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Phoenix Zoo  
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BACKGROUND 
Since its opening in 1962, the Phoenix 

Zoo has grown to become a treasured 

attraction in Arizona, second only to the 

Grand Canyon. Home to over 3,000 

animals representing nearly 400 distinct 

species, it’s the largest privately-owned 

nonprofit zoo in the United States.  

 

Balancing conservation efforts with educational exhibits, the Phoenix Zoo offers 

something for everyone. Four main trails lead visitors through geographically 

themed areas that feature dozens of animals and a variety of interactive 

experiences. With so much to explore, becoming a member of the Phoenix Zoo is 

one of the best ways to enjoy it and support its conservation initiatives.  
 

 

With Arizona’s summer temperatures averaging over 100 degrees, the cooler fall 

and spring seasons are the most popular times of the year for people to visit and 

become members of the Phoenix Zoo. So when it came time to think about its 

upcoming holiday membership drive, the Phoenix Zoo looked to The Lukens 

https://www.phoenixzoo.org/
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Company (TLC) to help craft a campaign that would maximize response during the 

critical winter months.  

 

Digging into our deep membership program experience, our TLC team pulled 

together an incredibly successful multichannel membership acquisition campaign 

that increased membership and delivered more smiles to the Phoenix Zoo.  

 

CHALLENGES 

As our TLC team began to review the Phoenix Zoo’s membership program, we 

identified two main challenges: standing out in the crowded holiday and year-end 

season and avoiding audience fatigue. 

 

To overcome the first challenge, we focused on positioning the Phoenix Zoo’s 

location as an ideal holiday destination and its membership offerings as the perfect 

gift for friends and family of all ages. 

 

The second challenge required TLC’s audience 

segmentation expertise. The Phoenix Zoo’s recent Fall 

Membership Campaign was a remarkable success, and the 

upcoming Holiday Membership Campaign would be 

targeting overlapping audiences. It was vital to strike a 

balance between retargeting the same audience with 

fresh creative, new incentives, and frequent suppression 

of responses to maximize the budget. 

 

 

 

 

 

 

 

 

 

OBJECTIVE 
To balance the spring and fall membership drives, TLC put a 

rejuvenated focus on the Phoenix Zoo’s upcoming Holiday 

Membership Campaign with the goal of acquiring new members, 

renewing lapsed members, and encouraging gift memberships.  
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TLC SOLUTIONS 

We knew right away that an extremely targeted and eye-catching multichannel 

campaign was needed to boost the upcoming Holiday Membership Campaign. 

Working in tandem with the Phoenix Zoo, our team created a solution that included 

direct mail, email marketing, and digital advertising.  

 

But first, we developed a highly targeted audience. We began by diving into the 

Phoenix Zoo’s database to unearth Arizona-based lapsed members, prior gift 

membership purchasers, and prospects from several internal list sources, all of 

whom were primed for direct mail and email campaigns. We then took a deeper 

dive and conducted audience research to create universes of quality prospects 

within the greater Phoenix area to serve digital advertisements. 

 

Meanwhile, our creative team was busy designing compelling imagery, writing 

engaging copy, and pulling all the pieces together to create memorable mail, email, 

and digital advertisements.  

 

 

DIRECT MAIL 

Being that direct mail is a tried-and-true and remarkably reliable membership 

driver, we began the multichannel holiday membership drive with a two-drop direct 

mail campaign scheduled two weeks apart in November. Over 37,000 pieces of mail 

When it came to a theme for the Holiday 

Membership Campaign, we selected the 

Phoenix Zoo’s annual ZooLights event, 

one of the most beloved holiday 

traditions in the greater Phoenix area. 

The extremely popular ZooLights event 

is visually spectacular, featuring 

beautiful light displays, epic music, and 

interactive activities—a perfect 

combination to highlight throughout a 

multichannel direct response campaign. 
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were sent out to a combination of current members and prior gift membership 

purchasers in Arizona. 

 

The campaign tested a cost-effective two-color carrier 

against a four-color outer envelope featuring a bright green 

illuminated alligator. Inside, recipients found more 

captivating ZooLights 

imagery alongside a 

chart detailing 

membership benefits. It 

also included a letter 

conveying the excitement of gifting a 

membership with an added incentive: those who 

purchased a membership would receive two free 

ZooLights tickets.  

 

EMAIL CAMPAIGN 
As the direct mail campaign swung into gear, a six-part email campaign deployed 

between late November and mid-December. Each email coordinated with the direct 

mail campaign, featured vivid ZooLights images, and promoted two free ZooLights 

tickets with a membership purchase.  
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In total, we sent emails to over 170,000 unique Arizonian email addresses that were 

compiled from the same universe that we utilized for the direct mail campaign. In 

addition, TLC added unique ticket buyers and subscribers of the Phoenix Zoo’s 

Znews email newsletter to this group.  

 

The first four emails were sent during Cyber 

Week and had a membership join deadline 

that matched the urgency of this crucial 

time. The second set of emails were sent 

throughout the first two weeks of December and included a mid-December 

membership join deadline.  

 

DIGITAL ADVERTISING 
Rounding out the multichannel membership drive was an integrated digital 

advertising campaign that ran through Cyber Week.  

 

TLC paired a lightbox hosted on the Phoenix 

Zoo’s website with paid advertising on Facebook 

and Instagram. Ad creative aligned with both the 

direct mail campaign and email campaign by 

highlighting ZooLights as well as the Phoenix 

Zoo’s most popular animals. But instead of 

advertising two free ZooLights tickets with a 

membership purchase, the digital ads promoted a $10 discounted membership 

offer.  

 

The ads on Facebook and Instagram 

were served to three primary 

segments in the greater Phoenix 

area: a remarketing audience, 

custom audience of lapsed 

members and ticket buyers, and 

lookalike audience based on 

demographics and interests. 
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RESULTS 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

All facets of the multichannel direct response  

campaign worked together to produce the highest revenue-generating holiday drive 

in the Phoenix Zoo’s history. In fact, this campaign surpassed every single 

projection: the average gift was 17% higher, membership purchases were 48% 

higher, gross revenue was 72% higher, and the total ROI was a whopping 87% 

higher. Additionally, the direct mail test results showed that the more cost-effective 

two-color carrier produced a greater ROI without impacting overall response. 

 

 

 

 

 

 

 

 

TLC was thrilled to deliver such exceptional results for the Phoenix Zoo’s Holiday 

Membership Campaign, and we’re proud to continue to partner with such a 

fantastic (and fun!) organization.  

▲ 87% 

ROI 

▲ 17% 

Average Gift 
▲ 48% 

Members 

▲ 72% 

Revenue 

The Phoenix Zoo’s Holiday 

Membership Campaign was 

an incredible success. 
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info@thelukenscompany.com 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

Are you ready to grow your membership,  

raise more funds, and increase your impact?  
 

Whether you’re refreshing your membership program, ramping up fundraising,  

or generating support for a new exhibit, we can provide you with  

dynamic strategies that champion your cause. 

Get in touch with our team of experts to begin crafting data-driven, creative,  

and cost-effective communications that are finely tuned to your audience.  
 

http://www.thelukenscompany.com/
mailto:info@thelukenscompany.com
https://www.instagram.com/thelukenscompany/
https://twitter.com/TheLukensCo
https://www.facebook.com/thelukenscompany
https://www.linkedin.com/company/the-lukens-company/
https://www.youtube.com/channel/UCiVAb1_qqDRAUwWXhoZlxqw

