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Abstract

This presentation attempts to explain, though non-exhaustively, how we can define the commercial activities of aquariums, whether they are publicly funded or privately owned.

We must state our objectives, along with the origins of the resources necessary to achieve them.

My purpose is not to determine the best way of accomplishing this, but rather to give an indication of the number and diversity of ways are open to us, since this will open the way to understanding, from a broad perspective, how different our institutions are.

We share, of course, many common elements along with the problems they generate, as well as the strong points and weaknesses that make us different from other institutions.

Finally, attributes are listed that should be kept in mind to strive to improve customer service, hence customer satisfaction.

Résumé


Dans cette présentation, nous essaierons d’expliquer de façon non exhaustive comment les activités commerciales des Aquariums peuvent être définies, aussi bien pour les institutions privées que publiques.


Pour cela, nous devons formuler clairement nos objectifs, en passant en revue les ressources disponibles pour les atteindre.


Mon but n’est pas de déterminer la meilleure façon d’y parvenir, mais plutôt d’indiquer les nombreuses voies qui se présentent à nous, dans une large perspective d’ouverture nous permettant de comprendre en quoi nos institutions sont spécifiques.


En effet, nous avons de nombreux points communs, avec les problèmes qu’ils génèrent, des points forts et des points faibles qui affirment nos différences par rapport à d’autres institutions.


Enfin, certains paramètres que nous devrions garder en mémoire, afin de proposer à notre clientèle des services de qualité, seront rappelés en conclusion.

Possible Goals of Aquariums

Awareness

It is very important for us to get across our message concerning both active conservation and passive conservation, in order to raise awareness in the general population. This will help us put pressure on the political authorities thanks to pressure from citizens.

It is also important to make known the nature of aquatic life, the importance of water and environmental conservation, issues that are intimately linked to the very essence of Aquariums.

Education, Research & Regional Economic Stimulation

There are some of the areas in which Aquariums have been successful. These issues must be of concern to Aquariums. It is obvious that, to achieve these objectives, it is necessary to have the resources in terms of specimens, qualified staff, facilities and funding.

I would like to emphasise the subject of revenues.

Clearly, all aquarium derive income from the following sources (among others):

· Subsidies (Local, State, International)

· Donations

· Sponsoring

· F&B /Gift shop sales

· Ticket sales

All institutions seek additional resources, to be able to meet their objectives and enhance the quality of their service.

It is also true that the proportion of such revenues differs for every Institution and that, whatever the result, all are good and acceptable.

Commercial Activities (Definition)

All the necessary actions to obtain sufficient economic resources to reach the aquariums’ objectives.

Commercial Activities are often regarded as something that is “not important, or essential”. Indeed, this kind of activity has never had a major role in the complex activity of aquariums. Why? Because participants in the various professional forums and congresses (usually attended by scientific specialists) are not usually very familiar with them and there is a definite tendency to ignore what one does not know well. Thus, it is insinuated that, regardless of whether such activities are ethical or not, they are not a scientific speciality.

Unfortunately, this attitude overlooks the (very) vital necessity to provide our institutions with sufficient resources; otherwise they cannot survive.

Attributes – Activities

I would like to list some of the issues I feel to be essential, and perfectly consistent with our Institutions’ purpose and ethics.

We must analyse the attributes of our communication, the selection criteria for our suppliers, how we treat our waste. Are we concerned about energy efficiency? How do we control the mortality of our specimens? What kind of products do we sell in our shops? What is our Human Resources Policy?

How are all these things done? The brands we choose, their ethics, are defined, among other things, in such a way that the Institution confronts these questions, even though they have little to do with the content of a scientific paper presented at a professional meeting.

Ticket Sales

Finally, we must remember that, although we do sell tickets, we must also communicate knowledge and provide illusion, if we want to survive.

As Institutions, we must be able to:

· Attract

One way of attracting interest is to be distinctive, relevant, credible and provide emotionally intense communication.

· Sell

· Satisfy

· Build loyalty

How can we undertake to obtain customer loyalty?

· By providing adequate attentive service to visitors

· By satisfying visitors’ expectations

· By recalling that visitors best remember what surprises them and what they are made to understand- which incites them to return.

We are all well aware that customer management (building loyalty) is our most important challenge, but we must meet the first three objectives before we can hope to achieve it.

Visitor Loyalty

We must face the challenge of not becoming a commodity. To that end, we need 

· to increase the number of visitors who return to our institutions

· recommendations

· to become a reference

These are the attributes of loyalty.
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