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ABSTRACT

Beth J. Rose

"How The New Jersey State Aquarium Was ?rnmnted"
1994 :

Dr. Steve Shapiro
Corporate Public Relations

This study determines how public relaﬁiang wae used to
promote the New Jersey State Adquarium to peréuade a akeptical
Public to overcome their hesitancy to come tﬁ Camden to visit
the facility. ;

During its first yesar of operation, thEENEW'JEIEEY State
Aquarium attracted more than one {1} million, visitors,
surpassing its projected goal.

The public relations plan was analyzed ;n nine differant
categories. The strategies included m%rketing, public
ralations, creativity, wedia, prcmoticnal'mem#erghip, pricing,
facility trenlal and group =salas. The ?ublic relations
campaign strategies included magazines, biﬁlboards, radio,
television and a pra-opening press preview. ?he target market
for each of these sub-strategies was identifiéd. The Aquarium
Fublic Relations Depariment was responsible%fqr carrying out
all nina of the above strategy elements. :

Conclusions also reveal how tha use Dfépublic relations
contributed to the ovarall success of the Aqﬁarium during its

first year of operation.



MINI ABSTRACT

Beth J. Rpse

'How The New Jersey State Aquarium Was Promoted”
1894 :

Dr. Steve Shapiro
Corporate Public Relalions

This #tudy exazmines how public relati{:ns was used to
bpromote the NWew Jarssy State Aquarium to persfuade a skeptical
public o overcome their hesitency to come tni Camden to visit
the facility. |

Conclusions of the study reveal how five :majc;:r goals were
reached, resulting in attendance of more tha.né cne (1) millien

visitors the first year.



BACKGROUND
CHAPTER I

Camden was noet always a depressed oity. Bafore the
Depression and World War, Camden was a beau%iful, ErosSperous
city which contained many major factcries,%cffice complexes
and attractive neighborhoods,

Charles Wolverton, the Camdean County Prﬁsecut&r, spoke to
a orowd during a celebraticn for the new Walﬁ Whitman EHEotel in
1924. He sald, "Today Camdan stands upon t?e threshold of a
future so great in Ils possibilities, thet 50 one will bhe =o
bold as to aven attempt to oubLline the extent thareat, nor the
limit theratg.m’

This was Camden County’s most successfﬁl AnG prosperous
decade to date anéd Wolverton’s speach summed.ﬁp the anthugisen
and hope of the county’s citizens.

The county as a whole then bozstad of é newly-£fashionead
bridge connecting it to Philadelphia, and ihe novelty of a
newborn highway.

The econstruction of new office buildings, hoetels and
shopping centers werae ¢ollectively ongoing, as well as a large

ferry terminal to help enhance the harbor.

Camden Clty was at the wvery center bf rll of these

advahces, which ware collectively being referred to as the



"Greater Camden Movement." Even the,politicél lesders of the
192078, Presidents Harding, Coolldge and Hoover, suppoerted the
Greater Cawmden Movement. l

The Benjamin Franklin Bridge, compleied Julvy 1, 192é, is
considered to be the greatest symbeol of th% Graater Camden
Movement. It was eriginally called the Camdén Bridge when it
cpened in 1928, but was later renamed in 1956. Approximatelv
four million cars drove over the bridge juat,éne,year after it
cpencd. Scume of the Phlladalphia residents ého cane over the
bridge had never saen Canden City befora. ,

A newspaper reportar overheard a passerﬁy s8ay, "1t looks
almost lika Philadelphia, anly it‘s cleaner.é"3

More hospitals, schools, hotels and affiée complexes were
being built, almost until there was an nverc&awﬂing probhlem.
The ne&w Stanley Theatar cpened in the city aﬁﬁ many important
celebrities wenl Lo see the first show, :

All of thia new growth eventually af%ected the real
estale market in a positive way. |

Construction materials and mortgage monéy which had heen
2arlier reprassed by the war wara axplﬂdingécut of control.
The real esbate bonanza raached its peak in 1925. Juat aboub
avery available sechkion of land was bought at iidiculcusly low
prices. During this frenrzied state, there seamad to be & lack
af regard for details. Possibla dahgers of ﬁcllutinn due to
the proximity of housaes Lo factories, and the%cvercrowding of

neighborhoods were overlocked, Increased traffic‘waa not well



plannad for, nor the correct sewage cunnecﬁiﬂns. This poor
planning eventually led to problems for Camd%en City. For tha
time beinyg, however, the city continued to #hrive,

Interest in a Czunden airpert grew in £927, and in 1929
Central Airport’s opening cersmonies were;held, By early
1929, Camden City was. booming with ewven mo#e roads, wharfs,
bridges and resl estate. House and automobile sales continued
to rise at a constant pace each year. Camdén City residents
were looking forward Lo the future. The excitement of growth
temporarily cvershadowad the beglnnings of aﬁ increase in =air
pollutian, traffic congestion and crime.

"The ilnertia which has engulfed Canden éity’s goVEernment
will <entaminate the remzinder cf the aﬁuﬁty,“ﬂ Pannsauken
Republican Party ILeader W, Leslie Rogers charged in May of
1958. ;

Rogar’s comments were an attack on éhan Mayor alach
Brunner, and soma Jlocal Camden Demccrats on énom be blamed the
area’s urban problems. -

"Thia political interloper has the effr;ntery to cema in
from his suburban retreat" retorted the majér, Hand tell the
pecpla of Camden that he zlone can best detefmine tha dastiny
of cur city."5 7

This Brunner-Rogers dialogue reflecteﬂ,% few basic trends
evolving in Camden during the mid 18507s. Suﬁurban,Camden,was
beconing increasingly prosparouns, while the ?rban seoction was

falling apart:.



New suburban shopplny centers, indu?trial parlks and
housing were attracting employess of many 1$rga conpanies and
investment firms out of the city. Many EGWntown business
centers c¢losed and more and more houses became abandoned,
gutted shells.

Although many religlous and cummunity?grﬂups fought ta
try to save Camden City, the situation worsened each vear.,
Buildings stood empty and neighborhoods féceﬁ decay, while
violence, crime, and poverty guickly accele%ated. The people
who could afford to moved as far away ﬁrom the city as
possible, while those who could not, stayei.

Even thouch Camden City had reccveredéquite nicely from
the war, too many decades of insufficient urkan planning had
gone by and f£inally reached the crisis ?oint by the mnid
fifties, |

In January of 1854 the associate ediéar of the Camden
Courler Post, Jane Stretch, commented, "Waéhave not had any
new real-sized industry come into Camden fa% the past twanhty
years. There have been some enlargements, bﬁt.many are moving
away."® Unfortunately, even her company wa§ ona of the early
firms to flee the city and move to the subu%bs in 1955.

In 1852, the Camden-Philadelphia ferry%vacated and fire
destroved any parts left behind, Thé Camden County
Courthouse, a fifties landmark, was torn d$Wn and the Tower

Theater was wrecked and turned into a parkihg lot.



While more large businesses and factories moved or
succunbed to wreckers and fires, a few still %emained. Anidst
the commotion, the city’s three main con&Erns, New York
Shipbuilding, Campbell Soup Company and RCA sktaved. Their
presence left the city with a small dash of;hope for bebtler
times to come.

In the 1560's, many Canden residants felt more
cptimistic. Mach of +this was due éc the Kennedy
adrninistration. The administration promised.ﬁm reduce poverty
and uremployment. They planned for better hoﬁsing and fought
against the even then present racial discrimination.

"I urge you to do everyvthing within ?cur ability to
eliminate delay,” President Kennedy told Mayér-Elect, Alfred
E. Pierce. "I promise vou the full cuoperati&n_of the Federal
Govermment. to this end."’

Many urban construction plans began and?there seemed to
be a Jgrowing hope of racovery. Thers weré rumers ©f new
companies and factories being planned, and evan a $100 million
sports complex. After Kennedy’s assassinatién in 1963, this
short period of hope quickly diminished. gThe U.B. eCiviz
Rights Mcvement questioned the possibilities Ef urban renewal
and viclence grew. Due to Mayor Pilerce’s sérang efforts to
involve minorities in political decision pcliéies, Camden ity
was able to put off violent racial wars until fhe late 18607s.
Racial tension grew during this peried %nﬁ the City’s

Afro-American community almost doubled. It %as during this



time that New York Shipbuilding Corpcrationéclosed down. The
shipyard had long steod for hope of a new ﬁeginning.

Mayor Filerce anncunced that he wculdinct ran again in
1969. The new Mayor-Elect, Joseph J. Naréi, made a strong
effort te reduce taxes, attract nore indﬁstries, and help
uplift sagging community spirit. Nardi stérted a Community
Relations Department and was surported by Chmpbell Soup, RCA
ahd Arnold Cream. Arncld Cream, alse kucwn as Jersey Joe
Walcott, was one of Camden City’s most resﬁected rasidents.
The Department cf Firnance also supported Nafdi’s efforts. In
August 1970, Nardi’s Corporation started %o undertake the
project of rebuilding the city. The Caméen Courier DPost
reported on the project. They said: :

"It can ba confidently predicted that history will

show that August 6, 1870, put a deﬁini%e pericd to-

the era in which camden slid dcwnhiﬁl and began

ancther era brighter than many of us hés had faith
znough to anvi=ien, "’ :

Just about five vyears later, the Ca@den Center City
Corporation broke its contract to rehuild Camden. Then,
finally, the growing trouble reached its% climax in late
Auqust, 1971 when mlnority groups ricted fo; several nights.
There was fire bombing, looting and burglarizing. Observers
narked these events as the worst time ever in Camden City.
This was ncted as the all time low in Camden;city history and

nobody really knew if and when the city wouid ever recover.



The idea for an aguarium came about in léBB when Campbeall
Soup, RCA, the City of Camden, Rutgers Univeisity and Coaocper
Hospital hired American City Corporation to develcp a plan to
improve the waterfront area of Camden City.

On New Year’s Eve 1983, a bill allowin% the New Jersey
Sports Authority to consbruct a baseball staaium was changed
at the last wminute. It was amended to inclu&e the authority
to build aquariums.

Cocper’s Ferry Development Association, ? public-private
corporation, was formed to develop the plén te build the
Acuarium on the Camden City waterfront. Thc&as Corcoran was
appeinted the Director of Cooper’s Feéry Development
Association (CFDA), and John Grady was éappointed Vice
Fresident. :

CFDA put together a management servicés plan for the
Agquarium and entered into a partnership #ith the State
Economic Development Authority.

In 1935, CFDA conductad a feasibiliéy atudy which
revealed that the desire for such an attractién on the Cawmden
City waterfront was widely supported. Theﬁ also projected
that the Aquarium could attract almost one @illion visitors
Per vear. This study was conducted with éhe help of the
Philadelphia Zeo. The late William Donaldson ?as Fresident of
the Zoo at the time. He had originally wantéd to buiid the

Adquarium at the zeo, but did not have encughéland to do it.



According to Matt Schwenderman, Vice Presi&ent of Finance at
the Zoo, they had two goals ir mind with their plan to build
the Aquarium in Camden. The first one was %o help revitalize
the Camden waterfront area, and the seccndfwas To provide an
additicnal cultural experiance to :stress wildlife
conservation. :

The Philadelphia Zoo helpead estahliﬁh the Aguarium,
designed the policieag and.procédures of cper?tion and provides
ranagement consulting services on an ongciﬂg hasis.

By January 19389, four vears after th@ Cooper’s Ferry’'s
feasibility study, +he monles for building;the Aquarium were
finally appropriated and construction plans began.

Excavating and plumbirng contracts were éwarded.during the
next few nonths.

In Decenber 19389, greound was brcken.foréthe new Agquarium.

The underground construction was ccmpieted May 4, 1920,
and electrical superstructure work begun.

Contracts ware drawn ugp May 25, 1995 Lo help Camden
anticipate increased traffic and parking. An 800 car parking
garage was propesed with designs on how ihe buses should
unload the visitors to the Acuarium.

William Donaldson wrote in a Phil%ﬁelphia Inquirer
article, "This Aguarium will be an outstanding environmental
and cultural resource for the State, ani indeed for the
region.* fThe admission rates were announcéd in the Inguirer

as well. Adults would pay $8.50, children?ages 2-11 %5.50, -



seniors and students $7.00. The New Jersey State Aguarium is
owned by the 82tate of New Jersey and éperated by tLhe
Philadelphia Zocq, It is bullt on 4.5 acr?s and contains
35,000 feet of exhibition space. Tt featuées custom bullt
tanks filled with 300 species of fish. The 1;rgest tank iz a
760,000 gallon "eopen ocean" tank, almost twﬁce the ziza of
Baltimorefs largest. It also features outdﬁar, as well as
indoor, displavys. i

In 1992, Governor Floric announced i February 2sth
opaning for the new Waw Jersey State Aquariu@.

At thig point the Acquarium was ready to 4pen,it$ doors to
the public. 311 major detalls ware finalized, ineluding
transportation, parking sccess and securityé It was stiil
unknown howaver, how many visitora would coﬁe or whera they
waould come from. l

Fortunately, the need to promote the Aquaiiu31was forseen
aven before ground was broken. The follawing'éublic relations
plan explalns in detall how the Adquarium Waé promoted to a

very hesitant public.
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CHAPTER I

STATEMENT OF THE PROBLEM

How publie relations promoted the New Jersey State
Aquarium to persuade a skeptical public té ovarcome thelr

hesltancy to come to Camden and visit the facility.
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CHAPTER Il

DESIGN OF STUDY

The Philadelphia Zoo helpead design th? New Jersey State
Arguarium. Their marketing tecam waa respgﬁsible for writing
Aquarium policies and procedurss and ave% msiggestions for
hiring Acquarium emplovees.

The zoo was most iwportantly responsiﬁle for writing the
bre-opening public relations plan for the Aquarium’s Tublic
Relations Department to <losely follow. l

Tha plan to promote the HNew Jersey étate Aqmiarium was
written for the time pericd of July 1, 199i to September 30,
1392. The New Jersey State Aquerium opened %ebruary 249, 13932,

Data for this study was eallected sevéral ways.

Background information to show the e%olution of Camden
City was cellected from Couriar Post artiéles dated bhack +to
1922, Cam&en Morning Peost articles fr@@ 1926, tThe 1824

Wolvertion Papers, and a boek titled, Gam::fén Cauniy, New Jersay,
1676-1678 - A Narmatve History by Jeffrey M. Dorway and Fhilip

English Mackey. Camden hiﬁtﬂtﬁ'infnrmatinnéwas zlso obtained
[rom an interview with John Crady, the Vies President of

Coopers Ferry Development Association.
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Additional data was collected from thelactual Aduarium
Public Relationz prowoticnal plan provided by Dell T.
Fioravantl, Philadelphia Zoo Vica President%af Markebting.

Data was alsc obtained through telephcne?anﬂ face-to-face
interviews conducted with the following keyépecple. All of
these paople were directly inveolwved in prom?tional planning
for the Aquarium {and considered to be reliahle sources of
informatiecn) :

- Linda Riley — Aquarium Public Relations Manager

. Todd Land - Aquarium Marketing Director

. Wendy Tannen - Aquarium Community Affairs Director

- Jamas Wallace - South Jersey Chamber of Commerce
President

. NJ &State Senater Walter Rand (the sponsor of the
Senata bill which allocated tha meney  for
congtruction of the Aquarium).

. John Grady - Cooper’s Farry Development Association
President of Finance (QFDA overseas development of
the Adquarium).

Dell L, Fricoravanti - Phlladelphla Zoo Vice
President of Marketing.
. Pat Jones - Aide to State Senator Walter Rand
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ANALYSIS OF DATA

The collected data is arrangad to s#ow nine different
categories of pre-opening planning strategéies which promoted
the Aguarium. |

The plan also includes the Zoa’s markéting staff’s goals
for the Aquarium and the description ané location of the
targel. market they hoped to reach.

Concluaions in Chapter VT avaluate thE plan and specify

goals that were reached and progress that ﬁas made.



14

CHAPTER IV

RESULTS

The following le the public ralations };:l?an which cutlines
specific goals and strategies to promote the?New-Jersey State
Adquarium. The plan was creatad 53’ the public
relations/marketing team at the Philadelphi% 7oo, haaded by
Dell L. Fioravantl, Vice President of Markeﬁing for the Foo.
The ideas and strategies written in the plan€WEre intended as
quidelines for the Public Ralations Department at the Aguarium
to follow clasaly. i

The time line for this plah was Julyél, 18581 through
Saptember 30, 1992. i

According to ILinda Riley, Aguarium Euhlic Relations
Manager, the plan was followed as clogely asépcssible, 50 one

can assume that each strategy was in fact carried out.'"

GOALS OF PLAN

1. To build a strong image and identity fci the Agquarium.
2. To genaralte attendance to the Aquarium;-— at least onea

million viaiters during the firat year of operatiecn.
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3« To build a constituancy cf individuals ﬁhu will nol only
attend the Agquarium, but supEort éthe institution
tinancially through donabions. I |

*i. To creabte more jobs for Camden City reéidents.

*5. To attract the private zactor of invesﬁora To the city.

* Pat Jones, Alde (o NI State Senatér Waltar Rend,
explained that these goals could nﬁlf be net by tha
success of the Aguarium. She stated that the Agquarium
was designad as an "anchor", a means to reach mors goals
and ultimately ‘uprove the ovarall imaﬁe of the City of

ik
Camden.

THE MISSION STATEMENT

(The Mission Statement iz to understandgand address the
marketing challenges facinag the Aguariun iﬁ 1892. Tt i=
important te have 2 thorough knowledge of the ﬂquarlum
mission, its potential market and its competltors }

"The New Jersey Academy for Aquatic scieﬁces is a private
ron-profit institution whose foremost miséicn is to the
Promote the understanding and pretechicn of équatic 1ife and
habitats, especizily in and arcund the State%ﬂf New Jersey.

"In performing thia mission, the Academy;will operate the
New Jersey State Aquarivm at Camden ana wﬁll demonstrate
innovation and excellence in public educaticné, aguatic animal

husbandry and visitor services.
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"The Academy will strive to fcstér personal and
profassional achiavement in its emplovees and to provide them
with a stimnlating and supportive working énvircnment. The
Academy will also strive to be a respgnsihﬁe member of ita
communities, assisting in economic and saciai redevelopuant by
providing eitizens with ongoing Gpportunitiés for amployment

and cultural self-antrichment.n'®

THE TARGET MARKET

The Targel Market for tha Aquarium includes the entire
Stata of New Jersey and beyond. The market is dividad

acoording to the following slandards:

The Philadelphia ADI (Area of Dominant Influenca) - 0-50
niles; |

This area contains ejghteen counties in,?ennsylvania, NEW,
Jersey and Delaware, It reprasants a poteniial market of 7
million residents. |

100-Mile Radius:

This arca contains the geography from the 50 to 100 mile
radiua from Camden. Tt represents a potential market of 9.3

millien residents.

fourists +o Philadelphia who are not from Pennsvlvania or New
Jarsevy;

This group makes up a potantial markét of about 1.3

million people annually.
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IDENTIFICATION OF PROSPECTS

Philadelphia ADI:

Residant. families headed by wne or morg adults age 30-44
with children ages 2-i1. Secondarily, ?senigr citizens,
resident groups including scouts, schools, déytrippers, Canps,
recreation centars, youth groups, chureh,grcﬁps, corporate and
mecting groups. Philadelphia oo members. |
100-Mile Radius:

Daytripper familias. Groups including %outh groups, bus
tours, schoold, emplovea groups, seniar citizens and sccuts.
Naticnal Aquarium in Baltimore members. H;w York Zoos and
Iguarium visiteors and members. |
Travel Trade:

Thasa prospects include racaptive andiper capita tour
operators, hotels, car rentals agencies, ca%inos, convention
and visitor bureaus, state tourism bureaugé vigitor centers

and othear industry segments.

PUBLIC RELATIONS STRATEGIES OUTLINE

The elements of the following strategies includﬁe:

1. Marketing Strategles

2. Creative Shrategies
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%3. Public Relations Campaign Strategies and

A. Pre-Opening Press Preview, B. Magizines,
C. Billboards, radio and telavision

4. Media Strategies

5. Promotion Strateqgy
O. Membership Strategies
7. Price sStrategies

a. Facility Renlal Strategies

9. Group Sales Strategles

n Although +this section ia actuallyi callad "Public
Relations Campaign Strategies”, it should be noted that
the Agquarium Public Relations Departmeﬁt was raspeonsihble

for carrying out all nine of the above strategy clements.

1. MARKETING STRATEGIES

It was recommended ©hat the publici opening of the
Aguarium be held on February 29 and Marcﬂ 1, 1992, This
allowed two months far the staff to work ouk %ny problems with
the ouldoor exhibits and four weeks of préview events for
V¥IFs, trusteses, corporate sponsors, agquarium members, medla
reprasenLatives, educators, tGravel/trade p}ofegsianals arud
local residents, The public opaning eventéwas scheduled at

the beglnning of the upswing in the projected calandar year’s
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Atlendance cycle. At. this time the grE%test level af
attendanca, attention and excitament could ﬁe genarated and
was anticipated Lo support a succassftil Gpening.

The marketing strategy primarily incl&ﬁeﬁ the use of
public relations through the pericd of July 1, 1991 to April
3o, luaga. Public relations afforts fnx:l:;ased heavily on
astablishing a strong identity for the Aquafium by hbuilding
high public awareness of its mission, logo ané exhibit focus.
in conjunctlon with public relations effafta, prometicons
Plaved a key role in the pilan Lo =olidly positinn the Aguariun
in the corpoerate business community and agtablish strong
vandor partnerships. l

Substantinl effort was devoted to the uaé of direct mail
For certain key target ¢roups, including sch@cl ropulations,
community groups, zoc members and travel ané tourist trada
repraesentativas. |

An impertant element ¢f (he marketing s?rategy was the
use of all available oppeortunities to crbss market the
Philadelphia Zoe and New Jersey State Aqua%ium at Canden.
Care was taken to maintain and Etrengthenéthe individual
identities of the two institutions. The rélatiunship was
presented as a profassicnal affiliation. ;Market. studias
showed that the Zoo's 47,000 family menbers ;nd 1.3 million
vigilors annually were two of the mest likelyégrcups to visit

the Adquarium.
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CBJEQTIVES:

Ehort Terms

To achiave a S to 6% share of the Philaéelpnia ADT mariet
ard a 0.5% share of the 100-mile radius ﬁarket within the
first six months of Lhe calendar year 51993. Thiz was
projected to generate an attendance of 400,500 peoplea.

Long Term: |

Duriné fiscal year 1993, to obtain a_ 9% share of the
Philadelphia ADI market and to achieve targ%t goals of 3% of
the 100-mile radius markat and 10% of thé tourist market,
These objactives were projected to genarateian attendance of

one million visitors.

2. CREATIVE STRATEGIES

The most important prerecquisaite of greaé,creative'wcrk is
sound strategic Lthinking. The first tmeéia communlcation
became the target’s first and most lasting impressinn. That
imprassion must effectively astablish éthe positicning
statement and address cbjectives. Creative;must present the
Aguarivm as tha newest and most innovative %acility and muat
sufficiaently intrique prospects to compel tﬁem to visit., The
following strategies ware designed to addres% gpecific target

audicnoe needa and provide additional creative direction.
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Creative Positioning

All advertisements positioned the Aqu;rium as a family
oriented, safe, clean, accessible, year—rcuﬁd.attractiqn. The
facility is more "alive" than a museum, mcée "hands-on" than
the Zco and more educational and less :raucous than an
amusement park. |
Copy Themes

All advertisements, public relations efforts, collateral
and promotional materials for the Aquariﬁm included words
and/or images which communicate the ccncepté of new, dynamic,
engaging, informative and fun. Advertisinq COpY Was written
to focus on all aspects of "new." Tt iz a ﬁEW'attraction, it
is a new concept for this marketplace and ité design is unigue
and new 1n comparison to other aguaria. éThe copy had tao
convey the sense of discovery each visitor %ill experience.

Variations of a "Waves of Excitement" ﬁheme line and key
features stated in the positioning statemEn% were to be used
in daveloping advertisamants, collateralg and prometional
materials, E

The Aquarium’s convenient.proximity‘ta:ﬁajcr'northeastern
metropelitan cities, especially Philadelphi; with its wealth
of cultural and historical sites, was also éddressed.
Objectives for Target Markets .

caeneral Audience:

The Aquarium prevides an exploratory adventure that can
be exXperienced simultanecusly by all famil? members. It is
such an extraordinary experience that it is not attainable

anywhere elsea.



Casual Visitor/Familv:

Public relations efforts and advertiséments,in,mass media
aimed to build advance sales and,attendanée. Advertisements
included and emphasized the Equarium’s%appeal to all age
groups. The advertiscrents were also intended to provide a
sensa of adventure and discovary of thé "new world"™ that
awaits visitors.

Seniors:

Generally, this group was positi@neﬁ as pecple who may
visit the Aquarium in the campany*of’familf and friends. Capy
roints, as they appeared in collateral m%terial, stressed
safety, oguest amenities and availablé discounts. o
advertisements were planned to exclusively%target this group.
However, effortz were made Lo reach a significant numbear of
seniors through travel trade promolions. '

Iravel and Tourism:

Advertigenents diracted at this mark&f were specifically
designed to spur advance group or inéividual admission
Yeservationz. Copy points in direct maii pieces and print
advertizements amphasized newness, Proximity, quesat and agroup

amenities and availabla discounts.
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Sghoolda and other Groups:

Emphasis was placed on the imgportance éf the aquarium as
an integral part of their organizatiﬂnfs education and
community cutreach efforta. Copy points inciuded the types of
group accommodations available, advance re;ervatiansjsales,
aducation programs, lunchroom availability and discounts,

Corporate ahd Ipdividual Facilitv Rentals

Advertisements and brochures wara creﬁted to emphasize
the allure of a new party rental facilityéWhich boasts an
unequatled setting, convenient proximity éand spectacular
views. Copy was written to suggest the: suitability and
flexibility of the facilities for varicﬁs bu=iness and
personal functions. Adverlisements pointed Eut that there is
ne cther facility comparable to the Aguarium for holding their

event.

3. THE PUBLIC RELATIONS CAMPAIGN $THATEGIES

The campaign was designed to educate the public ahout the
new facility, to communicate that it is a familz entertainment

exporience where evervone has fun while they learn and to

inform the public of its accessibility. Itéwas intended to
accomplish  this through a ccmprehensivgé strategy which
includad:

1. Publicity

z. Community Relations

3. Special Events and Promotions
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1. Publicity

The plan included the standard "nuts andébclts" raleages,
but alse brought an approach that streéched the usual
boundaries of public relations to incluée exciting and
interasting elements carafully targeted and.e%pertly'executed.

The plan sacured the editorial calendars from all local
medla and national trade and consumer travelémedia,tm develop
stories pertinent to the is=zues and inerease the likelihood of
publication. l

It alsc concentrated efforts to reach,thé suburban papars
that served a significant number nf’pctential;custnmers living
in the ocutlying areas.

3. Community Relaktiens

It wa= essential that the Aquarium receiée the supporl of
tha syrrounding community. '

The plan engaged in a dialegua with comm@nity leaders and
groups to develop Thelr support and enthugiaaﬁ. This toock the
form of community events or projects invoiving the local
neighborhood. It included a special preview?af the Aquarium
for local resldents and a periodic newslettér informing the
comminity of events and activities at the Aqﬁarium.

2. Special Events and Promotiochs |

Public relatiens promotions (these ?Ere promot.ions
intended to generate publicity) also played é key role in thea
glrategy. Public evenls were planned and impfemented in order

to draw media attention te the project.
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The above is an ocutline of Public Re#ations Strategies.
The next three sectiona: "a¥ The Press Pre%iew, nEeu Magazines
and "C¢" Billboards, Television and Rac‘lié e¥plain in more
detail some of the successlful pre—cpeniné plans that weres

carried out.

A. THE PRE-OPENING PRESS PREVIEW

The Prass-Preview was run by Linda Riléy'at,the Aquarium.

Firet, =a press list was prepared inctuding local
politiciane end hundreds of reportars on tﬁe guest 1ist,

According to Rilay, reporters w$re,§invited from New
Jersey to California, Canada, Japan and eveﬁEWhere in betwean.
Governors Thomas Kean and James Florio weré invited, as well
as all of the county freecholders and lccal;politicians.ﬂ

A praad kit was preparved for repcrteré which includad:

Two naws releases: :

1. A calendar of events for theéyear, broken down
by months. This was createdgto giva the press
an overview of which speéial evants wara
planned for the year =o moré stories could he

written.
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"Dangers of the Deep", a neyg release which
explained an attraction whi?h featured the
worldfs most dangerous creatu?es, a four-foot
electric eaal,, spiky licnfis$¢ Loothy eels,
young alligators and meore. Tﬁis release alsao
provided location and parkfng information,
admission prices, hours and; the Adquarium’s

talaphone number.

The kit also included twe color brachurés:

1.

A coler brochure with pictuﬁes tec highlight
different attractions at the,Aﬁuarium, special
features, refreshment/cafa iﬁfﬁrmaticn, the
gift shop and membership prog%ams.

A color brochure about: the? Pelaware River
Ferry Scheadule, The Riverﬁus brovides a
quick, pleasant passagae hetweeﬁ Penn‘s Landing
in Philadelphis and the NJ state Aquarium in
Camden. The brochure points?cut how tao use
The Riverbus to avaid tiaffic, bridge
crossing, parking fees, hasélesr and wasted
time. Tha brochure shows éictures of thea
Riverbus and provides an aﬁﬂznumber for more

information.
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Also included in the press kit were:

1.

2.

A location, parking, and di}ecticn sheet.

A public transportation informatien, sheet,
which ocovered farry, train) and jilnev timas
and prices.

A Facllity Fact Shéat all about
groundbreaking, indeocor and?outdccr exhibits,
building site infoﬁmation, daily
damonstrations, visiter services, and design
and conatruction infcrmatinﬁ.

An Exhibit Highlight Sheetf which went into
detail about the trout sﬁream, cpeh ovoceaan
tank, shark display and ﬁany mores unusual
exhibits. '

An  Entertainment Fact. Sheet, This sheat
evplained many other farm% of entertainment
and amusemant in the waterércnt Area besides
the Aguarium. It includedéinfcrmation about
Wiggin’s Park Marina, Walt%Whitman Cultural
Arts Center, Walt Whitman Héuse, The Riverbus
Ferry, Penn’s Landing, The C%mpbell Museum and

the Stedman aArlk Gallery.

Lastly, the kits included the first lssue of a quarterly

newslelter called "Wavelength." The Waveléngth iz a large,
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color, six page fold out newsletter featuring activities and
events at the Aguarium and at the Camden: Watarlront, It
contains pictures of Aquarium axhibits snd shother calendar of
eventa. [k alsc featured a story about a seal and his trainer
(at the Aguarium} with a postar size picture of the sezl. The
press kits also included Riley’s busipess ﬁard.

Riley measured the success of the pre#s preview by the
number of puklications which printed positﬁve articlas prior
te the opening of the Aquarium. Some of tﬁe most well known
publications included: :

Tha Washington Post, USA Today, Boston Glabe, Welf Sf%’E‘E‘f Journal, Phiiadeiphia
Magazine, Spart Flzhing, Recemmend Magazing, Underwalar USjA, Dallas Moming News,
Marint Independent Joumal, Sall Lake Tribune, Oftawa Gitizen, br!andu Sentinei, Central
Record, Cape May Gounty Herald, New Brunswick Home News, Naw Jersoy Busingss,
AfG Times, Chattanooge News, Architecture Adweok's Ma:ffkeﬁng Week, Business
Fhiladelpfia, Philadelphia Inguirsr, Gowrdar Post of South Jersiey, Carpenter Magazine,
Newark Slar Ledger, Asbury Park Press, Allentic City Press, Gloucsster Couny Times,
Bulington County Times, Doylgstown Intelligencer, Ccmpresse:éi Alr Magazing, American
FPrinter, Mid-Atlaniic Group Tour Magszine, Firiiadelphia Elaff_i,if News, Bargen Gounly
Record, New Hope Garette, Jewisk Fxpopant, Landsdale Repé?rter. Alfentow Mot
Call, - aven the Naticnal Enguirer! |

Also, according to Rileay, as a resuit of the Press
Praeviaw, the New Jersey Network creatéd a documentary

highlighting the Aquarium’s collection and opening.’™



B. MAGAZINES

"News Network"™ consists of four magaéines. They are

Newsweek, Time, U.5. News and World Raport and Sports !Ifusf:'ared.

News Nelwork covers readers zcross the rénge of editorigl
preferences. These naticnal 'weekly magazine-:s. provide quality
and immediacy and elicit credibility and re;spect from their
rezders. | -

The total subscription enly circulaticn; of News Network is
107,800. :

The Network covers the Delaware Valley, Bﬁrlington, Camden
and Gloucester counties, |

The following chart shows the impresés.ivé demegraphic
statistics of the News Nelwork readership. Thﬂ:f source for this

chart is the 7989/7990 SMAB Double Database Market Siatistics, 1960 Census.

All pepulation, impression and reach fi@ures stated in

thousands.
TOTAL ATTENDED/ HOUSE INCOME
ADULTS PROFESS. CGRADUATED : HaLD
18+ MANAGERIAL COLLEGE $30,000+ | 540,000 $50,000+

BASE-THREE TIMES '
GROSS IMPRESSIONS 5370 ga7 1215 232E 1782 1114
REACH 1081 241 311 862 438 270
% COVERAGE 4.7 E2.4 614 545 80.6 63.2
AVERAGE FREQUENCY 249 a7 4.2 35 41 4.1
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The ads in the Nelwok focuszed on "suppnrt;th& Agquarivm and
support Now Jarsaey", Gecgraphically, the NE#SAEnwrk included

Cherry  Hil1l, Maercer, Monmouth/Qcearn, Middlasax/Sonerset,
Morris/wWarren, Bergen/Passaic and Essox countjes for =2 total

subscription eirculation of 269,510. The Home Nélwork included the

Southern Jersey and Northern Jersey adibions for a tobal

subscription c¢irculation of 121,910,

C. BILLBOARDS, TELEVISION AND ngme

After the Press Preview, thare were two nverhll granhd opening
campaligns run simultaneously starting in August bf 19391,

The fivat involved the outdaor painted bulle#ins,(billbﬁards])
and Lhe second invelved a special fund a11a¢a¢ed by the State
specifically to purchase media and offset any negative percapticns
regarding location. |

Billboards: Nine outdeocr locations wereépurchased. The
number and locations were delermined acocording %e: 1. traffic
patterns, 2. petrec population concantrations and§3. threa twanty
fiva mile concentric geographical circles from thé Aquarium. Four
locations ware concentrated in the Philadelphia;metrn areas, ans
bridge lecation, one T-95 lccation, one Rcc;evelt Boulevard
lecation and one Schuylkill location. The obther lécatians included
tha Northeast near Allanlown, Wilmington, Nﬂrﬁhern Jersey and

Central WNew Jersey.
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gpecial Fund: This budget was used to purchaée eight weeks of
television and eight weeks of radic in the Philaielphia ADI.

The intention was to generate a2 high level of awareness in the
largest tourist market in the state. A compaﬁy' called Krain
Outdoor donated an entire fleet of Jitneys and al@ displays at no
charge for 16 weeks. The Aquarium purchased 50§curb and street
£ign displays for six months. :

According to Riley, a detailed analysis of tﬁe effectivensss
of these campaigns is not vet complete, howeveré she stated the
total wvisitor level achieved is a testament to:the Aguarium’s

. aas 1
overall initial success.”

4. MEDIA STRATEGIES

Media Objective:

1. To reach adults 25-49 with children 2"1?.
Senior Citizens and Tourists .

2. Media were used which achiave a high aegree of reach
against this audience hecause reach is of strategic
importance in generating meaningful 1evéls of exposure.

3. Media provided minimal levels of expoéure during the
Introductory Phase in order to sufficieﬁtly support the
cpening and cther marketing efforts, :

4, Media were used which effectively écompliment and

communicate the Aquarium’s image.
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5. The Aguarium’s paid advertising appéaréd,primarily in the
Philadelphia ADI =since this represents the greatest
potential. Exceptlans te this areéthosa special or
smaller markets which were targeted tﬁrmugh direct mall
or travel trade advertising.

E. Flexibility was malntained in order Lo react quickly to
various market conditicns. 7

Media Gtrategy

The strategy included a mix of outdoor, ra?ia and televizion
that tTakes into coensideration target audience réach and fredguency
in conjunction with geographic coverage and media anvironment.
The Media Plah reguired a more in-deplh us% of paid madia in
order to assurs the Aquarium’s share of the markek during the prima
visitor season, It included the continued uée of outdoor and
television and radio. This strateqy assurad greéter return on the
media invastment beczuse the dollars were allecated against the
grealest potential selling pericd. l

Television and radic schedules took a traiitional flighting
pPakttern of two weeks on and two weeks off for a éatal of six weeks
from mid-July through September, 1992,

Outdoor was used extensively for mass markatéawareness against
all targets and strong directional support éa Aguearium-bhound
visitors., The exact type and extent of outdoor ﬁsed was dependent

on locvation and availability. oOutdocr types includead:



. paintad bhulletins
- rosters

. rotarias

- backlits

. bus sheltars
. train <¢ards
Television:

Television was recommended because it provided the dynamic
elements of sight and sound. Researeh and %experience have
confirmed that television performs the bast éof all selling
environments because it comes the closash ko perécnal salling.

Television and radioco consisted of DSis ;and promotional
support. Thi= created no actual cut—afmpmaketiexpenses e the
Acularium. |
Eadio:

Radio Was recaommended because it is an exgeilent supporting
madiom to other mere "mass" media, But it alse pléyed an lmportant

role for these reasons:

' Promotional support and opportunities
. .High frequency medium

. Excellent for mobile populations

- Excellent summertime medium

. Flexibility

. Local coveraga
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5. PROMOTION STRATEGY

The Aquarium aggressively sought and utilizea promotional
partners o achieve its goals of building awareness and attandance,
This allowed the Aguarium to offset cosks and Eo craate exoiting
events which not only drew visitors but provideé them with valua-
added and enriched visitor experiences. In adﬁiticn, promoticns
helped provide the Aquarium with valuable media exposure. In
axchange for donations of product or advarlising %ime, the Adquarium
offered promotional partnars a limited number of fiiisccunt admission
coupons and/or advertisement axposure. V

The Aquarium has a variety of educaticnal prbgrams and private
aevents to provide sponsors with the uppnrtuniﬁy te ba pubklicly
assoclated with New Jarsey’s newest, mosh dy%amic attraction.

These were included as promotional opportunities.

6. MEMBERSHIP STRATEGIES

Ohjectives

Short Term:

Build a general awaranass of the inatitulion and total
membership of 10,000 members by the end of 1992.

Long Tat'm:

Reach a level of 20,000 membars by the end of 1993,
Tndividuals join an instituticn for one or hobth of two

reasons:



1. For the benefits offered by the instiﬁution.

2. For a sense of helonging.

Membership income offers an institution aéstable financial
base shielded to szome degree from seascnal tfends, weather or
short-term economic fluctuations.

Benefits to be offared to members of the Ajuarium included:

. free admission for 12 months,

- members-only entrance privileges,

. exclusive members events,

. member publications,

. aquarium gift shop discounts,

. discounts on educational programs, and

. discounts on Philadelphia Zoo memberships.

It was expected that because the Aguarium wﬁs new and a great
source of pride for state residents, many individuals would be
eager to join the Agquarium at philanthropic leveis.

It was proposed, therefore, to offer twe %verall levels of
individual magbership:

1. General membership which stressed economic benefits.

2, Upper level categories which stressed belonging and

exclusivity.
Lover Level Membership Categories:

As with general admission, membership at thé lower levels is
price sensitive. 7The pricing strategy prcposed;was to price the

famlily membership at the cost a family of four would pay for two
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visits per year. This resuited in the following price structure
for the lower membership leveals:

DUALleweeenees.§45.00 .1 vrrrnnnassAdmits individual and one

guest.,

Familyeoe-ooore$555.00. 0 cnescsncecacnn Admits twe adults and all

children in household
under: age 18.

Family Plus...S$85.00...00ccsvacass-Adnits two adults and all
children in househsld under
age 18 PLUS two guests at
every visit.

Upper Tavel Membership Categories:

Traditionally, organizations bring new members in at the

general membership categories and then attempt ﬁo convert. them to
the upper philanthropic levels. However, theéNew Jersey State
Agquariuvm at Camden was new and had at this point the option of
offering exclusive incentives to pre-opening uﬁper laeval charter
members. There was, therefore, a window of appc%tunity'to attract
these upper level nmembers from the start.
Four upper level membership categories we}e established at
$125, $250, $500 and $1,000. These members recéiveﬁ:
1. The basic benafits of a Family Plus mémher.
2. Invitations to an Aquarium preview Eduring the month
before opening. _
3. Permanent recognition in the building és charter members
if they joined before January 1, 1993é

Membership Sales Strategies:

1. The first membership acquisition for the Aouarium was to

be directed to zoo nembers. Prior td this acquisition

mailing, =zoo members were informed éf the aAquarium’s
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Plans and membership categories thrﬂughétheir exclusivea
mAgazine, Z00 ONE, Immediately fallnwiﬁg, in october,
they received their first mewbarship a;quisitinn which
included rll category opticens and a $25§dis¢ount on thea
2125 level.
Im November, a 400,000 piece mailing Wasé$$nt,to selectead
households in New Jersay, Pennsylvani? and Delaware.
This mailing offared all categories huﬁ focused on the
opportunity to preview the Aquarinm for ;thcse who joined
at the upper levels.
After opening, mpenberships werae sqlicited by mail to
targeted individuals at the follﬂwingg‘times: April
(250,000 pieces), June (100,000 picces), Ectnh&r {400,000

pieces) and April 1993 (250,000 pleces).

7. PRICE STRATEGIES

Since the largest single source of revenue for the Aquarium

framework.

comes from casual visiters, the price strategy fccugea most heavily
on This group. Aguariums are markal driven insﬁituticng and as
zuch, attendance at these institutions is price sensitive. Thus,

it was important to position the Price within ihe competitiva

1.

Several factors positively impeaot on a pricimg strategv:

The facility iz new and novel.
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2. There is limitad physical capacity with;anticipated high
denmand . |

3. Fiscal reserves are naeded to support fuéure expenses and
growth. |

4. Rates must be positioned apprcpriatély in view of

comparable local and national attractiﬁns_

Factors which fustify lower prices:

1. The need to build a strong perception gf being a publlc
service organization accessible bo most spolo—zconomic

groups.

2. The nead to gain brozd exposura by maxlmlzlng volume of
viditors. :

1, Positioning the facility as an acceptable alternative to
competitive options.

4. Bullding an image of an excellent valua/price
relationship. :

Recommended Price Structure

Taking the above price strategias and reve#ue sources into
condideration, it was recommended to position tha?ﬁquarium in the
middle of the competitive field. Bazed on thg prices below,
Aquarium admission for a family of four was set at $28.00. While
this is more than admission for a family of four %t the Acadamy of
Natural Sciences ($20.00) or the Philadelphia z%o ($21.00), it
comparas quite favorably to Lhe Franklin Institufe ($31.00), the

National Aguarium in Baltimora ($36.50) and Sesame Flace (967.00).
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The Admission Price Recommendations were zmz Follows:

Adults.......... P rEEEEEde e .......;...5&.5&
Childran (2-11).......... T R A At de e 3...$5.50
Students (with ID).iuvvinceeenennnn. rraarana.57.00
Eeniors [654) iuiitainicencnoeacnen- et E R s e haen 87.00

Groups (15 or more individuals):

- 1 = rrrrrraaass-5T7.00

children..... et E e ae e eeaeanan rvae 4,50
St::hgolsllh ---------- TT TR EAE A AL A e s e a -54-00 (flﬁt ratE'.}
TourOparators. e e v i enaan.. rruanaaaaa56.00 (flat rata)

8. AQUARIUM FACILITY RENTAL STHA:TEGIES

It was the geoal to reach a botal revenus of éBSQ,GGQ in fiscal
‘93, |
The rental program reguired an aggressiva %dvertising stance
to competa with the other wajor cultural rentaﬁ facilities. The
advertisements promoted the size and approp#iatemess of the
Aquarium for specific evants, highlighted the viéw of Philadsalphia
and included the tag line "Put Some Splash intoéyour Next Rash."
The recommended media publicatinn list incluﬂed%
- Applause Magazine
. Fhilacdkelphia Magazine
. Inside Magazine

. Main Line Magazins
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This greup of magazines vapresented the caliﬁer and cquallily of
audienca that was cirrently booking reservaticné_ They are all
well noted for their entertainment aditariai and aoverage,
Acoording to their own ressarch, readers use thesa pubk:lications for
party and entertainment ideas. The caliber of %he audicnce alzo
reflects a high corporate executive rEaderséip that doubly
influences this markel as well. TFvacutives are éansumers toa.

Listing advertisements were alse placed :.n The Jewish Exponent

"classifiad party guida" section. A mix of displ%y advartizements
and listings was also placed in Philadelphia,EMSﬂ. vellow page
directories. '

Ihe Adquarium’s sales representativas alsnzpartiCipatEd in
hospitality and travel/trade-related shows throuéhuut the region.

A full-color brochure was developed tﬁ enhanca s#sales
pPrasentations and provide meterfal for direct méil solicitation.
Each convantion =sales rapresentative for Lhe ?hiladelphia. And
Cherry Hill Convention znd Visitor Bureaus receiéed a copy of tha
Aquarium’s brochure for sales presentations ?ta out-af-state
clients. In additien, local mewhars of Heeting Planners
International, party planneprs, Aguarium caﬂtrac?ed caterars and
hotel smles repraesentatives wers provided a cnpyiaf the Aguarium

rantal brochura for off-sitae sales purposes.
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9. GROUP SALES STRATEGIES '

Group sales strategies included a special pr;a—school day, the
offering of specific educational workshops a.nd off-site field
trips. The marketing included a mix of dir:ect mail, media
advertising and trade shows. |

A small advertising campaign promoting th%e Aguarium az a
tourist destination greatly enhanced visibilityé and reservation

requests. Publications used for this campaign included:

. New Jdersey Travel Guide

* Pennsylvania Visitors Guide

. Tour and Travel News

- Travel Weekly's New Jersey Travel Planner
. VFCB Group Tour Planner

. PCVEB Destination Planning Guide

The mix of these publications provided wide~-spread impres=zions
of the Agquarium throughout the United States and sone

internationally.
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THE SCHOOL MARKET

The Zoo developed a 792/93 school group plaﬁning duide for the
Agquarium which emphasized pre-paid group admissions for the
Aquarium and registration for formal_educationél Programs. This
guide also included a section on the RIVERKEEPER% outreach progran
and highlighted thae aducational value of the Aqu%rium and its focus
on aguatic wildlife habitats native to the nnrtg Atlantic and Naw
Jersey. It was recommended that this educationa¥ guide be designed
to compliment the design of the zoo’s educationa£ praogram guide for
the purpose of coordinating joint marketing eff@rts to elementary
educators throughout New Jersey, eastern Pennsylﬁania.anﬂ.Delaware.
Joint marketing with the Zoo provided added peﬁetration inte the
marketplace and made available informaticon onétwc of tha most
visible and environmentally focused instituticn% in the area.

The Zoo  also placed Aguariunm edu%ationally—fccused
advertisements in FIELD TRIP IDEAS mailed directiy to teachers and
camp directors by name from southern New York to ﬁorthern Virginia.

It was recommended that a focus group of éducatcrs would he
helpful to measure teacher’s expectations of the Aquarium and to
determine its effectiveness as an educafional facility.
Information gathered from educators also helﬁed focus Ffuture
marketing efforts to address the needs and expe?taticns-of these

important customers.
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The fellowing is Budget Informabion. Thegcategcries listead
were the only categoriaa for whan budget informaticn was avallable,
It should be noted that the projected lncome was %mur times greater
than the projected expenses. The actual outcoﬁe showed that Lhe
income for the first year of operabtion was, ingfact, four timas
greatar than the expenses. This shews that the Eudget was planned
and successful. :

The following budget figures are taken frém the Zoological
Soclety of Philadelphia‘s Marketing Plan: i

Consumey Markeling and Marketing Department:

hdvertising - $1,065,064.00 :
Ad Preduction and Collateral — $135,950.DD§
Conaultants - $74,828.00 '
Publiic Relationa - £94,200,00

Events - 5107,000.00 :
Promotions - $10,000.00 E

TOTAL - $1,490,042_ 44
Mempber=ship Marketing;:

Advertising - $%13,045.00 :
Ad Production and Collalberal - $473,390.DD§
Consultants -~ 5$24,545.00 7

TOTAL - $536,880.00



Advertising - $21,517.00

ad Produckion and Collataral - $20,500.00

Consultants - 5824.00

¥OTPAL - § 42,841.00

Development Merketing:

Advaertising - $63,101.00

Ad Prpopduction & Collateral - 5500.00

Consulitants - £3,712.040

TOTAL - § 67,313.00
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CHAPTER V

CONCLUSION

ATTENDANCE

The long-term goal of the overall marketin% strategy for the
Aquarium was to obtain a 9% share of the Philadglphia ADI market,
a8 3% share of the 100-mile radius market and io% of the tourist
market. This was achieved and resulted in the ﬁttendance of more
than one millicon visitors to the Aruarium during the first year of

cperaticn. (There were alsc more than one million visitors the

second year).

According to the Zoo’s marketing team, thé only drawbaclk of
exceeding the projected number of visitors waé, when on c¢ertain
cccasions, the Agquarium was overcrowded and subéequently resultead

in some negative publicity and werd of mouth.

GROUP SALES RESULTS

The plan for promoting group sales was also Ec succesaful that
it led to some overcrowding problems. Group salés income the firat
year was approximately $600,000. This figure was way beyond what

was anticipated.
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MEMBERSHIP RESULTS

The Agquarium‘s current mambership baée consizsta of
approximately 12,000 mepbers, This compares Tavorably with the
pre—opening projection of 10,000 menbers. Thaétctal membership
income earned was $1.1 million, which doublei the pre-cpening
projection of §550,000.

The direckt mail plan to increass membership% which consistad
of mailings to 400,000 regional householdés, wagialsc successful.
The results of the nailings were calculated ﬁy the Gillespie
Organization, & consulting firm hired by the Zoo to measure tha
results. Membarship sales were wvital to thag success of the
hAquarium according to Dell T. Fioravanti, hecausé members provida
d bage of regular visilers who remained congisﬁent through the
slower seasons.

According to the Gillespie Organization, thé direct mailings
Produced 2,400 new members, A second mailing produced 2,500 new
mamhers. I

The r&malning 8,300 memberzships were cultivaﬁeﬂ‘mcstly'thrnugh
gate sales, a speclal ztate employee promotion ﬁnﬂ reguasts for
information threcugh the mail. {Tha FEqueEtsé for information
through the mall were vary minimal). | :

A third new member acquisition was recentl? mailed in June
1994 to anothar 400,000 regicnal honseholds. Thé experience from

the first two mailings helped to set the ﬂirectién for this



wailing., The June offer emphasized joining at the Sea Adventurer
Society level in order to cktain permanent Aquariun recognition in

the building.

FACILITY RENTAL SALES RESULTS

It was the geal of the Aquarium’s Public Relaiicns Department
to reach a total revenue of §350,000 in facility ‘rental sales by
1993 and it was aurpassad, |

According to Fioravanti, 1.0% of Aquarium cvents were booked by

individuals and 90% by corporatiema.,"

Puklic aﬁareness of the
rental program was driven by the Aguarium’s participaticn in trade
ghow activities, grand apening publicity and the stfategic planning
vf magazine advertisements. (A detailza plan af %d placenents is
outlinad in Chapter IV under Faeility Rental Straéegies) .

Fioravanti peointe out that this prcgram,gwa$ egpecially
successful because the Aquarium’s rental rates are;at tha high end
of the marketplace. |

To date, the Aguarium has been raquired to ictbtain a ligquer

license in order te dispense alcoholic beverages at rental events,

They also have contracts now with twenty-five outside caterers.
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PUBLIC RELATIONS CAMPAIGN, MARKETING STRATEGY,
CREATIVE STRATEGY AND MEDIA STRATEGY RESULTS

The succass of the above stratagiss weré ail memszursd by
attendance the first year, There were not aﬁy further studias
conducted by the Zoo or the Aquarium’s Public Reiatinna Department
To measure separate components of the above straﬁegies. A3 glready
mentioned, becouse albendance projections weée surpassed, the
entire public relations campaign and marketin% stratagias were

judged to be successful.

NEW DEVELOPMENTS AND PRIVATE INVESTORS

Pat Jones, Aide to Wew Jersey State Senater Walter Rand, shows
specific evamples of how the success of the Aqﬁarium,has brought
new developments and investors Lo the Camden waﬁerfrmnt area, It
sheld be noted that many of the following cumpénies said "ne" to
investing in the waterfront area pricr to th;e success of the
Agquarium. New investors to date includza:

r "Pace Entertainment" was contracted to build the "Sony
Music Anphitheater.n ;

- TBlockbuster Video" will also be inve%ting in the Sony
amphitheater. .

. "The Martin Marialta Company"™ was ariginally planning to
close down and ley off many amployees, but has now
dacidad to stay on the waterfront. f

. Campball’s Soup Company, already 1mcatéd in Canden, will
be expanding their corporate offices to the waterfront.



. The GE Rarcspace Campus, the DRPA Headguarters Bulléing
and the River‘s Edge Corporate Center .will be invasting
in the waterfront area. These new projects are estimated
to bring wore than 2,700 new employees to Camden.

. The lobl next door to the Aquarium was gold in 1t94, and,
dlthough 1t is not certain whe is going to ke there, it
ig recognized as ancother sign of improvement.

. The Riverbus Ferry in Camden has= started backup again for
the first time in twenhty vyesrs. ?

- Starting the summer of 1885, Wiggin’se Park {(next to the
Aquarium) will held daily bazsars. It will give local
vendors a place to sell their goods, and, 2t the sanpa
time, provide even more entertainment for the city.

. Jones stabed that so far the State has baan pleased with the

rasults of thair investment. 2

NEW EMPLOYMENT RESULTS '

According to John Grady, President of CFDA,écreating new jobs
wad one of the main gcalé of the Acuarium.'’ |

To date, Crady reports that 100 full—timé jobs hawva haan
<reated by the Agquarium alone. "Fifty percentéof these are for
city residents" ha said, vand s00 nEW'ccnstructiﬁn,jﬂbs were alsc
created. v’ 7

Grady explained that the "Martin Marietté", a4 new office
compleX¥ to the waterfronl. area, is projactad by C?DA to create 1200
new jobs. All together, so far, according to Grady, companies have
totallad approximataly $200 million of investmeﬁts in the Cawmdan

watertfront which will keep employment on the riaa.



Wendy Lennon, Director of Community R%latians for the
Aquarium, has a different perspective regardiﬁg the employment
issue. E&he revealed that while Aquarium job sﬁatistiCS may look
good on paper, the picture was different from an insider’s point of
view. Lennon said that the "100 new full—tiﬁe Aguarium Jjobs"
reported ware really only part-time and did ;not aven provide
banefits for the employees who worked at them. Sﬁe staled that the
only full-time jobs available with decent saléries and benefit

21

packages wera a sprinkling of upper management positicns. This

issue is something that Lennon would like to change . in the fukture.

CORPORATE SPONSORED PROGRAMS

One of the new programs that Tennon runs, End is very proud
of, 1s called the "outreach Program®. The Ou%reach Program is
funded through corporate grants to the Aquarium. It is a summer
science camp that allows eity children to go to cémp for four waeks
in Auvgust. The program costs $90.00 a wealk, buﬂ the children who
cannot pay 4o as well. Lennon reperited that 47 ﬁhildren attended
last year. Lennon ¢gathersd feedback about thé program through
surveys, which turned out to ke almest 100% posiﬁive. Due to this
feedback, the corporate grants will continue ana Lennon hopes ta
attract three times as wany campers for the summﬁr of 1995.7

Through ancther special program called E"Aquarium Accasd
Program”, corporate sponsors have already made p?ssible more then

16,000 free admissions for economically underprivileged groups.



a1

In conclusion, the Agquarium has had tremendnﬁs public success
in its first year of operation. All of the majoﬁ ravenua ¢enters
have axceeded goals, including casual visitors, mémberships, group
sales and facility rantals,.

The new irwvestment activity at the waterfropt is proof of a

successful beginning.
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THE FUTURE OF THE NEW JERSEY STATE AQUAH]UM

New Jersey 8tate S¢nator wWalter Rand:
"It'é (Aquarium) a beginning, nct an end. The Aquarium is not
the anewer to the City’s prehlems, but it begins the process
by attracting pecple teo cur waterfront. It;diﬁpels the lack
of safety myths and begins to attract new*pri%ate investments,
i.e,, the Sony Flace Amphitheater prcject.“g

Tehn Grady: :
"Although there hast been a significant ammu%t of measurable
success, the positive changes set forth by fhe Agquarivm will.
have to be eontinually monitored for the neft 20 years. The
naw image of Baltimore’s Tnner Harbor tgnkiﬁﬂ vYaars to re-
create, but Cawden City has already begun to éhange,theirs for
tha befiter in only two yveara." "The greate%t success of the
Aguarium iz that it set a precedent that $u€cessful businosss
can exist in Camden.®

Wendy Lennoh:
"I see a bricht future ahead, in tha next Euiyears or so, for
the entire Camden Walerfront arsa. I hﬁpe peéple will give it
a chance, and not expect miracles Dvernight.é I would like to
f#ee raised self asteem in Camden City resi&entg, and have

people ke proud to live and wor¥ Lhere,”



James

Wallace:

"The careful planning and tining of speciai events and press
releases highlighting the safety of the Aguariunm atmospharea
was a major factor in helping te change the press's atlitude
toward the idea of a successful attracticn.ih Canden. This is
the first step. We met many primary'objectiﬁes, the long term
results will need to be continually measuredécver the next two

dacades, ™
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CHAPTER Vi

SUGGESTIONS FOR FURTHER STUDY

Continued research of Camden Waterfrcnt invastmnent
activity over the newt 5-10 years.

A sludy of the 15%94-55 Cooper’s Ferry Development
Association’s Annual Review to maasiite future,success,for
the Agquarium.

Monitoring the number of casual wvisitors and new
memberships to the Agquarium each year over the next 5-10
years to s=ea if alttendance increases, drops off, aor
ramainsg approximately the same.

A study conducted toe determine how the Zoo’s plan ta
promote the Camden Aguarium would work in anothar
deprassad city, in another state.
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