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All Aggressor Roads lead to
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"From the Maldives glow, To the Cayman’s depths
To Sri Lanka’s wild,
To where the whale shark’s dance
and the leopard’s roar.

Check out Aggressor’s new video
featuring our song

“Take Me Far, Aggressor Roads.”

- Bahamas - Belize - Cayman Islands - Cocos Island, Costa Rica - Cuba + Dominican Republic - Galapagos - Komodo, Indonesia - Maldives -
- Nile River, Egypt - Palau - Philippines - Raja Ampat, Indonesia - Red Seaq, Egypt - Roatén, Honduras « Sri Lanka - Thailand « Turks & Caicos -
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Your Adventure of a Litetime-

From where The Nile unfolds,
To the Galapagos,
Aggressor opens endless doors.
Roam with us, where passions guide you into the
wild and wonders grow through worlds untold!"

Aggressor liveaboards, signature lodges. and floating resorts are independently owned and operated. -
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200 DAYS TO THE 2025 DEMA SHOW... DO YOU HAVE A ROADMAP FOR SUCCESS?

As you read this, we're roughly 200 days away from the DEMA show - do you have a

strategic plan to maximize your investment? SCUBA DIVING INDUSTRY" MAGAZINE

APRIL 2025 VOL. 2, NO. 4

Studies from the Center for Exhibition Industry Research reveal that exhibitors William Cline. Publisher

who initiate their promotion over six months before an event typically experi-
ence 30-50% more booth traffic and higher-quality meetings, leading to in-
creased post-show sales. Similarly, insights from Salesforce.com's Dreamforce

Patty Cline, Associate Publisher
Amber Wagenknecht, Executive Editor
Betty Orr, Copy Editor

team reinforce that early planning significantly boosts exhibitor success. As they

o h . Neal Watson, Sr., Editor-at-Large
put it, "When they owned the pre-show conversation, they owned the

" Britain Cline, Advertising Sales Manager
floor. Gavin Young, SE Asia Ad Sales
Here's a condensed roadmap to ensure your success at DEMA: Carlos Lander, Latin America Ad Sales
Walker Cline, Digital, Social & SEO
Contributors:
Wayne B. Brown, Augusta, GA
Alex Brylske, Ph.D., Avon Park, FL.
Mark B. Hatter, Lake Mary, FL.
Shelli Hendricks, Ph.D., Sun City West, AZ
Jeff Cinciripino, Rocky Hill, CT
Cathryn Castle Garcia, Azores, Portugal
Al Hornsby, Singapore
Carlos Lander, Caracas, Venezuela
Amos Nachoum, Pacific Grove, CA
Dan Orr, Driggs, ID
Peter Symes, Denmark
Gil Zeimer, San Rafael, CA

* Phase 1 (200-150 Days Before): Launch your strategic marketing founda-
tion. Secure a media plan with Sewba Diving Industry Magazine, design print ads
that tease your presence, and consider our sponsored email campaigns.

* Phase 2 (150-60 Days Before): Generate pre-show buzz. Highlight your
brand's value proposition clearly, introduce booth specifics, and utilize tat-
geted ads with calls to action, such as QR codes for lead generation and online
meeting scheduling;

* Phase 3 (60-0 Days Before): Final marketing push. Promote exclusive
booth-only specials and testimonials. Upgrade your ad presence for maximum
impact.

* Phase 4 (Showtime): Execute with precision. Drive booth traffic through

ads and real-time social media coordination. Mention your ads prominently  su44 Diving Industry™ Magazine: (Print: ISSN 2996-

1416, Digital: ISSN 2996-1424) Published monthly by
Cline Group 1LC, 1740 Airpark Lane, Plano, TX 75093.
Printed copies are mailed within the USA to select dive retailers
& advertisers. Subscriptions are free to dive professionals &
distributed digitally to 165 conntries. POSTMASTER send
address changes to Scuba Diving Industry Magazine, 1740
Airpark L., Plano, TX 75093. Any part of this publica-
tion may be reproduced, as long as the sonrce is quoted “Scuba

at your booth to reinforce your marketing efforts.

® Phase 5 (0-30 Days After): Follow-up effectively. Recap show highlights
and maintain momentum through ads, QR-linked resources, case studies, and
podcast appearances. Especially in our November and December issues.

Start your planning now as owning the conversation early is the key to max-
imizing your success at DEMA.

Reach out to myself, Britain, Gavin (Asia) or Carlos (Latin America) and let us
show you a roadmap for success to the 2025 DEMA Show in Orlando, FL! g5

B

email Britain
William Cline, Publisher

Diving Industry Magazine.” For editorial requests, email
william@uwilliamcline.com or 972-267-6700. The views and
opinions expressed in this magazine are those of the contribu-
tors and do not necessarily reflect the official policy or position
of Cline Group 1.LC or any of its affiliates. © 2025, all
rights reserved by Cline Group 1.I.C.
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7 Codrse 2: Boat Diving

Log In & Stant Course

TAKE THE NEW BOAT DIVING COURSE. SAVE ON YOUR PREMIUM.

On May 1, DAN will launch the second course in its Continuing Education for Dive Professionals
program. DAN members who complete this course, which focuses on boat diving,

will be eligible for an additional discount on their liability insurance premium.

DAN.org/ConEd

Subject to the terms, conditions, and limitations of the policy, certificate and declarations page issued to you by DAN Risk Retention Group, Inc. or DAN World Insurance Group SP.
Refer to these documents for additional information. Coverage may vary and may not be available in all states, countries, or territories. Financing subject to loan approval. RRG-03122025
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SAFETY

The Crisis Continues in Emergency Hyperbaric Treatment Availability

— by Dan Orr, President, Dan Orr Consulting

A variation of the following article was orig-
inally published in two other media sources
with the goal of alerting the recreational diving
community to an issue that can certainly have
serious implications for the safety and well-
being of those wishing to enjoy dive locations
that rely on medical facilities in the U.S. Unfortunately, since this issue
was brought to the attention of the diving and medical communities,
there has been no improvement in this situation that conld have poten-
tially, catastrophic implications for those injured in a diving accident.
In fact, there are now even fewer hyperbaric facilities available 24/ 7.

There are millions of recreational scuba divers in the U.S.
and hundreds of thousands of traveling divers from coun-
tries around the world making tens of millions of enjoyable
recreational dives each year in unique dive locations all over
America. In the unlikely event that any of these divers would
suffer a pressure-related diving injury, they trust that the U.S.
medical system will provide state- p
of-the-art care for their injuries,
especially in an emergency situa-
tion. As these divers are preparing
to enjoy a pleasurable dive in
some of the world’s most popular
dive locations in this country, little
do they know that if a pressure-
related injury were to occur while
diving that would necessitate [KCRGIIZRNES _
treatment in a hyperbaric chamber, they may experience a
delay in treatment that could adversely impact their chances
for a successful and residual-free outcome.

Unknown to most divers, there is a steadily decreasing
number of hyperbaric treatment facilities in the U.S. willing
and able to treat them, even in a life-threatening emergency,
for decompression sickness or arterial gas embolism. This
situation places all divers at a much greater risk than any of
us have realized.

For example, in May of 2020, a recreational diver made a
dive off the coast of Pensacola, Florida. After surfacing, he
experienced serious neurological symptoms that were indica-
tive of a pressure-related diving injury. Divers in that area

SCUBARADIO IS THE WORLD'S FIRST AND ONLY NATIONALLY SYNDICATED
RADIO SHOW DEVOTED TO DIVING!

ScubaRadio is the most downloaded scuba-themed podcast in the world as well!

It airs every Saturday from 3-5 pm EST on radio stations throughout the US and

worldwide both live and through archived podcasts.

Join The Conversation LIVE at 1-888-88-SCUBA or click on the “Get On The Air” tab 24/7 at ScubaRadio.com

were aware that there were five hyperbaric treatment facilities
in the Pensacola area. These facilities had been providing hy-
perbaric oxygen therapy for a variety of non-diving medical
conditions, but the divers were totally unaware that not one
of these facilities would provide the emergency care this se-
verely injured diver badly needed. Instead of being treated
at one of these treatment facilities only minutes away, this
diver had to be transported to a treatment facility in Mobile,
Alabama, which was willing to treat injured divers 24/7.

The reality is that this facility in Mobile, Alabama, was one
of the very few treatment facilities in the U.S. that had con-
tinued to offer emergency care for injured divers 24/7. The
most recent information regarding this facility indicates that,
unfortunately, it is no longer available on a 24/7 emergent
basis for the Gulf Coast diving community.

The injured diver in this example was fortunately treated
successfully with no residual symptoms, despite the treat-
: ment delay. As accident data from
Divers Alert Network (DAN) has
shown, treatment delay, such as
occurred during this diver’s care,
is one of the most significant risk
factors for a negative outcome
when treating divers with decom-
pression sickness or arterial gas
embolism.

This reduced capability to pro-
vide emergency treatment for diving accidents also impacts
local fire and police forces, many of which have diving res-
cue teams; federal law enforcement agencies; fish and wildlife
services; park services; and other state and federal agencies
with dive teams, as well as military divers conducting training
operations in areas away from the location of their unit
chamber.

There are approximately 1,300 hyperbaric treatment facil-
ities (each of which has one or more hyperbaric chambers)
that currently provide hyperbaric oxygen therapy in the
United States. As recently as two decades ago, the large ma-
jority of hyperbaric treatment facilities were available to pro-

u:O
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SAFETY......

vide emergency treatment on a 24/7 basis. Today, however,
few of these facilities offer emergency treatment 24/7, and
some of those facilities do so only intermittently. Non-diving
patients being treated for wound healing therapy dominate
hyperbaric chamber usage.

The Undersea and Hyperbaric Medical Society (UHMS)
identifies hyperbaric facilities based upon the level of care
that can be provided. For example, Level One facilities have
a hyperbaric program that offers a full scope of services for
the hyperbaric patient. They are typically hospital-based fa-
cilities that cover all recognized indications, including 11
emergency life- or limb-threatening
injuries, and are available for treat-
ment of the emergent patient 24/7.
Level Two facilities have a hyperbaric
program that provides a reduced
scope of service for the hyperbaric
patient (does not treat emergency pa-
tients). They are typically in hospital
settings and not available 24/7. These
programs provide high quality care to
outpatients Monday through Friday
and are not equipped or staffed for
emergency indications. Level Three
facilities have a hyperbaric program
that offers appropriate hyperbaric
therapy in the non-affiliated setting (non-hospital-based nor
affiliated with a hospital). Level Four facilities are in interna-
tional locations.

The graphic on the opposite page was provided by John
Peters, Executive Director of the UHMS and identifies the
UHMS-accredited Level One Hyperbaric Facilities in the U.S.

According to Dr. Matias Nochetto, DAN VP of Medical
Services, DAN does not limit its Recompression Chamber
Network (RCN) to UHMS-accredited facilities, nor to hos-
pital-based ones (see chart above). The primary focus of the
RCN database is facilities that are willing and able to treat
divers; whether they do any other Hyperbaric Oxygen
(HBO) indications is secondary to them. In addition, about
80% of the chambers in the RCN are not in the US, and very
few international chambers seek UHMS accreditation. DAN
has its own recompression facility classification system,
where it factors in technical capabilities, operational capabil-
ities, placement, availability, and communication with DAN.
Two notable examples of such facilities are Catalina and Pa-
cific Grove (CA, USA).

As a business enterprise, the scheduled wound healing ther-
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Overall 24/7 Chamber Availability for DCI™

The above graph, provided by Dr. Matias Nochetto, 1'P of Medical
Services at DAN, demonstrates the change in hyperbaric chambers avail-
able 24/ 7 and those only available from 9:00 AM to 5:00 PM between
2006 and 2025. Even fewer 24/ 7 facilities may be available if the div-

ing injury requires more complicated treatment modalities, such as the

need for a ventilator.

apy model is much more profitable than emergency hypet-
baric treatment for pressure-related diving injuries. In the
past, hospitals and other hyperbaric treatment facilities un-
derwrote the additional costs associated with providing 24/7
access to emergency hyperbaric treatment as a public service
for those who required it. Now, because of the negative eco-
nomic impact, concerns for staffing and training considera-
tions, and the potential for legal liability, most hyperbaric
treatment facilities have ceased to provide 24/7 access to
emergency hyperbaric treatment.

For the recreational diving community, this is a critical
safety issue. Recreational
divers are regularly diving in
locations where they believe
emergency hyperbaric treat-
ment will be available at
nearby treatment facilities
that have, in the past, been
available to treat injured
divers when they needed it
most. Unfortunately, this
may not be the case at all
and, if injured, they may
have to endure long delays
in treatment as they must be
transported to a distant
treatment facility willing and able to provide the emergency
care they need.

From a diver safety perspective, there is an urgent need to
correct this decreasing availability in the U.S. healthcare sys-
tem and make emergency hyperbaric treatment available to
those who require it. This may be especially true as divers
are increasingly attracted to artificial reef shipwrecks in
deeper water off the Gulf Coast of northern Florida.

The UHMS has been working to address this situation
within the U.S. healthcare system by alerting governmental
organizations. In a letter to the editor of the Journal of Un-
dersea and Hyperbaric Medicine on 22 August 2020, Doctors
Frank Butler and Richard Moon described the decreasing
availability of emergency access to hyperbaric oxygen ther-
apy in many U.S. areas. This lack of treatment capability pres-
ents significant challenges to providing optimal care for
divers who suffer decompression sickness or arterial gas em-
bolism.

Options for addressing this critical issue include:

1) Direct federal or state grants to hyperbaric treatment fa-
cilities that offer emergency hyperbaric treatment.


http://www.uhms.org/
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2) Indemnification from legal liability for hyperbaric treat-
ment facilities and medical providers who provide emer-
gency hyperbaric treatment to divers and other
non-diving patients who require it.

3) Recognition of the public service performed by the hy-
perbaric treatment facilities that offer emergency hyper-
baric treatment when indicated.

4) Favorable consideration with respect to Medicare, Med-
icaid, and private insurance reimbursements to hyper-
baric treatment facilities and medical providers that offer
emergency hyperbaric treatment when indicated, includ-
ing carve-outs to inpatient DRG (diagnosis-related
group) payments.

5) Incentives for military hyperbaric facilities to provide
emergency hyperbaric treatment to civilian patients
through emphasis on the training benefit to military
providers that this accomplishes; third-party reimburse-
ment for emergency hyper- ...

baric treatment provided to ®

have the DAN Emergency Hotline number in your emer-
gency assistance/action plan. If a pressure-related emet-
gency were to occur, DAN can assist in getting you to the
most appropriate, available treatment facility with as little
delay as possible. Remember that the treatment facility you
may be referred to may not be local to your dive location,
but DAN is aware of the locations of all treatment facilities
available to treat injured divers 24/7.

Divers can also determine if treatment facilities at or near
their favorite dive location are, indeed, available on a 24/7
basis and, if not, encourage the local diving community to
put pressure on that facility to be available when needed.
This may require the local community to reach out to the
treatment facility to express their concern and, possibly, offer
support in the form of fundraisers or other activities that
could help. In some areas of the U.S,, the local diving com-
munity has sponsored “Divers Days” to raise awareness and
funds to support local treatment facilities. There are organ-

izations, such as DAN, and indi-
viduals who will gladly volunteer

civilian patients by military ® 0 : . T their time and resources to help
hyperbaric facilities; and in- ® ® e M ® such a worthy cause.

demnification of the mili- ® .4 ’. . Like any other risk in diver
tary facility from lawsuits - ‘ % safety, we must identify and find
resulting from this public .~ ) ways to mitigate that risk. We
service activity. P - @ now know that the decreasing

In addition, there should be
federal support for non-profit
organizations, such as DAN, that
are willing to operate around the
clock assisting any patient who needs emergency hyperbaric
treatment by identifying the nearest hyperbaric treatment fa-
cility that is capable of providing this treatment and helping
to arrange transportation to it. Since chamber availability may
vary based on ongoing hyperbaric oxygen treatments,
staffing issues, and chamber maintenance operations, the
ability to quickly determine which hyperbaric treatment fa-
cility is the most appropriate for a particular emergency pa-
tient in a specific geographic area is critical to optimal care.
It should likewise be a national healthcare priority to ensure
that there is adequate funding for fellowship education in
hyperbaric medicine so that appropriately trained physicians
will be reliably available to oversee the hyperbaric treatment
provided by these hyperbaric treatment facilities.

So, what is a concerned and safety-conscious diver to do?
First, it is important to be a member of DAN to support
the emergency medical services they provide. And always

The graphic above was provided by John Peters, Executive Director of the
UHMS and identifies the UHMS-accredited 1evel One Hyperbaric
Facilities in the U.S.

availability of treatment facilities
willing or able to provide emer-
gency  hyperbaric
when we need it most increases

treatment

our risk as divers. We must mobilize and mitigate that risk
by working with local, state, and national officials to let once-
available treatment facilities know of our concern and work
with them to find ways to reduce that risk through cooper-
ative and supportive measures. References: Butler, F. Capt. (ret). Personal
communication. Buzzacott, P. A Report on 2016 Diving Fatalities, Injuries and
Incidents. DAN 2018 Annual Diving Report. Divers Alert Network. 2018.
Clarke, D. Divers 1osing Access to Emergency Care. Alert Diver. Winter 2012.
Denoble, P. A Report on 2017 Diving Fatalities, Injuries and Incidents. DAN
2019 Annnal Diving Report. Divers Alert Network. 2019. Divers Alert Network.
Health & Medicine, Health Resources, Diseases & Conditions, Decompression 1//-
ness. Gabriel, M. Lack of hyperbaric chambers in Pensacola continues to put divers'
lives at risk, expert says. Pensacola News Journal. March 14, 2018. Garia, . Per-

Emergency Hyperbaric Treatment Availability. DiveNewsW ire.
Aungnst 24, 2021. Peters, |. Executive Director, Undersea and
Hyperbaric Medical Society. Personal communication. Q_g
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RETAILING

Three Strategic Tips for Building A Stronger Customer Base
— by Shelli Hendricks, Ph.D., President, Blue Horizon Solutions

Is your dive business struggling to
make enough profit to pay the bills?
Living paycheck to paycheck can be
quite frustrating. Perhaps you started a
dive business so you could pursue your
dream while earning money at the same
- - time. If so, then you know that it isn’t
always easy to get a business to bring in the profits you'd like.

However, if youre willing to work hard and have a good
plan, there’s no limit to how far you can take your dive busi-
ness. Luckily, there are many ways to increase your current
cash flow and free you from the threat of financial disaster.

Consider these strategies to increase your cash flow:

1. Collect feedback. Many business owners forget the im-
portance of soliciting feedback from their customers.
There are several effective ways to find out what your cus-
tomers think about your products and services.

* Ask customers to fill out a
quick survey or questionnaire
to rate various aspects of your
business. These surveys can
provide an excellent glimpse
into your customers’ point of
view. There are many different
websites that enable you to create simple surveys. Look
online to find one that meets your needs.

* Follow up with your customers with a phone call or
email asking for comments about your products or serv-
ices. Inquire about which aspects they are satisfied with
and which need some work. Don’t miss the opportunity
to ask them to post a review online for your business.

* Talk to your clients in person and ask them how they
feel about their experiences with your business. Then,
be sure to implement the recommendations that work
for your business. Be sure to give credit to your cus-
tomers for their suggestions.

* Remember, word of mouth is one of the best ways to
advertise your business. If you have a bunch of satisfied
customers, they’ll tell their friends and family about their
positive experience and you’ll get more business. What
kind of incentives can you offer customers who refer
your business?

2. Get rid of products that don’t sell. It’s likely that you
offer your customers a wide variety of products, but only

Remember, word of mouth is one of the best
ways to advertise your business. If you have a
bunch of satisfied customers, they’ll tell their
friends and family about their positive
experience and you'll get more business.

a few of these products bring you maximum profit.

* Sometimes a large inventory can work against your busi-
ness. Having too many options may actually confuse or
overwhelm customers, leading them to avoid buying al-
together when they’re overwhelmed with options.

* Instead of offering more products that likely won’t be
sold, discontinue the less attractive products and offer
more items or services related to your best-sellers. This
is an excellent way to boost sales while reducing upkeep
and inventory costs. Not sure what customers want? Ask
them.

3. Pursue unique marketing strategies. If your business
is experiencing a steep drop in sales, there must be a rea-
son. It could be that your marketing techniques are simply
not as effective as you thought. Consider alternative mar-
keting techniques.

* Think about marketing your business online. It’s becom-
ing easier with each passing day and more people are

prone to search the internet for

better deals. Businesses that have

online order options are often

much more successful. It’s a per-

fect way to increase cash flow.

99 Consider partnering with other re-

lated businesses in your community for co-branded
events and activities. Demo Days or Scuba Fairs can cre-
ate a fun energy for the entire dive community in your
area. In addition, this collaborative strategy creates a
multiplier effect for all of the involved businesses.

" Get the word out. Take advantage of social media sites
like Facebook and Twitter to promote your business.

* Radio advertisements, commercials, billboards, and fly-
ers all increase the visibility of your business. Sometimes,
door-to-door marketing is just as effective.

By using these strategies, you can boost sales and increase
the revenue of your business. Once these strategies have been
implemented, there will be no need to worry about how youre
going to pay the next bill. You’ll finally have the money to live
the life that you've dreamed of. It just requires determination,
persistence, creativity, and an open mind to make
your business successful. Test different strategies

and stick to the ones that work best for you. Your

)

efforts will be worth it once you see those in- -
email Shelli

creased profits. @&
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A Diver’s Guide to Responsible Seafood

— by Alex Bry/wée, Ph.D., President, Ocean Education International, I.LI.C

I wrote a short article last year titled
“Don’t Be the Grouper Sandwich Gny,” ex-
plaining how those who consider
themselves environmentalists can un-
knowingly make bad choices when
visiting seafood restaurants. It sparked
31gn1ﬁcant interest from readers who wanted to learn more
about why responsible seafood consumers should avoid eat-
ing specific kinds of coral reef fish. Here, I'll explore the
issue more thoroughly.

To begin, the most critical concept in understanding coral
reef fisheries is their extreme vulnerability to overfishing,
In fact, in the regions where coral reef fisheries are man-
aged—and in many places, they receive no management at
all-they are almost all overfished. As one eminent coral reef
ecologist, Dr. Callum Roberts, attests, “By virtue of their
complexity, reef fisheries are the

Top-Down Vs. Bottom-Up: To understand the ecologi-
cal role fish play on coral reefs, you must consider both top-
down and bottom-up perspectives. The top-down view
involves high-level predators, such as groupers and snap-
pers, vital to a reef’s structure and stability. These species
regulate prey populations and prevent an overabundance of
smaller species, which can lead to ecological imbalance. Ex-
perience has proven that removing too many apex predators
can trigger a “trophic cascade” of adverse effects, disrupting
the entire food web.

For instance, large predators such as groupers and snap-
pers help regulate the populations of mid-level predators,
including smaller reef fish and invertebrates. Without these
natural checks, these populations can explode, increasing
predation on juvenile herbivores. This depletion, in turn, di-
minishes their ability to control algal growth, allowing algae
to overgrow and smother coral

most difficult in the world to Best Choices

Choices with
Cautions

reefs.

manage.”
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so many mouths to feed. The analogy I use is that coral reefs

the system because the reef has

are analogous to an enormous restaurant. Each day, it gen-
erates incredible quantities of food, but it also provides
meals for all the staff and their families three times a day.
As a result, there’s little left over for the customers.

It is now abundantly clear from research that overfishing
is one of the most severe threats to these delicate environ-
ments, mainly when fishers target fish species that play es-
sential roles in maintaining ecological balance. Therefore,
responsible seafood consumers committed to conserving
coral reefs must be mindful of which species they consume.
So, by avoiding fish that serve crucial ecological functions—
both high-level predators and herbivorous species—we can
help sustain reef ecosystems for future generations.
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able to population declines.
When these species are over-
fished, their populations struggle
to recover, further destabilizing
the ecosystem. For example, ask

yourself, “How often do I see
large groupers when I dive?” Take it from someone with al-
most six decades of experience diving coral reefs; they once
were very common.

There is also another lesser-known consequence of the
elimination or decreasing numbers of top predators. Aside
from their role in culling sick and less fit individuals,
groupers and large snappers play a key role in maintaining
community health through their behavior, and have adverse
consequences when they are no longer present or reduced
in number. Top predators create what ecologists refer to as
the “landscape of fear.” This phenomenon became evident
with the drastic ecological alteration of Yellowstone Na-
tional Park following the introduction of wolves in the
1990s. Since then, similar results have been observed in ma-
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rine ecosystems worldwide, and the conclusion is clear—
that behavioral modification driven by anti-predatory be-
havior is critical to ecosystem health.

Viewing the system from the bottom up, herbivorous
fishes, such as parrotfish, surgeonfish, and some damselfish
play an equally crucial role in maintaining healthy coral reefs.
These species help control algae, preventing them from
overgrowing and outcompeting corals for space and sun-
light. Coral reefs rely on a delicate balance between coral
growth and algal presence, and herbivores act as natural gar-
deners, keeping this equilibrium in check.

Parrotfish, for instance, graze on algae-covered reef sur-
faces, facilitating coral recruitment and preventing algae
from smothering young coral polyps. Without adequate her-
bivory, coral reefs can shift into algal-dominated states, di-
minishing biodiversity and degrading habitat quality. This
shift can seriously impact the entire reef ecosystem, affect-
ing virtually all the species that rely on healthy corals for
food and shelter.

Despite their ecological importance, herbivorous fish are
often targeted for food, particularly in areas where parrot-
fish are unprotected and seafood is a dietary staple. When
parrotfish and other herbivores are harvested in large quan-
tities, algal overgrowth increases, making reefs more suscep-
tible to bleaching, disease, and storm damage. Therefore,
avoiding the consumption of these species is crucial for
conserving coral reefs.

Making a Difference: The scuba diving community and
marine tourism industry are uniquely positioned to promote
awareness of responsible seafood choices among tourists in
tropical locations. Their direct engagement with coral reef
ecosystems enables them to educate visitors about protect-
ing marine life, including responsible seafood consumption.
Here’s how people can make a meaningful impact:

1. Education Through Dive Briefings and Tours

* Dive operators can incorporate conservation messag-
ing into their pre-dive briefings, emphasizing the im-
portance of key species such as parrotfish and
groupers in reef health.

* Guides can explain how overfishing affects the reefs
that divers visit, encouraging responsible seafood
choices when they patronize local restaurants while on
holiday.

* Infographics and signage can help divers recognize
species they should avoid eating,

2. Collaboration with Restaurants and Local Busi-
nesses

* Dive shops and tourism operators can partner with
local restaurants to promote sustainable seafood op-
tions.

*  “Reef-safe” certification programs can be developed
where restaurants commit to not serving ecologically
important species.

* Dive centers can display lists of recommended restau-
rants that follow sustainable seafood guidelines.

3. Eco-Friendly Dining Guides and Social Media
Campaigns

* Marine tourism organizations can create and distribute
sustainable seafood dining guides tailored to their lo-
cations, such as the Bay Islands Seafood Guide.

* Social media influencers and dive community vloggers
can share responsible seafood tips and highlight busi-
nesses prioritizing sustainability.

* Encouraging tourists to create social media posts about
their responsible choices.

4. Incentivizing Responsible Choices

* Dive shops can offer discounts or incentives for divers
who dine at sustainable seafood restaurants.

* Restaurants that avoid key reef species could be fea-
tured in promotional materials from dive centers and
tourism boards. (Some restaurants now refuse to put
snapper or grouper on their menu, opting instead for
pelagic species.)

5. Hosting Events and Workshops

* Organizing seafood awareness events, such as “lionfish
tastings” to promote eating invasive species.

* Presentations by marine experts can engage tourists in
a fun and engaging way.

* Hosting documentary screenings about reef conserva-
tion can further encourage responsible seafood
choices.

The scuba diving community and marine tourism industry
can significantly impact seafood consumption habits by
leveraging their influence and direct interaction with tourists.
Raising awareness and providing practical solutions will help
protect coral reef ecosystems while ensuring that tourists
make responsible dining choices. By making in- gz

formed decisions about what we eat, we can &
help provide the resilience and biodiversity of 3

these underwater ecosystems for generations to gz erzsii,
come. Q‘\g Alex’s links
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Turning Problems into Opportunities

— by Wayne B. Brown, author “From Rags to Enrichment” & CEO, Aggressor Adventures

I get asked A LOT how I deal with all
the stress that must come with owning
Aggressor Adventures, particulatly
since it’s a global enterprise that oper-
§ ates 24/7. My answer might seem ovet-
simplified, but I have always tried to
approach it with the attitude that there
are never problems, only opportunities. Adopting this lead-
ership style is important for those at the top, but it’s just as

important for everyone owning or running a business, be-

cause it sets an example that stressing over an issue never
solves it. Hysteria is contagious. So is an attitude of calm.

I always focus on what we must do to resolve a particular
issue. Once that’s done, I step back and review the entire event
with my team. I always ask two questions: how did
it happen, and what can we do in the future to pre-
vent it from occurring again? The goal is to learn
from the situation, make changes and improve-
ments where they’re needed, and then move on to
the larger goal of continuing to grow the business.

Of course, there are days when I cannot believe
how many “opportunities” happen all at once!

Every business owner’s brain needs a break from
the 24/7 hamster wheel of managing daily tasks
and churning out new ideas. Some people might “veg out” by
binge-watching a Netflix series or lounging by a pool or at the
beach. That kind of relaxation—Iying still and not moving—
would feel like torture to me. I need to keep active in order to
clear my mind. For a recharge, I turn to personal projects like
working on our motorhome or clearing land and building a
fence on our property. Any project that gets me moving and
requires 100 percent of my focus is like a reset button that
will help me clear my mind. When I return to the office after
these projects, I feel as refreshed as taking an entire week off.

Waynes N ew Book

is a misnomer. With worldwide internet and
cell connectivity, an entrepreneur is never truly “off” work.

Of course, “off”

I don’t view this as a negative. I think it’s in the DNA of
entrepreneurs and leaders to want to keep their finger on the
pulse of the business. I feel grateful that my wife, Dana, un-
derstands this and is always supportive of my business check-
ins, whether by email or phone, even when we are on vacation.
Once, on a motorhome trip, we stopped in a small town just
to wander the streets and duck into the local shops. Upon en-
tering a shop, my cell phone rang and I saw it was a business
call. I answered and motioned to Dana that I'd be outside. As
I headed for the door, the shop owner commented to Dana
that maybe I needed to learn to take a break from my busi-
ness. Dana, without hesitation, said, “He is making us money,
— leave him alone.”

Most of my business’s worldwide adventures begin
and end on a Saturday, so that’s also when the likeli-
hood of problems arising is greatest. While I have an
amazing, dedicated team in place to resolve issues,
there are plenty of Saturdays when I get a call from a
member of my operations team, alerting me to an
issue or asking for guidance. If they’re calling me, 1

know it’s because they need my help. I never sigh or
think, “Well, shit, there goes my Saturday,” before an-
swering. And I sure as hell don’t get angry about them calling
me. They’re doing the right thing by reaching out. If they’re
calling me, it means I have an opportunity to help serve our
guests and make sure they enjoy the adventure they paid for.

Having the right mindset allows business own-
ers and leaders to deal with everything big and EI o
small that comes with the territory. Focusing on g
the opportunity to enhance your business model

and @ 3

b L]
email Wayne

is the only way to ensure success for you..
your customers. g
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Behind The Lens: Capturing the Great White Shark Breach
— Photos and text by Amos Nachoum, Big Animals Global Expeditions

In July 1995, I embarked on an
expedition to photograph the elu-
sive and majestic Great White
sharks in South Africa. My research
revealed that these apex predators
often hunt seals during the eatly

morning and late afternoon.

With this knowledge, I led a team to document Great White
behavior both underwater and above the surface.

Each morning, before the first light of dawn, we set out to
sea, cruising slowly at three knots around
Seal Island. Our mission was to observe
these magnificent creatures in their natural
habitat. This time of year saw a boom in
the seal population on the island, as many §
young were born. The adult seals would
venture into the ocean at dawn, feeding to
sustain their offspring. However, they did =
so with great caution, knowing that sharks
lurked beneath the surface.

One morning, as we watched a group of
seals hesitating at the water's edge, it be-
came clear that they were aware of the
predators below. The seals couldn't see the &8
sharks in the pre-dawn darkness, but the S8
sharks could easily spot the seals' silhou- &
ettes above. Finally, one brave seal made
the first leap into the water, and the others
followed quickly, swimming fast into the deeper waters. Sud-
denly, there was a splash to our left, followed by another-
sharks were already on the hunt, and it was only 6:20 a.m.

Over the next three days, my guests and I spent the eatly
hours hoping to capture the spectacular sight of a full breach
on film. But predicting when and where a shark would breach
proved to be nearly impossible. The unpredictability of these
powerful creatures made it a daunting challenge.

Our skipper, however, devised a clever plan to increase our
chances. He fashioned a dummy seal from rubber and towed
it behind the vessel, 20 feet out, on a thin fishing line. The
idea was simple: lure a shark to take the bait, breach after the
decoy, without causing harm to the shark jaws and hopefully
catch the moment mid-air on camera.

For hours, we sat on the vessel's platform, scanning the
water and focusing intently on the dummy seal being towed
behind us. We repeated this process for two hours each morn-
ing and two hours each afternoon - the prime times when
shark predation occurred. The sun's shallow angle over the
water during these hours allowed sharks to spot seals above
while keeping themselves hidden below.

I must admit, I missed several spectacular breaches during
those days. Each missed opportunity only fueled my deter-
mination. By the third day, I began thinking about how I could
capture a different shot, something
unique. I realized that most photographs
of breaching sharks were taken with the
camera held hotizontally. But sharks don't
breach horizontally - they breach vertically.
So, I decided to focus on capturing the ac-
tion in a vertical format.

This decision added a new layer of dif-
ficulty. Shooting vertically meant I had
| only 24mm of frame space compared to
® 35mm in the horizontal format. I had to
8 bc extremely precise and fast. Consider

| this: a Great White Shark can breach the
water at speeds of up to 40 km/h (25
mph), launching several meters into the air.
Now, imagine trying to capture that from
a moving, shaking vessel, while holding
the camera vertically. It was demanding, to
say the least. I had to block out all discomfort - the pain in
my muscles, the fumes, the ocean spray - and focus entirely
on the viewfinder.

There were no tools, no tricks, to tell me when the shark
would breach. It required only stamina, concentration, pas-
sion, patience, and a willingness to take risks. In the end, this
approach paid off, and I managed to capture that elusive,
powerful moment: a Great White Shark leaping out of the
water in a stunning vertical breach, perfectly framed within
the narrow confines of the shot. It was an image that reflected
not only the raw power of the shark but also the -

! thesh o
intense effort and commitment it took to docu- rgx)
ment such a fleeting, magnificent sight. Nikon F4, F'J:h' ks
70 - 200mm. Provia film pubed to 200 15O, f- 8.0 at [a] Fu
1/400 sec G

contact Amos
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Direct Supervision - When Definitions Really Matter

— by Al Hornsby, owner, Al Hornsby Productions, Singapore
Al is regarded as one of the industry’s most experienced risk management litigation executives.

While industry standards and the indi-
vidual standards of the various dive
training organizations are very clear (and
virtually identical) when it comes to the
needs/requirements for direct supervi-
\ sion, it is surprising the number of seri-
ous accidents and fatalities that have occurred during dives

when direct supervision was cleatly required but wasn’t being
provided. What isn’t so surprising is the
number of expensive lawsuits that have
resulted — especially when involving non
—certified divers during various forms of
introductory scuba dives.

As a concept and definition, direct supervision is actually
quite simple, and industry standards are straightforward and
clear: Direct Supervision. Visual observation and evaluation of student
skill performance and student diving activities by an instructor or certified
assistant. Direct supervision requires personal observation and evaluation
of the performance of the skills required for certification. During under-
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Industry standards are straightforward
and clear: There is ZERO TOLERANCE

on Direct Student Supervision

water skill performance and evaluation, direct supervision requires the
student to be accompanied underwater.

Unfortunately, a number of fatalities and serious injuries in
diving have occurred on dives requiring direct supervision,
yet the divers were without such proximity and the watchful
eye of a qualified dive professional. What hasn’t been so sur-
prising, however, when the facts were considered, was that
these serious accidents might occur in the first place, and the
probability that lawsuits soon resulted.
And when the cases are reviewed, it also
is not surprising that defense of the dive
99 professionals and businesses involved
was extremely difficult, and that large settlements or judge-
ments all too often resulted.

Especially with introductory scuba participants, studies and
records show clearly that the overall safety record is very good,
with such dives actually having among the lowest probabilities
of serious accidents and fatalities (less than certified divers,
in fact). However, when intro divers are left alone, the picture
can change — the records are clear that too many fatalities
among introductory divers have occurred without the re-
quired supervision of a dive professional, and the likelthood
of resultant litigation has been extremely high — with defenses
difficult in such situations.

Even should an incident involve a surprise medical event,
with the dive professional close to the victim, saving the diver
may be possible through quick action — taking him or her to
the surface where appropriate medical response could be ini-
tiated. And even if the victim does not survive the medical
issue, potential litigation defense would likely be centered
around the unforeseeable medical problem, with the instruc-
tor having done the best he or she could under the difficult
circumstances. ..

On the other hand, if the instructor was not directly super-
vising, the instructor’s defense would be seriously compro-
mised, with a debate among the medical experts brought in
most likely to ensue as to whether the fatality was from a med-
ical cause or from drowning while incapacitated.

Beyond this, however, is the sad occurrence of people com-
ing to us to experience the wonder and excitement of the in-
credible world we have discovered and made our [

bl vy -
own, and being short changed by a lack of FHapeA
proper supervision. This is a standard that offers ¥ ¥
zero tolerance — nothing less. o5

[ 1,
email Al
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To Stop the Scroll - Use a Strong Hook to Create Marketing Messages that “Click”

— by Cathryn Castle Garcia, Owner, ClearStoryCoach.com, The Azores
Cathryn Castle Garcia is a writer, business strategist, & co-owner of C2GZ2Productions.com, a multimedia production company.

3, 2, 1. That’ it. You’ve got about
three seconds to capture a potential
customer’s attention. If you include
video, you might gain another few
seconds before your post gets lost in
the scroll. Social media users create an
estimated 1.1 billion pieces of content

daily. This is why your tiny grain of
sand on a vast stretch of beach — your brand’s marketing
message — must sparkle and shine so it stands out. In addi-
tion to captivating visual elements, your social media posts
and email blasts need to lead with attention-grabbing head-
lines that will stop the scroll. Simply put, you need a strong
hook.

What’s a Hook?

A marketing hook is a compelling element within your
marketing message, usually the title or main text, that cap-
tures attention. It must generate interest and make potential
customers pause and engage with your brand. The most ef-
fective posts communicate their core message or hook at
first glance. Remember, you’ve got three seconds.

How Do Hooks Work?

We humans are fascinating
creatures. Our complicated
brains boil everything down to
support our most basic in-
stincts — to survive and thrive.
What does this mean to mar-
keting? Every social media
click we make is a direct result of a psychological stimulus
that triggers the limbic system of our brain, the region that
controls emotions, behavior, and survival instinct. The lim-
bic system plays a big role in our purchasing decisions, which
are rooted in how we want to feel — which is always “better”
— healthier, mote attractive, wealthier, smarter, and so on.
If my articles only ever teach you one thing, let it be this: an
effective marketing message must in some way answer the
question, “How will you make my life better?”” The job of
marketing is to hook into our customers’ emotions. We’ve
got to grab their hearts by the throats and give a gentle
squeeze — because once they open their hearts, they open
their wallets.
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A marketing hook is a compelling element
within your marketing message, usually the
title or main text, that captures attention.
It must generate interest and make potential
customers pause and engage with your

brand.

Attention-Getting Hooks

The good news is you don’t need a psychology degree to
write compelling marketing copy. Try using one or more of
these hooks that are proven to provoke the brain’s limbic
system and capture your customers’ attention.

Curiosity. Curiosity creates an information gap that psy-
chologically compels people. Our brains are hardwired to
find answers, to solve problems, to seek closure. Examples
of hooks that stimulate curiosity and compel your cus-
tomers to pause and click include:

* “This one simple trick will make [x] easier.”

* “Learn the hidden benefit of [x] our customers rave
about.”

= “Discover the real sell out of

[product/trip/course] within minutes.”

reason we

* “Want improved air consumption? Try this habit
hack.”

Authority. Expert validation is a shortcut to trustworthi-
ness. Get your customers to accept and trust you, and they’ll
feel comfortable doing business with you. Key elements of
authority hooks include spec-
ifying expertise or relevance;
suggesting the information
challenges conventional wis-
dom; focusing on actionable
items rather than theory. Ex-
amples of authority hooks in-
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*  “Our pros share the mistakes you must avoid.”

clude:

= “We know what to look for — and what to avoid —
when choosing a liveaboard.”

* “Learn proven tips for better buoyancy control.”
* “Marine biologist shares the truth about sharks.”

Urgency. Time-bound opportunities trigger the brain’s
limbic system to send out a scarcity warning which prompts
a call to action. Sending your customers a time-sensitive
message with a specific deadline is a compelling hook. It’s a
classic, but it works. Examples include:

* “Time’s running out. Buy now.”
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* “Limited time offer. Call us today.”
* “Early Bird Discount ends soon.”
*  “Act fast or you’ll miss this exclusive offer.”

Exclusivity. If it’s rare, we want it. If the club has a bar-
rier to entry, we want in. That’s just how we roll. To use ex-
clusivity to your advantage, create desire through limited
access or special status, or the opportunity to possess some-
thing few others can. Here are examples:

* “By invitation only! Apply to join one of our exclusive
adventures.”

= “Want in on our ‘Secret LLo-
cation’ Scuba Trips? Click to
learn more.”

" “Only 2% of divers have
ever visited this secret desti- + FOMO

nation.”

* “This [x] is reserved exclu-
sively for our best cus-
tomers.”

FOMO - Fear Of Missing Out.
Your customers want to be the § ‘
cool kids, so lightly triggering their .
innate social anxiety can work to your advantage. This
hook’s a little tricky, because you want to encourage them
to do business with you without bullying them into it. The
phrase, “Get in, loser...” only works in the movies. Instead,
try these examples:

2

* “Join our VIP Club for insider-only access to [x].

* “Come find out the secret tricks tech divers use to
[x].”

* “Our Flash Sale on [x] ends in 12 hours, so get in on
it now.”

* “If you don’t have [x] you’re missing out. Stop by the
dive center to learn more.”

4+ Exclusivity
4 Social Proof
4 Contrarian 4 Aspiration
4 Nostalgia < Contrast

PIZZA PART Hae

Social Proof. Leveraging trends lets your customers
know you’ve got the newest/coolest/best whatevers in
town. Effective social proof hooks highlight current trends
and tend to use specific numbers rather than vague state-
ments. They often incorporate urgency alongside the social
proof. Here are a few examples of social proof:

" “More than 1 million divers worldwide use this [x].”

* “Over 50,000 new divers have purchased this [x] in
the last 12 months.”

* “This hot new [x] is nearly impossible to get — but we
have it in stock.”

10 Tips for Writing Hooks:
™ 4 Curiosity 4 Authority
i 4+ Urgency

“Why 100 percent of our trips to
[x] sell out within one week.”

Contrarian. This hook chal-
lenges established thinking, mak-
ing it particularly effective for
P cngaged audiences seeking new

™ approaches. The most effective
y contrarian hooks don’t just chal-
® lenge a widely accepted belief or
practice; they also promise a bet-
8 ter alternative. Inviting your cus-
“ tomers to challenge what they
know can be a great hook for selling courses. Try using con-
trarian hooks like these:

* “Forget what you learned about dive planning. This
new dive computer will rock your world.”

" “You will never enter the water again without this [x].”

* “Stop [x]. This scuba class will change the way you
dive.”

*  “[Destination X] is so 1990s. [X] is the hottest new
dive destination on the planet.”

Aspiration. This hook connects your product or services
with your ideal customer’s hopes and dreams. Your market-
ing message invites them to image how much better life will

Take Our Quick Subscriber Survey

e — the perfect treat for your staff!

ﬁé}* Winner announced at DEMA, Friday, Nov. 14 @ 3PM
SUBSCRIBER (You don’t need to be present — prize delivered via email)

SURVEY
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be once they do business with you. This is a slam-dunk
hook for the scuba industry. Examples include:

* “Live the life you’ve always dreamed of. Try scuba div-
ing today.”

* “Join us on the exotic vacation of your dreams.”
* “Don’t postpone joy. Dive into adventure with us.”

*  “Want your kids out of the house this summer? Sign
them up for our scuba camp.”

Nostalgia. This hook works best on a more mature de-
mographic, say the 40-70+ range, so it’s another one that’s
a good choice for the scuba industry. The key is to spark
happy memories of a time when your customer was
younger and more carefree. Examples include:

* “Feel like a kid again. Sign up for a weekend trip to
the beach.”

* “Remember summertime pool parties? They’re back,
with a cool new twist.”

*  “Summer, 1995. ‘Gangster’s Paradise’ was the hit song;
Summer, 2025. We’ve got your ‘Diver’s Paradise’ right
here. Come check out our new scuba playlist.”

If your

marketing message
isn’t CLEAR,

all you’re making

is NOISE.

| can help.

Hi, I’'m Cathryn.

| specialize in

branding and marketing strategies
for the scuba industry.

e Visit my website for a FREE
Brand Messaging Guide.

e Email me at hello@clearstorycoach.com
to schedule a call.

CLEARSTORYCOACH.COM

Contrast. Here, we're talking simple before/after mes-
saging. Your hook needs to invite your customer to imagine
what their life will look like once they learn to dive, buy the
gear, take the trip, etc. By targeting their pain points — stress,
boredom, need for a vacation, etc. — you promote the solu-
tion you provide. For example:

" “Gravity got you down? Come defy gravity in our
learn-to-dive program.”

" “Ready for something new? You can be a diver in [x]
days. Sign up now.”

*  “Stop dreaming and start living the dream. Our scuba
instructors will show you how.”

" “Picture yourself enjoying a tropical island paradise.
We have trips departing soon.”

Remember, your marketing message must answer the
question, “How will you make my life better?” Trigger the
limbic system with captivating hooks and you’re more likely
to turn social media scrolls into sales. Show me [a]i

.........

your hooks. I'd love to see what you’ve come up 5oz
with, so please email me at hello@clearsto- [Eeal

rycoach.com. gig

"An in-depth resource to indulge our passion for scuba diving.”
- Wayne B. Brown, Owner & CEQ,
Aggressor Adventures

A fascinating look at our
oceans, marine biology & more!
Great for classrooms and every

dive retailer’s library!

ORDER NOW
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Cartagena de Indias, Colombia - A Timeless Blend of History and Coastal Splendor

— by Carlos Lander, Caracas, Venezuela

Carlos is a self-tanght amatenr archaeologist, author, programmer, and statistician with over 25 years diving experience.

Planning Your Group Trip

History blends interesting geographical
sites, exploration, piracy, and ambitions;
Cartagena de Indias highlights these at-
tributes like no other in the New World.

Cartagena is filled with fascinating history and controver-
sial figures that, for some, are heroes and, for others, vil-
lains - like the Englishman Sir Francis Drake, who raided
the city in 1586. As mentioned, it has a captivating history
due to its location in the Caribbean. It was one of the prin-
cipal ports on the route to the West Indies for all kinds of
goods, but it was well-known as a collection center for gold,
silver, and emeralds. It served as a crucial entry point for
European goods and enslaved Africans, playing a central
role in the empire's economic and social systems.

Cartagena was founded in 1533 by the Spanish com-
mander Pedro Heredia. Due to his wealth and reputation,
Cartagena was a constant target
of pirates from England, France,
and the Netherlands.

This strategic importance made
the city a cultural epicenter for
the Spanish Empire. The tourist
can step into the past by visiting
stunning architecture within the
Wialled City, including Las Mural-
las, El Castillo de San Felipe de
Barajas, several churches and
sanctuaries, such as Saint Peter
Claver, squares, and balconies.
The city is a UNESCO World
Heritage Site.

Today, Cartagena is a fascinat-
ing blend of traditions. A unique
fusion of European, African, and
indigenous cultures that gives
birth to distinctive expressions
of art, music, and spirituality.

Although Cartagena is a coastal
city, diving in Cartagena is a jour-
ney through history. A 45-minute boat ride takes you to
Rosario Island and Isla Bard, where you can explore well-
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Amazing Historic Wiecks off Cartagena

preserved coral reefs, lobster, crabs, turtles, and fish that
navigate between shipwrecks and corals. Cartagena's sub-
merged heritage includes underwater sites like Salwedina,
just 20 minutes away by boat, where you can find anchors
and cannons from sunken galleons.

Another example of a sunken ship is Pedro Heredia, the
biggest wreck in the zone, which lies at a depth of 40 me-
ters. Another exceptional experience is the Pavitos Islands
cliff. This site features gentle slopes that drop to 40 meters.
It boasts populations of barrel sponges, whip corals, and a
wide variety of reef fish. It is also ideal for drift diving;

One unique trait to diving these islands are the very prim-
itive nature of development. Many small islands have little
to no development, and a few offer open air, waterside
cafes. These islands are truely lost in time and reminiscent
of remote Fijian islands, but a mear couple of hours from
Miami!

With an extensive list of dive
spots among Bart, Salmedina,
Tierra Bomba, and Rosario Is-
land, the best way to visit all
these places is by contacting a
dive center. Cartagena Divers is
one of the best, offering diving
and other land and beach sports
activities like kitesurfing, kayak-
ing, or visiting the aviary. They
ensure a seamless and enjoyable
experience for all travelers.

There is a wide range of hotels
and prices. Still, these are the
best: Casa del Puerto Hostel &
Suites, Hotel El Marqués De
Manga, Casa LL.a Condesa, Holi-
day Inn Express, Cartagena
Manga by IHG, Casa Ramona,
Casa Roman, and Hotel Bahia.
All of these hotels have a strong
relationship with dive centers.

Starting at US$100 per night,
promotions for large groups
may be available depending on the season, with an average


https://cartagenadivers.com

TRAVEL......

daily cost of US$50 for meals, transportation, and miscel-
laneous.

Expense:

Cartagena is very reasonable in Caribbean-terms for div-
ing costs. The cost of a 2-tank boat dive from Cartagena
US$100  per
diver, and their boats can
accomodate 12 divers.

Divers is

Dive centers generally
offer a 10% commission
plus one comp space for
a group of 11 divers.

How to get there:

Several airlines fly from
the USA to Colombia, in-
cluding JetBlue, Copa Air-
lines, LATAM Airlines, Delta Airlines, and Spirit Airlines.
With this range of options, you have a choice of a few de-
parture cities: Miami, Fort Lauderdale, New York, Or-
lando, Atlanta, and Los Angeles. Some offer direct routes,

Crystal-Clear Waters of
the Rosarios Islands

while others, you need to make connections, potentially to
Miami or Panama City. Cartagena has an international air-
port, Rafael Nufiez, that offers many services for travelers.
Generally, travelers don't need a visa for short stays, but
you need an onward ticket and a valid passport.

Dive the “Soft Coral Capitalof the World”,
Rainbow’Reef, Fiji Islands

ECO

CENTER

The cost of a flight from Miami to Cartagena is approx-
imately US$100, while it is around US$400 from Washing-
ton. The flight duration varies based on the city of
departure. For instance, the flight from Miami to Carta-
gena takes roughly 3 hours, whereas it takes about 7 hours
from Washington.

S Conclusion:

As with
Caribbean, it is good practice to plan
and contact a dive center in the re-

all destinations in the

gion, like Cartagena Divers. The best
season to visit and dive there is from
around December to around April,
the dry season. Remember that all
coasts suffer from run-off from rivers
that create sediments along the coast.

Cartagena has a Colonial Historic
charm like no other, is accessible from the US, and has a
vibrant culture, atmosphere, and cuisine. Overall, it is a
top-notch destination for divers who want to mix land ac-
tivities with a superb diving destination. It's a win-win for
all your senses!

Publishers note: Carlos is our newest ad sales rep, i
covering Latin America and other Spanish-speaking El T

territories! (_‘\g email Carlos

7-Nights, 16 dives
$2,300 pp NETT

Dbl. Occ., min 14
Incl. 15% VAT

The Great White Wall
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Travel Insurance - A Win-Win for Your Customers and Your Dive Shop
— by Jeff Cinciripino, JeffCinciripino.com, Former Owner of Scuba Shack, Rocky Hill, CT

A couple of years ago we were
about to embark on a long-awaited

dive trip. Everyone was excited about
~ heading to this warm water destina-
tion. Less than a week before our de-
parture, we received a call from one
of our guests letting us know that
they were unable to make the trip. There were some setious
and legitimate reasons why they had to cancel. Unfortunately,
they did not have travel insurance for what would have been
a covered circumstance. Their

investment was not protected. ‘ ‘

Dive shops are in a unique po-
sition to educate their cus-
tomers on the benefits of
travel insurance, offer them ac-
cess to these insurance products, and generate additional rev-
enue. A definite win-win for the customer and the dive shop.

Many divers have long understood the value of getting dive
accident insurance, and most look to Divers Alert Network
to purchase their yearly plan. As dive professionals, we have
ensured that our scuba divers recognize there are inherent
risks in diving and that normal medical insurance will not pro-
vide the fiscal protection should they require medical atten-
tion while diving. Dive accident insurance, however, should
not be confused with travel insurance.
Dive retailers should understand the M
difference and be versed in the basics
of travel insurance to ensure that their
clients are fully aware of how they can
protect themselves financially should
they experience covered issues before
and while on a dive trip. By under-
standing and offering these insurance
products as an affiliate, the shop can
also receive a commission on the sale.

First, let’s start with two different travel insurance products:
annual plans and individual trip policies. While both offer
travel protection, including medical coverage, there are some
differences in what and how much of the trip is covered.
Brandon Hughbanks, lead agent at Travel Insurance Center
in Omabha, indicated that annual plans are well suited for in-
dividuals who are doing multiple trips to domestic locations,
where the policy contains basic wording with basic benefits.
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Another misconception is that having both
medical coverage and trip investment
protection is cost prohibitive, especially for
older divers.

Shelli Wright from Divers Alert Network advises that indi-
viduals take a good look at the differences between an annual
plan and an individual trip policy by running different scenar-
ios on their website tool. For more expensive trips that are in
more remote areas of the world, an individual policy for that
trip may be the best option.

Unlike DAN dive accident insurance, individuals do not
need to be a DAN member to purchase insurance. Shelli ad-
vises that travelers should get their policy as soon as they book
their trip. And while you can acquire travel insurance up to
one day prior to your departure,
Brandon suggests that you ob-
tain coverage 21 days before the
trip commences. For trip cancel-
, , lation or interruption to be cov-

ered, a policy must be in effect
prior to a named storm, either a hurricane or typhoon. This

can be tricky, so the advice of getting a policy in place early
is advisable to avoid any pre-existing exclusions.

Another misconception is that having both medical cover-
age and trip investment protection is cost prohibitive, espe-
cially for older divers. In discussing with Brandon, he
indicated that this was not the case. As a rule of thumb, travel
insurance without medical coverage is normally about ten to
twelve percent of the trip cost. As we worked through a sce-
nario, a policy including medical and
evacuation coverage was significantly
less than that percentage. Shelli also dis-
~ cussed how both the DAN dive acci-
dent insurance and travel insurance
would complement one another for ad-
ditional protection.

It is easy to offer travel insurance to
clients by having affiliate links on your
website. For DAN, a free business
membership is necessary. Business
members can set up a custom link for referral rewards, down-
load a banner from that web page, embed their custom link
in the banner, and use these banners in emails, QR codes,
newsletters, and on their website to earn referral rewards. Dive
shops can also establish an affiliation with the Travel Insur-
ance Center by signing up on their website using the travel
agent option. Once approved, custom links can be set up for
referrals that will earn commissions.
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Insurance products are sometimes difficult to understand,
and that is why organizations like DAN and agencies such as
Travel Insurance Center offer guidance. For example, when
a shop holds a travel night, they can invite a travel insurance
specialist to attend the session to describe the various aspects
of these policies. Additionally, having a travel insurance spe-
cialist present at a staff meeting is a great opportunity to en-
sure dive professionals have the information to answer
questions and guide clients.

It is important for dive shop owners
as well as trip leaders to know if their
customers have travel insurance. One
option is to have clients provide information on
both their dive accident coverage as well as any
travel insurance they have purchased. This can
be discussed at the pre-trip meeting, normally held about a
month before travel. By having insurance information handy,

-

a trip leader and/or dive shop owner is in a much better po-
sition to assist.

Insurance companies understandably need proper docu-
mentation to deliver on their promised coverage. The trip
leader and dive shop should be knowledgeable of the types

T.M.

CUSTOM MOUTHPIECE

DAN

travel = insurance i Co , ]
L center. wrong Partnering with insurance professionals like

of documents that are needed. For example, Shelli points out
that if there is a medical issue or possible theft of personal
property, it is critical that the traveler obtain a copy of any
medical/hospital or police report before leaving the destina-
tion. Obtaining these documents is difficult once you’ve left
a remote location and could significantly delay any claim pro-
cessing. Equally important is having any receipts or other in-
formation like delayed flight schedules to support any claim.

Dive retailers are in a unique position to
open up the underwater world to so many
people and to take them to some incredible
diving destinations. These trips are an invest-
ment and should be protected because things do go

Shellie Wright from DAN or Brandon Hughbanks
from Travel Insurance Center can help the dive shop educate

their clients, offer products, and generate additional revenue.
Dive travel insurance is definitely a win-win for
the customer and the dive shop.

If you’re dive shop is interested in either pro- :

gram contact: Member@DAN.org or bhugh- .E. %

email Jeff

banks@travelinsurancecenter.com. S

SeaCure: The World's Greatest Mouthpiece.

No Price Increase in 2025!

5 Relieves sore jaws after long dives. Designed by an
orthodontist for maximum comfort. Custom fit for
small mouths or divers with dental issues.

Perfect for divers with TM) or those worried about

losing their mouthpiece!

info@seacuremouthpiece.com for a 2025 Dealer Handbook.
Start selling more SeaCure today!
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5 Ways Resorts Can Attract Dive Travel Sellers

— by William Cline, Publisher, & President for 35 years of Cline Group, a marketing, research and advertising

consultancy specializing the scuba diving industry.

I’'m often asked, “How do we
build a strong travel seller and re-
tailer program for our resort?”
Based on 30+ years of experience
helping resorts and governments
grow dive tourism, I’ve created

‘ ! this simple “how-to” guide to get
your resort, liveaboard, or dive operation started.

Here are five key elements for a successful B2B market-
ing program—and why advertising in Sexba Diving Industry
Magazine can fast-track your success.

1. Develop Strong Relationships with Dive Retailers
and Dive Travel Agencies

" Build a Target List: Focus on agencies that specialize
in your region. Companies like Caradonna Dive Adven-
tures or Deep Blue Adventures are good starting
points. A regular ad with a call-to-
action in Seuba Diving Industry Mag- [

Activity
agine helps attract the right
. Launch B2B
retailers.
Portal

* Exclusive FAM Trips: Invite top
retailers to experience your resort
with complimentary stays, private

. Ad Campaign
activities, and, of course, excep-
tional diving. FAM trips create loy-
alty—and excitement.
* Incentive Programs: Offer tiered Email Pitch
commissions: Campaign

= 10% base
" 12%-15% for 10+ bookings

per year Webinar #1:
" Bonus cash rewards or compli- a.  “Sellthe
mentary stays for top sellers Experience”
" Group Trip Specials: Sweeten FAM Trip
deals with offers like free Nitrox Invitation
or complimentary night dives.
c.  TradeShows

Example: A resort in Bonaire, Sand
Dollar, created a simple group book-

in bookings. Smart targeting works—and Scxba Diving In-

dustry Magazine can help you reach these buyers monthly.

2. Leverage Trade & Consumer Shows

Choose the Right Shows: Big events like I'TB Betlin or
WTM London are valuable but expensive. Dive-specific
shows like DEMA (USA), ADEX (Singapore), Boot
(Germany), and The Scuba Show & Beneath the Sea
(USA) offer direct access to the dive market.

Start a Monthly

Maximize Travel: While attending shows, visit nearby
dive shops and travel agencies. Make the most of your

travel investment.

erfect Your Elevator Pitch: Craft a 60-second summary
of your resort’s highlights. A recommended quick-read:

Weekend Language by Andy Craig,

Create Pre-Show Buzz: Let potential partners know
you’ll be at the show through Scwba Diving Industry Mag-

Sample B2B Marketing Phases (6 Months)

Details

Create a section on your website for
travel agents with resources & tools.

Use Scuba Diving Industry Magazine
to get the word out about your new
portal.

Send personalized outreach to top
travel agencies & tour operators.
Scuba Diving Industry Magazine offers
sponsored emailer just for this reason
as well, reaching travel sellers.

Host a live webinar showcasing your
resort’s unique selling points.

Select top-performing agents for a
familiarization trip to the resort.

Attend an industry event, distribute
marketing materials, collect leads.

Introduce a commission bonus or

Goal

Establish a professional
presence.

Generate new leads.

Generate new leads.

Educate and engage
agents.

Build loyalty &
firsthand experience.

Expand industry
connections.

Motivate agents to

Agent Incentive
Program Launch

ing guide and sent it to U.S. dive shops.

This effort generated over $1 million prioritize your resort.

reward program for top bookers.
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azine ads, and offer incentives for visiting your booth. 4. Strategic Partnerships with Specialty Wholesalers

* Booth Design: Invest in striking visuals—underwater ~ ® Partner with Wholesalers: Work with companies like
photography, VR experiences, or immersive videos. Caradonna, Reef & Rainforest, and Deep Blue Adven-

tures.
Example: Stuart Cove’s Dive Bahamas offered a $100 Visa

gift card for any group booking at DEMA. The promotion
helped generate over $500,000 in group bookings at just

" Co-Marketing: Share costs for emails, social media, and
ads—especially in Scxba Diving Industry Magazine, which
reaches dive retailers monthly.

one show.
* Bundle Experiences: Offer packages that include activ-
3. Create a Dedicated B2B Sales Platform ities beyond diving, appealing to non-diving travel com-
* Agent Portal Features: panions.

. o . . .
Registration and logins for agents Example: Caradonna Dive Adventures’ co-op marketing

* Downloadable media kits and rate sheets programs blend magazine ads, social media, and emails to

= Real-time availability calendars maximize B2B reach cost-effectively.

* Automated email follow-ups via CRM tools like 5, Host Webinars and Virtual Trainings

HubSpot " Monthly Webinar Series: Host sessions like “Top 5 Ex-
* Keep it Simple: Even small resorts can integrate basic periences at [Resort Name]” to educate and engage
B2B tools easily. travel sellers.

Example: Aggressor Liveaboards’ agent portal includes " Keep it Interactive: Use polls, quizzes, and live Q&As.

marketing resources, online training, and commission *  Offer Certifications: Create a “[Resort Name] Special-
tracking—easy for agents to use and promotes repeat ist” digital badge agents can proudly display.
bookings.

Available Now

to with bonus

photos & videos
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How | Define Success in Business and in Life

i

By Wayne B. Brown
Owner & CEO of Aggressor Adventures
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Example: Both Caradonna and Deep Blue have success-
fully hosted webinars featuring resort operators, celebrities,
and dive experiences, generating thousands of impressions
and leading to new group bookings.

Why You Should Start Now: 200 Days Until the
DEMA Show

The DEMA Show;, the world’s largest business-to-business
dive industry event, is just 200 days away—and that’s both
plenty of time and not a minute to waste if you want to max-
imize your B2B impact.

Here’s why starting now matters:

* Building Awareness Takes Time: Travel sellers and dive
retailers need multiple touchpoints before they feel con-
fident recommending or booking your resort. Magazine
ads, emails, webinars, and personal outreach all work
best with a 6-month runway.

* Relationship Building: Top-performing agents and dive
shops plan their 2025 group travel 6-9 months in ad-
vance. That means now is when they’re deciding where
to send next year’s groups.

* Trade Show Lead-Up: Exhibiting or attending DEMA
is important, but success at DEMA starts long before
the show. By launching your campaigns now,
you can create pre-show buzz, set meetings in
advance, and enter DEMA with agents already
familiar with your brand.

" Exclusive Promotions: Early promotions give
agents more time to market and sell your pack-
ages before and during the busy DEMA net-
working period.

" Media Timing: Advertising in Sexba Diving Indus-
try Magazine between now and November en-
sures repeated exposure to the exact travel
sellers and retailers who can grow your book-
ngs.

Recommended Timeline Starting Now:

* Next 30 days: Launch your first B2B ad cam-
paign, build/update your travel seller list, and
promote a webinar.

* Next 90 days: Host your first webinar, announce
a FAM trip opportunity, and strengthen partner-
ships with wholesalers.

" Next 180 days: Confirm your DEMA booth
promotion, finalize incentive programs, and pre-

ADD (OLOR &

book appointments with travel agents and retailers
you’ve nurtured.
Bottom Line:

You have the perfect window right now. Resorts that build
relationships and brand familiarity over the next 6 months
will dominate at DEMA—and set themselves up for a record
year of group and dive travel bookings.

Don’t wait. Start your B2B marketing program today.

Seuba Diving Industry Magazine is here to help you reach the
right audience, every month, leading up to DEMA and be-
yond.

Practical Tools to Support Your Program

Webinar Script Outline (30-45 mins):
“Selling Dive Paradise: Mastering [Resort Name]
Bookings”

* Intro: Warm welcome and highlight a special incentive

* Overview: Showcase USPs (location, experiences, eco-
credentials)

* Selling Tips: Discuss commission structures, group in-
centives

TO VOUR DIVE HE'I'III[ DISPLAY

s::uha nl) Rag turns heads and hoosts sales Made in America.

Offer stylish, functional dive accessories made for hair management,
sun protection, ID & flair underwater.

. High-margin add-ons
. Fast-moving inventory
. Ready-to-display

SUUZ@SCUBADORAG.COM

= ‘
SCUBA DO RAGY,

ScubaDoRag.

SCUBADORAG.COM
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* Interactive Q&A: Live engagement Day 2: Diving/snorkeling, eco-sustainability presenta-

" Closing Offer: Special booking incentive for attendees tion, sunset cruise

* Day 3: Sales training workshop, farewell networking

Sample B2B Email Pitch: breakfast
Subject Line: Boost Your Dive Travel Bookings with [Re-
sort Name]! Sample Incentive Program Flyer:

Why Book Us: Private beaches, wotld-class diving, sustain- " “Earn Up to 15% Commission + Free Stays!”

able practices, and lucrative commissions. * Simple steps: Register, Book, Earn
Invite: Promote your webinar and portal access for agents.

Conclusion:
Sample Social Media Posts: If you want to build long-term success with dive travel sell-
*  Webinar Promo: “Sell Dive Paradise—]Join Our Free ers and retailers, it takes consistent marketing, strong part-
Webinar!” nerships, and smart incentives.

= Agent Incentive: “Earn More, Travel More—Exclusive ~ One of the easiest and most cost-effective ways to get

Rewards!” started? Advertise in Scwba Diving Industry Magazine — the
ONLY business-to-business publication that reaches 100%
of USA’ dive retailers and an estimated 90% of all dive busi-
ness globally. We help connect you directly to the partners
FAM Trip Sample Itinerary: you need to grow. QG 5530

* FAM Trip Invite: “Experience [Resort Name]—Join
Our Dive Travel FAM Trip!”

* Day 1: Resort tour, welcome dinner

AUSTRALIA - ANTARCTICA
DOMINICA - GALAPAGOS

AFRICA - SVALBARD

AMOS NACHOUM
Award-winning photographer
and adventurer, has led
bespoke travel adventures
worldwide for 45 years.
Renowned as an explorer,

' artist, and guardian of nature,
his exceptional leadership has
made him a trusted leader in
adventure travel.

World-Class
Diver Education

AWARD-WINNING PHOTOGRAPHY « OVER 7,000 DIVERS
IMMACULATE SAFETY RECORD « CELEBRATING 45 YEARS e
OF EXCEPTIONAL LEADERSHIP

To Order Contact Best Publishing Company

=  info@bestpub.com &, +1-561-776-6066

.BIGANIMALS

GLOBAL EXPEDITIONS email Amos
info@biganimals.com « +1(415) 812-9476
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Dive Into Europe: Geopolitics Aside, the Water’s Still Fine in Europe

— by Peter Symes, Publisher, X-Ray Magazine

This month, I am going to deviate a
bit from the usual format. First, there
is now a white elephant in the room,
- which would be odd not to address,
[, and that is the ongoing geopolitical

spats over tariffs and trade wars that have resulted in wide-
spread travel boycotts affecting incoming tourism to the
US. I want to keep this column free of politics, as we are
joined in this forum by our common interest and love for
diving. I am simply describing what is going on and how it
may affect dive travel, without voicing any opinion either

way. In this context, I would just like to stress that, in my

Cormsh Reefs

O gy e
occen lo.2 graming

view, American visitors will still
be warmly welcomed in Eu-
rope, regardless of the ongoing
international political discourse.
Individuals won’t be held ac-
countable for politics or certain
politicians. In fact, it will likely
be seen as favourable if you
come over to see and find out &
for yourselves what we are re- =
ally like. Just be respectful and 2
polite, as you otherwise would.

Secondly, I would like to address the fact that diving in
Europe is not just an alternative destination for groups
from dive centres or dive clubs, which has been the focus
and target group in my previous posts. In all of these, I
have emphasised that it would be a grave mistake not to
also incorporate a considerable portion of land excursions,
exploring historical sites, trying out local cuisine, and ap-
preciating the local culture.

However, there may also be many cases where diving is

N Mantas

g =COoOMm Bomqqb

INTERNATIONAL DIVE MAGAZINE

not the main reason or purpose for your visit to Europe.
For instance, you might come over on business, attend a
conference, study, visit friends or relatives, or just go shop-
ping. In these cases, you might be curious about sampling
some local diving as well.

Let’s pick an easy example: England. Say you go to Lon-
don on business and have some leisure time. England has
a very lively dive community, is home to many classic dive
equipment brands, and hosts one of the best consumer
shows on the planet - Go Diving. You can dive all around
Britain’s extended coastline. But if I have to pick out one
suggestion, let me point you to
Cornwall at England’s south-
western tip. In this county,
which is home to two manfac-
turers, Fourth Element and AP
Diving, you will find lush kelp
forests, diverse and colourful
marine life,
& wrecks. The villages are pictur-

and countless
Y esque, with century-old inns,
= pubs, and cobbled streets, and
the landscape is beautiful with
its lush green rolling hills. Or how about a visit to Tintagel,
the ruins of the fabled King Arthur’s castle? At least there
won’t be much of a language barrier. Just bear s
in mind that “British English” is really not a  gres
thing, just a software setting. Here, we speak
English. It’s the real deal and not an accent,

] ) email Peter
though with a vast array of dialects. Just saying. EEEY
L

As for more information about UK diving,
check out BSAC.com or scan/click this QR
code for more about Cornish Reefs. @&
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EMERGENCY RESCUE SYSTEM ™

, reat saftfety

Divo Emergency Rescue System

Automatic Functional Test (AFT)

o When the diving system is pressurized, Divo automatically tests
all functions, the breathing sensors, time delay chamber and the
Out of Air Guard valves for maximum safety during the dive.

, SAarrme exppperience

Automatic start and stop

o Divo automatically starts in standby mode when the systemiis
pressurized. The device is activated at 1.5m on descent and
returns to stand-by mode when the diver reaches the surface.

Breathing guard

o Divo monitors the diver’s breathing activity in the diving system.
If the diver’s breathing ceases for more than 35 seconds, Divo
automically inflates the diver’s buoyancy control device (BCD),
and lifts the diver to the surface.

Out-of-air guard

o Divo monitors how much breathing gas is in the scuba cylinder.
When the gas level drops below 72 psi (5 bar), the Buoyancy
Control Device (BCD) automatically inflates the diver's BCD
and lifts the diver to the surface.

Reset function

o The inflation process can always be reset, by pressing the deflate
button to return to normal operation mode.

www.divo.se

same adventure
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Where safety meets simplicity, and Innovation meets adventure

Divo is the next evolution in scuba diving safety, taking it to a whole new level,
combining cutting-edge technology and perfect integration

"We didn’t change anything — we just made it safer”

www.divo.se
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Part lll: How to “Blue” Your Business & Make More Green; Beyond Green Eco-Resorts

— by Gil Zeimer, ScubaStoryteller.com and Zeimer.com, San Rafael, CA
As a PADI Open-Water Diver for nearly 40 years, Gil has published more than 110 articles in over 25 magagines
and websites, plus another 170 newsletters about his experiences. He's also a two-time skin cancer survivor.

This series has presented “blue” initiatives
that can matke your business more sustain-
able and help increase your bottom line. Part
I focuses on “the planet’s most sustainable
hotels, resorts, and lodges” and how their col-

| lective miission helped them build their
&

A Passion for Embracing Travel as a Force for Good:

More divers, especially high-end clients who value sustain-
ability, want to experience something new... something
unique. .. something worthy of their destination.

Guided by a passion for embracing travel as a force for
good, Beyond Green is a global portfolio of more than 50
meticulously vetted properties across
over 20 countries that exemplifies
leadership in environmental steward- |
ship, cultural preservation, and com-
munity engagement.

In addition, this brand aims to |
transform the global travel industry
by setting new standards where sus-
tainability is integral to every guest g4
experience. Through collaborative K

efforts and leadership initiatives,
each member property undergoes a vigorous vetting
process based on over 50 sustainability indicators that align
with global sustainable tourism standards and the United
Nations Sustainable Development Goals.

As a family-owned company operated by Preferred Travel
Group, Beyond Green offers a new way to experience gen-
uine hospitality, making it easier for environmentally
minded travelers to find the perfect eco-friendly accommo-
dations and empowering them to select among the world’s
best resorts.

CEO Lindsey Ueberroth summarizes her company’s mis-
sion by saying, “Beyond Green reflects the shared commit-
ment of our member properties to transforming travel into
a force for good. Together, we are creating a space where
travel truly makes a positive impact — for people and the
planet.”

Sparking a Wave of Action Toward Essential Change:
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Beyond Green member properties are enacting essential
change through innovative ocean research initiatives, inspir-
ing community partnerships, and engaging educational pro-
grams.

These efforts provide travelers — especially divers —
with a deeper understanding of and connection to the ma-
rine ecosystem and the impact of human activities.

Here are a few examples of their resorts that offer scuba
diving and snorkeling...

The Turtle Inn (Placencia, Belize) combines luxury and
unspoiled beach beauty to create an idyllic refuge for relax-
ation or adventure. It’s been honored by the Condé Nast
Traveler “2025 Gold List,” plus Travel + Leisure 500
“World’s Best Hotels 2024.”

Martin Krediet, General Manager,
| 2dds, “Francis and Eleanor Coppola
acquired this 25-room beachside
hideaway in 2001 and saw their role

The Brando, Tetiaroa, French Polynesia

as conservators to preserve the pris-
tine natural environment. They have
| strongly supported Belize’s commit-
ment to ecotourism and continue to
explore new technologies to benefit
these isolated resorts.”

There are seven Beyond Green-approved lodges and re-
sorts among The Family Coppola Hideaways. A simple 5%
fee added to each guest’s folio at the two Belize Hideaways
— The Turtle Inn and the Blancaneaux Lodge — provides
financial assistance to The Belize Community Fund. It en-
compasses an impressive list of sustainable efforts from
ridge to reef to assist, support, and raise funds for various
programs. These include buying a roof for the local bas-
ketball court, soccer teams, arts festivals, fishing tourna-
ments, the local marathon, wildlife cameras for research,
and building new classrooms for schools.

Other sustainability projects encompass:

* MarAlliance: Explores, enables, and inspires conser-
vation action for threatened marine wildlife and their
critical habitats with local communities. These consist
of shark, turtle, and protected areas research, satellite
tagging and tracking, and education. Some tagged tur-


https://staybeyondgreen.com
https://preferredtravelgroup.com
https://preferredtravelgroup.com
https://preferredtravelgroup.com
https://thefamilycoppolahideaways.com/resort/turtle-inn/
https://thefamilycoppolahideaways.com/
https://thefamilycoppolahideaways.com/resort/blancaneaux-lodge/
https://maralliance.org/
https://maralliance.org/tracking/
https://www.ScubaStoryteller.com
https://www.Zeimer.com
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tles are named after Francis and Eleanor, and recently
tagged turtles are available for adoption.

= Dive Tours: Divers can make two-tank tours, con-
ducted in inner, outer, and atoll locations along the
Mesoamerican Reef System (SAM), the world’s sec-
ond-largest barrier reef.

* Coral Reef Restoration: Fragments of Hope is a local
community-based organization that partners with The
Turtle Inn to focus on the restoration of coral reef
habitats and their sustainable management.

* Inspiration Center: Helps pay therapists every month
for kids with special needs.

* Placencia Humane Society: Offers free spay and neuter
programs, a mobile vet clinic, and vaccination pro-
grams.

* ROMP Global: The Range of Motion Project is ded-
icated to ensuring access to high-quality prosthetic care
and rehabilitation services for Belizeans who can’t af-
ford one.

The Brando (Tetiaroa, French Polynesia) — One of the
world's most iconic private island luxury retreats boasts
powder white beaches, azure tropical waters, and vibrant
coral reefs.

Fulfilling Marlon Brando’s vision of a
“university of the sea,” this resort is at
the forefront of innovative ocean re-
search, focusing on the health and sus-
of marine

tainability Tetiaroa’s

ecosystem.

Sustainability projects include: Tortle Tn Tagging,

* Studying Shark Populations: For "Rache! Graham g

the past decade, the Tetiaroa Reef %de_//mife

Belize. Credit: 4

Coulibri Ridge (Soufri¢re, Dominica) provides a 14-suite
resort perched atop a mountain ridge, powered by 100% re-
newable energy and using only captured rainwater. Near the
Soufri¢re-Scott’s Head Marine Reserve, guests can enjoy un-
forgettable underwater experiences that support marine con-
servation efforts at the island’s finest diving and snorkeling
spots.

Sustainability projects include:

* An Exclusive Sperm Whale Encounter: Led by
renowned photographer, environmental activist, and
frequent contributor here, Amos Nachoum, this tour
offers once-in-a-lifetime snorkeling experiences along-
side families of sperm whales, some reaching up to 55
feet in their natural habitat.

* The Coulibri Ridge Dive Package: Available year-
round, this tour combines world-class dives with lux-
ury accommodations and includes gourmet meals, a
coral conservation tour, and a donation to the
Soufriere Marine Reserve Coral Restoration Project.

* Coral Restoration Project: Coulibri Ridge's REZDM
organization is actively involved in the Soufriere-Scott’s
Head Marine Reserve through the purchase of a ded-
icated boat and the employment of staff for the daily
survey and treatment of the reserve's coral.

SCP Corcovado Wilderness Lodge
(Bahia Drake, Costa Rica) — This se-
cluded rainforest retreat is set amidst
| 450,000 acres of pristine wilderness,
' lined by two kilometers of beaches and
the largest reef systems on Costa Rica’s
Pacific Ocean. In an area once described
as “the most biologically intense place on
earth,” this boat-only access lodge pro-

Shark Project has studied the lagoon’s shark population
to better understand its ecology and behavior.

" Monitoring Green Turtles: Te Mana O Te Moana, an
environmental organization that has protected green
sea turtles nesting on the atoll’s beaches for 17 years,
focuses on the impact of climate change on female tur-
tles.

* Innovative Cooling: The Brando harnesses deep-sea
water rather than using harmful hydrofluorocarbons
to naturally cool its tropical villas with its innovative
Sea Water Air Conditioning system.

vides an immersive experience in nature.
Sustainability projects include:

= Strategic Partnerships: NGO partners like Innoceana
boost conservation efforts with immersive, hands-on
activities such as scuba diving and snorkeling expedi-
tions involving data collection and animal identifica-
tion, truly impacting marine conservation.

* Community Engagement: The property provides ther-
apeutic nature experiences for individuals with disabil-
ities, curates events to bridge the gap between guests
and nearby communities, supports infrastructure proj-
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ects that enhance clean water access, and empowers
local teens with language training and education in
sustainable tourism.

* Guilt-Free Dining: The “Zero Waste” restaurant con-
cept ensures nothing organic goes unused and has
eliminated single-use plastics.

Hotel Las Islas (Cartagena, Colombia) offers a beacon of
sustainable luxury on private Baru Island overlooking the
Caribbean Sea. The 65 bungalows overlooking the sea are
surrounded by a tropical forest and white sand beaches,
while another 10 sea-level bungalows are only accessible by
boat.

Sustainability projects include:

* Mangrove Restoration: Partnering with the Malpelo
Foundation, they have created the mangrove refor-
estation project that has restored over 95,530 plants
of vital ecosystems.

* Coral Reef Reproduction: Together, their innovative
coral planting program has reintroduced 70,000 new
corals and regenerated more than 250 square meters
of reef habitat.

THE DIVINE EVENT OF THE YEAR!"

www.scubashow.com

* An Activity Center: Offers snorkeling, diving, biolu-
minescence tours, mangrove expeditions, stargazing,
and spa treatments.

* Hiring Local Certified Coral Gardeners: The prop-
erty's purpose is to be a source of work for the local
people, which is why 80% of the staff come from
Bard, the nearest Afro community.

Many Divers Can Afford Sustainable Luxury Re-
sorts: A 2023 DEMA survey of 2,444 consumers found
the average international dive trip cost just over $3,800, in-
cluding diving, lodging, airfare, and related expenses. How-
ever, 27.6% of the respondents paid $4,001 and up to
$20,000+ to pamper themselves — showing there is clearly
a luxury eco market for dive groups.

The Bottom Line: To best cater to your high-end clien-
tele who firmly embrace sustainability initiatives, consider
booking a Beyond Green resort trip that can make a posi-
tive impact — on them and on the planet.

initiatives, please email me ¢/o gil@zeimet com

or scan or click this QR Code nnm

email Gil

SECURE YOUR BOOTH

https //scubashow.com/exhibitors/why-exhibit
mail@scubashow.com
Exhibit space will be available into April.

x:Dozens of Seminars - Over $50,000 in Door Prizes

ew andRevolutionary Gear~ Underwater Photo Pros
Dwe Trayel Deals- Kids/ former  Try-DivingScubaPool
~in Buicking Shark Surround Kelp Dnme Theater

May 3ist & June Ist, 2025 : Long Beach Convention Center - Long Beach, CA
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EXPLORER VENTURES

LIVEABOARD DIVING FLEET"

Red Sea Indonesia Silvs

‘Saba / St. Kitts.

Our customers say Excellent ..... 4.7 out of 5 based on 457 reviews W Trustpilot

. f'k #

COMPS FROM 5 PAID/ 1 FREE
PLUS SHOP CUMlSSlUN

CHECK OUR CURRENT

SPECIAI_S!

www.explorerventures:com
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DEMA SHOW 2025

registration opening in may
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BE THE FIRST TO KNOW WHEN IT OPENS ALONG
WITH OTHER MAJOR SHOW ANNOUNCEMENTS
BY JOINING OUR MAILING LIST: :

o
" -~ november11-14, 2025 orlando, FL
P E DEMAShow.com
-~
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LEUEL UP
PODCAST

/J

Come Back after the 10th to View!
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