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Gap 4 -
Communication

We only noticed one sign advertising 
membership program at the park

No attempt to sell memberships at the 
entrance when you buy a normal ticket

No awareness of student membership 
$30 discount

Membership is a donation to 
conservation, not just an experience



Opportunities for Improvement

Middle of Funnel
Consideration

Top of Funnel
Awareness

Bottom of Funnel
Purchase

In-person: contact employees (intentionally) do not 
attempt to promote memberships at point of sale

Online: minimal attempt to convert ticket-buyers to 
members post-purchase (confirmation page + email)

Lack of physical evidence of membership value 
proposition in park

Applying ticket purchase to membership purchase: 
it’s too difficult! Major barrier to conversion



Awareness: Reworking entrance dialogue

Overview
u The front gate is the only guaranteed touchpoint with customer
u Membership should be brought up without increasing processing 

time to get ticket
Implementation
u Mention membership once during the existing service dialogue 

and provide a flyer with the ticket.
u Most feasible in informing nonmembers of the membership 

program since every nonmember should receive a flyer. 

Middle

Top

Bottom







Consideration: More 
comprehensive 
membership signs
u Zoo experience already involves a 

captive audience, guests are looking 
around while enjoying quality time with 
their family

u Capitalize on this engagement with 
more membership information

u Experiencing value of the zoo while 
reading about benefits

u Emphasize applying admission 
towards membership

u Language that focuses on creating a 
social bond

Top 

Bottom

Middle



Capitalize on 
the benefits 
and increase 

the color 
contrast

Emphasize applying 
admission towards 

membership

Use a photo of family/kids 
here to emphasize on the 

social bond

Briefly mention about the 
AZA accreditation

Point out that the 
programs are for both kids 

and adult to emphasize 
social bonds

A call to action line to 
encourage membership signup

Change "Two zoos, one wild 
adventure" to "Unlimited fun 

with your loved ones" to 
emphasize social bonds



Purchase: Membership tables in more 
trafficked areas of the zoo

Overview

u Strategically place two additional membership tables to facilitate contact 
with zoo employee regarding membership sign-up

u Facilite purchase of membership in the servicescape and increase 
membership acquisition

Implementation

u Place one membership table at the Meeting Barn and the other at the 
Playground

u Requires staff attention: to combat, these tables can be exclusively active 
during peak days/hours 

Middle

Top 

Bottom



Potential membership table locations



Purchase: Converting online ticket 
buyers to members post-purchase

Overview

u Try before you buy is currently under emphasized as a way for visitors to 
retroactively become members

u Even if visitors know about the option to do so, the process to get the 
discount is tedious and unclear.

Implementation

u Inform online ticket purchasers that they can apply their ticket price towards 
membership

u Allow online membership purchase to apply receipt discount from online 
ticket purchase

Middle

Top 

Bottom



No information on 
membership 
opportunity



Apply this purchase to a zoo membership. Enjoy free admission and discounts all year while supporting wildlife 
conservation around the world.  Use your sale number (8981300305) in the next seven days when you purchase a 
membership online.

Save and become a member!Call to action

Educate on 
membership

Links to online membership 
purchase page 



No information on 
membership 
opportunity

Email Confirmation



Information on 
membership

Call to action

Membership info 
attachment



Ticket Sale Number

Apply your online ticket receipt towards your membership purchase within 7 days. Find the sale number in your confirmation 
email.

Simplify the 
process to 

apply previous 
purchases to 

the 
membership



Putting the pieces together

RESULT: Strengthen the conversion pipeline of visitors to members

Rework opening 
dialogue/interaction

More comprehensive signage 
(physical evidence of value 
proposition) 

Membership tables in more highly  
trafficked areas of the zoo

Middle of Funnel
Consideration

Top of Funnel
Awareness

Bottom of Funnel
Purchase

Converting online ticket buyers to 
members



Extra Ideas 

VIP section for members only, induce FOMO from non-members

Add more winter events to 
prove membership value year-
round

Snowman building contest

Sledding

Winter animal themes

Choosing a specific cause for membership donation 
(I want to donate to the red pandas)



Questions?



Additional Idea: Email System Updates

Once front gate section is updated (in 5-year plan, according to Roisin) add 
infrastructure to collect emails from customer's when they buy tickets

u Ticketer can mark if they came as family, duel, or individual which triggers an 
email the next day to remind them to apply their purchase towards membership

Example for Family membership:

Thank you for your recent visit to the Franklin Park Zoo! We noticed you aren’t a 
member yet and wanted to remind you that you can apply your admission receipt 
toward the purchase of a membership! Contact us within seven days of your visit 
to get your family membership for as low as $52.40 when you apply your 
admission receipt!



Current Blueprint

Opportunities to promote memberships



Updated Blueprint


