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DATE: March 13, 2014

TO: OFFICE OF THE CITY CLERI<
Room 395, City Hall
ATTN:. Arts, Parks, Health, Aging & River Council Committee ,

JOHN R. LEWIS, Zoo Director :ft". TJ: .~
Los Angeles Zoo & Botanical Gardens ,'. _ ~--

CONNIE MORGAN, President M(.~ ~
Greater Los Angeles Zoo Association ()

CF # 13-1469 LOS ANGELES ZOO BUSINESS AND MARKETING

PLAN

FROM:

SUBJECT:

Attached please find additional information addressing some of the questions btought forth
by Council Committees regarding the Los Angeles Zoo's Strategic Business and Marketing
Plan Fiscal Year 2014/15 through Fiscal Year 2016/17 and the associated Memorandum of
Understanding (J'v10U) between the Los Angeles Zoo and the Greater Los Angeles Zoo
Association (GLAZA) for Marketing and Public Relations and Site Rentals and Catered
Events (CF #13-0600-S119).

Thank you for yow: consideration.
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Honorable Tom LaBonge, Council District 4

Miguel Santana, City Administrative Officer

Gerry Miller, Chief Legislative Analyst

Dov Lesel, City Attorney's Office
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What is the Relationship between the LosAngeles Zoo
and the Greater LosAngeles Zoo Association?

•
In 1997, declining City funding for the Los Angeles Zoo and Botanical Gardens (Zoo)
compromised Zoo operations; To stabilize Zoo funding and ensure that the Zoo would
remain a vital resource for the community, the City Council passed an ordinance cre-
ating a separate, independent Department of the Zoo, to "manage, maintain and con-
trol the Zoo...." (L.A. City Ordinance 171636; June 19, 1997). The Zoo Department was
placed under the control and management of the Zoo Director. The Zoo's budget was
placed into the Zoo Enterprise Trust Fund (ZETF). Excess Zoo revenues and
reduced- expenditures remain in the ZETF, rather than returning to the General
Fund. The ZETF pays for Zoo improvements and programs, with the intent of incentivizing
increased earned revenue and sound budget management to stabilize and grow Zoo funding.

Following passage of this' ordinance, the City entered into an Operating Agreement with the
Greater Los Angeles Zoo Association ("GLAZA"), the nonprofit corporation formed in 1963 to
involve the community and provide financial and operational support forthe Zoo. The Operating
Agreement, written by the Chief Legislative Analyst and reviewed by the City Attorney, is the
overarching document governing the Zoo's relationship with GLAZA.

The Operating Agreement authorizes the Zoo Director tonegotiate and execute Memoranda of
Understanding ("MOUs") with GLAZA,directing GLAZAto conduct activities on behalf of the Zoo.
Each MOU is governed by and must conform to the Operating Agreement and must carry out
the objectives of a marketing plan and business plan that has been approved by City Council.

Since 1997, the Zoo Director and GLAZA have successfully entered numerous agreements
and MOUs for integral Zoo functions, including fundraising, membership, publications, docent
and volunteer programs management, the Tom Mankiewicz Conservation Carousel, and a
separate Concessions agreement. Negotiated by the Zoo Director and reviewed by the City
Attorney, these MOUs have nurtured the collaborative partnership between the Zoo and
GLAZA that generates earned and donated revenue to allow the Zoo to grow and thrive.

In the spring of 2012, the Zoo Director and GLAZA worked with the City Administrative
Officer, the Mayor's Office, and the City Attorney's Office to create a Marketing and Public
Relations MOU between the Zoo and GLAZA.The intent was to fashion a bus.iness arrangement
that would substantially increase the Zoo's profile and community visibility through a well-
planned and financed marketing and public relations effort by GLAZA.This plan was designed
to increase Zoo attendance, leading to increased earned revenue to support the Zoo and
its programs ..Concrete metrics and milestones are delineated in the MOU that hold GLAZA
accountable forthe nonprofit's investment in marketing and public relations, activities outlined
within the MOU, and clearly projected results. As with GLAZA's other MOUs, frequent reports to
the Zoo Director are integral to the agreement.
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FAQs

Why is the MOU tor Marketing and Public Relations a good dea'l for the City and the Zoo?

Through the Zoo's proposed Business and Marketing Plan and the Marketing and Public
Relations MOU, the Zoo and GLAZAhave created a dynamic business model designed to
attract more visitors to the Zoo and increase earned revenues.

The MOU guarantees that GLAZAwin invest at least $2 million during the first year to promote
and market the Zoo. Los Angeles is a competitive attractions environment, and a significant
financial investment in marketing is imperative in order to garner increased share of the recre-
ation market. tn addition to this investment, GLAZAhas funded and hired a full complement
of marketing professionals to execute the marketing plan. In subsequent years, GLAZAwill
reinvest a portion of the increased admissions revenues, as well as provide significant support
from its own resources, to perpetually fund the marketing efforts.

Is the City in a better position to manage the Zoo's marketing efforts?

No. Declining funding and reduced Zoo staffing prohibit the City from being able to invest in
the amount, quality, and diversity of market penetration efforts necessary to have a significant
impact on Zoo attendance and revenues. Since 2005-06, the City has drastically reduced the
General Fund subsidies to the Zoo from $10,397,000 to $263,891 in the current fiscal year
(see chart below);

L.A. ZOO GENERAL FUND SUBSIDY
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It is clear that the Zoo must increase its earned revenues if it is to thrive.

GLAZA's survey of comparable institutions' marketing budgets indicates that a minimum
annual marketing investment of $2 million is required to make any market impact in the Los
Angeles area. The City formerly allocated $800,000 annually to the Zoo's marketing efforts.
Not only is this an insufficient market spend, but in FY2013-14 the City has redirected these
funds elsewhere and would need to replace this funding if the Zoo were to assume responsi-
bility for marketing itself.
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FAQs

What are the milestones and metrics in GLAZA's Marketing MOU?

The Marketing MOU provides clear milestones and metries to measure GLAZA's success,
Including:

• Guaranteed investment of over $6 million in marketing and advertising over the
MOU term

.. Measurable increases in community awareness of the Zoo and its diverse programs
• Measurable increases in Zoo attendance
• Demonstrated growth of Zoo-earned revenues

Additionally, GLAZA is in frequent communication with the Zoo Director regarding develop-
ments and progress of the marketing and public relations plan for the Zoo.

Is GLAZA accountable to the City for results under the MOU?

Yes. Under the terms of the individual MOUs, as well as under the overarching Operating
Agreement, GLAZA is contractually required to review its performance on an ongoing basis
with the Zoo Director. Additionally, GLAZA provides the Zoo Director with periodic reports.

Does the City have the ability to terminate the MOU?

Yes. Under the terms of the overarching Operating Agreement, the City may terminate its
agreement with GLAZA at any time and for any reason by giving the contractually prescribed
notice. In the event of an uncured breach or default by GLAZA, the City may terminate the
agreement and recover all damages from GLAZA. (Operating Agreement, Section XV)

Must GLAZA abide by the City's standard provisions for City contracts?

Yes. The City's Standard Provisions for City Contracts (Rev. 3/09) are attached and made part
of GLAZA's Marketing MOU. As with all GLAZA's MOUs, in the event of a conflict, the language
of the Operating Agreement prevails.

What are GLAZA's marketing and public relations accomplishments since July 1, 2013?

GLAZAhas hired a professional marketing and public relations staff to implement the
activities of the Marketing and Public Relations MOU. The following page provides a detailed
description of GLAZA's investment and accomplishments in marketing and public relations
since the July 1, 2013 inception of the MOU.



GLAZA's2013·14 marketing plan is already increasing the
visibility of the Los Angeles Zoo in our Communit, and
improving the guest experience at NOCOSTto the City_

Year-Io-dale attendance: % of total attendance is trending
closely to the last two years, pulling us on track to reach
theyoal of 1,660,000 •

• Feb-Jun Actuals • Feb-Jun 2014 Projected
• Jul-Jan Actuals
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Website Traffic

15% INCREASE
Jull13 ~Jan 114
vs. Jul'll- Jon 113

Media Impressions: In ius' the first 7 months of
FY13-14impressions are approaching the total
amount for all of FY12~13.

123,990,821 vs. 142,853,824
Impressions Jul2013 - Jon 2014 Towl 201213 lnunessinn,

The media mix has been expanded to create
greater reach and penetration of our primary
target markets.

2013-14 L-- ~

2012-13 Outdoor

2013-14 Advertising and Marketing investmenf is
approaching the total spent for all of 2012·13

$1,101,490 vs. $1,093,500
Jul2013 - Feb 2014 spent to date TOI(I lot 11 20 2·13

Total 2013·14 budgeted
$2/000,000+

The number of events produced/planned has increased more than 3x over the previous year.

2013-14 28 Event Days/8 Event Nights 2012-139 Event Doys/ Event Nights
Jul Aug Nov Dec
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Upcoming for 2014
Optimizing website for mobile visitors
Developing mobile app
3600 launch plan for Rainforest Exhibit
ZooUghts program development
Expanding group sales program


