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Aquarists Abound!

 Pets are an important part of our culture.

 Independent retail sales ~$1.4B.

 Over 13M household aquaria with     
thousands more in offices, etc…

 Various specialties contribute 
to a strong industry.

http://www.bandcantiques.com/items/70731/en1store.html
http://www.bandcantiques.com/items/70731/en1store.html
http://www.sanaiantiques.com/items/156792/en1store.html
http://www.sanaiantiques.com/items/156792/en1store.html


Water Gardens are Blooming!

 Water garden popularity rising rapidly.

 Fastest growing segment
 “Parade of Ponds” - community outings 

similar to parade of homes are growing 
substantially in many metro areas.



Benefits Create Challenges

 Keeping live species requires financial investment,
specialized knowledge, effort, time for care, and 
responsibility.

 Owners create a connection with the 
environment.

 Situations occur where…
 Owners are faced with disposing 

of unwanted aquatic plants or fish.
 They inadequately contain fish 

and aquatic plants and escape 
occurs.



Other Challenges…

 Increasing frequency of aquatic plants, fish 
and other animals associated with pet 
industry being found in the environment.

 Potential to cause negative environmental, 
economic and human health impacts.

 Translates into increased scrutiny and 
negative public perceptions about hobbies.

 And potential for increased regulation.



Even More Challenges…

 Disconnected players in private and 
public sectors.

 Long-standing adversarial relationships.

 No unifying agenda.

 Confusing, competing and incorrect 
messages conveyed to consumers. 

http://www.snap-shot.com/picpages/00walls.shtml?pirana3.jpg
http://www.snap-shot.com/picpages/00walls.shtml?pirana3.jpg


So What?!

 Complex problems require innovative 
solutions.
 Situational analysis:
 Think systems change!
 We all need to think differently about aquatic 

invasive species and their relationship to the issue.
 With higher priorities and scarce resources, 

unifying agendas need to be set and collaboration 
needs to become standard.



Meeting the Challenges…

 HabitattitudeTM is a proactive solution!  A 
unique partnership --- industry, academia 
and government joining forces to  address 
these challenges.

 Focus –
 Raise public awareness, 
 Engage people, 
 Promote unified environmental messages with 

corresponding beneficial actions.

 All segments of industry
are part of the solution.



What is HabitattitudeTM?

 Nationally branded campaign 
targeting aquarists and water 
gardeners.

 Links environmental messages 
with beneficial actions.

 Designed to reach targeted  
audiences.



HabitattitudeTM Advisory Panel

Pet Industry Joint Advisory Council (PIJAC)

U.S. Fish and Wildlife Service

N0AA Great Lakes Sea Grant Network partners

Under the leadership of the national 
ANS Task Force…



HabitattitudeTM Partners

 PIJAC
 Represents 90% of U.S. aquarium industry.
 Council and its members committed > $1.1+ million!

 U.S. Fish & Wildlife Service
 Lead federal agency addressing fish and wildlife.
 Contributed > $100,000. 

 NOAA/National Sea Grant College Program
 Research, outreach and communication expertise in 31 states.
 Awarded a $300,000 2-year grant.

 State and local pet owner organizations
 Beginning to spread the word.

 This is only the beginning…



• Educational outreach
• Programs that 

• Clearly articulate issue
• Explain risks and how to minimize
• Provide user friendly identification aids
• Provide guidance on what to do 

HabitattitudeTM



HabitattitudeTM  

Public Awareness



How is HabitattitudeTM Different?

 Moves ‘beyond brochures.’

 Seeks to raise awareness, engage people, 
and change behaviors!

 Unifies government, industry, academia and 
consumers to expand ownership and 
promote solutions.

 Uses built-in evaluation to assess 
measurable impacts (e.g., behavioral 
change).



HabitattitudeTM – What You Get!

 Access to: 
 Brand and campaign materials.
 Web site (www.habitattitude.net) as 

a central resource.
 Other campaign resources available 

to interested partners. 

 Support for:
 National promotion of campaign 

through partner networks.
 Experienced partners ready to help 

you connect with aquarists and water 
gardeners.

 Marketing evaluation to measure 
behavior change at state levels.

http://www.habitattitude.net/


Typical Message











HabitattitudeTM - Components

 Web site (www.habitattitude.net)
 Campaign partnership packets
 Brand and brand standards manual
 Guidelines providing alternatives to release
 Floor, table top displays and banners
 In-store partnership certificates
 Ad placement in trade/hobby magazines
 CD with camera ready artwork (in prep)
 Industry sponsored products (in prep)
 PowerPoint presentations
 Evaluation surveys in progress
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HabitattitudeTM Partners





HabitattitudeTM Support Materials

Aquarium Sticker Magazine Ad



Industry Promotion

• Aquarium Magazines
• Hobby
• Consumer

• Pet Stores
• Flyers/Fact Sheets
• Posters
• POP Handouts
• Fish bags

• Trade/Pet Consumer Shows
• Aquarium Societies/Clubs
• Internet

HabitattitudeTM



Industry Activities

• Trade/Hobby press 
• Free ads
• Cover stores
• Periodic articles

• Company Newsletters, Alerts, etc.
• Brand on aquarium product labels
• Trade Shows
• Florida’s “Dive-In” Campaign
• Pennsylvania Farm Show

HabitattitudeTM



Industry Promotion – 2004/2005
• Materials appear in > 2,000 retail stores

• Care sheets
• In-store signage
• Door Decals
• Partner Certificates

• Direct mail – 20+ million US homes (30% of US 
pet owning households)

• Brand on > 20 million fish bags, > 4 million fish 
boxes

• Starter kits being designed for small, independent 
retailers/nurseries

HabitattitudeTM







What Can You Do?
Become a HabitattitudeTM Partner

 Industry:
 Integrate campaign into marketing materials.
 Provide link to campaign Web site.

 Agencies and Academia:
 Integrate into educational programming.
 Provide link to campaign Web site.

 Societies and Consumers:
 Learn how to be a responsible hobbyist and the 

potential consequences of your actions.
 Model and promote responsible consumer behaviors.
 Become involved in the campaign.





HabitattitudeTM Benefits

 Unifies industry, government, and academia 
with consumers.

 Promotes simple and consistent environmental 
messages and beneficial actions.

 Provides credibility and accountability.
 Leverages communication through diverse 

networks.
 Helps to promote local action to 

address a global challenge.
 Benefits you, us, and our clientele.



For more information, 
visit www.habitattitude.net

Or contact:
Marshall Meyers, Pet Industry Joint Advisory Council

202.452.1525
Joe Starinchak, U.S. Fish and Wildlife Service

703.358.2018
Doug Jensen, University of Minnesota Sea Grant Program

218.726.8712
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