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What is DEMA? 
The Diving Equipment and Marketing Association is a community of peers who 
are capable of working together and sharing what they know.  As a non-profit 
trade association DEMA’s activities are funded by monies earned through the 
Industry’s participation in the annual DEMA Show, sponsorships, and from 
DEMA membership dues.  DEMA channels proceeds earned BACK INTO the 
Diving Industry including market and industry research, handling legislative and 
legal issues impacting the Industry, disaster assistance, marketing and PR 
programs, and other Industry efforts, all for the benefit of DEMA Members. 

Business and trade associations perform several functions.  DEMA, as a trade 
association, provides value to its members in both traditional and non-
traditional ways by making it possible to collaborate with each other. DEMA promotes recreational scuba diving and 
snorkeling through PR activities and consumer promotional programs, delivers educational programs for members, 
lobbies on behalf of the Diving Industry, and performs many other functions. DEMA is a non-profit 501(c)(6) California 
Corporation.  Most of all DEMA is a community of diving professionals who share a similar goal – to grow the diving 
industry worldwide. 

Description 
Worldwide Trade Association for the Recreational Diving and Snorkeling Industries; Includes more than 1,400 members 
worldwide. 
 

DEMA’s Mission 
Bringing businesses together to grow the Diving Industry worldwide. 
 

Strategic Goals  
1. Build a community among DEMA Members with a culture and 

environment that will produce valued relationships.  
2. Create worthwhile opportunities for DEMA Members to share and exchange information and knowledge.  
3. Provide learning opportunities that are responsive to DEMA Member needs and relevant to the changing 

dynamics of the Diving Industry.  
4. Be on the forefront of addressing the legislative and regulatory initiatives that affect the Recreational Diving 

Industry.  
 

Strategic Objectives  
Engagement: To provide a community culture in the Diving Industry through personal interaction.  
Industry Practices: To model and foster an inclusive culture within the Diving Industry by sharing useful and successful 
practices originating from DEMA Members and the Industry.  
Innovation: To create and deliver new value for DEMA Members.  
Education: Through a culture of engagement, provide relevant professional development along the continuum of 
careers and activities within the diving community.  
Resources: To serve as a resource for the Diving Industry including:  
Sharing useful and successful business and management practices 

• Industry Research 

• Appropriate Standards  

• Creating opportunities for the DEMA community to advance personally and professionally through collaboration 
 

Tactical Goals: 
1. Produce an annual trade event for the Industry which serves the needs of its stakeholders and produces a 

successful financial outcome for the association.  
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2. Engage in marketing programs which promote non-commercial diving of all kinds, create new customers of all 
ages, drive consumers into retail stores and resorts, and promote customer retention.  

3. Dedicate resources to preventing potential legislation which could adversely affect the Industry.  
4. Engage in marketing research programs which will: 

a. Define the universe of divers. 
b. Determine the rate of erosion among existing divers. 
c. Determine the number of entry level scuba certifications which take place in the United States and 

Caribbean each year.  
d. Seek opportunities to obtain global data on diver certification and participation. 
e. Provide retail operational data.  

5. Engage in activities which promote the health of aquatic resources while protecting diver access to those 
resources. 

 

Committees: 
DEMA Committees are an opportunity for qualified DEMA-Member volunteers to participate in the activities of the 
Association and to have an impact on its effectiveness. Committees are made up of Members and may include Board 
members or other volunteers from within the Diving Industry.  These committees are advisory to the Board of Directors 
and DEMA Staff and bring a wealth of experience to the Association.   
 
Committees help provide input to the DEMA Board of Directors and Staff.  Having opinions and insight from the broader 
diving community is critical, and the learning curve works both ways; many volunteers learn the inner workings of a non-
profit business and trade association, including the nuances and challenges of providing the best services and 
promotions that meet the needs of all five stakeholder groups simultaneously.   
 

2018 Committee Members 
 

Board/Standing Committees (Chaired by Members Serving on the DEMA Board) 
 

EXECUTIVE COMMITTEE 

Tim Webb, Chair 
Dan Orr, Senior Vice Chair 

Patrick Hammer, Vice Chair 
Mike Hollis, Treasurer/Secretary 

 

 
FINANCE COMMITTEE 

Mike Hollis, Chair 
Tim Webb 

 
MANUFACTURING COMMITTEE 

Mike Hollis, Chair 
Jenna Meistrell 

Program Committees (May be Chaired by Members Not on the DEMA Board) 

 
AWARDS COMMITTEE 
Patrick Hammer, Chair 

Stuart Cove 
Dallas Edmiston 
Danny Grizzard* 
Jenna Meistrell 

Dan Orr 
Brooke Speedy* 

Kristin Valette-Wirth 
 

 
CONSUMER MARKETING 

COMMITTEE 
Kristin Valette-Wirth, Chair 

Stefanie Cash* 
William Cline 

Karina Erikson* 
Natalie Kelley 

Mike Hollis 
Doug McNeese* 
Jenna Meistrell 

Glenn Sandridge* 
Tim Webb 

 

 
DEMA SHOW COMMITTEE 

Jenny Collister, Chair* 
Cody Brooks* 

Brittany Butler* 
Linda Sue Dingel* 
Dallas Edmiston 
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PUBLIC POLICY COMMITTEE 
Dan Orr, Chair 

Stuart Cove 
Dallas Edmiston 

Mike Hollis 
Al Hornsby 

Tom Leaird* 
Jeff Nadler 

Carlos Santana* 
William Ziefle* 

 

RESEARCH COMMITTEE 
William Cline, Chair* 

Robert Currer* 
Dallas Edmiston 

Chuck Fultz* 
Allie Pashen* 

Ronny Roskosch 
Glenn Sandridge* 

Mark Young* 
Kristin Valette-Wirth 

 

RETAILER RESOURCE COMMITTEE 
Sid Stovall, Chair* 

Cody Brooks* 
Robert Currer* 

Pat Hammer 
Myra Kurn 

Dan Leaird* 

*Not a 2018 Board Member.  

 

DEMA's Board Committees are generally determined at the first meeting of the year using an application process.  DEMA 
Member companies with an interest in serving on future committees please contact june@dema.org. 

 

The 2018 DEMA Board of Directors 
 

A1-Manufacturing 
Mike Hollis, Aqua Lung 

Jenna Meistrell, Body Glove 

A2-Diver Certification and Training Agencies 
Dallas Edmiston 

Kristin Valette-Wirth, PADI 

  

A3-Dive Consulting, Media, Non-Retail Service 
Providers and Publishing 

Jerry Beaty, Dive Training Magazine 
Dan Orr, Dan Orr Consulting 

A4-Retailers 
Patrick Hammer, Scuba Emporium 
Myra Kurn, Ocean Enterprises, Inc. 

 

  

A5-Travel & Resorts 
Stuart Cove, Stuart Cove’s Dive Bahamas 
Tim Webb, Caradonna Dive Adventures 

 
  

mailto:june@dema.org
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Consumer Marketing Committee: Kristin Valette-Wirth, Chair 
 
The DEMA Consumer Marketing Committee includes individuals from the DEMA 
Board of Directors and from the DEMA Membership.  For 2018 the DEMA Consumer 
Marketing Committee included: Stefanie Cash (Caradonna Adventures), William Cline 
(The Cline Group), Karina Erikson (Ralph Erickson Educational Foundation), Mike Hollis 
(Aqua Lung), Natalie Kelley (PADI), Doug McNeese (Head Sports), Jenna Meistrell 
(Body Glove), Glenn Sandridge (Bonnier Publishing), Kristin Valette-Wirth, Chair (PADI), Tim Webb (Caradonna 
Adventures), and DEMA Staff members Nicole Russell, VP of Operations & Tom Ingram, President and CEO. 
 

The Go Dive Now Campaign 
Among DEMA’s goals is to develop valuable marketing tools DEMA Members can use to help them acquire new 
customers and encourage previous customers to return to diving.  DEMA also advertises directly to consumers to help 
drive them into Member businesses.   
 
The Go Dive Now program is data-driven and relies on information gathered by the DEMA Research Committee. Data 
collection began in 2014 and continued in 2015 and 2017. The data gathering process also included input directly from 
DEMA Members beginning at DEMA Show 2015, and using this data, the Consumer Marketing Committee developed the 
Go Dive Now campaign to promote recreational diving by using advertising on social media sources such as Facebook, 
Instagram and YouTube, along with pay-per-click advertising and display ads.   
 
DEMA launched the Go Dive Now advertising campaign and website in 2016 and has generated substantial attention from 
potential diving consumers.   
 
Here is a sampling of the analytics for the period of January 1 to September 30, 2018.  

• Overall sessions: 156,124 
• Page Views: 242,157 
• Mobile Sessions: 131,147 
• Dive Store Finder Users: 124,120 
• Dive Store Finder Completions: 5,253 
• Dive Vacation Finder Users: 2,396 
• Users: 128,117 

 
That’s more than 454 DIVE STORE FINDER USERS PER DAY by 
potential diving customers since January 1.  Facebook alone has 
generated more than 123,000 clicks, and 6.3 million impressions 
during this time.  
 

Who is DEMA Targeting? 
Critical to this campaign is the need to target a potential 
consumer that has a greater chance of becoming a certified 
diver, buying equipment, buying dive travel and liveaboard boat 
trips, diving locally and returning to the retailer for continuing 
diver education. 
 
To understand this very active diver, in 2014 DEMA looked at the 

demographics and life stage data of more than 470,000 current active divers, utilizing assistance from DEMA Member 
companies (manufacturers, training organizations, travel providers and others).  In 2017 DEMA repeated this same 
process looking at the data from more than 900,000 actual divers.  Armed with this incredible data set, DEMA 
determined that the most productive promotional approach was to reach consumer households by studying those 
consumers already purchasing equipment, dive travel, local diving and certifications.  
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This household targeting approach is somewhat different than targeting approaches used previously by the diving 
industry.  Recognizing that the dive retailer, and indeed the entire Industry, needs to have access to consumers who are 
willing to fully engage in the sport (buying equipment, diving locally, traveling to dive and purchasing diver 
certifications), and understanding that there is also a need to find a younger audience of potential divers, approaching 
“households” that are similar to households of currently active divers gives the Industry access to families, including 
young people in their teens, and affluent adults with time and money to spend on diving as well as a willingness to get 
their kids and grandkids involved.  These so-called “lookalike” households are the key to growing the Industry in a 
manner that benefits all stakeholders. 
 
The data points indicate that there are multiple target household types. While these target households are similar in 
some respects, there are also some substantive differences, making it possible for DEMA and DEMA Members to select 
from a variety of potential target households that provide the greatest return on promotional investments, and select 
appropriate neighborhoods near DEMA Member dive centers.  Profiles of the three target households recommended by 
the DEMA Research Committee can be found here. 
 
Targeting using the marketing information system AnySite, and the predictive data points that help identify these 
“lookalike” households, DEMA can reach a wide audience effectively while containing costs.  Using social media 
advertising to reach these households also reduces costs, made even more effective because social media sites like 
Facebook also use AnySite and the segmentation software 
Personicx for their audience insights targeting data. 
 

How Does DEMA Locate Target Households? 
One of the great advantages of DEMA’s methodology is that the 
greatest concentrations of target households can be located by 
postal code, using data from the AnySite/Personicx marketing 
information system.     
 
To reach a non-diving audience and drive them into those 
Member stores, DEMA advertises Go Dive Now on Facebook, 
Instagram and YouTube, using the physical address of each 
DEMA Member retail store as a basis for the ad location.  DEMA 
utilizes the Go Dive Now campaign materials and the postal code locations of the target households from the 
AnySite/Personicx database system, and plugs these into social media advertising.  
 

As consumers click on Go Dive Now ads, they are taken to the 
Retail Store Finder where DEMA-member stores are listed in 
first-priority/proximity order.  In effect, this means that the Go 
Dive Now campaign drives consumers directly to DEMA Member 
stores. 
 
To implement the advertising effort, DEMA conducted the 
necessary analysis of each Member retail dive center address 
and located the target clusters nearby using AnySite/Personicx. A 
custom report developed in collaboration with Gadberry, the 
database manufacturer, reaches out using a drive-time from 
each store address and reveals the target cluster household 
locations by postal code. 
 

 
 

https://cdn.ymaws.com/www.dema.org/resource/resmgr/documents/Clusters01-02-04.pdf
https://cdn.ymaws.com/www.dema.org/resource/resmgr/documents/Clusters01-02-04.pdf
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While conducting the analyses, drive times around each store varied but most were conducted using a 30-minute drive.  
DEMA’s previous research has indicated that about 95% of the customers from most stores located in a population live 
within this 30-minute drive area.  The drive time range can change when there are more or fewer stores in the area, and 
when there are larger populations living nearby the store.  In no case did the drive time used for the analysis fall below 
15 minutes or exceed 60 minutes.  In areas where the population was sparse, the drive time for the analysis was 
extended to include at least 100,000 households or 60 minutes, whichever came first. 
 
To maximize the use of limited resources, the number of target households in each postal code was also reviewed and 
those postal code areas that contained zero target households were removed from the final data charts.  In addition, 
using per capita income as a proxy for affluence in the postal code area, a comparison was made of the average per 
capita income with the number of target households in each postal code.   
 
Using a statistical decision-making 
tool, only those postal codes with 
the best overall household-per 
capita income scores were retained 
for advertising purposes.  An 
additional benefit of using this 
decision-making tool is that DEMA 
can provide this information to 
each Member retailer, including 
the postal codes which attain the 
highest “scores” (shown in the 
above chart in yellow highlight).  
DEMA encourages the store to 
conduct their own social media 
advertising campaigns in these 
same areas, using the free Go Dive 
Now materials. 

 
 

DEMA Members Use Go Dive 
Now Materials for Free  
All DEMA Members are encouraged to conduct their own campaigns, tagging onto the Go Dive Now brand for their own 
stores, and taking advantage of the national attention the campaign has already generated.   
 
In fact, for Go Dive Now to be truly successful, businesses within the Diving Industry must act as “multipliers” of the Go 
Dive Now brand.   
 
Put simply, the success of the Go Dive Now campaign depends on DEMA Member participation.   Without additional local 
advertising coverage by stores, the limited advertising budget available from DEMA will not generate enough ad repetition 
to catch the attention of potential customers.  The Go Dive Now ad campaign has already proven successful in driving 
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consumers to the Go Dive Now Dive Store Finder on the website.  To convert these users into customers, and to capture 
them and bring them to a specific store, the stores must participate.   
 
For stores, using social media to advertise is helpful in that it is relatively inexpensive as an advertising vehicle, and DEMA 
has created free social media and video resources which can be used to directly benefit Member retailers to help them act 
in this multiplier capacity.   
 

 
DEMA’s Co-op Advertising Program  
In 2018 DEMA launched a co-op ad program to assist all DEMA-member retailers in reaching a greater number of 
customers while using the Go Dive Now (GDN) campaign advertising materials.  The 2018 co-op program is designed so 
that DEMA-member retailers can conduct social media advertising using the Go Dive Now materials and attract customers 
to their own operations.  DEMA set aside $37,500 for co-op advertising funds to “match” ad funding provided by DEMA 
retailers. Funds that remain unused for this purpose at the end of the campaign will be rolled back into the DEMA general 
fund. 
 
The opportunity to receive matching funds is available to all DEMA-member retailers to purchase social media advertising 
as part of a retailer support campaign.  For purposes of the co-op program, DEMA defines “retail dive store” as DEMA 
member retailers meeting ALL of the following criteria:  
 
1.  Teach scuba diving 
2.  Sell scuba diving equipment 
3.  Provide diving equipment service 
4.  Have a brick and mortar retail store front 
5.  Have regular retail business hours 
6.  Be zoned for business where such business zoning is required 
7.  Provide breathing gas/air fills 
8.  Provide DEMA with a copy of the government-issued business license which permits the business to operate. 
 
Although social media advertising on Facebook, Instagram, YouTube and others can be effective, DEMA suggests that 
these social media ads should be thought of as just one set of basic components that are part of a PROMOTIONAL MIX 
which includes additional ways of reaching potential customers, including:  
 

• Advertising 
On social media, through display ads and through other media.   

• Sales Promotions 
Sales promotions involve the use of media and non-media pressure aimed at the consumer for a pre-determined, 
limited period of time, with the objective of stimulating trial or increasing consumer demand, or to improve 
product visibility and availability.   

• Publicity (PR) 
The classic definition of “Publicity” or “PR” states that it is “non-paid media communication about the company or 
product.”  While the physical appearance of the product or service in the media may be considered “non-paid,” 
most publicity activities have a cost associated with them.  For example, PR firms charge for campaign 
development and follow up, “stunts” cost money to create, and even writing press releases can have a labor cost.  
Still, publicity can be very cost-effective when used in conjunction with other promotional activities and getting 
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the attention of the media can provide a business with far more visibility than not having it. The Go Dive Now Pool 
is such a form of publicity. 

• Personal Selling 
Diving is a relationship business, and notwithstanding the sales that take place on the web, getting people to come 
to a store and purchase equipment or learn to dive is still largely dependent on the face-to-face selling skills 
employed by dive store staff.  All employees should be versed in selling techniques and willing to participate in the 
sales process.  Given that most divers look to their diving instructor for guidance on what they should buy, this is 
especially important for the instructional staff. 

 

How the DEMA Co-Op Ad Program Works 
1. Retailers must be prepared to advertise using Facebook advertising. 
2. Once ready to begin, DEMA-Member Retailers submit an application for co-op ad funds.  Retailers can choose to 

receive a quote for assistance with their ad placement with DEMA’s Go Dive Now advertising firm. 
3. Retailers may decide to advertise where DEMA is already advertising near the store or may decide to target a 

different audience.  The retailer will select images and determine how return on investment will be measured.  
4. At the end of the campaign the retailer submits proof to DEMA of the total amount invested in the ad campaign.  

DEMA reimburses the retailer for up to $450. 
5. Within 30 days of the completion of the campaign, the retailer submits results of the campaign. 

 
Specifications:  

1. Must use Go Dive Now ad materials - The ads must contain the logo/collateral from the Go Dive Now campaign.  
These can be obtained through the online DEMA Member Tool Kit. 

2. Ads should be designed to drive potential customers to the retail dive center (not to GoDiveNow.com) 
 
Dates: 
Dates for advertising are determined by the retail member and are subject to review by DEMA prior to accepting the 
application. 
 
Matching Funds: 
DEMA will match up to $450 per DEMA Member Retailer for the co-op ad campaign.  DEMA is restricting these funds to 
assist a greater number of retail members. Matching funds are available on a first-come, first-served basis, using the date 
the application is received. 
 
Matching funds from DEMA for the media buy are distributed directly to the retailer at the end of the retailer’s ad 
campaign once proof of amount is provided to DEMA.  The funds will be designated for the media-buy commitment only.  
No matching funds are available for developmental or other costs.  Matching funds are for the lowest earned rate - the 
actual net rate paid by retailers to media, less all discounts and rebates.   
 
All co-op advertising eligible for co-op funds must follow the co-op ad program process outlined above. 
 
Advertising Specifications  
1. Only DEMA’s Go Dive Now ad, logo and collateral material may be used for ads.   
2. The ads and other materials may only be modified in accordance with license agreement and in a manner consistent 

with the intent to advertise the sport of diving as a whole. Addition of customized message in specified location is 
encouraged.   

3. Advertising must not be misleading. 
4. Retailer’s name, logo, phone, email or website required 
5. IN NO CASE WILL EITHER THE ADVERTISING PROGRAM OR THE ACTUAL SALES AND/OR PROMOTIONS OF ANY 

RETAILER OR OTHER BUSINESS ENTITY BE CONDUCTED IN A MANNER THAT SUGGESTS OR ALLOWS THE FIXING OF 
PRICE FOR ANY PRODUCT OR SERVICE OR OTHER VIOLATIONS OF ANTI-TRUST LAWS.  

 

http://www.dema.org/page/GoDiveNowToolkit
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The co-op matching funds advertising program gets funds DIRECTLY into the hands of retail stores and provides plenty of 
opportunity for retail stores to generate traffic. 
 
The Consumer Marketing Committee invites questions and suggestions to help DEMA Members use the Go Dive Now 
campaign tools and data to help their own efforts to drive consumers to the store’s website.  Go Dive Now is already 
drawing significant consumer attention and using it and the Go Dive Now brand could make a difference in your business’ 
ability to reach an affluent audience with a desire to become a diver.   
 
To obtain the FREE Go Dive Now Member Toolkit, click here. 

  

https://www.dema.org/page/GoDiveNowToolkit
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Finance Committee: Mike Hollis, Chair 
 
The Finance Committee provides oversight to all budgetary activities of the Association, recommends the budget for the 
fiscal year to the DEMA Board, and reviews all Association financial transactions.   
 
DEMA’s financial standards are developed using Generally Accepted Accounting Principles.  In addition to following 
these high standards, DEMA also retains the services of an outside professional accounting firm to conduct annual audits 
of all financial activities of the Association, as well as periodic evaluations of financial data.  The association’s audited 
financials are posted on dema.org for Member review.   
 

Giving Back to the Industry 
One of the most important objectives of the Association is the 
opportunity to place money back into the diving industry for 
business purposes.  Since January 2003, DEMA has carefully placed 
money into successful promotions and other business-related 
efforts that were then evaluated for their return on the 
investment, using standard financial evaluation techniques.   
 
DEMA considers funding many different projects and allocates 
funds to these projects taking the following into careful 
consideration: 
 

Projects Managed Directly by DEMA (Board or Staff)  
This is the most common type of project, usually involving 
extensive committee and Board discussion, plans and evaluation 
prior to implementation.  Projects of this nature may be proposed 
internally or by an outside entity but are managed by DEMA Staff 
with Board supervision.  As such: 
 

1. Projects are under direct control of DEMA Board   
2. Project costs can be more easily evaluated and controlled 
3. Project success can be more easily and accurately 

measured  
4. Compliance with anti-trust regulations can be more easily monitored 
5. Compliance with association objectives and corporate standards can be more easily monitored 
6. Safety risks can be mitigated more easily 

 
Projects managed directly by DEMA require evaluation by DEMA staff, recommendations to the Board and Board 
approval. 
 

Projects Not Directly Managed by DEMA  

When projects not managed directly by DEMA staff are considered for DEMA funding, the following should be 

considered:  

1. Additional information is needed before approval of funding, because projects are NOT under direct control of 
DEMA Board or staff.   

2. DEMA sets limits on funding to prevent cost overruns and expects periodic reports from the project 
management team. 

3. Clear objectives and evaluation measures must be provided by the team managing the project prior to funding.   
4. Written information must be provided to DEMA regarding the individuals involved, their qualifications to 

conduct the project, the responsibilities of each, and the terms, limits and conditions of the project. 

http://www.dema.org/
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5. Project proposals are reviewed by DEMA counsel prior to approval. 
6. DEMA must be indemnified against losses, injuries, violations of anti-trust regulations and laws, and other issues 

appropriate to the project in question. 
7. Projects must DIRECTLY benefit the OVERALL diving industry. 
8. Consideration should be given to DEMA member companies when appropriate. 
9. Adequate liability insurance naming DEMA, staff and directors is required and must be incorporated into any 

funding agreement as appropriate.  
10. Approved project funds can only be dispersed after a written agreement is executed. 

 

Projects not directly managed by DEMA require evaluation by DEMA staff and, in some cases, may require evaluation by 

outside sources.  Such evaluation by outside sources may involve additional cost to the team proposing the project prior 

to recommendations being given to the Board and prior to the necessary Board approval. 

Financial Data for DEMA Members 
Pursuant to the Bylaws of the Diving Equipment and Marketing Association (DEMA), you are hereby notified that you 

have the right to receive a copy of the DEMA Annual Financial Report upon request. 

This Annual Report and the Audited Balance Sheet, Income Statement, and Statement of Changes in Financial Position 

constitute the DEMA Annual Financial Report.  DEMA’s Treasurer hereby certifies that DEMA’s financial statements were 

prepared from the books and records of DEMA.  Audited Financial Statements are available to DEMA members via 

dema.org and DEMA’s Annual Report is posted each year on its website, as well. 

The names and addresses of current members of DEMA are located at the DEMA Office at 3750 Convoy Street Suite 310, 

San Diego, CA 92111.   

In 2018, DEMA engaged in no transactions which involved more than $50,000, or aggregating more than $50,000, with 

the same person, and in which any director or officer of DEMA or any holder of more than 10% of the voting power of 

DEMA had a direct or indirect financial interest. 

In 2018, DEMA paid no loans, guaranties, indemnifications, or advances to any officer or director of DEMA. 

  

http://www.dema.org/
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Manufacturing Committee: Mike Hollis, Chair 
 
The Manufacturing Committee represents all member manufacturers.  Representatives on the Manufacturers 
Committee come from the DEMA Board and can also include non-Board members.  For 2018, the Manufacturing 
Committee included Board members Mike Hollis and Jenna Meistrell. 
 
The committee monitors and allocates monies from the Manufacturing Fund, which was established in 1994 when 
DEMA was re-organized to include all stakeholders in the Diving Industry.  The Fund is composed of 5% of the gross 
receipts from DEMA Show each year and is used at the discretion of the manufacturers to promote recreational diving.  
The allocation of the funds follows a Board-approved process, and the Manufacturing Committee has been supportive of 
many different initiatives over the years. 
 

Helping Fund Promotions for the Industry 
The Manufacturing Fund allocated $127,000 in promotions for the industry during 2018.  Programs supported include: 
 

• $ 45,000 Retail Retention & Research 

• $ 40,000 Go Dive Now Pool Tour 

• $ 29,000 Disaster Assistance Funding 

• $ 10,000 Industry Promotions/Regional Meetings 

• $   3,000 Manufacturers Sales Index (MSI) 
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DEMA Awards Committee: Patrick Hammer, Chair 
 
Annually, the Diving Equipment and Marketing Association (DEMA) recognizes outstanding contributions by members of 
the diving industry and the association.  The role of the DEMA Awards Committee is to use the criteria approved by the 
DEMA Board of Directors to recommend the best Honorees to receive DEMA’s annual awards.  
 
The 2018 Awards Committee included: Chair, Patrick Hammer (Scuba Emporium, DEMA Board, Reaching Out Award 
Honoree, 2014); Stuart Cove (Stuart Cove’s Dive Bahamas, DEMA Board, Reaching Out Award Honoree, 2013); Dallas 
Edmiston; Danny Grizzard (NAUI); Jenna Meistrell (Body Glove); Dan Orr (Dan Orr Consulting, DEMA Board, Reaching 
Out Award Honoree, 2012); Brooke Speedy (Leaird’s Underwater Services) and Kristin Valette-Wirth (PADI, DEMA 
Board). 
 
DEMA’s annual awards include: 
 

The DEMA Reaching Out Award:  
Annually, DEMA honors two outstanding members of the professional 
diving community with the Reaching Out Award.  The Award recognizes 
those who have made a “significant contribution” to recreational diving 
and snorkeling and who have achieved other criteria as outlined.  The 
Reaching Out Award requires that the individual be a professional in the 
diving industry for a minimum of ten years before they are eligible for 
consideration.  The Reaching Out Award is, in some ways, analogous to a 
“Lifetime Achievement” Award. 
 
The Reaching Out Award was first presented in 1989.  Since its inception, 
the intent of the Award has been to recognize individuals who have made 
a significant contribution to the sport of diving by “reaching out” in some 
special way to improve recreational diving for everyone. 
  
There are many ways to reach out and do something extraordinary for 
the sport.  Many who have been recognized in the past were pioneers who helped develop techniques related to their 
special areas of expertise.  Their contributions have been made in such areas as photography, training, equipment 
design, publishing, travel, retailing, water safety, exploration and science. 
  
The Reaching Out Award has become more than recognition of individual achievements; it has become the industry’s 
HALL OF FAME.  Those so recognized are the leaders and heroes of our sport, making diving what it is today.  Some may 
have greater name recognition than others, but each, in their own way, is as important to the development of diving as 
any other. 
  
To become a member of the DEMA Hall of Fame is an extraordinary achievement and is available only to those who truly 
deserve to be recognized for their outstanding efforts and contribution to the sport.  There are many individuals whose 
work goes unnoticed and unheralded.  DEMA hopes to recognize all those who have made a significant contribution to 
recreational diving. 
 
In 2018, the Reaching Out Award Honorees are Ernie Brooks and 
Margo Peyton.  
 
View DEMA's Hall of Fame - A History of Reaching Out Award 
Recipients 
 

http://www.dema.org/displaycommon.cfm?an=1&subarticlenbr=41
http://www.dema.org/displaycommon.cfm?an=1&subarticlenbr=41
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The DEMA Wave Makers Award – Recognizing New Professionals in 
the Diving Industry:  
Wave Makers are at the other end of the spectrum from the Reaching Out 
Award; the Wave Makers Award recognizes new professionals in the 
industry when they go above and beyond the norm in their efforts to 
improve the diving industry by working with DEMA, other DEMA Members, 
and members of the diving community.  Reserved for those who own or are 
employed by a DEMA Member Company, eligible members of the industry 
must be new to the profession (professionals for 60 months or less) and 
must have contributed to the industry, diving community and the 
association, with service, commitment to DEMA’s Mission and more.   
 
The Wave Makers Award is viewed as recognition for an individual having 
made an impact on the industry early in their career. Data indicates this 
most often coincides with the individual being younger, but those new to 
the profession, regardless of age, are also eligible for recognition.  One 
Wave Makers Award is given each year by DEMA.   
 
The Wave Makers Award criteria were developed with the following considerations in mind: 

1. Emphasizing DEMA’s mission 
2. Encouraging individuals early in their career to assume leadership roles. 
3. Bringing more new professionals into the diving industry.  
4. Encouraging new professionals to join and engage with DEMA.  
5. Recognizing those new professionals who have made an impact early on, to inspire other new diving 

professionals to join DEMA and take on leadership roles in the association and industry. 
 
There are three categories of Wave Makers Awards, and Members may be nominated in one of these categories.   

• Mission Award 

• Industry Service Award 

• Industry Growth Award 
 
Mission Award: Contributions to DEMA’s Mission. 
In addition to owning or being employed by a DEMA Member business, nominees are eligible in the DEMA Mission 
Category based on: 

• Level and amount of volunteer contribution to DEMA  

• Extent to which nominee’s activities helped grow the membership base of DEMA and the diving industry in a 
demonstrable way. 

• The extent to which nominee’s activities developed and increased community awareness of DEMA programs, 
services and activities. 

• Development or effort of the individual in a leadership role with DEMA and/or the industry. 

• The extent to which the individual connected two or more businesses in a manner that created a “collaborative 
advantage” for members of the diving industry 

 
Service Award: Providing business and community service  
In addition to owning or being employed by a DEMA member business and contributing/engaging with DEMA as stated 
above, to be eligible for the Service Award, nominees should have accomplished at least one of the following: 

• Significant achievements on behalf of the employing/owned (diving-related) organization. 

• Significant service and leadership in diving-related endeavors 

• Significant service in professional, civic or charitable organizations related to the diving industry. 
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Industry Growth: Participation in Educational Content, Growing the Industry:  
In addition to owning or being employed by a DEMA Member business and contributing to/engaging DEMA in a manner 
as described above, eligible nominees should have: 

• Confirmed participation in business or service educational programs that further advance the individual in the 
recreational diving industry.  These education programs need not be diving-industry specific, but independent 
confirmation of attendance and completion is required: 

• Credentials earned 

• Application of information and knowledge to improve the diving industry 
 
DEMA’s Award Honorees are recognized each year at the DEMA Awards Party, held in conjunction with DEMA Show.   
 
The 2018 Wave Makers Award Finalists are: 

• Mike Johnson (Michael Johnson Entertainment) 

• Jessica Keller (Associate Member) 

• Allie Paschen (Leaird’s Underwater Services) 

• Italino Pietrantonio (Air Hog Scuba) 
 
The 2018 Wave Makers Honoree will be revealed at the 2018 
Awards Party. 
 
The 2018 Award Committee congratulates this year’s award honorees! 
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Public Policy Committee: Dan Orr, Chair 
 
Each year DEMA establishes a Public Policy Committee which includes DEMA Board members, DEMA Member 
volunteers and DEMA staff.  The Committee works directly with the DEMA Office to review U.S. and International issues, 
gathers input on various issues from Members of the diving industry, and provides commentary to government officials 
and organizations via the DEMA staff.   
 
The Public Policy Committee works for the betterment of the Recreational Diving Industry, seeking to engage in activities 
which promote the health of aquatic resources while protecting diver access to those resources, so that we all have a 
clean and healthy place to dive.  The Committee advocates for protection of the underwater environment, and actively 
monitors legislation and government administrative activities globally to prevent legislation which may adversely impact 
diving businesses or dive site access.   
 
Legislative advocacy often requires using 
substantial resources but can be well 
worth the effort and expense.  Advocacy 
provided through DEMA’s Public Policy 
Committee provides DEMA Members in 
the U.S. and internationally with a direct 
voice in the legislative process.  DEMA 
monitors legislative and regulatory activity 
worldwide, and when DEMA can act or 
publicly comment on potential legislation 
which may have a far-reaching impact on 
the diving industry, DEMA Members 
receive advance notifications regarding 
changes to U.S. federal, state, and local, or 
international laws.  Using a sophisticated 
online notification system, DEMA 
Members in the U.S. can comment directly 
to their elected federal and state officials on issues important to them, and Members internationally can reach their 
lawmakers when DEMA is able to provide contact information.  One of the goals of this effort is to provide such 
notification in time for Members to act alongside DEMA, participating in actions affecting these issues. 
 
It is important to note that some attempts to influence legislation in the U.S. and internationally may be unsuccessful; 
some favored legislation may not pass out of the legislative body, or some unfavorable bill may become law despite 
DEMA’s or the Industry’s objections.  To the extent possible, the Public Policy Committee reports this legislative activity 
to the DEMA Membership so that they stay informed of issues that relate to the Industry, including business-related 
activities. 
 
The 2018 Public Policy Committee is composed of Dan Orr, Chair (Dan Orr Consulting); Stuart Cove (Stuart Cove’s Dive 
Bahamas); Dallas Edmiston; Mike Hollis (Aqua Lung and Pelagic); Al Hornsby (PADI); Tom Leaird (Leaird Underwater 
Services); Jeff Nadler (PADI); Carlos Santana (Hawaiian Islands Recreational Scuba Association); William Ziefle (Divers 
Alert Network); Tom Ingram, DEMA President & CEO; and Bob Harris, DEMA’s Legislative Advocate. 
 

DEMA Public Policy Position Statements for 2018 
DEMA has adopted the following Public Policy Position Statements that represent the legislative platform for the 
association.  The Public Policy Committee is responsible for making recommendations on Position Statements to the 
Board of Directors and advocating specific bills that address approved Position Statements.   
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• Business Management:  DEMA supports legislation that eases expenses and regulatory burdens on the 
management of diving businesses of all sizes. 
 

• Communications:  DEMA supports legislation to protect the right of all businesses to continue to communicate 
with their customers and to the public at large in furtherance of their purposes.  Forms of communications that 
are considered within this Position Statement include fax, email, telephone, regular mail, mobile and text, all 
forms of social media, and Internet. 
 

• Employment Practices and 40-Hour Workweek:  DEMA supports flexibility in employment practices for all 
diving businesses.  Legislation will be reviewed if it would increase flexibility or restrict employment practices for 
our members.  Employment practices on which DEMA supports increased flexibility include: number of work 
hours, minimum wages, non-exempt vs exempt employees, rules 
regarding independent contractor vs employees, remote 
employment procedures, and other labor practices.  
 

• Environmental Issues:  DEMA supports reforms that promote the 
health of aquatic resources while protecting diver access to those 
resources, so that we all have a clean and healthy place to dive.  
  

• Health Care:  The diving business community encourages 
legislation that will allow businesses to offer cost effective 
insurance programs to their employees without undue regulation or penalty. 
 

• Safety Regulations:  DEMA supports reforms that help keep divers safe both at the surface and underwater, but 
which protect diver access to the aquatic realm.   
 

• Workers Compensation Insurance:  DEMA supports reforms that simplify the system, make workers 
compensation insurance more affordable while maintaining high quality services to the injured, and support our 
members’ need to access affordable workers compensation insurance programs. 
 

• Insurance and Liability Protection:  DEMA supports reforms that generally improve the defensibility of dive 
product and services providers and support the long-term viability and availability of diving-related business and 
professional insurance. 
 

• Scuba Diving and Snorkeling:  DEMA supports efforts to grow and expand recreational diving and snorkeling.   
 

• Fair Government Practices:  DEMA supports government programs that help grow the diving industry, reduce 
regulatory burdens or provide business or consumer incentives for participation. DEMA seeks to include 
recreational diving in government-based programs when beneficial programs that assist non-diving activities 
already exist. 

 

During 2018, DEMA devoted resources to numerous public policy issues impacting the diving industry: 
1. Ongoing litigation against the Army Corps of Engineers to force the Corps to conduct a new Environmental 

Impact Survey prior to the commencement of dredging operations in Port Everglades Florida. 
2. Non-Profit Provisions in Federal Tax Legislation 
3. Shark Fin Sales Elimination Act 
4. Sustainable Shark Trade and Fisheries Act 
5. National Marine Sanctuaries   
6. Shore-Based Shark Fishing Prohibition (Florida) 
7. Maintaining the moratorium on harvesting Goliath Grouper – DEMA continues to actively oppose a proposal 

from the Florida Fish and Wildlife Commission to remove the moratorium. 
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8. Occupational Licensing Review Act (Louisiana, Missouri and Ohio) 
9. HR 200 Prohibition on Shark Feeding in Federal Waters off Florida 
10. Professional Certification Coalition 
11. National Ocean Policy 

 
Litigation – Army Corps of Engineers and Port Everglades 

In July 2016, the DEMA Board of Directors voted to accept and act on the recommendations of the DEMA Public Policy 

Committee to join an upcoming lawsuit being filed by four environmental groups and a DEMA Member Retailer, against 

the US Army Corps of Engineers (Corps).  The goal of the suit was to require the Corps to complete a new Environmental 

Impact Survey (EIS) prior to beginning the Port Everglades (Fort Lauderdale, Florida) dredging operation, then scheduled 

to begin in 2018.  Such an EIS is needed following the destruction of the reefs and endangered corals in a similar 

operation in the Port of Miami (PortMiami) dredging operation.  The PortMiami’s operation was approved and executed 

using an EIS from the same survey provider working with Port Everglades; the Miami survey predicted far less 

destruction to Miami reefs than occurred.  The threat of more coral destruction and siltation damage near Port 

Everglades remains of major concern to the South Florida Diving Industry.  

The DEMA Board voted affirmatively for a budget resolution to release funds to join the lawsuit.  DEMA filed the 

required notification to the Army Corps via letter on August 16, 2016, and officially joined the litigation on August 17th 

when the suit was filed in federal court. 

After much negotiation, in early 2017 the Army Corps sought a settlement with DEMA and the other litigants in the Port 

Everglades lawsuit and the Corps agreed to put a hold on all dredging operations until a new environmental assessment 

was completed, such an assessment to consider the impacts seen as a result of the previous dredging operation at 

PortMiami.  This achieved DEMA’s goal of including the additional study of PortMiami in the EIS data, and the 

requirement of completing a new evaluation prior to the start of the dredging project in Port Everglades.  The Army 

Corps is now required to submit periodic status reports to all litigants through the court. 

As part of this project DEMA collaborated with Earth Justice, Miami Waterkeeper, and other litigants to be sure the 

interests of divers were considered. Together these groups have helped protect the coral reefs in the Fort Lauderdale 

area.  Throughout 2018 DEMA has continued to monitor this issue to ensure that the Corps is using the results of the 

new environmental survey in their dredging operation. The time involved is indicative (and typical) of many of these 

large projects.   

In April 2018, the Army Corps issued a status report projecting that a draft supplemental National Environmental 

Protection Act (NEPA) document and biological assessment would be issued during summer 2018, that a complete EIS 

consultation would be conducted by the end of 2018, and the final supplemental NEPA document would be completed 

by June 2019. The Army Corps is now predicting that no contract will be awarded for construction in Port Everglades 

before March 2020 and construction will not begin until April 2020. 

DEMA continues to watch the activities of the Corps and ensure that they are following the requirements of the stay, by 

utilizing the results of the new environmental survey in their dredging operation.   

Non-Profit Provisions in Federal Tax Legislation 

On March 22 a delegation of association executives, including DEMA President and CEO, Tom Ingram, traveled to 

Washington, DC to meet with Senators and Representatives to discuss tax issues for non-profits arising out of the 

massive tax overhaul signed into law by President Trump on December 22, 2017.  The California delegation was part of 

Capitol Hill visits organized through the American Society of Association Executives (ASAE).  Ingram serves on ASAE’s 

Public Policy Committee.   

Ingram met with staff and lawmakers in the offices of California Senators Dianne Feinstein and Kamala Harris, as well as 

with California Representatives Karen Bass, Ami Bera, Judy Chu, John Garamendi, Doris Matsui, Jackie Speier, and 

Maxine Waters. 

https://ceq.doe.gov/
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Throughout the legislative process, DEMA, ASAE and other associations have monitored provisions in the tax reform bill 

that would impact 501c (non-profit) organizations of all kinds, including many of DEMA’s members.  Through DEMA’s 

efforts with other associations, including traveling to meet with legislators, several provisions harmful to non-profits 

(including to DEMA and DEMA’s members) were stripped from the final federal tax bill.  The provisions removed 

included: 

Taxation of royalty income: This provision was in the original Senate bill but was removed after opposition from the 

association community, including DEMA.  Associations opposing this provision contended that “royalties” should not be 

taxed when the organization has entered into a licensing arrangement for use of its name or logo but is not actively 

involved in the marketing or administration of the product or service connected with the arrangement.  

Royalties are a significant source of non-dues revenue or non-contributed revenue that can be reinvested in education, 

skills training, standard-setting, research and other activities critical to the mission of a tax-exempt entity, such as 

DEMA, and help provide services to members without raising membership dues. Thanks to the advocacy work on behalf 

of DEMA’s non-profit members, passive income from royalties will not be subject to Unrelated Business Income Tax 

(UBIT).  

Non-qualified deferred compensation plans: This provision was originally in both the House and Senate bills and would 

have eliminated 457 plans for associations and other nonprofit employers. DEMA and other associations made the case 

that these deferred compensation arrangements are offered to many employees of tax-exempt organizations as a 

means of supplementing their retirement income. Since nonprofit employers can’t offer performance stock options to 

key employees, 457 plans are an important benefit in attracting top employee talent. The provision was removed from 

both bills before passage. 

Intermediate sanctions: This provision was originally in the Senate bill and would have applied intermediate sanction 

rules to 501c groups, giving the IRS the power to determine what constitutes “reasonable” employee compensation and 

benefits, rather than having this determination made by a governing non-profit Board or committee.  This provision was 

removed from the Senate bill before passage.  

Noteworthy Provisions which remain in the final tax bill, and which will 

impact many non-profits include: 

Separate computation of UBIT: This provision in the bill requires that 

unrelated business taxable income be separately computed for each business 

activity. In other words, associations are prevented from offsetting losses 

from one business with income from another business. DEMA and other 

associations are currently reviewing how this will impact non-dues revenue, 

with the goal of continuing to offset costs and contribute additional funding 

to diving industry-related projects and programs, and keeping the cost of 

membership down.   

Charitable contributions: Although DEMA is not a charitable tax-exempt 

organization, many DEMA member organizations fall into this category.  The new tax bill increases the adjusted gross 

income (AGI) limit on the charitable contribution deduction from 50% to 60% for cash gifts. However, the final bill 

roughly doubles the standard deduction to $12,000 for individuals and $24,000 for couples. With a higher standard 

deduction, fewer taxpayers will itemize their deductions on their tax returns and therefore won’t receive a tax benefit 

when giving to charities. This provision is likely to reduce charitable giving, and going forward, charitable organizations 

should review the impact this issue has on their revenue streams.  

Local lobbying expenses: The bill eliminates the deduction for lobbying expenses regarding legislation before local 

government bodies. As a result, these expenses will need to be included in the calculation of non-deductible 

membership dues or proxy tax liability.  DEMA currently notifies members of the percentage of membership dues 

https://www.irs.gov/retirement-plans/irc-457b-deferred-compensation-plans
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accounted for by all state and federal lobbying, but this provision will make county, and other local-level lobbying part of 

that non-deductible expense.  

Johnson Amendment: A provision in the House bill would have effectively repealed the Johnson Amendment, which 

prevents 501c (3) groups from participating or intervening in political campaigns. The provision was removed from the 

final bill because it conflicted with the Senate’s “Byrd Rule,” which prevents reconciliation bills from containing 

provisions that aren’t fiscal in nature. Efforts to repeal the Johnson Amendment, which would allow 501c (3) leaders to 

engage in political speech, are expected to continue. 

Excise tax on investment income of private colleges and universities: The tax bill imposes a 1.4% excise tax on the net 

investment income of private colleges and universities that have more than 500 full-time equivalent students and assets 

of at least $500,000 per full-time equivalent student. Several private universities are DEMA Members and may be 

impacted by this provision. 

Shark Fin Sales Elimination Act 

In March 2017, the federal “Shark Fin Sales Elimination Act of 2017” (HR 1456) was introduced in the US House of 

Representatives by Mr. Ed Royce of California (R-CA), Chair of the House Foreign Affairs Committee, and by Gregorio 

Kilili Camacho Sablan (I-MP). 

This bill makes it illegal to possess, buy, or sell shark fins or any product containing shark fins. A person may possess a 

shark fin that was lawfully taken consistent with a license or permit under certain circumstances.  Penalties are imposed 

for violations under the Magnuson-Stevens Fishery Conservation and Management Act. 

Chair Royce stated that, “The United States can set an example for the rest of the world by shutting down its market for 

shark fins, which are often harvested by leaving these animals to die a slow and painful death at the bottom of the 

ocean. There are still 39 states where the purchase of shark fins is legal. The bipartisan Shark Fin Sales Elimination Act is 

needed to eradicate shark finning for good.” 

The demand for fins, the key ingredient in shark fin soup, is one of the greatest threats facing shark populations around 

the world. Fins from as many as 73 million sharks end up in the global market every year, and more than 70 percent of 

the most common shark species involved with the fin trade are considered at high or very high risk of extinction. While 

shark finning is illegal in U.S. waters, shark fins continue to be bought and sold throughout the U.S.  The Shark Fin Sales 

Elimination Act curbs the market for shark fins by making it unlawful to possess, sell or buy fins anywhere in the US. 

In 2018, DEMA reached out to the industry and asked everyone in the US to contact their elected representatives in 

Congress and share how this bill could protect the shark population as well as how dive businesses and the recreational 

diving industry are made stronger by divers’ ability to see sharks in the wild.  Using DEMA’s subscription to CQ Roll Call, a 

message could be sent directly to US elected officials, encouraging the passage of this bill.  As of October 3, 2018, 256 

total (172 Democrats, 83 Republicans, 1 Independents) have supported this bill and more than 230 members of the 

diving industry have written to their representatives asking them to support the bill. 

DEMA remains concerned that, with the combination of lobbying by the fishing and restaurant industries, and the 

retirement of Chair Royce who is not seeking re-election in the fall of 2018, this bill may not move forward. 

 

Sustainable Shark Trade and Fisheries Act 

In mid-March 2018, the Sustainable Shark Fisheries and Trade Act was introduced in the US House of Representatives. 

HR 5248 is a bi-partisan bill introduced in Congress that establishes a certification process to ensure that foreign nations 

engaging in the shark trade into or through the United States conserve and manage populations of sharks in a manner 

that is comparable to regulatory programs in the US and effectively prohibits the practice of removing shark fins and 

discarding the carcass at sea. 

https://royce.house.gov/uploadedfiles/shark_fin_sales_elimination_act_royce.pdf
https://royce.house.gov/UploadedFiles/Shark_Fin_Sales_Elimination_Act_Royce.pdf
https://royce.house.gov/UploadedFiles/Shark_Fin_Sales_Elimination_Act_Royce.pdf
http://cqrcengage.com/dema/home?0
https://www.congress.gov/bill/115th-congress/house-bill/5248/text?r=13
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The Sustainable Shark Fisheries and Trade Act establishes criteria for determining whether a nation has, and effectively 

enforces, regulatory programs for the conservation and management of sharks and creates measures to prohibit shark 

finning that are comparable to those of the United States, including, at a minimum, a requirement that such programs 

be consistent with the national standards for fishery conservation and management set forth in section 301(a) of the 

Magnuson-Stevens Conservation and Management Act (16 U.S.C. 1851).  The bill also has provisions for the protection 

of skates and rays. 

DEMA has again reached out to members of the diving industry, urging all to contact their representatives in Congress 

and support the bill, and asked diving industry members to share how this bill could protect the shark population, as 

well as their diving businesses.  DEMA is supporting this bill, and using the CQ Roll Call software, asked all members of 

the diving industry to join in directly contacting legislators to vote for the passage of this important piece of legislation. 

National Marine Sanctuaries 

DEMA has long supported the concept of creating National Marine Sanctuaries when the following circumstances exist: 

1. The process of creating the Sanctuary includes input from all user groups, including Diving; 
2. The designation provides for a clear balance between diver access to the resource and use by interested parties, 

and health of the resource;  
3. The process and designation recognize that diving and snorkeling are NOT inherently consumptive activities and 

that non-consumptive, low intensity level activities such as diving should be allowed to continue within the 
Sanctuary, and should not require permitting; 

4. Consumptive activities such as spear fishing should be permitted within the boundaries of a given Sanctuary 
when hook-and-line fishing activities within the Sanctuary are allowed and supported by sound science and 
Sanctuary policy; 

5. When designated, Sanctuaries should consistently include the establishment of research areas that are no-take 
zones which restrict hook-and–line fishing, spear fishing and other consumptive activities, but do not exclude 
non-consumptive activities. 

 

In April DEMA was invited to attend a meeting in Washington, DC, headed by the Director of National Marine 

Sanctuaries.  The meeting included user groups from fishing, boating and others, as well as National Marine Sanctuary 

personnel.  DEMA President and CEO, Tom Ingram attended on behalf of the recreational diving industry to review 

NOAA’s five-year strategic plan for Sanctuaries and to provide input from the perspective of the diving industry. 

During preparation for the National Marine Sanctuaries meeting DEMA staff reviewed a diving operator “certification” 

program in place in the Florida Keys National Marine Sanctuary, which was highlighted for expansion in the Sanctuaries’ 

five-year plan.  This “Blue Star” certification program was established to “reduce the impact of divers and snorkelers on 

the coral reef ecosystem by forming a partnership with commercial operators to educate their customers about the 

coral reef ecosystem, the Sanctuary, and diving and snorkeling etiquette.”  The program, enacted in 2009, proceeds 

from the assumption that divers are creating a detrimental “impact” on the coral reef ecosystem in the Keys.   

DEMA Staff has reviewed the program and has offered suggested changes on the certification.  

Shore-Based Shark Fishing 

In late April during two days of meetings in Fort Lauderdale, FL with the Florida Fish and Wildlife Commission (FWC), 

DEMA President and CEO, Tom Ingram and Legislative Advocate, Bob Harris, delivered written and spoken remarks on 

the current state of shore-based shark fishing and the damage to shark populations.  The comments were necessary 

considering the actions of a small group of fishers in Florida who endanger protected shark species by deliberately using 

shore-based shark fishing to target and illegally land them, sometimes near public bathing areas.  

Both Harris and Ingram provided remarks in favor of enforcing existing laws that prevent the intentional targeting and 

landing on shore of several protected species of sharks, among them Great Hammerheads and Tigers. Landing and 

possessing many species of sharks in Florida is not legal, according to Florida Salt Water Fishing Regulations. DEMA 

http://cqrcengage.com/dema/home?0
http://cqrcengage.com/dema/home?0
https://sanctuaries.noaa.gov/about/five-year-strategy-2017-2022.html
https://nmsfloridakeys.blob.core.windows.net/floridakeys-prod/media/archive/onthewater/framework.pdf
http://www.dema.org/resource/resmgr/documents/2018-04-23_Letter_to_Rivard-.pdf
https://www.flrules.org/gateway/RuleNo.asp?title=SHARKS%20AND%20RAYS&ID=68B-44.008
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asked FWC to consider the need for stronger enforcement of established regulations including revoking the fishing 

privileges of offenders. 

In addition, DEMA also asked FWC to adopt regulations that ban shore-based shark fishing in the vicinity of designated 

public bathing areas.  Such a ban already exists for any spearfishing activities within 100 yards of Florida’s public bathing 

beaches, and the scope of this ban should include hook and line fishing as well.  

 The shark fishing community is adamant that they “have a right” to fish anywhere at any time, including near public 

bathing areas when swimmers, snorkelers and divers are in the water.  While this may present issues, and DEMA did 

recommend that FWC adopt hook-and-line fishing regulations 

that mirror those that require spear fishing to be conducted at 

least 100 yards away from public swimming areas, DEMA focused 

on the issue that these fishers may not land protected species of 

sharks on shore, according to Florida’s Saltwater Fishing 

Regulations. 

At the end of this meeting, Florida’s Commissioners instructed 

FWC staff to initiate the process of rulemaking, with the goal of 

ensuring the protection of these at-risk sharks.  The process may 

also address the issue of fishing in proximity to public bathing 

areas. 

Maintaining the Moratorium on Harvesting Goliath Grouper  

In April the Florida Fish and Wildlife Conservation Commission (FWC) conducted a public meeting in Fort Lauderdale, 

Florida, in part to again discuss the possibility of lifting of the moratorium on harvesting Goliath Grouper, in place in 

Florida since 1990.   

Following stock assessment studies conducted in 2016 by FWC, which were NOT accepted by the science community as 

being valid for fisheries management purposes, FWC sought the direction of the Commission to determine the next 

steps in the management of Goliath Grouper.  The choices in Goliath Grouper fisheries management as presented by 

FWC staff were: 

1. Retain the status quo – no harvest (although catch and release is currently allowed). 
2. Allow a limited harvest to occur, theoretically without impacting the rate of the Goliath Grouper fishery 

recovery. 
 
Historically, the distribution of Goliath Grouper within the 

continental U.S. stretched from North Carolina through 

Texas, with the center of abundance extending from the 

central east coast of Florida to the Florida Panhandle. The 

southeastern U.S. Goliath Grouper population experienced 

severe decline during the 1980’s as a result of overfishing and 

has been closed in both state and federal waters since 1990. 

However, in recent years, Goliath Grouper encounters and 

reports of high abundance have become more frequent in 

south Florida. This has allowed for a Goliath Grouper catch 

and release fishery and a goliath dive-viewing industry to 

develop in south Florida, but among fishers, the reports of 

population increases have created concerns that this species 

has become a nuisance in some areas. Outside of south 

DEMA coordinated with the south Florida diving community, bringing more 

than 100 divers to the meeting, with 58 speaking on behalf of maintaining the 

moratorium (two fishers spoke on behalf of lifting the moratorium). 

 

DEMA also provided t-shirts and signs for the meeting attendees to ensure 

that the “Save the Goliath Grouper” message was on display to 

Commissioners at all times. 

http://myfwc.com/fishing/saltwater/recreational/spearing/
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Florida, the Goliath Grouper remains largely absent in their historic range.  

Given the “data-poor” nature of this fishery (e.g., 28 years of no landings, high uncertainty in historical landings, many 

unknowns in life history), it has been difficult to assess the status of the stock and objectively evaluate whether recovery 

has been achieved. FWC conducted Goliath Grouper stock assessments in 2010 and 2016, both of which were 

inconclusive. Even though the results of these assessments were highly uncertain (i.e., there was a large margin of 

error), the 2016 assessment did indicate that Goliath Grouper abundance in south Florida greatly increased since the 

fishery was closed in 1990. However, due to several data limitations the results of the 2016 assessment were not 

accepted by scientific peer reviewers. Recovery has not likely taken place outside of south Florida, and the Goliath 

Grouper fishery remains closed in federal waters. 

Due in part to the important role the Goliath Grouper plays in the diving community in south Florida and supported by 

the lack of peer-reviewed data that the Goliath fishery has recovered, DEMA has long supported the moratorium on 

harvesting the Goliath Grouper and has provided testimony and public comments to this effect going back to 2008.   

During the April meeting in Fort Lauderdale, FWC staff again reviewed Goliath Grouper management history, biology, 

and the latest assessment results, as well as provided an overview of stakeholder perspectives. FWC staff also presented 

an overview of potential general management strategies that could be considered for this fishery in Florida state waters 

if the Commission is interested in pursuing a limited harvest (such as using harvest tags, size and bag limit restrictions, 

limited harvest seasons and areas). The FWC staff requested that the Commission provide direction in exploring 

management options. The FWC staff presentation may be found here. 

At the conclusion of the FWC meeting the Commission recommended that FWC Staff come back to the Commission “by 

the end of this year” (2018) with recommendations on how Goliaths might be harvested in the future.  This in spite of 

the lack of comments from fishers on opening this fishery, and the abundance of comments in opposition to removing 

the harvest moratorium.  

Without peer-reviewed data that indicates otherwise, and with concerns over mercury content of Goliath Grouper flesh, 

as well as other concerns, DEMA believes that lifting the moratorium on the harvest of Goliath Groupers would be 

detrimental to the fishery and diving industry.  Given the economic value of the Goliath to the diving industry in Florida, 

DEMA continues to oppose the lifting of the harvest moratorium. 

The public comments on Goliath Grouper DEMA submitted during the FWC meeting can be found here. 

Occupational Licensing Review Act (Louisiana) 

On March 28, 2018, Louisiana State Rep. Julie Emerson (R-Lafayette/St. Landry) introduced Louisiana House Bill 748, the 

Occupational Licensing Review Act. The legislation quickly advanced through the Louisiana House of Representatives, 

which passed the bill by a vote of 87-7, and was considered by the Senate Commerce, Consumer Protection, and 

International Affairs Committee in late April.  

In effect this bill, if enacted as written, would have prevented the use of the term “certified” when offering professional 

services, when such certification of expertise is issued by a private entity and obtained voluntarily (rather than because 

of current law).  For the diving community, this would mean that certified instructors, Dive Masters/Dive Cons, rescuers, 

equipment repair professionals (when “certified” rather than “recognized”) and others would be prohibited from 

acknowledging their professional credentials in offering their services to the public.  Additionally, this could open the 

door to dive training being offered in Louisiana by untrained individuals.   

In early May, DEMA issued an Alert to members of the Industry in Louisiana asking them to contact their elected officials 

and request that the “certified” language be removed.  DEMA wrote directly to Louisiana Representative Emerson (the 

author of HB 748) regarding the impact the bill will have on the diving industry, as well as to the Senate President, and 

Chair of the Senate Commerce Committee.  All letters were emailed directly due to the short timeframe available for 

action, with follow up by mail.   

http://www.myfwc.com/media/4427948/11-GoliathGrouperPresentation.pdf
http://www.dema.org/news/398720/DEMA-Supports-Diving-Businesses-at-Florida-Meeting-on-Protected-Sharks-and-Goliath-Grouper.htm
http://www.dema.org/news/398720/DEMA-Supports-Diving-Businesses-at-Florida-Meeting-on-Protected-Sharks-and-Goliath-Grouper.htm
http://c.ymcdn.com/sites/www.dema.org/resource/resmgr/documents/2018-04-23_DEMA_Letter_to_Ri.pdf
https://www.legis.la.gov/legis/BillInfo.aspx?i=234567
https://www.legis.la.gov/legis/BillInfo.aspx?i=234567
http://www.dema.org/news/399138/DEMA-Legislative-Alert--LA-Bill-Poses-Threat-to-Professional-Certification-Programs.htm
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In mid-May, after receiving objections from DEMA and others impacted by this bill, lawmakers in Louisiana voted to 

remove the “certification” prohibition and allow the use of professional certification credentials in the state.  The 

amended bill was then passed by the Louisiana Senate Commerce Committee. 

As a result, the measure was significantly amended before the Senate Commerce Committee considered it. The bill now 

provides for the governor’s office to review 20 percent of the agencies engaged in regulatory and licensing activities 

within five years. The term “certification” has been removed from the bill entirely. 

HR 200 Prohibition on Shark Feeding in Federal Waters off Florida 

In January 2018 the “Strengthening Fishing Communities and Increasing Flexibility in Fisheries Management Act,” a bill 

to amend the Magnuson-Stevens Fishery Conservation and Management Act to provide flexibility for fishery managers 

and stability for fishermen was introduced by Congressman Don Young of Alaska.  The bill purported to support using 

appropriate science to make the law more efficient and effective.  DEMA remained silent on this bill until a provision 

was introduced in June which re-introduced language prohibiting shark feeding by divers for any purpose but continued 

to allow the use of bait to attract sharks, so they could be harvested.  The provision read: 

Prohibition on Shark Feeding Off Coast of Florida. — 
     “(1) IN GENERAL.—It is unlawful— 
         “(A) for any diver to engage in shark feeding in covered waters; and 

         
“(B) for any person to operate a vessel for hire for the purpose of carrying a passenger to a site if such person knew 
or should have known that the passenger intended, at that site, to be a diver— 

             “(i) engaged in shark feeding in covered waters; or 
             “(ii) engaged in observing shark feeding in covered waters. 
     “(2) DEFINITIONS.—For purposes of this subsection: 
         “(A) COVERED WATERS.—The term ‘covered waters’ means Federal waters off the coast of Florida. 

         
“(B) DIVER.—The term ‘diver’ means a person who is wholly or partially submerged in covered water and is 
equipped with a face mask, face mask and snorkel, or underwater breathing apparatus. 

         “(C) SHARK FEEDING.—The term ‘shark feeding’ means— 

             
“(i) the introduction of food or any other substance into covered water for the purpose of feeding or attracting 
sharks; or 

             “(ii) presenting food or any other substance to a shark for the purpose of feeding or attracting sharks. 
     “(3) EXCEPTION.—This subsection shall not apply to shark feeding conducted— 
         “(A) by a research institution, university, or government agency for research purposes; or 
         “(B) for the purpose of harvesting sharks.”. 
 

DEMA immediately contacted Representative Young’s office, as well as the office of each of the co-sponsors of the bill, 

some of whom were co-sponsors prior to the introduction of the shark feeding prohibition language.  Co-sponsors 

included: 

• Brian Babin (R-Texas)  
• Jeff Duncan (R-S.C.)  
• Garret Graves (R-La.)  
• Gene Green (D-Texas)  

• Glenn Grothman (R-Wis.)  
• Clay Higgins (R-La.)  
• Steve King (R-Iowa)  
• Austin Scott (R-Ga.)  

• Marc Veasey (D-Texas)  
• Rob Wittman (R-Va.)  
• Lee Zeldin (R-N.Y.)  

 

DEMA also contacted Representatives Darrell Soto and Daniel Webster of Florida, as both sit on the House Natural 

Resources Committee.   

DEMA urged that the shark feeding prohibition language be struck and presented numerous scientific studies that dispel 

any myths about the risks to divers or sharks by the action of divers feeding them for purposes of observation or 

photography.  A copy of the letter, a version of which was sent to each sponsor, co-sponsor and named member of the 

Natural Resources Committee, can be found here.  

http://www.legis.la.gov/legis/ViewDocument.aspx?d=1094793
https://www.dema.org/resource/resmgr/documents/2018DEMALetter-SharkFeeding_.pdf
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DEMA had scheduled a trip to Washington DC along with shark diving experts Stuart Cove and Neal Watson, and lobbyist 

Bob Harris, to discuss this bill with many of the co-sponsors and Sponsor Don Young of AK.   

Unfortunately, this bill passed quickly in the US House in late July, and, to save expenses, DEMA cancelled the trip until 

more information could be found on any accompanying Senate Bill. To date, no corresponding Senate bill has been 

introduced.  DEMA continues to monitor this issue.   

Professional Certification Coalition 

In response to a series of “anti-certification” bills introduced in 12 different U.S. states DEMA and other associations 

have formed a coalition of associations, many of which issue private certifications, to strategize how to stop and reverse 

this “trend.”  The risk is that state governments appear to be making “certification” unlawful unless the certification 

itself is controlled by the state government.  

While DEMA individually has been able to halt legislation in Ohio that contained language similar to the certification 

prohibition found in Louisiana, the Professional Certification Coalition is monitoring all states for similar bills in an effort 

to be proactive in stopping the trend.  

National Ocean Policy 

DEMA opposed the National Ocean Policy created in 2010 by an Executive Order.  The Policy proposed to “zone the 

oceans and great lakes,” while creating a massive government bureaucracy that involved more than two dozen federal 

agencies and, importantly, contained no congressional oversight. One of the largest concerns regarding this Executive 

Order and Policy was the lack of data pointing to the need for such a policy, and unfortunately the various agencies 

constructing the bureaucracy were not interested in obtaining such data until the bureaucracy was built. 

In an attempt to assist in formulating better policy DEMA President and CEO, Tom Ingram served on the White House 

Recreational Activities Advisory Committee on the economic impact of National Ocean Policy implementation on the 

recreational diving industry in 2010.  

In June 2018 the current administration issued Executive Order 13840 creating a new National Ocean Policy, and 

repealing the previous Executive Order.  As DEMA did in 2010, Ingram has volunteered to serve on the Policy Steering 

Committee for this Executive Order and is in the process of seeking approval to serve.  Additional information will be 

provided to DEMA Members as it is received.  

2018 has been a busy legislative year and the trend for active legislation of this sort promises to continue into 2019.  

DEMA and the Public Policy Committee recommend that all diving businesses become involved with these important 

issues. 

 

 

 

 

 

  

https://www.gpo.gov/fdsys/pkg/FR-2010-07-22/pdf/2010-18169.pdf
https://www.gpo.gov/fdsys/pkg/FR-2018-06-22/pdf/2018-13640.pdf
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Retailer Resource Committee: Sid Stovall, Chair 
 
DEMA established the Retailer Resource Committee in 2014 with the goal of focusing on developing retailer resources 
and supporting education, access to pertinent and actionable data, and, ultimately, business growth. 
 
The 2018 Retailer Resource Committee consisted of companies of varying sizes and training organizations from different 
regions, with each bringing their expertise to the group, and included several members interacting with Retailers on a 
regular basis: 
 

Retailer Resource Committee 
Sid Stovall, Ascuba Venture Inc., Chair 
Myra Kurn, Ocean Enterprises 
Cody Brooks, PADI 
Patrick Hammer, Scuba Emporium 
Dan Leaird, Leaird's Underwater Service 
Robert Currer, Patriot Scuba 
 

DEMA-Sponsored Seminars 
Seminars sponsored and produced by DEMA during the annual DEMA Show are staples of education for members of the 
Industry.  In 2018 the topics and speakers for these DEMA-sponsored seminars were once again selected by members of 
the Retailer Resource Committee. 
 
To determine the 2018 seminars speakers who submitted proposals were rated on past DEMA Show performance, on 
videos they submitted, on the proposed topic, topic outline and description, the proposed seminar’s educational 
objectives, and the needs of DEMA Show Attendees.  
 
The 2018 DEMA-Sponsored Seminars include: 
 

Session Title  Speaker 

Building Your Customer Community — Ten Ways to Grow Your 
Marketing List 

Ken Countess, The Countess Group - 
Marketing and Communications 

How to Avoid the Three Biggest Hiring Mistakes and Create Your Dream 
Team 

Kathryn Dager, Profitivity Inc. 

How to Find Bigger and Higher Paying Clients Steve Strauss, The Strauss Group 

No Money, No Problem! Advertising with Elbow Grease Marc Dean, Family Fun Scuba & Snorkel 

How to Do A "Career Adjustment" (Firing) without Legal Issues Kathryn Dager, Profitivity Inc. 

The Power of Video Marketing: YouTube, Facebook Live, Instagram 
Stories, Snapchat and Periscope 

Ken Countess, The Countess Group - 
Marketing and Communications 

Keynote Session: Opportunity Rocks: Taking Your Business from Garage 
Band to in Demand 

Mark Kamp, Opportunity Rocks 

Dive More, Work Less — Automate Your Marketing! Ken Countess, The Countess Group - 
Marketing and Communications 

Rock Star Business Strategies to Produce Rock Star Results Mark Kamp, Opportunity Rocks 

DEMA Member Update and Annual Meeting Tom Ingram, DEMA 

Go Ape — Guerilla Marketing for Your Dive Business: Five Low-
Cost/High-Impact Marketing Ideas to Grow Sales 

Lynn Switanowski, Creative Business 
Consulting Group 

Make Your Customer Service Contagious! Infectious, Spreadable Service 
Ideas for Your Business! 

Anne Obarski, Merchandise Concepts 

Hacking Google Analytics Steve Huskey, High 5 Promotions 
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This Is How You Do It — Proven Secrets to Email Etiquette for Lead 
Generation and Conversion 

Karen Purves, innovative impact 

Power Promotions: Drive More Traffic, Build Customer Loyalty and Make 
More Money with Promotions and Special Events! 

Bob Negen, WhizBang! Training 

Winning Fans and Influencing Your Dive Business Customers — Using 
Social Media Posts, Stories and Ads to Build Long-Term Loyalty with Your 
Customers 

Lynn Switanowski, Creative Business 
Consulting Group 

Espresso Education Session: Improve the Diving Experience through New 
Technologies 

Fabio Bruno, University of Calabria 

Dealing with Opposing Personalities: Employees, Customers and More! Anne Obarski, Merchandise Concepts 

The Perfect Purchase: The Art of Making the Sale Bob Negen, WhizBang! Training 

Espresso Education Session: Adaptive Training for Adaptive Diving Barbara Thompson, RAID 

Five Traits of a Retail Sales Superstar — Your Guide to Hiring, Training 
and Development 

Larry Mersereau, PromoPower 

Neutralizing Your Competition: How to Get in Front of Your Customers 
and Stay There! 

Georganne Bender, KIZER & BENDER 
Speaking! 

Top Three Ways to Motivate Your Employees to Get Online Reviews Steve Huskey, High 5 Promotions 

Visual Merchandising and Store Design: How to Set Store Displays That 
SELL! 

Georganne Bender, KIZER & BENDER 
Speaking! 

Be at Your Best Every Day: Five Principles to Consistent Sales Success David Fellman, David Fellman & 
Associates 

Stand Out! Differentiate or Disappear — Marketing and Branding That 
Stands Out 

Larry Mersereau, PromoPower 

Digital in Diapers: What It REALLY Takes to Attract Millennials and 
Generation Z 

Georganne Bender, KIZER & BENDER 
Speaking! 

Turn Your Team into a Championship Team: Hiring, Training, 
Management, Motivation and Retention 

David Fellman, David Fellman & 
Associates 

DEMA Lionfish Update: Invasive Lionfish — Future Directions in 
Research, Management and Control 

Panel Organized by Reef Environmental 
Education Foundation 

 

Retail Experiences 
In 2018, the Retailer Resource Committee began reviewing research and discussing the retail experience in order to help 
Industry retailers improve the customer experience and make a lasting impression on customers that keeps them 
coming back. The committee will continue this work in 2019 with the goal of creating a resource easily utilized by 
industry professionals to improve their own operations. 
 

Research 
The Retailer Resource Committee contributed to the Research Committee work in developing the diver behavioral 
survey, which, as of this writing, is being distributed to DEMA Member companies all over the world so that it can be 
sent to end users.  Results of the survey will be made available in early 2019.  
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DEMA Show Committee: Jenny Collister, Chair 
 
DEMA Show 2019, November 13-16 in Orlando, FL 
  
In 2018, the DEMA Show theme was once again linked to the Go Dive Now 
campaign to continue to bring awareness to DEMA’s ongoing consumer 
marketing efforts to grow our Industry. For DEMA Show 2019 the DEMA 
Show committee and DEMA Board chose to continue to include elements of 
the Go Dive Now campaign. The 2019 Show theme will be “Catch the 
Current” and speaks to the Industry’s need to come together to strengthen 
our Industry. 
 

DEMA Show Timing and Location Selection 
DEMA Show locations and timing are determined using Attendee and 
Exhibitor surveys as well as by researching convention center and hotel 
availability. DEMA Show is one of the 250 largest trade shows in the United 
States and as such, there are a limited number of convention facilities large 
enough to hold the annual event. When evaluating and selecting the 
convention facilities, city, and hotels, DEMA uses Board-approved criteria 
including: 

• The city must have cultural or entertainment attractions and special 
event venues appealing to the diving professional.  There should be a variety of restaurants and other 
entertainment within a 10- minute walking distance of the host hotel/convention center. 

• The Show city must be a major airline destination for North American and international travelers.  The city 
should have a substantial number of direct flights coming into the city and be a hub for at least one major 
airline. 

• “Blended” labor rates for the city must be within 10% of the median average as compared to the convention 
industry market for the previous five years. 

• The convention facility must meet DEMA’s exhibit and meeting space requirements, and be in a location 
convenient to major hotels, an international airport and city points of interest.  The minimum conventions 
center size is 500,000 gross square feet. 

• The convention facility must include a minimum of 30 meeting rooms in the convention center, capable of 
holding at least 50 to 100 people while using classroom style seating.  

• There must be first-class hotels convenient to the convention and exhibit facility for 10,000 attendees.  Hotel 
facilities should accommodate a minimum of 1,200 to 1,400 rooms peak night pick up, with 4,000 minimum 
total room nights required within DEMA’s block.  This number of hotel rooms must be within a 5-mile radius/15 
minutes travel time (whichever is less) of the convention center. 
 

DEMA Show Among Top 250 Shows!  
DEMA Show was once again recognized as being one of the top 250 

tradeshows in the U.S. in 2017 by Trade Show News Network.  The 

Show Committee thanks all who participate in DEMA Show, making 

it possible to help keep costs down for everyone! 
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Research Committee: William Cline, Chair 
 

DEMA’s research role includes providing Members with pertinent industry data that helps their businesses.  Providing 

market and Industry research is critical for all trade associations, and DEMA views this responsibility as a central part of 

the association’s activities. 

The DEMA Research Committee consists of individuals both from the DEMA Board of Directors and from the DEMA 

membership.  For 2018 the DEMA Research Committee included, William Cline (Cline Group Advertising), Chair; Rob 

Currer (Patriot Scuba); Dallas Edmiston; Chuck Fultz (Innovative Scuba); Allie Paschen (Leaird’s Underwater Services); 

Ronny Roskosch (SEABOB Diving/Deep Quest Institute/Active Scuba Divers); Glenn Sandridge (Bonnier Corp); Kristin 

Valette-Wirth (PADI); Mark Young (Dive Training Magazine/Dive Center Business Magazine); Nicole Russell (DEMA VP of 

Operations); and Tom Ingram (DEMA President and CEO). 

At the heart of “marketing” is the understanding of the customer, how to communicate with them and the message that 

will generate the greatest response in a cost-effective manner.  DEMA participates in several ongoing research projects 

each year, but also provides customized data for DEMA Members to use.  All members of the diving community can 

benefit from this type of data. 

Most everyone in the diving industry has some idea of their own customers; retailers see who purchases the equipment 

and training they sell; manufacturers have a good understanding of who purchases their products through warranty 

registrations and information from their retail dealers; training organizations can easily check their own certification 

information for demographic details, places where their customers live and more.  The question for the Industry and for 

DEMA is how to pull all this information together to enable growth.  Having marketing data from all sources in the diving 

industry, including data from actual divers is critical, but only if it translates into action.   

For 2018 DEMA’s Research Committee had oversight on numerous research projects: 

Open Water Diver Certification Census 
Thanks to the three participating certification organizations, data on the number of new diver certifications in the U.S. 

and Caribbean has been readily available to the Industry each year since 2003.  The Certification Census includes data 

only on Open Water-level diver certifications (as defined by the Recreational Scuba Training Council [RSTC]).  This 

statistic is a measure of growth for the Industry and is indicative of the health of the sport in the U.S. 

All DEMA-Member training organizations are invited to participate. The three participating certification organizations for 

2018 are NAUI, PADI, and SDI/TDI.  Together these organizations represent a majority of the U.S. and Caribbean market. 

The cooperative effort between all participating certification organizations includes providing their certification 

information directly to an independent, third party auditing firm.  Open Water certification numbers are reported by the 

third-party administrator (TPA) to the Industry in aggregate total, only after the TPA does a thorough review of the data, 

removes any duplicated customer records that appear across or from within agencies, and receives written verification 

of the final numbers from each reporting training organization.  The process is designed to make the Certification Census 

totally anonymous with regard to the new diver’s training organization affiliation and to produce an accurate accounting 

of the total Open Water divers from within the U.S. and Caribbean.  Neither the DEMA Office nor members of the DEMA 

Board receive access to individual training organization totals, only the aggregate total.   Up-to-date certification census 

data is available at dema.org and important state-by-state data is available to DEMA Members.  

U.S. and International Diver Behavioral Survey 
In 2018 The DEMA Research Committee issued a web-based diver behavioral study covering topics such as dive travel, 

local diving, equipment purchases and diver training.  To help reach as many diving consumers as possible, the 

Committee requested that DEMA-Member companies reach out to their own customer/divers, sending these customers 

a customized link tied back to the DEMA-Member.  Since the surveys were distributed and the responses collected by a 

http://www.dema.org/
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third-party administrator (TPA), the customized link allows the Members’ survey responses to be provided back to them 

for review.  So, while the aggregate data is compiled and reported to DEMA by the TPA, the individual DEMA-Member 

company can compare their own customer’s data to the Industry-wide aggregate. 

As of this report survey responses are still being collected. DEMA expects to release the aggregated results of this survey 

prior to the end of 2018.   

Localized Dive Center Research 
For a variety of marketing programs in most consumer industries, the place to begin is in understanding the current 

customer, their buying habits and their values.  DEMA has conducted studies of these parameters at a national level in 

the U.S. and internationally, but diving consumers are diverse, and each geographic region is different in terms of diving 

season, equipment and training needs and the people that participate.   

Location, location, location:  
Even with a growing online sales presence in the diving industry, a critical component of the success of any specialty 

retail business is where the store is located.  The physical dive store remains the center of attention for components of 

dive instruction and equipment purchases, especially where proper fit is critical.  Even more important is the need for 

retailers in the diving industry to connect with customers; research shows that consumers who become certified 

through their local, physical dive center have more diving friends, stay in diving longer, and buy more dive equipment 

and dive travel. 

The physical location of a brick-and-mortar dive center also plays an important role in the image the dive center 

portrays, the type of customers attracted, and ultimately the success of the business. It is extremely helpful to know 

some basic details about store location in an existing store, as the economic conditions in a given geographic area can 

change from year to year.  In fact, one recent and revealing AnySite study of changing neighborhoods conducted by 

DEMA indicated it was possible for a dive center to track the evolution of their local neighborhood from year to year and 

learn how these changes can be used to broaden the store’s approach to local promotions as the nearby households 

evolved.   

A DEMA Member Benefit: Free Local and Store-Level Research Data  
Sponsored by DEMA, Members have access to FREE local research information about 

their individual store locations.  The data comes from AnySite, a marketing 

information system produced by Pitney Bowes and distributed by the Gadberry 

Group, LLC.  

Using AnySite, stores can learn a variety of information.  Ultimately the goal is 

to help DEMA-Member retailers find and attract more customers.   

Through this sponsored local research benefit, DEMA Member stores receive a 

Neighborhood Brief for their current (or proposed) location, at no charge.  The 

information they receive includes the actual location of different customer 

“segments” (“clusters”) near the store, and data on how to reach them. 

Why is a Neighborhood Brief Important?  

A critical component of the success of any brick and mortar retail business is an 

understanding the limitations and advantages of the store’s physical location.  

Even in today’s online environment, where customers can make purchases 

without a brick and mortar component, the physical dive store is still the center 

of attention for critical aspects of dive instruction and for equipment purchases 

where fit is critical, such as with wetsuits or masks.  More importantly, the dive 

store is where customer relationships and trust are built, ensuring that the 

diver remains a buyer for a long time. 
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Once there is an understanding of the most likely diving customer (The WHO in marketing) and how to communicate 

with them, the store must have an actionable way to find these potential customers and reach out to them.   

WHO is the Customer?  
AnySite provides the DEMA Member store with an abundance of information about the customer living nearby, using 

multiple variables to identify the potential customer’s 

“life stage” and buying behaviors.  These impact how 

advertising works to bring the customer in, and 

include:  

• Household Income 
• Marital Status 
• Highest Education 
• Market Value of Home 
• Length of Time in Residence  
• Single Family Dwelling vs Multiple Family 

Dwelling 
• Home Owner vs Renter 
• Neighborhood Households per Square Mile 
• Estimated Household Net Worth 
• Presence & Age of Children 
• Number in the Household 
• Ethnicity 
• Household Internet & Mail Use 
• Age of the Head of Household  

  

WHERE is the Customer?   
In addition to the “who” of potential customers, the AnySite program also allows the retailer to use a simple postal code 

to determine WHERE an ample quantity of the most likely nearby customers is located. 

AnySite is the same marketing information system used 

by Master Card, Sprint, Verizon, Fairmont Hotels, and 

many restaurants and retailers including Rexall Pharmacy 

and Office Depot for their marketing and store location 

efforts.  Along with the Personicx segmentation system, 

this is also the same segmentation system used by 

Facebook. 

The Neighborhood Brief helps retailers understand 

customers within the area, and very importantly, helps 

them scan the neighborhood to find additional new 

customers they are not currently reaching.  The report 

generates a postal code locator indicating where the 

most likely additional customers can be found. 

For more information on the Neighborhood Brief available to all DEMA Members, or to request one for your DEMA-

Member store, click here. 

The DEMA Research Committee will continue to pursue information on behalf of the Diving Industry, including an annual 

data collection effort in 2019 to make sure the available data is as up-to-date as possible.  

https://www.dema.org/page/544
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DEMA’s Go Dive Now Pool: Dave Reidenbach, Pool Tour Coordinator 
 

One of DEMA’s main goals is to help promote sustained growth in recreational diving.  The Association has provided 

significant amounts of media attention to the Industry over the last several years.   

One of the MOST productive tools for the diving industry in terms of media exposure has been the Go Dive Now Pool, a 

16,000 gallon, 4’ deep portable swimming pool supervised by Dave Reidenbach and used to grab media attention in 

good potential diving markets.  As an experiential marketing device, the pool is unique among associations and 

industries, and has long-term benefit to DEMA Member stores and the diving industry, including providing opportunities 

for stores to reach consumers who attend the events in which the pool is displayed. 

The pool is staffed by Dave and by volunteer instructors from DEMA Member retail stores who take advantage of the 

unique opportunity to display their banners, distribute informative materials and promote their location to a new 

customer base.   

Potential consumers are also provided the chance to have unique face to face contact with their neighborhood dive 

professional and have all of their scuba diving questions immediately answered. The grass-roots interactive opportunity 

is a valuable resource to participating DEMA member retailers as they continue to get new business through their 

involvement.   

The Go Dive Now Pool has received tremendous media exposure, as measured by independent audit of the Pool.  This is 

the only objective way to determine the amount of exposure to the association.   

DEMA’s highly visual Go Dive Now Pool is seen on television, various forms of print media, and on the web.  The Pool has 

also been successful in generating significant exposure and sales for those retailers that use it as part of their 

promotional mix.   

2018 Go Dive Now Pool Goals and Results (October 1, 2018) 

Topics & Measures 2018 Goal 
1st Quarter 

(ends 4/1/18) 
2nd Quarter  

(ends 7/1/18) 
3rd Quarter  

(ends 10/1/18) 
4th Quarter  

(ends 12/31/18) 
Total to Date 

3rd Qtr. 

Go Dive Now Pool        

 Pool Stops 15 4 4 6  14  
Store Participation  30 10 9 10  29  

Media Interviews  30 7 9 9  25  
Audience Reach 900,000 93,583 250,077 534,774  878,434  

Unique Visitors/Month 60,000,000 33,070,885 153,983 41,912,317  75,137,140  
Media Dollar Value $215,000 $33,956 $37,468 $97,421  $168,845  

Aquarium Programs 4 0 2 0  2  
Store Testimonials  15 4 4 4  12  
Show Testimonials  15 1 6 3  10  

        

        
 

Indicators used for Predictions  Indicators Used for Final Results 

Goal likely to be met   Goal was met  

Goal at risk   Goal was not fully met  

Goal unlikely to be met   Goal remains substantially unmet  

Too early to assess     
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Who Are the Participants? 
DEMA regularly determines the makeup of the households from which pool participants come using the AnySite and 

Personicx databases.  These help the industry understand more about the consumer trying diving in the pool. 

DEMA also looks at the actual participants to get a better idea of who is actually in the water.  This helps shape 

marketing messages and encourages sponsorships and partnerships with boat, travel & adventure shows, and other 

cross over activities. 

 

Household Clusters Attracted to Go Dive Now Pool: 

Most Likely to Participate: 01, 04, 07, 13, 17 
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High Potential to Buy: But 
Few Households

Most Likely To Buy

Not Likely to Buy
Large Number of 

Households: Consider 

Investing

Participant Ages  Percent 

Ages 6-10 0.3% 

Ages 11-15 16.4% 

Ages 16-17 10.5% 

18-23 Years 47.1% 

24-29 Years 32.0% 

30-35 Years 21.5% 

36-45 Years 19.5% 

46-55 Years 16.9% 

56-65 Years 6.0% 

66-75 Years 1.1% 

76+ 0.1% 

  

Gender Percent 

Female 42.5% 

Male 57.5% 

Not disclosed 0.0% 
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Household Clusters Attracted to Go Dive Now Pool 

Cluster Cluster Name Sample HH Count 
% of Total HH 
Sample 

% of Life 
Stage Group 

Base HH Count 
(US) 

% of Total 
US 

Index 

Affluent Households       

07 Active Lifestyles 76 5.31% 33.6% 3,697,962 3.04% 174.74 

04 Top Professionals 76 5.31% 33.6% 3,746,976 3.08% 172.46 

01 Summit Estates 74 5.17% 32.7% 3,896,322 3.20% 161.48 

Comfortable Households       

17 Firmly Established 103 7.20% 58.2% 4,632,986 3.81% 189.03 

13 Work & Play 74 5.17% 41.8% 4,019,125 3.31% 156.55 

 

Life Stage 

Group 
Cluster Cluster Name Rank Index Description 

12B 17 Firmly 

Established 

2 189.03 Firmly Established contains members of America’s smaller cities and surrounding 

areas. Virtually all are married (99%), and these families are firmly in the upper-

middle class. In their mid-40’s to 60’s, they are employed in jobs ranging from blue 

collar to professional, with the majority supporting households of five or more. They 

are often engaged in home maintenance activities. Their finances are stable and 

tend toward the conservative. Families enjoy travel, activities and outdoor fun 

together, but older children are driving, too, giving parents the chance to pursue their 

own interests. 

11B 07 Active Lifestyles 4 174.74 Active Lifestyles is made up of wealthy couples with older children and teens, driving 

the SUVs needed to move them and their gear. Their kids are driving now, too, 

which means additional vehicles at home. These parents are planning for the future, 

saving money for college expenses and taking out disability insurance. Before the 

kids head off to college, though, they enjoy the here and now with casual, family-

friendly activities like cooking out, watching movies and playing outdoor games. 

They also stay active with deliberate exercise and high-energy recreation. 

11B 04 Top 

Professionals 

5 172.46 This cluster represents established, wealthy families, often with older children and 

teens, living in the lap of suburban luxury. With high rankings for education, income 

and net worth, Top Professionals contains married executives and professionals who 

earn top-dollar incomes, monitor their investments and indulge in an expensive array 

of activities. Reflecting their devotion to kids, they head to the beach and enjoy 

family-friendly sports. They also jog and pay attention to their own health and fitness. 

Members of this cluster often drive a luxury minivan or SUV. They are frequent 

shoppers, buying clothes for themselves and their kids, and furnishing their houses. 

11B 01 Summit Estates 9 161.48 Summit Estates combines above-average wealth and education. These late-30s to 

early-60’s households with children and teens rank high for household income, home 

value and net worth. They are also almost two-and-a-half times as likely to have 

completed graduate school. The group includes more than twice the average 

number of Asians. They create time in their often professional-dual-income-with-kids 

schedules for cultural activities, sports and travel. Their media preferences are 

dominated by a combination of financial matters, sports and the home. They are 

serious and savvy investors, buyers of luxury cars and SUVs, gourmet food and wine 

aficionados. 

12B 13 Work & Play 10 156.55 Work & Play households are all unmarried parents with mixed-age children. They 

rank above average for income and net worth. They are devoted to sports that they 

can either pursue individually for fitness or enjoy with their children, such as playing 

basketball or volleyball. Work & Play shopping, media and travel all reflect the mix of 

ages in the household, which can range from toddlers to teenagers. These parents 

buy family necessities, as well as electronics such as game systems, TVs and 

cellphones, and name-brand clothing and shoes for their kids. 
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What Do Retailers Say? 
Almost 30 DEMA Member Retailers participated with the Go Dive Now Pool during 2018, driving local publicity and 
obtaining access to potential divers.  Here are just a few comments from operators who engaged with the pool and 
provided volunteer help to obtain thousands of new potential customers: 

Just a note to thank you for getting back on the pool tour with SSI and DEMA.  This last weekend we 
signed 47 new divers up into our programs. 
 
We brought in a little over $10k in tuition only revenue.  This will give us a potential revenue stream 
of $376,000 from these new divers. Thanks to SSI and DEMA our March will be awesome!! Thank 
You!!  

- Rusty Berry 
Scuba Schools of America 

* * * 

Dave, 

I wanted to email you and thank you so much for bringing the pool back to the Cleveland area again 
for the third year. Like the last two years our staff had an incredible time and a great outcome. This 
year we had the most people who actually brought or wore bathing suits. This says to me that they 
either saw the advertisements or were at the show last year and anticipated that the pool was going 
to be present. I heard some people say that their friends had done the trial last year and told them 
about it. They were there this year to try it as well which is amazing. 

This year the boat show was only 4 days instead of 5 (like the two previous years) and we put 141 
people in the pool to try scuba. I believe if we would have had that extra day our numbers would have 
been closer to last year’s count and we would have been over the first year’s numbers. Of those 141 
people we received deposits from 10 of them for Open Water Class. There is not a dive store in 
Cleveland that can say they receive 10 deposits on Open Water classes in only 4 days unless an event 
like this is taking place. 

In addition to receiving the 10 Open Water deposits, I was able to connect with a private marina on 
Put-in-Bay Island. We are scheduling a DSD for this summer in their pool and dates for an Open Water 
class. They have over 200 members and I believe we will have at least 10 to 20 members sign up for 
Open Water classes. Maybe more as I will have to keep you posted. The connection would not have 
been made had the Go Dive Now Pool not been there. It was the pool and the Scuba Trials that 
prompted the conversation about how to get a Try Scuba on Put-in-Bay island. 

Currently, we still have a show special going on and are still receiving phone calls from people that 
were at the show and tried the scuba. I know this interest will continue for the remainder of the year. 
This is outstanding for our entire industry. These people will go on to get certified, take more classes, 
purchase equipment and travel to dive destinations all over the world. 

I think everyone had the time of their lives and the pool was always full of smiles and laughter. This 
becomes contagious to bystanders as well as our entire staff.  
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I sincerely thank you, DEMA and the Cayman Islands for enabling the Go Dive Now pool to come to 
the Cleveland Boat Show. I know the weather is never the best and Cleveland is not a big talked-about 
city but I believe that having the Go Dive Now pool here for the past three years has improved our 
industry. We have seen our certification numbers grow over the past three years and I contribute part 
of this to the pool at the Boat Show. 

As I have said many times in the past, you do an amazing job and everyone here at our store 
recognizes your efforts and thanks you immensely. We acknowledge your hard work and dedication 
to the scuba industry. Your time spent away from your family so people can try the sport that we all 
love so much is so very admirable. It is always so much fun spending time with you. You are so 
knowledgeable and your love for diving shows. 

We hope to have the Go Dive Pool back every year. You know if you are coming, we will be there. 

Thank you, again, for all of your hard work. You truly do an amazing job.  In the future, if there is 
anything you need, please do not hesitate to ask.  
 
- Courtney Casper, IANTD IT #729, PADI IDCS #180420 
Underwater Dive Center  |  Elyria, OH.   

* * * 

It was a great event at the Pittsburgh Zoo!  It was our first one and it couldn't have gone better - so 
far, we've signed up 12 students with more expected to come back and sign up. 

Thanks again for putting on a great showing - we truly had a great time!  

Can't wait for next year.  
 
- Jerra & Chris Lobozzo 
Mars Scuba LLC  |   Pittsburgh, PA 

* * * 

Thank you for coming to Erie County Fair last week. Event was a great success! I signed up 12 new 
students for class and multiple leads. Please return in the near future. Interesting that 2 of my staff 
that participated became interested in scuba at this same event 18 years ago. Keep up the excellent 
and professional work. Looking forward to participation in the future. It’s also important to note that 
many past students stopped by to say hello and inquire about continuing training.  

- Dave Johns 
Pro Scuba  |  Hamburg, NY 
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Dear Big Wave Dave, 

The Go Dive Now pool provided over 100 scouts, in a single day, to experience scuba diving at the 
2018 Fall Fun Rally at Beaumont Ranch just outside St. Louis, MO Aug. 25 & 26, 2018. These scouts 
came from more than 10 states. Staffing was made up of Y-kiki Professional staff, our own Scuba 
Crew 555 (Venturing) members, Gateway Hammerhead members (A Scuba Club), customers of Y-kiki 
Divers and volunteers.  The scouts were very enthusiastic and most wanted to get right back in again. 
Smiley faces all the way around. Even the Boy’s Life head photographer went in the pool and took 
pictures for his article. Several Fall Fun Rally photographers also took pictures which ended up at 
several multimedia sites to show off the pool and scouts in the pool having fun. 

 Y-kiki Divers handed out many flyers about both BSA and PADI Scuba diving programs and talked to 
each group as they left the pool. Of course, lots of questions were asked and answered. Each group 
was given information on how to find a Scuba store near their home or more about Y-kiki Divers. 

 Y-kiki Divers is already working on plans to have the DEMA Go Dive Now pool back in early October 
2020 at St. Louis Forest Park. Every ten years BSA does an event in Forest Park, were the 1901 world 
fair was held. In 2020 there should be an estimated 40,000 Cub, Boy, Venturing, Exploring, and Sea 
Scouts in attendance.  Y-kiki Divers is ready to support the Go Dive Now pool and be one of the main 
attractions to youth and adults at this event. 

 Y-kiki Divers has been supporting the DEMA Go Dive Now pool for over 13 years. Each time the pool 
comes to our area, the store has made new customers and friends. The pool means a lot to the store. 
Thank you for continuing the program!  

- Valerie Elliott 
Y-kiki Divers  |  St. Louis, MO 
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