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The committee members as of November 23rd, 2000 were:

Jordi Sabaté Font, L’Aquàrium Barcelona - Chairperson

John Burgess, Sydney Aquarium, Sydney
Louis Garibaldi, New York Aquarium, Brooklyn
Hajime Nakamura, Toba Aquarium, Mie

Jerry Schubel, New England Aquarium, Boston
François Simard, Musée Océanographique, Monaco
Philippe Vallette, Nausicāa, Boulogne sur Mer
The Committee recognised two different categories of Aquariums :

· The Non for profit institution

· The for profit institution

Commercial activities are equally important for both types of organisations.

“For-profit” institution

One of the most important goals is to generate good revenue in order to have

a) a good return on investment for the share holders

b) a large turn-over will generate enough profit allowing the institute to look after their exhibits, to allow the development of new exhibits and to maintain the facility in good shape 

a) this profit will help to develop good conservation and education programs

If revenues are low we have a complete different picture.

“Non for profit” institution

Commercial activities are as important as for “for non-profit” institutions. A non for profit organisation has also to have a positive net-operating income. For those institutions good business and best practices are critical too. Income is required to achieve the mission that can’t be accomplished without good income. Good business comes first before an institution can become conservationists or educators.

How to achieve this goal?

Good marketing is an important tool to help the development of a strong institution but can or is marketing in conflict with education and conservation goals and commercial activities ?

An Aquarium has to be in the first place attractive and that both education and conservation are strong commercial arguments for the image of the institution. 

Marketing helps to gather information on items such as :

· Who is visiting the Aquarium ?

· What is the expectation of the visitor and what is the difference between the expectations of the tourist visitor and local visitor? 

It is clear that both group of visitors have different expectations and the strategy is different for both categories. 

One of the main questions for marketing can be:

· Majority of the visitors are tourists:

· What is available in the city or region where they come from?

· What does my institution show that they did not see elsewhere?

If the tourist comes from a city where a brand new Aquarium has been opened it might well be that their expectations are already have been satisfied.

· Majority of the visitors are local people: 

· What is new in the Aquarium?

· What can I see today that I did not see last time?

In this case “repeated visit” is not the key question but marketing has to find the answer to find out why the local visitor is “postponing” the visit.

If repeated visit is a key point for the success of an Aquarium: 

the institution has to provide to the visitor a satisfactory experience by

· changing exhibits

· show charismatic animals   

· surprise

· novelties

Challenge

Aquariums are becoming commodities and are competition for leisure time.

Many new projects are underway or are in planning and will affect the visitor number.

For existing Aquariums differentiation is very difficult and changing exhibits is not easy as most of these institutions are not flexible.

Strategies

· Provide in the first place a good recreational experience

· Provide to the visitor a distinctive enjoyable experience

· Focus on local or regional eco-systems and animals an put these in a larger context both in space and time.

· Make sure that such items become good “story” tellers 

· Education and conservation messages are important and essential by-products

· Develop new experiences for the visitor
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