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ABOUT THIS REPORT
This is SeaWorld Entertainment, Inc.'s first Corporate Responsibility Report.  
It is designed to provide interested stakeholders with an introduction to our 
company’s mission and purpose and to the actions we are taking to ensure 
the health and well-being of the animals in our care, rescue and protect 
animals in the wild, minimize the environmental impact of our operations 
and create a strong culture where our employees are engaged and 
connected to our mission. 

Data included in this report covers the period Jan. 1 to Dec. 31, 2016. 
Additional data from prior years is included where specified. The report 
was published in the spring of 2017, and we intend to provide a report or 
update on our corporate responsibility efforts annually.

We invite your feedback and questions at  
Corporate.Responsibility@SeaWorld.com.

SEAWORLD ENTERTAINMENT, INC. (NYSE: SEAS) IS A LEADING 
THEME PARK AND ENTERTAINMENT COMPANY PROVIDING 
EXPERIENCES THAT MATTER®, AND INSPIRING GUESTS TO 
PROTECT ANIMALS AND THE WILD WONDERS OF OUR WORLD. 
The company is one of the world’s foremost zoological organizations and 
a global leader in animal welfare, training, husbandry and veterinary care. 
The company also rescues and rehabilitates marine and terrestrial animals 
that are ill, injured, orphaned or abandoned, with the goal of returning 
them to the wild. SeaWorld Entertainment, Inc. owns or licenses a portfolio 
of recognized brands including SeaWorld®, Busch Gardens® and Sea Rescue®.  
 

Over its more than 50-year history, the company has built a diversified 
portfolio of 12 destination and regional theme parks across the United 
States. The company’s theme parks feature a diverse array of rides, 
shows and other attractions with broad demographic appeal that deliver 
memorable experiences and a strong value proposition for its guests. 
Additional information on SeaWorld Entertainment, Inc. can be found 
online at www.seaworldentertainment.com. 

mailto:Corporate.Responsibility@SeaWorld.com
http://www.seaworldentertainment.com


A MESSAGE 
FROM OUR CEO
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BUILDING A  
PURPOSE-DRIVEN COMPANY 
Our purpose is to inspire people to protect animals and the wild 
wonders of the world. Here’s how we are working to do that:  

CREATING EXPERIENCES THAT MATTER   
When we enable our guests to explore and learn about animals and 
the environment, we can inspire them to take action to protect them. 
That means creating experiences that matter: blending fun, thrills, 
education and advocacy, while engaging guests in SeaWorld’s larger 
purpose and mission. For example, we are turning our parks inside out 
to allow guests to see what goes on behind the scenes with SeaWorld’s 
extensive animal rescue and rehabilitation work. And our extension into 
virtual reality allows us to tell our story in a very different way, taking 
our guests behind the barriers to places that were once off limits, or to 
meet endangered, extinct or legendary animals.    

DELIVERING FUN AND MEANINGFUL ATTRACTIONS 

For 2017, we announced one of the largest lineups of new attractions 
in our company’s history, which more explicitly integrates our focus on 
animal rescue, protection and conservation into the guest experience. 
At SeaWorld San Antonio, for example, Wave Breaker: The Rescue 
Coaster™, opening in the summer of 2017, will combine the adrenaline 
rush of a roller coaster with the inspiration of an animal rescue. 
Additionally, SeaWorld Abu Dhabi – which is being developed in 
partnership with Miral and is set to open in 2022 – will be emblematic 
of a next-generation SeaWorld park designed to engage, educate and 
inspire. It will be the first SeaWorld without orcas, and will integrate up-
close animal experiences, mega attractions and a world-class aquarium. 

TAKING ACTION TO ADDRESS CHALLENGES  

Our decision to end our orca breeding program and transition 
away from orca theatrical shows reflects a broader and renewed 
commitment by our company to be open, listen, engage and evolve as 

society and our stakeholders evolve. Our partnership with the Humane 
Society of the United States is an example of our willingness to 

engage and collaborate with a broad range of organizations 
to advance our shared interest in protecting animals and 

advancing conservation. 
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It is a new era at SeaWorld Entertainment, Inc. Building on our legacy of 
helping people connect to animals and providing family-oriented fun, we are 
making our mission to create experiences that matter a more central part of 
all we do. 

More than ever, people want to know that their hard-earned dollars are 
supporting companies and causes they believe in. As we transform our 
company, we are demonstrating that our parks can be fun and thrilling 
while also being educational and inspirational. When our guests visit one 
of our parks, we want them to know they are helping support the rescue 
of thousands of animals every year, as well as ongoing research and 
conservation efforts around the world. 

We will always have a deep commitment to animals and a passion for sharing 
their stories with our guests. In fact, our core purpose is to inspire people 
to protect animals and the wild wonders of our world. That is why we are 
developing new ways to engage our guests, while also providing them with 
the chance to explore and interact with magnificent animals, learn about 
conservation and be inspired to take action in their own lives.

For many, the most visible signal of the changes under way at SeaWorld was 
our decision in 2016 to end our orca breeding program and transition our 
theatrical orca shows into more natural and educational experiences. It was 
a difficult decision, given how central orcas have been to our company’s 
history and how beloved they are by so many of our employees and guests. 
However, we recognized that society was changing and that our company 
needed to change with it. 

But the new era at SeaWorld goes beyond orcas. It drives how we think 
about and develop attractions across our parks. If we want to inspire action 
– whether by sparking the imagination of a young person who will one 
day become a veterinarian or by simply motivating someone to recycle 
their plastic bottles – we need to create experiences that are both fun and 
meaningful. That is why we designed Mako® , one of our newest roller coasters 
at SeaWorld Orlando, to focus on sharks, inspiring people to appreciate 
and protect them from human threats like shark finning. And, through our 
partnership with the renowned artist and conservationist Guy Harvey, we are 
working to inspire our guests to take action to protect them.

We also know that we must continue to lead by example. SeaWorld is already 
the largest marine animal rescue organization in the United States, and 
through global partnerships, we have set our sights on becoming the largest 
in the world. With our SeaWorld Rescue team always on call, and state-of-the-
art rehabilitation facilities standing ready, our company continues to put time, 
resources and expertise firmly behind our commitment to rescue, rehabilitate 
and release animals to the wild.  

I am extremely proud of the work we do every day at all of our parks and I am 
excited about our future. I also recognize we have more work to do. With the 
passion and commitment of our people, however, I am confident SeaWorld’s 
future is bright. Thank you for taking the time to learn more about our 
company. We invite your feedback, questions and partnership. 

Joel Manby, President & CEO  
SeaWorld Entertainment, Inc.



1. Unless otherwise specified, data represents approximate totals for each respective fiscal year. 2. Conservation Partners only include those listed on Page 11. 3. Donations made by SeaWorld Entertainment, Inc., including an annual cash donation and proceeds from merchandise, culinary 
and in-park programs. 4. Total waste generated is waste recycled and waste disposed (sent to landfill). 5. Represents approximate count as of December 31 for each respective fiscal year. 6. Represents approximate count during peak operating season for each respective fiscal year.  
7. Waves of Honor permits any U.S. active duty military, activated or drilling reservist, or National Guardsman to one complimentary admission per year for military personnel with valid military ID and as many as three direct dependents. 8. Includes tickets or other in-park offering 
vouchers provided to non-profits, community or business partners, and others. May also include tickets or offerings provided in exchange for non-cash services such as marketing or other barter transactions.

SEAWORLD ENTERTAINMENT IS COMMITTED TO  
LISTENING TO AND ENGAGING WITH OUR STAKEHOLDERS.  

Like many corporations today, SeaWorld Entertainment has a wide range of 
stakeholders. Over the past couple of years, we have taken steps to become 
more open, transparent and proactive in how we engage and communicate 
on important issues. We know that understanding and learning from the 
perspectives of others makes our company stronger, more informed and 
better able to provide experiences that matter for our guests.

This Corporate Responsibility Report, our first, is another step in that effort. 
Society will always be evolving and, to be successful, our company needs to 
be responsive and to evolve with it. Our hope is that the report will provide 
a platform for ongoing conversation and feedback from our stakeholders.  

Here are some examples of how we are engaging with our stakeholders:

GUESTS, COMMUNITY MEMBERS AND THE PUBLIC 

Through our SeaWorld Cares website, we provide regularly updated 
information about our commitment to animals, and our educational and 
philanthropic efforts (www.seaworldcares.com). We also have a Youth 
Advisory Panel, made up of 14- to 20-year-olds from across the United 
States, to provide feedback about their park experiences and share their 
perspectives on our company’s approach on a variety of issues. 

EMPLOYEES 

We conduct regular employee surveys and hold town hall meetings with our 
employees to gather input, and provide them with forums to ask questions and 
provide feedback. We also know how important the relationship is between 
managers and their employees to not only solicit feedback, but to support 
their development and increase their engagement. Therefore, in 2017, we 
have instituted new programs to encourage more meaningful conversations 
between employees and their managers.  

INVESTORS 

We maintain a broad-ranging investor relations program that promotes 
timely and accurate dissemination of company information and open 
dialogue with all of the company’s shareholders through a number of 
channels, including quarterly earnings presentations, in-person meetings 
with shareholders and analysts, regular Securities and Exchange Commission 
filings, our Annual Report to shareholders, and our Annual Meeting. 

CONSERVATION AND ANIMAL  
PROTECTION ORGANIZATIONS 

SeaWorld has been collaborating for many decades with several 
organizations to advance conservation and protect animals in the wild, 
chiefly through its partnership with the SeaWorld & Busch Gardens 
Conservation Fund. More recently, SeaWorld has launched partnerships 
with the Humane Society of the United States (HSUS) and the National Fish 
and Wildlife Foundation (NFWF), to name a few, to advance the welfare of 
animals through research, advocacy and on-the-ground support. The goal 
is to find areas of commonality and further shared interests. 

POLICYMAKERS 

We are more actively engaging with policymakers and advocating on policy 
issues that align with the focus on protecting animals and the wild wonders 
of the world. For example, in 2016, we voiced our support for the Global 
Anti-Poaching Act, expansion of the Papahānaumokuākea Marine National 
Monument, increased efforts to combat commercial whaling, the Shark Fin 
Trade Elimination Act and more.

STAKEHOLDER ENGAGEMENT
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SEAWORLD RESCUE 2014 2015 2016
Animals rescued 1,548 2,562 2,137 

CHARITABLE GIVING 2014 2015 2016
Donations from SeaWorld Entertainment to conservation partners2 $568,000 $1,931,000 $2,285,000
Donations to the SeaWorld & Busch Gardens Conservation Fund3 $757,000 $382,000 $788,000
Donations to community-based, nonprofit organizations $1,603,000 $945,000 $1,235,000

SUSTAINABLE OPERATIONS 2014 2015 2016
Total energy use (MWh) 420,979 401,206 405,070 
Greenhouse gas emissions (Scope 1 and 2, U.S. tons) 184,017  178,425  180,407  
Total waste generated (lbs)4 64,066,130 54,576,565 62,833,076 
Total waste recycled (lbs) 22,178,505 23,430,586 26,690,121 

PEOPLE & DIVERSITY 2014 2015 2016
Full-time employees5 5,000 5,000 5,000 
Part-time employees5 6,100 6,300 8,300 
Seasonal employees6 13,700 14,200 13,000 
% of women as company leaders 50% 49% 50%
% of ethnic minorities as company leaders 40% 40% 43%
Supplier spend with women-, veteran- or minority-owned businesses $78,900,000 $90,500,000 $84,400,000

COMMUNITY OUTREACH 2014 2015 2016
Waves of Honor (free one-day pass for active military)7 642,600 721,200 691,500
Free tickets for educators 96,100 122,000 126,300
Admission or in-park offerings provided to community partners and others8 127,100 119,200 127,100

PERFORMANCE SNAPSHOT – BY THE NUMBERS 

The following provides a high-level overview of the key metrics we use to measure  
SeaWorld Entertainment, Inc.'s corporate responsibility performance. 

KEY CORPORATE RESPONSIBILITY PERFORMANCE INDICATORS1

http://www.seaworldcares.com


A PASSION FOR ANIMALS AND A COMMITMENT TO THEIR WELL-
BEING LIES AT THE HEART OF SEAWORLD ENTERTAINMENT, INC. 
IT IS ALSO WHAT DRIVES OUR PURPOSE: TO INSPIRE PEOPLE TO 
PROTECT ANIMALS AND THE WILD WONDERS OF THE WORLD.  

A critical way we deliver on this purpose is to provide our guests 
opportunities to explore and interact with the animals in our parks.  
Across SeaWorld and Busch Gardens, we provide care for one of the 
largest zoological collections in the world. Our commitment to these 
animals includes applying world-class standards of care while striving 
to provide habitats reflective of the latest scientific knowledge. Our 
more than 1,500-person strong animal care team is among the most 
experienced and qualified in the world, making SeaWorld a global leader in 
animal welfare, husbandry, enrichment and veterinary care.  

STANDARDS OF CARE 

For SeaWorld and Busch Gardens, quality care means not only applying the 
best and most comprehensive standards today, but also actively working to 
advance knowledge and improve standards. We do this by contributing to 
research and sharing our insights with other zoological organizations. For 
example, our early work to define the clinically normal, healthy ranges for key 
measures in marine animals in our parks helped to establish the standards used 
by many veterinarians to assess both wild and managed marine species. 

All three SeaWorld parks, Discovery Cove and Busch Gardens Tampa Bay are 
accredited members of the Association of Zoos and Aquariums (AZA), one of 
the foremost professional zoological organizations in the world. In addition, 
the three SeaWorld parks and Discovery Cove are accredited by the Alliance 
of Marine Mammal Parks and Aquariums (AMMPA), an association specifically 
focused on the care of marine mammals.

These organizations’ rigorous quality standards involve in-depth, regular 
assessments and strict animal care, education and conservation guidelines. 
According to the AZA, fewer than 10% of the animal exhibitors licensed by the 
United States Department of Agriculture (USDA) are accredited to the AZA’s 
exacting standards. SeaWorld achieved its first AZA-accreditation for one of 
our facilities more than 35 years ago, a powerful testament to the quality of 
care we provide. SeaWorld’s facilities have also received accreditation from 
the International Marine Animal Trainers’ Association (IMATA), whose Animal 
Trainer Development Program was developed to recognize those facilities that 
have exceptional systems for training animal care givers in the science and art 
of animal training, while utilizing positive reinforcement.

ANIMAL CARE
OUR APPROACH 

We take a comprehensive approach to ensuring the health of the animals in 
our care. It focuses on:

Physical Health.  Our animal care team includes board-certified 
veterinarians, technicians and animal care experts – including one of the 
only zoologically-based animal nutritionists in the world. We have onsite 
animal hospitals at each SeaWorld park, and we opened a guest-facing, 
state-of-the-art Animal Care Center at our Busch Gardens park in Tampa, 
Florida, in 2014. We were also one of the first zoological organizations to 
build our own in-house diagnostic centers, which enable us to get clinical 
lab results more quickly and with a higher level of confidence. The animals 
in our care receive regular preventative wellness checks, which help us keep 
close tabs on their health and well-being.    

Behavioral Health. SeaWorld and Busch Gardens have been at the 
forefront of advancing understanding and best practice-related behavioral 
health in animals. Our approach is grounded in a philosophy of positive 
reinforcement and compassionate care. We provide the animals in our care 
a holistic behavioral program that focuses on health, exercise and mental 
challenges, and animals are never punished. We provide daily 
enrichment, and animals’ overall diet is never dependent 
on their behavioral performance. 

Population Health. We are committed not only to 
caring for each individual animal, but also to being 
responsible stewards of our animal populations. 
That includes ensuring that we maintain the 
genetic diversity needed for healthy and 
growing populations. With this in mind, we 
have invested significantly in developing 
leading-edge reproductive health expertise, 
technologies and capabilities. Our focus 
on population health is also driven by our 
goal of helping to maintain certain species 
of animals as part of large Species Survival 
Plans, which are ultimately aimed at 
preserving species in the wild.

EVOLVING OUR RELATIONSHIP  
WITH KILLER WHALES 

When SeaWorld opened its doors more than 50 years ago, 
orcas were feared and hunted. Today, orcas are among the 
most beloved marine mammals on the planet, in part because 
millions of people came to our parks and fell in love with the 
killer whales in our care. People’s view of orcas evolved during 
this time, but so too did overall attitudes about animals under 
human care.

To address changing attitudes, SeaWorld has also evolved. 
While we had not taken an orca from the wild in nearly 40 
years, in 2016, we went a step further and ended our orca 
breeding program. That means that the orcas currently in 
our care will be the last generation at SeaWorld. They will 
continue to receive the highest-quality care based on the 
latest advances in marine veterinary medicine, science and 
zoological best practices for the rest of their lives. 

“The live documentary-style orca 
presentation will help park visitors 
gain a deeper appreciation and 
respect for the orcas.”

 

Starting in 2017, we are also introducing new orca encounters, 
which will resemble live-action nature documentaries and 
focus on the research, education, care and respect that align 
with our mission to advance the well-being and conservation 
of these beautiful creatures. Through the new format, 
SeaWorld’s orcas will continue to live at the parks’ state-of-the-
art habitats, where they will inspire millions of guests each year 
to take action to protect wild animals and the places they live.

Just like animals, companies must adapt and evolve. For 
SeaWorld, however, one thing will always remain the same: We 
want every guest who comes to our parks to meet and connect 
with the extraordinary animals we are so privileged to care for, 
to understand the challenges faced by animals in the wild and 
to be inspired to take action. We believe the changes we have 
made in our approach to orcas will do just that.
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OUR MORE THAN 
1,500-PERSON 

ANIMAL CARE TEAM 
IS AMONG THE MOST 
EXPERIENCED AND 
QUALIFIED IN THE 

WORLD.



SEAWORLD’S ANIMAL CARE 
SCIENTISTS AND RESEARCHERS  
ARE RECOGNIZED AS  
LEADERS IN THE FIELD. 
PROTECTING ANIMALS THROUGH  
RESEARCH AND CONSERVATION 

SeaWorld’s founders established research as a priority from the outset of 
our company, opening the Hubbs-Sea World Research Institute prior to the 
opening of the first park in San Diego. Research remains an important part 
of how we both advance standards of care for animals in zoological facilities 
and protect animals and their habitats in the wild. SeaWorld’s animal care 
scientists and researchers are recognized as leaders in the field. More than 
350 peer-reviewed studies, articles and books have been authored in whole 
or in part by our team members, and their groundbreaking research programs 
help other scientists better understand and protect animals in the wild.

Our parks provide a unique environment that allows our team and independent 
scientists to better understand marine animals. SeaWorld works with universities 
and research organizations, along with federal agencies such as the National 
Oceanic and Atmospheric Administration (NOAA) and the United States 
Fish & Wildlife Service (USFWS), and provides access to SeaWorld animals 
for scientists conducting studies on a variety of subjects. 

These studies complement and strengthen research 
efforts in the field – which our company also supports, 
through grants from the SeaWorld & Busch Gardens 
Conservation Fund, and by research foundations 
associated with and supported by SeaWorld, including 
the Hubbs-SeaWorld Research Institute. 

We also collaborate with organizations to advocate 
for and advance shared conservation goals. For 
example, in 2016, SeaWorld and the Humane 
Society of the United States (HSUS) launched 
a partnership focused on combating the 
commercial killing of whales, seals and other 
marine mammals and ending shark finning. 

THE SEAWORLD  
RESCUE TEAM  
IN ACTION
The SeaWorld Rescue Team is on call 24/7, 365 days a 

year. Here’s just one of the 2,137 rescues the team made in 

2016: Early one morning in December, a 950-pound female 

manatee was found stuck in a storm drain in Jacksonville, 

Florida. Fortunately, the Jacksonville Fire Rescue and Florida 

Fish and Wildlife Conservation Commission were able to cut 

away pipes and free the manatee, which was transported to 

SeaWorld Orlando for an initial health evaluation and ongoing 

rehabilitation. That’s not the first time the SeaWorld Rescue 

Team came to the aid of a manatee stuck in a storm drain:  

The year prior, we helped free 19 manatees from a drain  

in Satellite Beach, Florida. 
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SEAWORLD’S DEDICATION TO 
ANIMALS EXTENDS WELL BEYOND 
OUR PARKS AND INTO THE WILD.

COMING TO THE AID  
OF ANIMALS IN DISTRESS 

SeaWorld’s legacy of animal rescue work spans more than 
five decades, during which time we have helped more 
than 29,000 ill, injured, orphaned or abandoned animals in 
need of our expert care. 

Working in partnership with state, local and federal 
agencies, our SeaWorld Rescue Team is on call 24 
hours a day, seven days a week, 365 days a year. The 
Team moves into action whether environmental or 
manmade events threaten wildlife – from hurricanes  
to oil spills, and ocean debris to vessel strikes.  

 

Our goal for every animal we rescue is to successfully 
rehabilitate and return it to the wild. SeaWorld is 
an innovator in rescue and rehabilitation, and has 
helped develop specialized formulas to bottle-feed 
orphaned dolphins, prosthetics to save sea turtles,   
and a customized wetsuit to help injured manatees 
stay afloat. The small percentage of animals with 
conditions that would prevent them from surviving 
in the wild are provided lifelong care at SeaWorld or 
another qualified facility.

Indeed, the work done by zoological facilities like 
ours is critical for the protection of animal populations 
worldwide.

SeaWorld is a leader in animal rescue, and our aim is to 
become the largest marine animal rescue organization 
in the world. To do this, we invest in and contribute 
to research, education and conservation efforts that 
help protect and rescue species of animals at risk in 
the wild, as well as the habitats that are home to many 
vulnerable species. Our aspiration is to prevent animals 
in the wild from being imperiled, but when it does 
happen, SeaWorld will come to the rescue. In fact, in 
2016, SeaWorld committed $50 million over five years 
to expand our overall rescue work, while supporting 
marine stranding networks in the United States and 
around the world.

SEAWORLD RESCUE

29,482

SEAWORLD 
RESCUES 
OVER 50 YEARS

Rescues over 50 years up to Dec. 31, 2016

18,563
 Birds

7,603
 Sea Lions 
 & Seals

577
Manatees

2,104
Sea Turtles & 
Reptiles

490
Whales & 
Dolphins

145
 Other Mammals, 
Reptiles & Fish



Total
$10M

Total
$2.3M

Total
$1.6M
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2016 RESCUE, RESEARCH & 
CONSERVATION SUPPORT

$10M

$2.3M

$1.6M

In-Kind animal rescue 
along with donations from 
SeaWorld Entertainment1

Grants from the  
SeaWorld & Busch Gardens 
Conservation Fund

Donations from  
SeaWorld Entertainment  
to conservation partners2

CONSERVATION PARTNERS 

Protecting animals and the wild wonders of the world depends on all of us working together. 
SeaWorld supports and partners with members of stranding networks – the critical  
“first responders” for marine wildlife needing rescue and rehabilitation – as well as  
leading research and conservation organizations. Here are a few examples:

Guy Harvey

SeaWorld and acclaimed marine wildlife artist and conservationist Guy Harvey 
announced a new partnership in 2016 focused on ocean health and the plight of 
sharks in the wild. Together, SeaWorld, the Guy Harvey Ocean Foundation and the 
Guy Harvey Research Institute will collaborate on science and research to increase 
understanding of how to better protect these critical predators and their habitats.

American Humane Association (AHA)

SeaWorld and AHA have partnered on the Humane Education Project to 
produce a series of age-appropriate zoological story books that align with 
and introduce students to the “five freedoms” – or internationally accepted 
principles – of animal welfare. The books not only improve language arts 
skills, but also educate young people about animals and illustrate how today’s 
zoos and aquariums are working to rescue and care for animals. The goal is to 
distribute the books to every school in the nation.  

Ocean Health Initiative

A public-private partnership launched in 2015 between SeaWorld and the 
National Fish and Wildlife Foundation, the Ocean Health Initiative is funding 
projects to support NOAA’s and USFWS’s national stranding networks for 
rescuing marine mammals and sea turtles. In addition to building the capacity 
of these networks, the funding enables scientists to better gather and share 
information that can support conservation management and species recovery. 
SeaWorld has given $1 million over the last two years for this initiative.

Texas Marine Mammal Stranding Network (TMMSN)

In 2016, SeaWorld San Antonio expanded its long-standing partnership with 
TMMSN, committing $1.1 million in additional resources and funding over 
three years. SeaWorld is providing a full-time employee to work at TMMSN’s 
Galveston, Texas, office, while also providing access to our veterinarians and 
animal care professionals. SeaWorld San Antonio also announced plans to 
build a new state-of-the-art facility at the park to provide 24-hour care for sick 
and stranded animals that need long-term rehabilitation.

Rising Tide Conservation

Started in 2009 by SeaWorld and initially funded by the SeaWorld & Busch Gardens 
Conservation Fund, the Rising Tide Conservation initiative connects experts from public 
aquariums, research facilities, the pet industry and saltwater aquarium hobbyists to develop 
sustainable aquaculture methods for marine ornamental fishes.  By 2016, the initiative had 
become a standalone nonprofit and was successful in development and breeding of yellow 
and blue tangs, two of the most popular breeds of marine aquarium fish. 

 THE SEAWORLD &  
BUSCH GARDENS 
CONSERVATION  
FUND

 The SeaWorld & Busch Gardens Conservation Fund is a 

nonprofit private foundation that supports wildlife research, 

habitat protection, animal rescue and conservation projects 

around the world. Since its founding in 2003, the Fund has 

granted more than $14 million to over 1,100 projects in 75 

countries on all seven continents – including $1.6 million in 

2016. In 2016, the Fund raised over $1 million to support 

animal rescue and conservation worldwide, including direct 

financial contributions from SeaWorld and through the 

company’s efforts to garner support from guests, suppliers 

and the community. And because SeaWorld covers all the 

Fund’s administrative costs, 100% of donations to the Fund 

go to on-the-ground programs to save wild animals. 

1 2016 estimate based on our 2014 & 2015 analysis of the staff, facilities, materials and other costs related to animal rescue. 2 Conservation Partners defined as organizations listed on this page.

Killer Whale Research and Conservation Program (KWRCP)

In the largest private commitment of its kind ever made, SeaWorld is investing 
$10 million to study and protect endangered killer whales in the wild, with a 
particular focus on the Southern Resident killer whale population found off 
the coast of Washington. Launched in 2015 in partnership with the National 
Fish and Wildlife Foundation, the KWRCP has awarded nearly $1.1 million in 
grants to date – which has been matched by nearly $1.5 million from grantees, 
resulting in a total conservation impact of over $2.5 million. 

Hubbs-SeaWorld Research Institute (HSWRI)

Started over 50 years ago by one of SeaWorld’s founders, HSWRI is a world-
renowned scientific research organization committed to conserving and 
renewing marine life to ensure a healthier planet. For example, in 2016, with 
funding from NOAA’s Sea Grant program, SeaWorld Entertainment, Inc. and 
the SeaWorld & Busch Gardens Conservation Fund, HSWRI led the most 
comprehensive survey of dolphins in Florida’s Indian River Lagoon, one of the 
most diverse estuaries in North America.

The Everglades Foundation

SeaWorld announced a partnership with The Everglades Foundation in 2016 
to help young Floridians (K-12) understand the importance of the Everglades 
ecosystem and become conservation leaders. SeaWorld also hosts training 
events for teachers from four Florida counties, empowering them to leverage 
the materials and information in their classrooms. 
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ENVIRONMENTAL CONSERVATION IS IMPLICIT IN OUR  
COMPANY’S PURPOSE. TO THRIVE, ANIMALS NEED  
VIBRANT ECOSYSTEMS AND HEALTHY HABITATS.  

For SeaWorld Entertainment and our family of parks, conservation starts by 
working to reduce the environmental footprint of our operations. Creating 
thrills for our guests and providing the highest standards of care for the 
animals at our parks demands natural resources. As part of our commitment 
to conservation, our company has invested in numerous projects to reduce 
our energy and water use and the amount of waste we generate, always in  
consideration of the health and safety of our guests and the animals in our care.

ENERGY AND GREENHOUSE GAS EMISSIONS 

SeaWorld Entertainment understands the adverse effects of climate 
change on ecosystems and the habitats many animals call home. When we 
reduce our energy use, we reduce the amount of greenhouse gas (GHG) 
emissions we generate and help to address this critical global challenge. 
Using less energy is also good for the company’s bottom line.

Between 2014 and 2016, our parks reduced energy use by approximately 
4%, principally through LED lighting retrofits and installation of variable 
frequency drives to provide the right amount of power at the right time.

To accelerate our progress, we are conducting in-depth energy audits at 
each of our parks in 2017. Findings from the audits will be used to identify 
and prioritize the energy efficiency opportunities with the greatest return 
for the capital invested. 

In 2016, we also evaluated the feasibility of installing on-site renewable 
sources of energy. We identified a promising opportunity at our Aquatica 
San Diego water park and, in early 2017, we signed a 20-year power purchase 
agreement with Onyx Development Group, a wholly owned subsidiary of 
Onyx Renewable Partners, L.P.. Pending local and utility approval of the 
project and satisfaction of certain conditions, construction of the 1.3MW 
solar array is projected to begin in the fall of 2017 and be completed by the 
summer of 2018, providing renewable energy and shaded parking.

WATER 

With our focus on marine life, water stewardship is predictably a key focus. 
Our parks have some of the most advanced and efficient water purification 
systems in the world, which provide the optimum environment for our marine 
life. We leverage this knowledge to reclaim and recycle wastewater for reuse, 
thereby decreasing our consumption of fresh water. 

We have also implemented a range of other water conservation efforts across 
our parks. Many of these incorporate lessons from our facilities in San Diego and  
San Antonio, which, driven in part by drought conditions, have found innovative 
opportunities to harvest rainwater, reuse water for cooling buildings and adapt 
landscaping to require less water. We continually look for new ways to reduce 
water use in our parks and to support water conservation projects elsewhere.

WASTE 

We see firsthand the impacts of marine debris and litter along shorelines 
and in coastal waters, estuaries and oceans – a visible reminder of the 
need to reduce waste. For our company, this starts with implementing 
programs to generate less waste in our parks and to recycle as much as 
possible the waste we do generate. It also includes raising awareness with 
our employees and guests about the need for all of us to do our part to 
address this global challenge.  

We have extensive recycling infrastructure in place in all our parks and 
actively encourage our guests to participate. Behind the scenes in many 
locations, we collect organic waste for composting or reuse as mulch.  
Our efforts are paying off: In 2016, 42% of the waste we generated was 
recycled, a 20% improvement since 2014.

SUSTAINABLE OPERATIONS
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TOTAL WASTE  generated    recycled
AQUATICA  

SAN DIEGO WILL 
COMMISSION A 1.3 MW 

SOLAR ARRAY IN  
ITS PARKING LOT  
IN FALL OF 2017.

RESPONSIBLE SOURCING 
Corporate responsibility extends to how we source the 

goods and services needed to operate our parks and to 

serve our guests. Our Supplier Code of Conduct articulates 

SeaWorld Entertainment’s expectations that our suppliers 

treat their employees with dignity and respect, maintain 

just and decent working conditions, adhere to all applicable 

laws and regulations and make their products in a way that 

respects and protects the environment.

In 2016, as part of our broader partnership with the Humane 

Society of the United States (HSUS), we expanded on these 

expectations with a new Responsible Food Sourcing Policy, 

which outlines our company’s commitment to partner with 

food suppliers that deliver products that meet or exceed 

sustainable, healthy and humane food standards. 

We have also made a variety of commitments related to the 

sourcing of particular products, such as eggs, pork, seafood 

and coffee. By early 2017, we had achieved our goal of 

converting to 100% cage-free eggs. We are also well on our 

way to our goal of purchasing all pork cuts from suppliers 

that have announced a commitment and published targets 

to convert to group-housed humane farming. In addition, 

in response to growing guest demand and through our 

partnership with the HSUS, we have taken steps to expand 

the number of plant-based food offerings on our menus 

across our parks. See our website for more details.

https://seaworldentertainment.com/en/how-we-care/responsible-food-sourcing-policy?from=Top_Nav


89%
of our ambassadors told us  
that they understand and believe  
in our company’s core purpose

At SeaWorld Entertainment, our employees – or ambassadors 
as we call them – are our heart and soul. 

When our ambassadors are empowered and inspired, they create  
experiences that matter for our guests. While our more than 26,000 
year-round and seasonal ambassadors represent a diverse range of 
backgrounds and experiences, they share one common trait: They are 
passionate about what we do at SeaWorld. In our 2016 employee survey, 
89% of our ambassadors told us that they understand and believe 
in our company’s core purpose. This level of engagement drives our 
culture and shapes the experiences our guests have in our parks. 

ALIGNING AROUND OUR VALUES  

The high level of engagement by our ambassadors is noteworthy, given 
that the past few years have been a period of significant change for 
our company. As we made our debut as a publicly traded company, 
enhanced our mission, ended our orca breeding program and made 
numerous other shifts across our business, our employees have 
remained engaged and passionate about who we are and what we do. 

We have embraced this period in our company’s history as an opportunity 
to look deeply at our culture and make sure all our employees 
understand and are aligned around our core values and purpose. We 
have also reexamined our approach across a broad range of workplace 
issues, from updating our compensation and benefits structure to 
overhauling our performance management process. These efforts are 
all aimed at creating the right incentives, support and guidance for 
our employees to create meaningful experiences for our guests.

One of our primary areas of focus is strengthening how we support and 
enable our employees’ development. The foundation for doing this, we 
believe, is opening up the lines of communication between managers and 
employees to share feedback, expectations and objectives. In addition, 
our most recent employee survey found a clear link between levels of 
engagement and the degree to which employees are having meaningful 
conversations with their manager. We recently launched a new initiative, 
called The One, designed to ensure that meaningful conversations 
are happening regularly between leaders and those they lead.

TAKING CARE OF OUR FRONT LINE 

The ride operators, culinary and guest services staff, educators and 
other guest-facing ambassadors who work at our family of parks are 
critical to creating experiences that matter. These front-line positions 
are often at the entry level of our wage scale. While we are committed 
to compensating all ambassadors fairly, we pay particular attention 
to ensuring we are paying our entry-level staff a competitive wage. 
We do this not only to attract and retain talent, but also because we 
recognize how small differences in pay can make a big difference in the 
lives of front-line workers. With these principles in mind, in 2017 we are 
prioritizing pay increases, when possible, for our front-line employees.  
We also provide training and development opportunities to help our front-
line employees advance to more senior positions within our company.

FOCUSING ON SAFETY 

Ensuring the safety of our guests and employees is our highest priority 
and a core part of our culture. Our guests expect to have a great time 
visiting our parks, and our employees are entitled to a safe, comfortable 
workplace. We have health and safety committees at each of our parks 
that implement policies, provide employee training and help drive 
continuous improvement in our processes. At our family of parks, we 
meet or exceed all safety guidelines set forth by state agencies and 
industry organizations, as well as our attraction manufacturers.

FOSTERING DIVERSITY AND INCLUSION 

SeaWorld Entertainment is committed to creating an inclusive workplace 
that reflects the diversity of the millions of guests we welcome each 
year and where all of our employees have the opportunity to achieve 
their full potential. Our focus on diversity also extends to our supply 
chain, where we source from minority-, women- and veteran-owned 
enterprises. In 2016, we spent over $84 million with diverse suppliers.

EMPLOYEE ENGAGEMENT
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ENDURING BUSINESSES GET THE FUNDAMENTALS 
RIGHT – AND THAT STARTS WITH HAVING  
GREAT PEOPLE AND A STRONG CULTURE.

2014
50%

54%

40%

50%

2014

49%

53%

2015

40%

50%

2015

50%

54%

2016

43%

53%

2016

 % of women in workforce

 % of women as company leaders

 % of ethnic minorities in workforce

 % of ethnic minorities as company leaders

ONE OF OUR PRIMARY AREAS OF 
FOCUS IS STRENGTHENING HOW 
WE SUPPORT AND ENABLE OUR 

EMPLOYEES’ DEVELOPMENT.

EMPLOYEE DIVERSITY



INVESTOR RELATIONS:  
Investors@seaworld.com

CORPORATE RESPONSIBILITY: 
Corporate.Responsibility@SeaWorld.com

SeaWorldEntertainment.com
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EDUCATIONAL PROGRAMS 

Since 1964, more than 400 million guests have visited a SeaWorld Entertainment park and experienced  
attractions designed to educate and inspire. Our in-park programming is just one of the ways  
we work to inspire action through education. Here are some examples: 

 Instructional Field Trips. Hundreds of thousands of school children 
visit our parks each year to participate in programs that are grade-specific 
and align with state science curriculums and the national Next Generation 
Science Standards. 

 Teacher Workshops and Resources: SeaWorld and Busch Gardens 
offer numerous teacher workshop series and extensive classroom 
resources, activities and teachers’ guides. Teachers are also provided with 
complimentary passes to visit SeaWorld parks throughout the year. 

 School Visits: Each year, SeaWorld and Busch Gardens professionals 
visit school children throughout the country who may not be able to reach 
our parks and interact with the animals. Our animal ambassador program 
brings both native and exotic wildlife into schools to teach youth to behave 
responsibly in interacting with wild animals and how to contribute to the 
conservation of species worldwide. 

 Educational Television: Sea Rescue™ is the Emmy® Award-winning 
TV show that showcases the work of the SeaWorld Rescue Team and 
partner organizations in responding to distressed wildlife. In the Emmy-
nominated Wildlife Docs™ TV series, we go behind the scenes to illustrate 
the care given to the animals that live at Busch Gardens Tampa Bay. These 
programs reach millions of viewers each year and inspire youth to both 
protect wildlife and consider careers in conservation. 

 Digital and Online Education: The SeaWorld.org website features 
educational material, including species reference resources, classroom 
curriculum, zoological career information, and environmentally focused 
activities. ShamuTV ®, an online video series, has been viewed over  
1 million times. We also deliver live educational programs via Skype. 

 MyActions.org: We created a social media platform to allow participants 
to share what they are doing to benefit the environment and encourage 
one another to take action. It is also a forum where they can interact with 
other conservation leaders across the country.

SUPPORTING COMMUNITIES 

We are committed to the communities in which our theme parks are 
located and focus our philanthropic efforts in three areas: animal 
preservation and stewardship; youth development and education; and 
community initiatives that address environmental sustainability. As part 
of these efforts, we partner with charities across the country whose 
values and missions are aligned with our own by providing financial 
support, in-kind resources, strategic guidance and hands-on volunteer 
work. Through our SeaWorld Cares, Busch Gardens Cares and Sesame 
Place Cares initiatives, our employees are actively involved in volunteer 
activities, such as beach and river cleanup efforts.

mailto:Investors@seaworld.com
mailto:Corporate.Responsibility@SeaWorld.com
http://SeaWorldEntertainment.com
http://www.seaworld.org
http://seaworld.myactions.org/
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