement
(49%) or increase it (49%). Affiliates and new Partners were more likely than original Partners to
indicate a desire to increase their Network involvement.

(n=190)

Decrease involvement I 2%

Affiliates* New Partners* Original Partners*
(n=88) (n=34) (n=72)
58% 60%
42% 38%
Decrease Staythe Increase Decrease Staythe Increase Decrease Staythe Increase
same same same

Q: Based on yourcurrent level of participation, how would you like to participate in the Network in the next 12 months?
*Notes a statistically significant difference
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How do respondents wish to engage in the
Network this year?

81 respondents commented on how they’d like to increase their involvement in the Network over the next year. 36% said they’d like
to attend more Network events, such as webinars, coffee chats, and learning groups. 16% commented on wanting to apply their
learning to policies, practices, and trainings at their own orgs - including one who said they hoped to create an empathy-
specific role at their org. One said they would like to explore becoming a formalNetwork Partner.

Attend Webinars/Leamning events @

Discussion Board/Newsletter @

Join committee @

Empathy-related projects at org @ Q\

4 N
Access/use resources @ “Lead further development of empathy
practices at my home institution Create a
role at my home institution to give a home

@ to empathy practice and mindset.”

Network and connect

Present about work “Leading and implementing more training

within my institution and championing

Attend Summit @ deeper involvement in the network.”

Become Network partner org @

-

Credit: Joel Miller, Milwaukee County Zoo b Note: Aggregated verbatim comments can be accessed here by the Network program team.
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https://woodlandparkzoo.sharepoint.com/:x:/r/sites/ImpactInnovation/Shared%20Documents/ACE%20for%20Wildlife%20Network/Evaluation/Member%20%26%20Affiliate%20Surveys/2025%20Member%20%26%20Affiliate%20Survey/2025.%20ACE%20Member%20and%20Affiliate%20Survey%20Comments.xlsx?d=w335bcf116a894017801ea83dbbd2b5ad&csf=1&web=1&e=mA7G1T&nav=MTVfe0FDQzI5QUJDLTE4RTUtNEIxOC1CRUZGLTRCQzFDQTQ0NzEyMn0

My organization and | are so thrilled to be a part of
this network; incorporating empathy into our
education program and zoo-wide practicesisin
many ways a shared top priority, and it's so
amazing to have a support structure to help ensure

we do it as best we can. Thank you!
- Survey respondent



Organizational
Investment in
Empathy Practices
and Projects
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I nte rna l commun icati on Interr?al communication abput empa.thy-related practices arPd projects within orgs has remained fairly consistent
over time. This year, 62% said they believed that staff communicated Frequently or Very frequently about empathy

about empathy prOjECtS has practices and projects, a slight decrease from the previous year’s result of 66%.
remained consistent.

Just under two-thirds (62%) said that staff at their Reported frequency of internal org-wide communication about empathy practices and
organizations have communicated Frequently or Very projects has remained stable over time - we saw a slight decrease this year from last
frequently about empathy projects. year’s results (66% to 62% Frequently/Very frequently).
(n=190)
66%
62% K A slight decrease in the
38% Less than Frequently 33% SV‘\. percentage of Frequently &
Very frequently ratings (66% to
62%, respectively).
27%
9%
2%
] 2023 2024 2025
Not Rarely Occasionally Frequently Very Q: Inthe past 12 months, how frequently have staff in your organization communicated internally about empathy -related

at all frequently practices orprojects? 3o



Original Network Partners

Those from original Partner orgs and those with longer personal Network involvement were more

were most like l.y to likely to say that staff at their orgs communicated frequently about empathy-related practices and
communicate about projects.
empathy internally.

Lessthan Frequently Frequently Very Frequently n

Original Partners and those with longer personal
involvement in the Network were most likely to say that

staff at their ?rgs commuplcat(?d about empathy- Original Partner* 24% 31% 45% 57
related practices and projects in the past year (76%
Frequently/Very frequently and 72%, respectively). New

Network Partners and Affiliates were less likely to say their New Partner 30% 18% 33
orgs have communicated about empathy internally in the

past year. It is likely that capacity building from funding
opportunities and longer Network involvement has led to Affiliate 34% 21% 90
increased internal communication within orgs abouttheir

empathy work.

' Consider ways to help Network participants

communicate about empathy-related
practices and projects within their own orgs, 3 or moreyears* 28% 22% 50% 58

especially for new Partners and Affiliates.

Showcasing the ways in which those who do ) )
- 0,
communicate about empathy atthe orgs may 1-2years 44% 36% 21% 73

be one useful strategy (via the Newsletter or

other Network communications). Less than a year 39% 19% 59

Q: Inthe past 12 months, how frequently have staff Partners in your organization communicated internally about empathy-related practices or projects?
*Notes a statistically significant difference 33



Perceived leadership

th e N etwo rk survey (60% vs 64% respectively).

About two-thirds (64%) of respondents said they

supportive of their Network involvement.
(n=185)

Nearly all respondents (88%) in this year’s survey believed their organization’s leadership was at least moderately
. . . . supportive of theirinvolvement in the Network - giving time and resources to participate in Network activities and
Su p pOI‘t In gl\” ng tl me tO events. In the most positive ratings (Very/Extremely supportive), this represented a slight improvement from last year’s

This year, we saw an improvement (4 percentage points) in respondents saying they
believed their leadership was either Very or Extremely believed their leadership was either Very or Extremely supportive of their involvement
in allowing time and resources to participate in the Network.

35% Less than Very supportive

10%

60% A(ii% 2 Anincrease in perceived
(== leadership support of giving
time to the Network (60%vs.
64% Very/Extremely
supportive).
2024 2025

7

1%
I
Not at all Slightly Moderately Very Extremely
supportive supportive

Q: From your perspective, how supportive is your organization's leadership in allowing you time and resources to
participate in the ACE for Wildlife Network? [Not at all, Slightly, Moderately, Very, Extremely]
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Partners perceived their
leadership to be more
supportive of Network
participation than Affiliates.

Those who felt their leadership was most supportive of
Network participation were Partners and those who had
3 or more years of personal Network involvement. Those
who had empathy-related training in the past year were
also more likely to say their leadership was supportive of
Network participation.

Smallsamples within most role designations make direct
comparison challenging, though it may be useful to tailor
resources that ‘make the case for Network participation’
to leadership in different roles or departments (education,
volunteer, administration, animal care, etc.).

'Q Promote resources or messaging that help

‘make the case’ for Network participation
to leadership, especially for Affiliates and
those with less experience in the Network.

Network Partners, those with longer involvement, and those who’ve had training in the past year,
believed their leadership was more supportive of allowing time and resources for participating in

the Network.

Original Partner*
New Partner*
Affiliate

3 ormoreyears
1-2 years
Less than a year

Had empathy training in past year
No training in past year

Development/Fundraising
Marketing/Public Relations

Executive Leadership
Evaluation/Research

Conservation
Education/Learning/Guest Engagement
Volunteer Engagement

Animal Care or Husbandry

Human Resources/People & Culture

Less than Very supportive Very

Extremely n

40% 37% 67
48% 29% 31

33% _17% 87

22% 50% 59

36% _21% 70
39% _19% 56

38% 31% 100

38%  21% 84

38% 50% [

60% 20% 5

50% 25% 12
36% 32% 22
41% | 24% 29
39%  25% 140

36% 18% 28
35% 15% 26
4

Q: From your perspective, how supportive is your organization's leadership in allowing you time and resources to participate in the ACE for Wildlife Network? [Not at all, Slightly, Moderately, Very, Extremely]

*Notes a statistically significant difference
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Perceived investment by

leadership in empathy
practices and projects.

Most respondents (82%) believed their leadership was at least Moderately invested in empathy-related practices and
projects in their orgs. This year’s result remained similar to last year’s survey - 53% Very/Extremely invested compared to
lastyear’s 55%. The slight decrease was not statistically significant.

Most (82%) said they believed their leadership was at
least Moderately invested in empathy practices and

projects. Over half (54%) said they were Very/Extremely

invested.
(n=187)

47% Less than Very supportive

3%

Not at all
invested

15%

Slightly

Moderately

Very

Extremely
invested

In this year’s survey (and last year’s), about half of the respondents felt their
leadership was eitherVery or Extremely invested in empathy-related practices and
projects.

55%

45%

2023 2024

53% K

A slight decrease in perceived
leadership investment (55%
vs. 53% Very/Extremely
supportive).

2025

7

Q: From your perspective, how invested is your organization's leadership in empathy practices and

empathy-related projects? [Not at all, Slightly, Moderately, Very, Extremely]
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Perceived leadership
investment was highest
among those from original
Partner orgs.

Those from original Partner orgs were most likely to give
the most affirmative response (Extremely invested)
when asked to rate their perception of leadership’s
investment in empathy practices and projects. Those
with 3+ years in the Network and those who’ve had
empathy training in the past year were also more likely to
have higher perceived investment ratings. Although small
samples within role categories make generalized
comparisons difficult, it may be useful to note that those
inroles such as animalcare are less likely to report higher
perceived leadership investment than those in other
roles, such as education/learning or conservation.

¢

In considering resources to promote ‘the
case for empathyinvestment’, it may be of
interest to engage the executive leaders in
the Network to understand how they
personally demonstrate empathy
investment to their own orgs. Lessons
learned here may help others gain support
among their own leadership.

Partner orgs were more likely to believe their leadership was Very or Extremely invested in
empathy practices and projects. Those with more time in the Network and who have received
training this year also believed their leadership had higher investment in empathy practices &

projects.

Original Partner*
New Partner*
Affiliate*

3 ormoreyears
1-2 years
Less than a year

Had empathytraining in past year*
No training in past year*

Executive Leadership
Development/Fundraising
Education/Learning/Guest Engagement
Conservation

Human Resources/People & Culture
Evaluation/Research

Volunteer Engagement
Marketing/Public Relations

Animal Care or Husbandry*

Lessthan Very invested Very

25% 41% 68
47%  16% 32
25%  15% 87

31% 32% 59
21%  21% 71
37%  21% 57

28% 33% 101
29% | 15% 85

42%  25% 12

38% 25% 8

24% 31% 140

31%  21% 29

4

32% 18% 22

14% 28% 29
20% 20% 5
(69% |12% 19% 26

Extremely n

Q: From your perspective, how invested is your organization's leadership in empathy practices and empathy-related projects? [Not at all, Slightly, Moderately, Very, Extremely]

*Notes a statistically significant difference
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This has been a shining light in my professional journey.
| cannot imagine my career forward without somehow
staying involved in the ACE Network...I will be a lifetime
supporter, and use the practices no matter where my
career takes me. Thank you, thank you, thank you for all
you do, the network you sustain, and the bridges you

have supported the creation of.
- Survey respondent
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The Resource Library and
Newsletter were the go-to
sources for seeking
Network resources.

When asked about where they most frequently go to find
Network resources, most respondents mentioned the
Resource Library (64%) or the Empathy Matters
Newsletter (61%). Additionalsources were mentioned by
just under half or fewer. Generally, Partners and Affiliates
mentioned sources at similar rates, with Partners more
likely to say they’d ask a colleague attheir own
organization or seek resources through Network
committee meetings.

About two-thirds of respondents said the Resource Library (64%) and the Empathy Matters
Newsletter (61%) were their most frequently used sources when seeking Network Resources.
Partners were more likely to ask colleagues at their own orgs and to use committee meetings than

Affiliates.

ACE for Wildlife Network Resource Library

Empathy Matters Newsletter

ACE for Wildlife Network Discussion Board

ACE for Wildlife Network events or webinars

Ask a colleague at my organization*

Ask another colleague in the Network at another
organization

ACE for Wildlife Network committee meetings*

Other (please describe)

1%

34%

Partner Affiliate

37%

40%

I 10%
as |

13% I 2%
1% 1%
(n=98) (n=86)

33%

Q: Where do you most frequently go to find ACE for Wildlife Network resources? (Selectall thatapply)
*Notes a statistically significant differences between Partners and Affiliates.
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Respondents reported
broad awareness and
overall use of Network
resources.

Nearly all respondents (89%) said they were aware of at
least one Network resource listed on the survey.
Respondents had the highest awareness and use of the
Empathy Training Toolkit (88% and 51%, respectively).
Respondents had the lowest awareness of the Mission
Statement Analysis Report (46%). Generally, resource use
was associated with resource awareness (i.e., higher
levels of awareness were associated with greater use).

IQ Continue to promote resources in various

ways that highlight where and how to
access them, as well as how Network
participants might use them in their daily
work or within their orgs.

Self-reported awareness of Network resources ranged from a low of 46% (Mission Statement
Analysis Report) to a high of 88% for the Empathy Training Toolkit. Overall, just over two-thirds
(68%) of respondents said they have used at least one of the resources listed on the survey.

Empathy Training Toolkit

Network Welcome Guide

Network Directory

Empathy for Wildlife in Z/As (Inspring Action Lit. Review)
Advancing Empathy Grant Program Toolkits
Anthropomorphism and Empathy Report

Network By-laws & Network Expansion Plan
Empathy Adoption Self-Assessment Rubric

Pollinator Action Toolkit

Examining Empathyin Social Media Posts Resource

Anti-Wildlife Trafficking Toolkit

Mission Statement Analysis Report

Aware of m Have accessed M Have used

I 88
L 83%
—— 80%
@ 79%
o 75%
%
- 60%
7%
- 56%
- 56%
__ 54%
I 46%

0% 20% 40% 60% 80%

176

179

176

180

179

180

179

178

181

179

179

177

100%

Q: For each of the following ACE for Wildlife Network resources, select the option that best describes your awareness and use ofthe resource.
[Not aware of this Resource, Aware of but haven’taccessed, Accessed but haven’t used, Used this resource]



Network Partners had
higher awareness and
reported use of resources
than Affiliates.

Network Partners tended to have higher overall awareness and reported use of Network resources than Affiliates.
Those where statistically significant differences in awareness or use occurred included: AE Grant Toolkits, Pollinator Action
Toolkit, Network By-Laws and Expansion Plan, Empathy Adoption Self-Assessment Rubric, Anti-Wildlife Trafficking Toolkit,
and Mission Statement Analysis report. When promoting Network resources, continue to consider spaces where
Partners and Affiliates are likely to seek and receive information.

Respondent was Aware of Resource Respondent Used Resource

Affiliate Partner Affiliate Partner

Empathy Training Toolkit . . . .
Network Directory . . . .
Network Welcome Guide (‘ ‘.

Advancing Empathy Grant Program Toolkits* . . . ‘
Empathy for Wildlife in Z/As: Inspring Action Lit. Review .) .’
Pollinator Action Too kit* . . ‘.
Anthropomorphism and Empathy report .) . .

Network By-laws & Network Expansion Plan*

Anti-Wildlife Trafficking Toolkit* %

® O

Empathy Adoption Self-Assessment Rubric* . .
@

o0

Examining Empathy in Social Media Posts resource

Mission Statement Analysis report* . . ..

0% 20% 40% 60% 80% 100% 0% 20% 40% 60% 80% 100%

Q: For each of the following ACE for Wildlife Network resources, select the option that best describes your awareness and use ofthe resource.
*Notes a statistically significant differences between Partners and Affiliates 42



Empathy Training Toolkit
and Welcome Guide have
seen growth in awareness

and use.

Aware of
resource

Used
resource

73%

27%

2023

87%

4%

2024

Awareness and use of the
Empathy Training Toolkit
increased each year.

88%

51%

2025

We have consistently asked about awareness and use of three Network resources across each previous survey
(2023-2025) and included the Network Directory on the 2024-2025 surveys. Since 2023, there has been a
substantial increase in both awareness and use of the Empathy Training Toolkit and the Network Welcome
Guide. Awareness of the Network Directory remained consistent, but use of the resource improved. There
was a slight decrease in awareness and use of the Pollinator Action Toolkit compared with last year’s survey
result, but it remains slightly higher than the initial 2023 result.

Awareness and use of the
Network Welcome Guide

increased each year.

48%

2023

78%

20%

2024

83%

33%

2025

Awareness and use of the
Pollinator Action Toolkit
decreased slightly thisyear.

Use of the Network Directory
increased each year.

83%

80%
63%
56%
51%
LY
2023 2024 2025 2023 2024 2025

Awareness of and use of resources that have been asked about consistently on the survey (2023, 2024, and 2025)
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How useful were resources
to those who said they’ve
used them in their work?

Most resources listed were rated highly by
respondents in terms of their perceived usefulness.
95% of respondents who used the Grant Program
Toolkits said they were Very or Extremely useful. Other
highly usefulresources included the Anthropomorphism
& Empathy report (90%), Empathy Training Toolkit (90%),
and Anti-Wildlife Trafficking Toolkit (89%). Resources
with lower ratings by comparison included those that
were more policy-oriented like the Empathy Adoption
Self-Assessment Rubric (66%), Network By-Laws &
Expansion Plan documents (54%), Network Directory
(49%), and Mission Statement Analysis report (44%).

|Q It could be worth exploring what makes

resources like the Network Directory
particularly useful, or less useful to
participants, and what, if anything, we could
do to improve awareness, application, and
ease of use of this resource. It may also be
worth reviewing the list of ‘resources’ asked
about in the survey to include usefulness
ratings only for those intended for deeper
application, rather than policy or reference.

Most respondents found the resources we asked about highly useful. The Grant Program Toolkits,
Anthropomorphism & Empathy report, and Empathy Training Toolkit were rated highest by survey

respondents.

Advancing Empathy Grant Program Toolkits
Anthropomorphism and Empathy report
Empathy Training Toolkit

Anti-Wildlife Trafficking Toolkit

Network Welcome Guide

Examining Empathy in Social Media Posts resource
Pollinator Action Toolkit

Empathyin Conservation Literature Review
Empathy Adoption Self-Assessment Rubric
Network By-Laws & Expansion Plan
Network Directory

Mission Statement Analysis report

Less than Very Useful  Very Extremely n
5% I 59% 36% 39
10% l 46% 44% 89

o DT

.

:

:

35% 45% 51

45% 21% 42

.
.
;

Q: How useful was the [RESOURCE NAME] to you?

44



Network Partners and
Affiliates generally felt
similarly about resource
usefulness.

There were no statistically significant differences
between Partners and Affiliates in how useful they

found Network resources. While Partners and Affiliates

appeared to differ in their ratings of the Examining
Empathy in Social Media Posts resource, the small

sample sizes (14 Partners and 8 Affiliates) mean those

descriptive differences should be interpreted with
caution.

been useful to Partners and Affiliates alike.

|Q Resources produced by the Network have

Continue to engage committees and the

Network at-large in seeking topics for future

resources that willbe useful to them and
their organizations.

Partners and Affiliates who used resources generally provided similar ratings for perceived
usefulness. However, Affiliates were less likely to report higher ratings for the Examining Empathy
in Social Media posts resource, the Network Welcome Guide, and the Network Directory.

Advancing Empathy Grant Program Toolkits
Examining Empathy in Social Media Posts Resource
Network Welcome Guide

Anthropomorphism and Empathy Report
Anti-Wildlife Trafficking Toolkit

Empathy Training Toolkit

Pollinator Action Toolkit

Empathy for Wildlife in Z/As - Inspring Con Action Lit Review
Empathy Adoption Self-Assessment Rubric

Network Directory

Network By-laws & Network Expansion Plan

Mission Statement Analysis Report

Partner Affiliate

20% 40% 60% 80% 100%

Q: How useful was the [RESOURCE NAME] to you? 45



Ratings of usefulness for
select resources have
improved year over year.

90% of those who used the

said
itwas Very/Extremely useful.
% Very/Extremely Useful

2023 2024 2025
n=87

We saw improvements in usefulness for three of the four resources we have consistently asked aboutin
previous surveys. Nearly everyone who used the Empathy Training Toolkit this year (90%) said it was either Very

or Extremely useful. Most who used the Network Welcome Guide (84%) and Pollinator Action Toolkit (81%) said

84% of those who used the

said
it was Very/Extremely useful.
% Very/Extremely Useful

2023 2024 2025
n=55

49% of those who used the
said it was
Very/Extremely useful.

% Very/Extremely Useful

//9

Giventhe small,
fluctuating sample
size from year to
year, this difference
is not significant.

2023 2024 2025
n=24 n=51

itwas Very/Extremely useful. There was a decline in the Network Directory's usefulness, but given the small
samplein 2024’s survey, this difference is not significant and unlikely to be a cause for concern.

81% of those who used the
said it
was Very or Extremely useful.

% Very/Extremely Useful

2023 2024 2025
n=16

Usefulness of resources which were asked consistently on each of the previous surveys (2023, 2024, and 2025)
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Freq uen Cy Of us i ng Each year, we have asked respondents to note the frequency at which they believe they use empathy practices in their
daily work. The proportion of those who say they Frequently or Very frequently use empathy practices in their work

em pathy p Fa Cti ces in da i ly has increased each year since 2023, with a noteworthy 9 percentage pointincrease this year (78% to 87%, respectively).
work has increased year
overyear.
Most respondents (87%) reported that they use empathy Self-reported use of empathy practices in daily work has increased steadily over time.
practices in their work either Frequently or Very We saw a notable 9-percentage-point increase this year compared to lastyear’s survey
Frequently. Only 14% reported using practices less results (78% to 87%).
frequently (all of these were Network Affiliates).
(n=187) ( )

[\

87% A noteworthy increase in the

78% percentage of Frequently &
74% Very Frequently ratings (9-
percentage point increase

from last year’s survey).

14% Less than Frequently

1% > 2023 2024 2025
e N
Not Rarely Occasionally Frequently Very Q: Inthe past 12 months, how often did you use empathy practices in your work?
at all frequently
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Those who had training this
year were more likely to say
they used empathy
practices in their work.

Original Partners and those with longer Network
involvement were more likely to say they use empathy
practices frequently in their daily work. However, the
degree to which respondents reported participatingin
empathy-related training (or presenting about their
org’s empathy work at professional gatherings) may be
one of the best indicators of frequent use of empathy
practices. 62% of those who had empathy-related
training in the pastyear said they ‘Very frequently’ used
empathy practices in their work, compared to 36% of
those who did not have training in the past year.

IQ More opportunities to participate in

empathy-related training are likely to
result in higher use of practices across
orgs and roles.

Respondents from original Partner orgs and those with longer Network involvement were
significantly more likely to say they use empathy practices in their work Very frequently. Those
who had participated in trainings this year were also highly likely to say they used empathy
practices in their work with high frequency.

Lessthan Frequently Frequently VeryFrequently n

Original Partner* a | 31% 65% 68
New Partner 38% 44% 32
Affiliate 40% 43% 87

3 ormoreyears 31% 59% 59

1-2 years 35% 51% 71
Less than ayear 44% 42% 57

Had empathytraining in past year* 31% 62% 101
No training in past year 44% 36% 85

Presented on empathy in pastyear* 20% 74% 46
42% 43% 141

Q: Inthe past 12 months, how frequently have staff Partners in your organization communicated internally about empathy-related practices or projects?
*Notes a statistically significant difference

Did not presentin past year
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Each empathy practice was
used intentionally by over
half of respondents.

Respondents noted which practices they have used
intentionally in the past 12 months. Each practice was
selected by more than half of respondents. Practices
used by nearly all respondents (>90%) included Drawing
attention to animal choice/agency, Sharing messages
about animal care/well-being, Highlighting
personalities/individuals/names, and Modeling
empathic attitudes towards animals.

Mostrespondents (77%) reported Using critical
anthropomorphism and Highlighting connection between
guest behavior and animal comfort/safety. Relatively,
fewer reported Encouraging perspective-taking through
mimicry, storytelling, etc. (64%) and Providing
opportunities for guests to interact with or take caring
actions towards animals (57%).

Only 3 reported not using any of the listed practices; one
said they do not use the practices butevaluate them.
Another mentioned they were just getting to know the
practices (i.e., too soon to use them intentionally), and
the other noted thatthey didn’t feel they used practices,
but thatthey informed the design of their exhibit.

Respondents reported using most of the listed empathy practices intentionally in their daily work
this year. Drawing attention to animal choice/agency, sharing how orgs care for animals and their
well-being, and highlighting personalities, names, etc., were among the highest used practices.

(n=184)
Draw attention to how animals make choices and have agency. @
Share how your organization cares for animals and their wellbeing. @
Highlight traits of personality, as individuals, using names, etc. @
Model empathic attitudes and behaviors towards animals.
Share actions people can take to help animals in the wild.

Highlight similarities/differences between people and animals.

Inform about animal needs through natural history info.

Challenge misperceptions or negative attitudes about animals.

Use critical anthropomorphism. @

Highlight connection between guest behavior and comfort or safety.
Encourage perspective-taking through mimicry, storytelling, etc.

Provide opps for guests to interact/practice caring actions. @

0% 100%

Q: Inthe past 12 months, which of the following empathy practices have you intentionally used or applied to you work? (Selectall that apply)
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Partners and Affiliates used
empathy-related practices
at similar rates.

This year, Partners and Affiliates selected empathy-
related practices they used intentionally in their work at
similar rates. This could be an indicator that practice use
is becoming more widespread, ‘the norm’, for
organizations that are involved in the Network, regardless
of their affiliation. Additionally, there were no significant
differences in reported practice use among original
Partners, new Partners, and Affiliates.

Empathy practice use amongrespondents is
v high regardless of Network affiliation. We

may continue to think about ways to promote
and support orgs in using practices that were
reported relatively lower in frequency, such as
Using critical anthropomorphism, Highlighting
connections, Using mimicry/storytelling, and
Providing opportunities for guests to interact
with animals/practice caring actions.

This year, Network Partners and Affiliates selected empathy practices theyintentionally used at
similar rates. Differences were slight except for Sharing how your org cares for animals/wellbeing,

which was selected by 98% of Partners vs. 84% of Affiliates.

Draw attention to how animals make choices and have agency.
Share how your organization cares for animals and their wellbeing.*
Highlight traits of personality, as individuals, using names, etc.
Model empathic attitudes and behaviors towards animals.

Share actions people can take to help animals in the wild.
Highlight similarities/differences between people and animals.
Inform about animal needs through natural history info.

Challenge misperceptions or negative attitudes about animals.

Use critical anthropomorphism.

Highlight connection between guest behavior and comfort or safety.

Encourage perspective-taking through mimicry, storytelling, etc.

Provide opps for guests to interact/practice caring actions.

L
((

Affiliate Partner
(n=85) (n=99)

o0
©
o0
@
o
 (
@)
@
L

100%

Q: Inthe past 12 months, which of the following empathy practices have you intentionally used or applied to you work? (Selectall thatapply)
*Notes a statistically significant difference
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Those in guest-facing roles
use empathy practices
more often than those in
non-guest-facing roles.

Share how your organization cares foranimals and their wellbeing.
Draw attention to how animals make choices and have agency.
Highlighttraits of personality, as individuals, using names, etc.

Model empathic attitudes and behaviors towards animals.

Share actions people can take to help animals in the wild.

Highlight similarities/differences between people and animals.

Challenge misperceptions or negative attitudes about animals.
Inform about animal needs through natural history info.

Use critical anthropomorphism.

Highlight connection between guest behaviorand comfort or safety.

Encourage perspective-taking through mimicry, storytelling, etc.

Provide opps for guests to interact/practice caring actions.

Each empathy-related practice was compared by role (practice use among those who selected a role vs. those who did
not). Statistically significant differences are highlighted in the chart below - blue indicates a role that selected
practices more often than the total number of respondents who weren’t in that role, and orange indicates a role that
selected practices less often than the total number of respondents who were not in that role. Mostroles selected
practices at similar rates, with traditionally more guest-facing roles selecting empathy practices at higher rates. Samples
within most role categories are small, so results are provided for reference but should be interpreted with caution.

Overall
n=184

91%

8

85%

83%

83%

77%

77%

64%

II o © ©
A EHEE
S K K G

57%

Education
n=140

92%

92%

91%

91%

94%

88%

86%

86%

78%

82%

69%

6

4%

Conservation Volunteers

n=29

97%

97%

90%

97%

97%

90%

86%

93%

83%

76%

66%

69%

n=29

86%

86%

90%

97%

93%

90%

83%

93%

76%

86%

76%

72%

Animal Care
n=25

96%

96%

92%

96%

80%

88%

84%

80%

76%

88%

56%

72%

Evaluation
n=21

71%

86%

71%

76%
67%
71%
62%
57%

48%

Executive
n=12

92%

100%

92%

83%

100%

83%

83%

83%

83%

75%

58%

42%

Development Marketing

n=8
100%
88%
88%
88%
63%

I i

50%
63%
63%

38%

n=5

80%

80%

80%

80%

80%

80%

80%

80%

60%

40%

40%

Human Res.
n=4

100%

75%

75%

50%

25%

Q: Inthe past 12 months, which of the following empathy practices have you intentionally used or applied to your work?
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. e 0 . o
M OSt be '.l eved th at em pathy Nearly two-thirds (61%) of respondents felt that empathy practices were Extremely relevant to their daily roles.

. Another quarter (25%) said they were Very relevant, and justa handful (13%) said the practices were Slightly or
p ractices were I'E|.eva ntto Moderately relevant. Compared to last year’s survey results, we saw a slight improvement in this sentiment among

o . survey respondents — 81% Very/Extremely relevantto daily work role vs. 86% Very/Extremely relevantto daily work role.
their daily roles.
Most (86%) said they believed that empathy practices We saw aslightimprovement in the overall perception that empathy practices were
were either Very or Extremely relevant to their daily roles. eitherVery or Extremely relevant to respondents’ daily roles (81% vs. 86%).
(n=187)

86% 2 Asslightincrease in perceived
81% —9 relevance of empathy
o practices in daily role (81% vs
86% Very/Extremely relevant).

13% Less than Very relevant

Not at all Slightly Moderately Very Extremely
relevant relevant

2024 2025

Q: How relevant are empathy-practices to your daily work role? [Not at all, Slightly, Moderately, Very, Extremely] 53



Empathy practices were
relevant to the daily roles of
most survey respondents.

Unlike many of the survey's comparative results, Network
affiliation (Partner/Affiliate) and length of involvement had
little bearing on the degree to which respondents felt that
empathy practices were relevantto their daily roles. Those
in Education and Animal Careroles were statistically
more likely to give higher relevance ratings than those
who were notin those roles. Conversely, those in
Evaluation and Developmentroles were statistically less
likely to provide higher relevance ratings compared to
those who were notin those roles. This relative
consistency across comparison groups suggests that
the Network is making strong progress in helping people
understand the relevance of empathy practices across
organizations and roles.

and provide resources that help people
understand their connection to them, even
in roles that are less visitor-facing.

'0 Continue to promote empathy practices

Respondents felt empathy practices were relevant to their daily work roles, regardless of

affiliation or length of involvement in the Network. Those who had training this year were more

likely to report higher perceptions of relevance, as were those in Education and Animal Care roles.

Original Partner

Lessthan Very relevant Very Extremely
21% 65%
28% 59%

New Partner
Affiliate

3 ormoreyears
1-2 years
Less than a year

Had empathytraining in past year
No training in past year

Executive Leadership
Education/Learning/Guest Engagement*
Conservation

Animal Care or Husbandry*

Volunteer Engagement
Evaluation/Research*

Marketing/Public Relations

Human Resources/People & Culture
Development/Fundraising*

Q: How relevant are empathy-practices to your daily work role? [Not at all, Slightly, Moderately, Very, Extremely]
*Notes a statistically significant difference

28% 59%
[ 14%  25% 61%

21% 62%

11%  30% 60%

25% 66%

26% 54%

42% 58%
8 | 25% 69%

7% 31% 62%
8% | 50% 42%
10% 14% 76%

13%  25%

n

101

85

12



Exciting ways Network
participants have used
empathy practices this
year.

-

Empathy practices in new exhibits, interpretive
graphics, and programs.

“In our new World of Darkness exhibit at the Bronx
Z00, we used empathy framing for our graphics for the
common vampire bat. When interpreting animals that
are more likelyto inspire fear and disgust, we make an
effort to interpret them in ways that combat, rather
than play into, those feelings.”

“I rewrote the graphic panelsin our small animal
building from the animal's perspective and then
asked the guests how theywould accomplish the
same behavior or what tool they would use to mimic
the adaptation.”

“We just opened a new building to house our animal
ambassadors in full view of the public and most of the
signage addresses the individual animals by name,
includes pictures to identify that animal, and
discusses that animal's personal story and link to
conservation action. We're also trying to update our
presentation methods to allow the animals more
choice and control when doing encounters.”

~N

Respondents were asked if they had any unique or interesting ways they used empathy practices in their work this year.

57 respondents discussed ways they have used empathy practices in new interpretive signage/exhibits, in programs

designed to engage diverse communities and/or to foster empathy for a variety of animals and plants, and in staff
development.

Using empathy practices to reach new audiences and communities.

“Connecting with nonverbal seniors and seniors in severe cognitive decline has improved. Providing touch opportunities and
making connections with the animals and as a person has shown a response and a perceived positive change in behavior
from short term of minutes to long term end of the program.”

“This year, we created a Beloved Animal Ofrenda for Dia de los Muertos, offering opportunities for guests to learn about and
engage with Latine culture while cultivating dee per empathy for all living creatures.”

Using empathy practices in staff development and reflection.

“Staff and volunteers are encouraged to engage in reflective practice to deepen their understanding of how empathy shapes
their facilitation. This includes exploring how they apply empathetic approaches in their interactions, identifying personal
strengths and recognizing areas for continued growth. Reflections foster a culture of intentionality, emotional intelligence,
and continuous improvement in empathetic delivery.”

“We use empathy techniques to help leaders in the community explore unconscious biases and mindfulness tools.”

“Used empathy practices when helping staff through a new HRIS system, when working out a housing issue and when having
difficult conversations about performance.”

“Creating a culture here for empathytowards co-workers. Large group discussions on emotional intelligence and leadership
traits and how we handle situations.

Q: Are there any unique, interesting, or exciting ways you’ve used empathy practices in your work this year?
Note: Aggregated verbatim comments can be accessed here by the Network program team.

55


https://woodlandparkzoo.sharepoint.com/:x:/r/sites/ImpactInnovation/Shared%20Documents/ACE%20for%20Wildlife%20Network/Evaluation/Member%20%26%20Affiliate%20Surveys/2025%20Member%20%26%20Affiliate%20Survey/2025.%20ACE%20Member%20and%20Affiliate%20Survey%20Comments.xlsx?d=w335bcf116a894017801ea83dbbd2b5ad&csf=1&web=1&e=gU3rEF&nav=MTVfe0Q2MEZFNkM1LTQzNUQtNDMzOS04MEZFLTIxNDFBNkEwNzRCMX0

One of the most valuable ways you've
helped my facility is by providing a forum for
connecting with other zoos about empathy
topics, sharing resources, and fostering

discussion.
- Survey respondent



Final Comments,
Gratitude, and
Personal Impact
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Credit: Haley Munson, Utha's Hogle Zoo

Additional Food for Thought

Respondents were asked to provide any other comments about their Network experience, which is often a space where they take
time to offer additional positive comments or constructive feedback. It was notable this year that none of the 36 comments
provided included a negative sentiment or challenges; a couple posed questions or comments about specificissues that were
top of mind for them.

One respondent was curious about how the Network can position and differentiate itself in the landscape of other
similarly missioned groups and research initiatives in the field at-large. They wrote, “l am gratefulfor the ACE for Wildlife
Network and resources! One challenge | find in mywork is knowing which of the various strategic communications resources
out there is the bestfitfor agiven project at my institution.How does ACE differ from or align with other conservation
communication communities and tools that AZA Partners use, such as the National Network for Ocean and Climate Change
Interpretation (NNOCCI), National Association for Interpretation (NAl), and behavior change research models such as
Community Based Social Marketing (CBSM), the Transtheoretical Model of Behavior Change (TTM) or the NERO research for
conservation action visitors to zoos want to hear about (actions that are Novel to them, Easy to do, have Response efficacy,
and are Onsite)? Are we reinventing the wheel? Are we continually re-packaging and re-branding social science research
for informal learning environments? Or is there aunique purpose and place for each group and approach? Genuine
question that | wish | had more time to noodle on might make for a great paper or discussion topic!"

One respondent wanted to share that although their org is not AZA accredited, the ability to compete for small grants, if
ever possible, would greatly improve their ability to implement empathy practices into their work saying,“My institution is
accredited by AAM butis not an AZA institution so we aren't eligible to become a network Partner.As a small to midsize
organization, being eligible for even small grants (less than $1000) from the network would make a huge differencein our
ability to implement empathy best practices thatwe learn from participating in the network.”
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Warm Words of Gratitude and Impact

Most of the final comments included warm words of gratitude. Some of the most heartwarming of these have already been shared

atthe beginning of each section throughout this report.

“It has been great to see the research behind practices
I've implemented for years, as well as the support from
other organizations to find ways to make all of these
practices more common or standard across the
industry.”

“You've been a fantastic resource and being new to the
Conservation and zoo spaces, your work has been very
helpful!”

“Thankyou for all of the support both through
answering questions and providing relevant,
professional resources!”

“l have enjoyed learning more about the ACE Network
and the resources available and look forward to learning
more in the future!”

~N

Note: Aggregated verbatim comments can be accessed here by the Network program team.

“I really enjoyed going to the summit and meeting folks
and talking about empathy...”

“l appreciate being a part of this network personally and
organizationally. “

“Itultimately has been a positive resource to refer to
when creating programs and improving my programs
and presentations.”

“l have really enjoyed the newsletters and learning
about upcoming events.”

“So grateful for this resource and I'm excited to be able
to dig in more!”

~N

o TR0

Credit: Katie Gibia
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For me, this is a life-giving space and alters the historic way | see
the purpose and function not only of zoos and aquariums, but our
ability and responsibility to coexist with wildlife in community
together. This collective challenges the social norms of power
dynamics and priorities, and brings people from diverse
backgrounds together for collaboration through the threads of
empathy in practice. Very grateful to have connected and be a part
of this caring and compassionate family of learners and leaders.

- Survey respondent
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Analysis Notes and Reference Links

When interpreting statistical results, itis important to consider both statisticaland practical significance,
as well as the limitations and assumptions of the statistical methods used. Itis importantto note that
statistical significance does not necessarily imply practical significance orimportance. A result may be
significant, but the strength of association or effect size may be small. Itis also possible for a result to be
above the significance threshold yet still have important practical implications.

In this survey’s results analysis, nonparametric analysis (Chi-Square tests for independence) was used to
examine significant differences between variable groups. This test was chosen because all variables compared
were categorical; either ordinal ornominalin scale, and in most cases, sample sizes within groups were small.
When analyzing the data, a significance threshold of p < 0.05 was used. This means that a result was considered
statistically significant if the probability of observing that result due to chance alone was less than 5%.
Significant differences are noted within the report alongside visualized data, where appropriate.

The open-ended comments from respondents in this survey were analyzed using a general inductive approach.
This involved reviewing the responses and identifying patterns and themes that emerged from the data, rather
than imposing a pre-determined coding scheme unless otherwise noted within the report.

Results in this report are rounded to the nearest whole number percent. Decimals that are equal to or greater
than 0.5 are rounded up, and those that are less than 0.5 are rounded down. This can contribute to slight
discrepancies, with totals falling just above or below 100%. These differences are small and do not significantly
affect the survey results. In other questions, arespondent could have selected more than one response (select-
all-that-apply). In these cases, totals will often exceed 100%.

Ve

Reference Links

The following links are provided for additional
reference and are hosted within Woodland Park
Zoo’s internal SharePoint environment. Files may
be accessed by WPZ staff. Questions or requests
for additionalresources may be sentto WPZ'’s
Evaluation & Impactteam.

-

v=| Survey Questions PDF (Network staff access)

-

r. Anonymized verbatim comments from open-
ended questions (Network Staff Access)

62


mailto:mary.jackson@zoo.org
https://woodlandparkzoo.sharepoint.com/:b:/s/ImpactInnovation/ERi_w4jPZaREvc3flK53d78B0UiXsNdzZHRg3-GsPGT6ug?e=6PpQ5X
https://woodlandparkzoo.sharepoint.com/:b:/s/ImpactInnovation/EXVlnJLrxsZNiEy015iKSiYB5p8slvAxzL3O64mGQX0lMw?e=tAMRYV
https://woodlandparkzoo.sharepoint.com/:x:/r/sites/ImpactInnovation/Shared%20Documents/ACE%20for%20Wildlife%20Network/Evaluation/Member%20%26%20Affiliate%20Surveys/2024%20Member%20%26%20Affiliate%20Survey/2024.%20ACE%20Member%20and%20Affiliate%20Survey%20Comments.xlsx?d=wa92e8ed03ebe4805a74388898346c23c&csf=1&web=1&e=xjJh5p
https://woodlandparkzoo.sharepoint.com/:x:/r/sites/ImpactInnovation/Shared%20Documents/ACE%20for%20Wildlife%20Network/Evaluation/Member%20%26%20Affiliate%20Surveys/2024%20Member%20%26%20Affiliate%20Survey/2024.%20ACE%20Member%20and%20Affiliate%20Survey%20Comments.xlsx?d=wa92e8ed03ebe4805a74388898346c23c&csf=1&web=1&e=xjJh5p
https://woodlandparkzoo.sharepoint.com/:x:/s/ImpactInnovation/ERHPWzOJahdAgB6oPbvSta0Bb4cPUPzGKiqac32u-j5oFQ?e=MeMFtZ
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