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• Aquarium dumping introduces non-native fish and plants into

• Coastal waters (ocean, bays, estuaries) 

• Inland waters (rivers, lakes)

• Many dumped species are invasive and can outcompete 

native species and harm our ecosystems

• First line of defense is prevention

• Several species already frequently found in Texas waters

Awareness Need



Campaign Goals

Prevent introduction and spread of aquatic 
invasive species in order to help preserve 
native Texas marine ecosystems. 

Create awareness of impacts of dumping 
aquarium fish, animals and plants

Inform aquarists of alternatives to dumping 
their tanks, via information provided on: 
www.TexasInvasives.org/NeverDumpYourTank



Campaign Messaging
• Call to action: Never Dump Your Tank

• There are alternatives to releasing pets back “into the wild”

• Humane euthanasia is a better option than release

• Messaging must consider (per HARC research):

• Many fish are beloved pets, and may even be considered family

• Disconnect between knowledge and values



Target Audience
• Primary: Aquarium Owners

• Coastal Areas: Harlingen, Corpus Christi, Victoria, Houston & Beaumont

• Ages: 18 to 60 years old

• Secondary: Aquarium Stores & Pet Superstores

• Uniquely positioned to increase awareness

• May be able to offer to take back aquarium pets & plants



Marketing Tactics

Website

Digital 
Advertising

Direct Mail

Social 
Media

Print Ad

Vinyl 
Banners

Billboards

Posters

Vehicle 
Magnets



Texas Invasives Website
www.TexasInvasives.org/NeverDumpYourTank



Texas Invasives Website



Texas Invasives Website



Texas Invasives Website



Instructional PDF



TPWD Website



TPWD Social Media Posts



Facebook Newsfeed Ads



Facebook Ad Targeting Strategy
• Online and Mobile Facebook Ads – Detailed Targeting

• Who: Ages 18 – 60, All Genders, Aquarium Interests

• Where: Harlingen, Corpus Christi, Victoria, Houston & Beaumont

• When: June – August 2017



Other Digital Advertising
• Google AdWords: Paid Search Result

• Where: Harlingen, Corpus Christi, Victoria, Houston & Beaumont

• When: June – August 2017



Other Digital Advertising
• Google Display Ads

• Where: Harlingen, Corpus Christi, Victoria, Houston & Beaumont

• When: June – August 2017

• Contextual Targeting: Banner Ads on Aquarium-Related Websites



Print Advertising
• TPWD Magazine Ad - October 2017



Outdoor Advertising
• Vinyl Banners – Used for Tabling Outdoor Events Including Coastal Expo, 

Get Outside, Bay Day, Coastal Days, Kidfish, etc.

• Billboards 



Texas Invasives iWire Newsletter



• Pet Stores: 1,200 pet stores

• Science Teachers 2017 Conference (Houston): 2,500 distributed 

• TPWD Law Enforcement / Licensing Offices

Direct Mail & Posters



Vehicle Magnets
• 50 TPWD Coastal Fisheries Vehicles

• 24” x 12” Tailgate Magnets



• Online ad campaign delivered our message to 226,000 people, with 

• 11,310 clicks to website and 2,580,578 impressions in 9 weeks.

• Facebook:

• Click-through rates -- 0.07% to 0.78%.  

• Static ad & “canvas” ad (mobile only, more content in ad) worked 

best at engaging longer views and more shares (467). 

Digital Media Performance



• Webpage - “See Your Options” link had by far the most views. 

• Google -

• Paid search proved to be ineffective and too costly; discontinued

• Google display network performed better

• Aquarium-related sites -

• contextual ads did not perform well

• budget reallocated to Facebook ads 

Digital Media Performance



2018 Efforts
•Messaging to scuba divers; lionfish derby at Flower Gardens

•TPWD TV episode and/or Video News Releases on invasive species (CF/IF)

•Local TV station visits with biologists catching lionfish, plecos, etc. 

•Digital campaign targeting consumers (like FY17)

•E-banners in TPWD e-newsletters & website

•Social Media - more use of posting across platforms. 

•Print ads in TPW Magazine and Saltwater magazines

•Press release to publicize campaign, remind public of importance

•Possible email campaign (e.g., registered boaters in coastal areas)



Art Available On Request…
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