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The impact that the COVID-19 pandemic has had on the 
attractions industry will be studied for years to come, with many 
lessons that can prepare the industry for future crises.  In August 
2020, executives from more than 25 attractions shared details as 
to their first actions, what they wish they would have known going 
into it, and how their business philosophy has changed.

In this piece, our focus has shifted to industry suppliers.  While 
suppliers have faced different challenges than operators, the need 
to adjust and adapt has been just the same, from furloughs and 
workforce reductions, the struggles of accessing stimulus funds, 
and not knowing when their clients would reopen or return to 
normal.  Industry suppliers have had to rethink their offerings and 
creatively find ways to stay connected, stay involved, and stay in 
business.

This is also a reminder that those who serve attractions are here to 
help and support the industry.  In this e-book, several 
manufacturers, consultants, and technology providers share their 
tips, recommendations, and suggestions that operators can 
implement right away.  The variety of recommendations include 
operational standards for frontline staff, philosophies for 
management and leadership, and long-term guidelines for 
marketing, capital expenditures, and strategy planning.

Suppliers have shared messages in quick videos too!  For more 
detail and for each video, visit

http://www.attractionpros.com/suppliers-speak.

We would like to thank each of the individuals and companies who 
contributed to this resource.
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om1.  Transparency.

We are a transparent company, and these unprecedented times call upon each of us to continue that 
practice. With parks and attractions operating with such reduced attendance and revenue levels compared 
with 2019, it is essential to be honest and discuss openly, best course of action to work with the situation 
handed to us. Nothing is permanent and the more transparent you can be with those around you, the more 
respect and trust you will earn.

2.  Open + Collaborative Communication.

Perhaps a direct outcome from Transparency is Communication. We are nothing as a successful industry 
without constant communication. The passage of knowledge/best practices is always critical to the long-term 
success of a company, but in times like these, it has never been more important. While 2020 has brought so 
much heartache to so many companies and individuals, it has been equally heartwarming to see so much 
collaborative communication (even between competitors) as we navigate unchartered waters.

3.  A Constant + Curious Focus.

There is so much happening around us and much of it is completely out of our control. It is easy to feel 
overwhelmed, stressed and begin to lose focus and our innate curiosity as creatives and solution builders. 
This is the time to think about development of new ideas/products/services to meet the new demands of the 
industry, as we emerge from the Pandemic. While there will be some things that remain like the past, it is 
evident some protocols brought on will not be leaving us any time soon. Instead of sitting back and waiting 
to see what happens, put your best foot forward in influencing what happens. Both team members and 
clients are invigorated at the thought of new, smart ideas. And for us this begins by remaining vigilantly 
curious. The great Walt Disney said it best; “In this volatile business of ours, we can ill afford to pause in 
retrospect. Times and conditions change so rapidly that we must keep our aim constantly focused on the 
future.” – Walt Disney

4.  Observe and React.

Build forward with empathy. While we must maintain focus, the need to push forward can never stop. It is 
important to understand the emerging, sometimes subtle needs of clients and the industry as a whole. To 
truly help those we serve, we must truly understand them. Many Ideas that made sense last year are no 
longer viable due the need for sustained physical distancing amongst guests and other new operational 
protocols brought on by the pandemic. So, push forward bravely, but do so in a thoughtful and empathetic 
manner, taking into account the safety of your team, your client and their park guests.

5.  Start with “Yes, if.”

Be open to new and different business opportunities. Never before has it been more important to not follow 
the mantra, “this is the way it is because it has always been that way” mentality. We are in a position as a 
collective industry to thoughtfully investigate all opportunities in order to grow our businesses, whether you 
are a supplier or an operator. This may involve collaborating with a competitor, diving into a line of business 
that is outside of your team’s comfort zone, or pivoting your business completely to engage with a new 
product, service, brand and customer that has never been on the table before. Once again to follow Walt 
Disney’s wisdom, “Yes, if” is always better than “No, because.”

5 Ways to Maintain A Positive Culture Through 
an Unprecedented Pandemic/Economic Crisis
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1.  Embrace the Shift to Advance, Online Ticketing

The pandemic has accelerated the shift to advance ticket sales for the attractions industry. Online ticketing is 
now the preferred channel for parks and guests alike, and a critical component of safe reopening plans for 
attractions around the world – but it’s important to recognize that guests now have higher expectations for 
an intuitive and sophisticated purchasing process. Consumers will have little patience for clunky sites with 
difficult navigation, slow page load speeds or poor performance on mobile. The right platform can help you 
guide your guests through an engaging purchasing experience with up-sells and cross-sells that help them 
select everything they need to enjoy their day while driving revenue for your organization.

2.  Guide the Visitor Flow with Date/Time Specific Pricing

Using ticketing technology that allows for date and time-specific pricing can help facilitate safe social 
distancing and achieve revenue goals. Review historical data to identify peak periods of visitation, whether 
it’s specific days of the week, weeks of the year, or even certain hours of the day. Pricing tickets slightly 
higher during those times can encourage price-sensitive customers to visit at different times. It can also help 
your attraction recoup lost revenue from reduced ticket volume during this uncertain time. 

3.  Get Guests Out of Long Lines with Virtual Queuing

Nobody likes to wait in line, and that’s even more true in today’s environment. Virtual queuing technology 
helps free guests from standing in line, leading to happier, safer visits—and often, increased spending on 
retail, games, F&B, etc. We’ve helped parks around the world enhance the guest experience and create 
additional revenue streams with virtual queuing, with incredible results. With COVID-19, we shifted focus to 
developing a 100% virtual queuing option and helping parks leverage this technology as a complimentary 
offering to their guests. For some parks like Holiday World, it became a central part of their reopening 
strategy. If you are noticing areas of queuing or crowding, a virtual queuing solution can help you solve 
these challenges while building the foundation for a better guest experience in the long-term. 

4.  Don’t Forget About Your Dining Locations!

Let’s face it: waiting in line is worse when you’re hungry. Embracing technology like mobile food ordering can 
help deliver a safe and convenient dining experience that leads to better experiences and increased revenue. 
When guests have an entire menu at their fingertips, they can easily browse options, potentially discovering 
offerings they were unaware of before. They can order in advance while enjoying your attractions rather than 
standing in line, and you can personalize up-sells and cross-sells to encourage higher order sizes. 

5.  Communicate with Guests in Real Time

Guests want to know how you’re keeping them safe and what to expect from their visit. Being transparent 
about your COVID protocol can give your guests the peace of mind needed to plan their visit. But what 
happens when the guest visits? Aside from signage, which can be easily missed, it’s difficult to communicate 
updates to guests in a scalable way. A mobile app paired with guest experience management is a great 
solution. This enables you to monitor and respond to activity, so you can guide guests to safer and more 
enjoyable experiences through real-time communication. Plus, there is a huge potential for attractions to 
utilize guest experience management technology to deliver personalization at scale. These platforms can 
connect data from all sorts of systems so you can deliver personalized messages, recommendations and 
offers designed to help your guests have the best day possible.

5 Tips for Safe and Successful 
Operations in “The New Normal”
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1. Develop Written Safety Programs

Everyone knows that written Standard Operating Procedures for ride operations are a must, but 
other safety programs such as workplace safety policies such as lock-out tag-out, fall protection, 
chemical safety, personal protective equipment, use of equipment and tools, etc. should be 
documented, and updated frequently.

2. Create Inspection Protocols

There are many types of inspections that need to occur in the park.  Daily ride inspections 
performed by maintenance personnel, operational safety inspections, food safety inspections and 
even retail and merchandising area inspections.  Make sure you have a written protocol of each 
that details the items to be inspected as well as the frequency and what to do if deficiencies are 
found.  Also important – document the corrections made.

3. Implement Comprehensive Training Programs

Employee training is one of the most important safety-related tasks that must be performed at 
any amusement facility.  It is important to incorporate company policies and procedures as well as 
government regulated topics, such as OSHA, into a comprehensive training program.  Make sure 
the training material is delivered consistently and ensure that there is time built in for hands-on 
practice as well as questions and answers.

4. Audit Employee Performance

After training employees to do their job properly, it is essential to periodically observe them in 
their work location as they are performing their job functions to ensure there are no deficiencies 
in their training.  By watching your team members work, and giving them feedback, you are 
telling them that their jobs are important and that you want them to be successful.  Employee 
audits can be performed by members of the park’s leadership team, third party auditors hired by 
the park or even peer-to-peer, which increases awareness and creates a sense of ownership in the 
audit program.  It is important to document both the results of the audit, as well as the corrective 
measures if performance deficiencies are found.

5. Get Involved with Industry Safety Organizations

Whether volunteering to serve on an AIMS, NAARSO, ASTM F24 or IAAPA committee, or 
participating in on-line or in-person safety seminars or webinars, it is important to get outside of 
your own park or company to learn and share best practices, become educated on new industry 
safety trends or even help create standards that will not only benefit your own facility, but will 
enhance and improve safety for the amusement industry as a whole.   There are countless 
opportunities to volunteer and give back while learning and improving safety for your guests and 
employees.

5 Tips for Improving Safety for Guests and 
Employees at Amusement Facilities
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1.  Raise the Floor

In operations, it is second nature to look at how we can improve things. We love the growth mindset, but are 
you raising your ceiling or raising your floor? Most people are only focused on the upper limits of growth and 
fail to realize that the floor needs to be elevated too for true improvement. The idea of the floor, is the lowest 
limits of performance, the lowest levels of what you are willing to accept, the weakest links, and the worst of 
our operations. See if there is a large gap between your floor and ceiling; smaller gaps equal increased 
consistency. Our challenge to those focused on elevating their operation is to think of both the ceiling and 
the floor, and to make sure that in our efforts to grow we are also refining our lowest minimum standards.

2.  Evaluate your “Qualifications”

We think of operators as master plate spinners. We are constantly checking items off our list and making 
sure all the other ‘plates’ keep spinning. When evaluating operations and helping them to improve we help 
our clients to evaluate their qualifications. What qualifies someone to run trainings, how are we 
benchmarking our in-service, what certifies someone to be a leader? What qualifies us to be in our position? 
When you are ready to elevate your game, you understand that the next step is taking all of these checklist 
items, or our spinning plates, and starting to evaluate our qualifications behind each item. How do we 
strengthen what we are doing? How can we prove it is effective? How can we defend what we are doing?

3.  Operational Wellness...

We aren’t just dealing with running an attraction or developing a program, we are managing people and the 
lives of those people in order to do those things. It is vital for a great overall company culture. Being an 
operator and having to deal with employees who have anxiety or depression, whose mom was just diagnosed 
with cancer, their best friend who died from suicide, or an employee who died in a car accident. We deal with 
accident and drowning investigations, but a bigger focus of ours is on being able to support the operational 
wellness of our clients. We want to be that phone a friend for how to handle the ‘life’ situations we are dealt. 
Ashley (co-founder) is a therapist and challenges you to think about wellness holistically for your operation.

4.  Not a Matter of if...matter of when...

It is not a matter of if a major accident or event will happen at your facility, it is just a matter of when. 
Events unfortunately happen to good people and good operations. If you have experienced something major, 
you know this is true. Risk is involved in what we do. Sometimes we have failures, but that doesn’t mean we 
are failures. We need to operate and approach our systems from the mindset that something will happen if 
you are in this industry long enough. That is a sobering thought, but it also can shift how you operate. We 
don’t have a crystal ball to see the future, but we can operate in a ‘when’ mindset instead of an ‘if’ mindset.

5.  Lens of Curiosity vs. Judgement

The roadblock to improvement is usually filled with blind spots and judgement. Curiosity is at the root of true 
accountability and growth. It looks like setting down the critical mindset and the natural tendency to 
associate negative feelings with information and moving forward with compassion and curiosity. We approach 
our client assessment framework differently, as we start with curiosity and compassion not judgement and 
comparison and it is amazing how much lighter recommendations feel and how quickly adjustments happen 
when we shift our focus and lens. Set down the judgement lens and learn to be curious.

5 Keys to Elevating Your Operation
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1.  Perception IS Reality

First and foremost, you must truly accept and embrace feedback, even if you don’t agree with it. 
Guest experience is often shaped by perceptions, which become that guest’s reality. If they share 
their perceptions either privately or publicly, their perceptions then impact other people’s 
perceptions as well. One guest’s perceptions can become a much greater reality. If you don’t 
agree with it or understand it, you must get more information so you can best take action. Ignore 
or dismiss guest perceptions as wrong or inaccurate at your own peril! Embrace challenges and 
issues as opportunities.

2.  Get Organized

The more resources you have in place to quickly, effectively and efficiently monitor and manage 
all types of feedback, the more return you will get on this information. Invest in information with 
people and systems to quickly deal with all forms of feedback received from all channels. Timing 
and quality of responses and actions taken can have a huge impact on effectiveness.

3.  Details, Details, Details

The devil is in the details and far too often we focus on percentages, statistics, overviews and 
trends, neglecting the root cause of the issue. Remember the Five W’s? Who, What, When, Where 
and Why? Take a hard look at all the information available to you. Then, dig deeper and find out 
everything you can to formulate a strategy to address issues presented. Customize feedback 
collection to focus on recurring issues and drill-down on the Five W’s even further.

4.  Engagement is Key

When possible and appropriate, follow up with the source of feedback. More importantly, engage 
others internally to discuss the feedback provided. First, challenge your own understandings and 
strive to gain a new level of comprehension from other people’s perspective within your 
organization. Then as a group, use brainstorming and creative problem solving to look for 
solutions. Try the SCAMPER* technique: Substitute, Combine, Adapt, Modify, Put to another use, 
Eliminate and Reverse/Replace. (*from Odyssey of the Mind Creative Problem-Solving 
Competitions)

5.  Celebrate Wins

Last but not least, celebrate all positive feedback. We all thrive on encouragement and want to 
win at our jobs. Detailed guest feedback that pinpoints specific individuals’ contributions should 
always be recognized publicly. These situations provide many golden opportunities to build up 
teams and individuals and cultivate a positive working environment. This will create an 
encouraging and productive culture—which will ultimately fuel more great experiences for guests!

5 Tips to Maximize ROI from GX Feedback

Presented by:

SUPPLIERS SPEAK NOVEMBER 2020

https://www.amusementadvantage.com/
https://www.odysseyofthemind.com/


http://www.attractionsacadem
y.com/

1.  Connect

Employees want to work for organisations that create connections. Leaders that develop a workplace 
environment, protocols and initiatives to help their teams to be more connected, will be well on the way to 
engaging employees. The attractions and leisure industry have certainly suffered a huge set back, but as 
always, demonstrates patience, nimbleness, creativity and adaptability to get back to the serious business of 
selling tickets to fun. This can be achieved through intentional workplace practices and planning that enable 
employees to be more connected. Numerous attractions responded and created ‘Digital Chatrooms’ for Team 
Members. A private place in the digital space, for Team Members no matter where they were situated in the 
lock downs, to post pics, messages and engage in work related and colleague related conversations to keep 
them connected, and in doing so, building stronger employee engagement.

2.  Communicate

In these dark days, turn the light on, show people the way, be transparent, keep people well informed, listen 
to their needs, and respond appropriately to them, is excellence in communication. Employees become more 
engaged when communication is strong, honest and two-way. Many smart attractions developed a 
communication strategic plan focused on keeping employees in the loop during closure of operations. 
Examples include ‘Team Member Newsletters’, ‘SMS Messaging Services’, ‘Organisational Intranets’, ‘Online 
Group Chats’, ‘What’s App’, ‘Wechat’ and ‘Facebook’ Team Member communications. In these instances, 
Team Members have really appreciated being kept in the loop and feel more connected to the business.

3.  Care

When Team Members experience ‘care’, loyalty and engagement increases. Consider starting ‘Care Calls’. 
Direct Supervisors and Managers personally reach out with a phone call to Team Members. Checking on the 
Team Members welfare, keeping them informed on the status of operations, but most importantly, affirming 
with the Team Member that the business cares for them. 

4.  Recognize

Recognizing employees for the consistent behaviors that contribute towards workplace success is critical, 
because most people need to feel valued, and to know sincerely that their individual contribution is 
appreciated. COVID-19 has highlighted the need for recognition of a different kind. When Team Members 
have been forced to remain away from the workplace, the demand for recognising Team Members that are 
still part of the Team and organisation is increasingly important. Even when businesses haven’t been able to 
say when this will be over and employees will be back in the workplace working again, the need to be 
recognised while at home in isolation is real. So reaching out and communicating is all about recognizing that 
our team members are valued and still part of our team.

5.  Develop

Covid-19 has also created opportunities for developing our Teams, utilising the flexibility of ‘online learning’ 
tools. Never before has there been such diversity and availability of online learning resources, with many 
offered to our Team Members complimentary or heavily discounted in connection with our international and 
domestic attraction industry associations. When our Team Members have more time and are looking for ways 
for the business to engage them, there is no better way than by offering Team Member development 
opportunities online.

5 Tips to Keep Your Team Members Engaged
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1.  Collect guest feedback

The success or failure of an attraction relies heavily on its operational efficiency. Capture visitor 
feedback and regularly monitor your insights to improve guest experience, better allocate or 
relocate your resources, resolve problems quickly, and identify cost-saving opportunities. Guest 
feedback can also help you adjust staff rotas and predict future demand for special events or peak 
times, such as Christmas and school holidays. Use data to compare your locations and identify 
underperforming teams to help them deliver better results in the future.

2.  Refine processes

Assess the efficiency of all your processes to ensure they meet the requirements of your business 
and guest needs. Eliminate outdated procedures that negatively impact the productivity of your 
employees and your visitor satisfaction. Carefully map out your guest journey to highlight all the 
touchpoints, gaps, and areas for improvement. Invest in automation to not only save you time 
and money, but also to make the processes more engaging and fulfilling for your team.

3.  Speed up problem resolution

How you react and the speed in which you respond to guest complaints can significantly impact 
their experience and likelihood of visiting your attraction again. Be proactive, try to prevent issues 
from arising in the first place. Look at your customer data and identify patterns to know exactly 
when and where to send your cleaning or maintenance staff, how many extra employees you’ll 
need during peak times, and when to increase the inventory of your food and beverage locations. 

4.  Make data-driven investments

Use evidence and data to spot investment opportunities and back up your decisions. That way you 
can ensure their success amongst all visitor segments. Your guests will help you understand 
what’s a priority to them, whether you should expand the car park, introduce a better queue 
management system, or open a new ride first. Review your visitors’ most common complaints and 
suggestions, and make informed decisions about where to allocate your resources and spending. 

5.  Engage all your employees

Businesses with a highly engaged workforce experience a 19.2% growth in operating income over 
a 12-month period. Ensure all your employees have sufficient training and the right tools to 
succeed at their jobs. Create a culture where everyone can openly share ideas, voice concerns, 
and make suggestions. Use guest feedback to motivate your staff, create friendly competitions 
between teams or locations. Actively listen to your employees to invest in efficient systems and 
the right technology that will ultimately help you deliver great experiences for your visitors.

5 Ways Attractions Can Improve 
Operational Efficiency
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1.  Let them complain

More than 96% of customers who have a complaint don't complain.  The lingering 
dissatisfaction leads to declining repeat visitation.  By replacing the "zero complaints" 
mentality with the mindset of "we can't get enough complaints," you increase your 
opportunity to resolve concerns before they damage your business.  Train your team to run 
toward complaints, not away from them.

2.  Respond quickly

A bad situation doesn't resolve itself.  The more time that exists between a guest complaint 
and a proper response exacerbates the nature of the complaint, leading to increased 
frustration with their issue being resolved.  The quicker you respond, the less likely the guest 
will be to share negative feedback, including posting a negative review.  Your timeliness is 
key to your resolution.

3.  Treat it like it's the first time you've heard it

Hopefully you rarely see the same complaint repeatedly, because you work to eliminate 
issues for the long-term.  However, even if your team gets similar feedback on a regular 
basis, the guest in front of you (or on the phone, or getting your email response) is the one 
that matters.  No matter how repetitive your response might sound to you, show the guest 
that their situation is unique by acting like it's the first time.

4.  Resolve effectively

The recovery paradox suggests that if you effectively resolve concerns, their satisfaction can 
be higher than if they did not have a negative experience to begin with.  All the more reason 
to let them complain!  By carefully navigating your service recovery each and every time and 
working with each guest as an individual, dissatisfied guests can quickly become your most 
loyal advocates.

5.  Invite them back

Bringing it all together, inviting a guest back who was once angry but now satisfied can show 
that you want to prove to them that the experience they had was atypical.  Whether their 
next visit is on the house or not, expressing a desire for the guest to return suggests that you 
are committed to resolving the issues internally so they do not encounter the same service 
failures that frustrated them during this visit.  Your invitation is part of the follow through 
needed to turn an angry guest into a loyal one.

5 Ways to Turn an Angry 
Guest Into a Loyal One
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1.  Remove barriers to entry.

Membership programs offer you the opportunity to appeal to a wider user base - without cheapening your 
product. You may already offer one-time purchase season passes that immediately appeal to guests who see 
the long-term value. However, more budget-conscious guests may hesitate to pay a larger initial fee for a 
membership if they’re unconvinced they'll visit enough times to “make it worth it.” Sway these value-
conscious guests with lower monthly costs and enhanced value propositions in your membership packages.

Consider a typical annual season pass you might sell for $199. Repackaging it as an ongoing monthly 
membership of $19.99 per month with an initial one-year term, and then reverts to month-to-month after 
twelve months. Over the long term, you'd make more money per member, and likely convert more guests to 
your higher tiered membership programs.  You could even add in additional benefits, like special discounts or 
pricing on food and beverage, parking, or merchandise, and boost revenue, even more, each visit.

2.  Get more ancillary spending each visit.

Just like when guests pay for attractions in advance or with a gift card, offering them a lower initial entry 
point with an ongoing payment often means that they’ll have more disposable money on their actual visits. 
This can equate to additional revenue in concessions, add-on attractions, and merchandise, increasing per 
cap spending overall.

3.  Recurring revenue is a bird in the hand.

Having a solid amount of recurring revenue helps you know that you’re going to be able to pay the electric 
bill and overhead expenses, and it’s the known revenue that you can count on during less-certain times. 
Having that recurring revenue allows you some breathing room so that you can take more risks where you 
might not want to otherwise. Plus, even in slower times, you’ll still tend to pull repeat guests in because 
they’ve already committed to your business.

4.  Build strong ties to your community.

It’s obvious that the more people who can afford to and therefore get connected to your park, the stronger 
your ties to your local community. This makes you more top of mind for other entertainment options as well. 
Children who participate in your camps later have birthday parties, and parents who attend your fitness 
classes think of your facility when they’re the scout leader and need to plan a troop event. Plus, you’re able 
to track guest visits, spending behaviors, and gather important insights that help you continue to tailor your 
offerings and marketing efforts in meaningful ways.

5.  Automatic renewals save you time (and effort)

With membership programs that automatically bill and renew, you won’t need to spend as much 
administrative time trying to sell another product or following up on payments, letting you focus your 
attention on other areas that need it, without worrying about keeping your current level of program 
participation.  There are many ways recurring billing can help your FEC run more smoothly and offer more 
flexibility for guests, so you can meet them on the same side of the table and allow them to participate in 
more membership programs than ever – all while making accounting easier and boosting revenue.

5 Ways Memberships Can Help 
You Capture More Of Your Market
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1.  Know your Guests

Observing, Listening and conversing with your guests always leads to a deeper understanding of 
their needs, wants and wishes. Simple, almost invisible data capture technologies also play an 
important role in the analysis of guest behaviour, property-wide trends and engagement 
opportunities. Data suggests guests want to download less applications and spend less time on 
their phones and so, as the saying goes: the best interface is NO interface!

2.  Shape the Experience 

The identification of guest touch points and the use of subtle technologies to help guide the 
narrative of their journey allows operators to shape the guest experience. Directing traffic towards 
specific attractions and encouraging site exploration helps manage the guest flow and alleviates 
congestion. Driving the entire experience through a suggested trajectory increases engagement 
and outcomes.   

2.  Introduce Small Moments

Every moment counts and if the entry and exits include something ‘different’, something ‘easier’ 
or something ‘special’, people will remember that. Consciously or subconsciously, the guest’s 
experience is enhanced by the little things that make the entire visit that much more 
unforgettable including personalized greetings, instant rewards or loyalty recognition. Families are 
looking for ways to have amazing experiences and it’s often the cumulative string of special 
moments that make for the most lasting memories.

3.  Maximize the Fun

The ultimate objective should always be: offering the biggest bang for their buck! Making the 
most out of their ticket purchase, creating value for loyal guests and maximizing their 
engagement. Creating add-on programs, gamified experiences and scavenger hunts turn wearable 
technologies, used for safety and payments, into passports for fun and an attraction unto itself.

4.  End with a Bang

Studies have shown guests’ most vivid memories include two things: the most climatic moments 
(thrilling rides, scary moments) and the final moments leaving the park. So making the leaving 
experience special, frictionless and memorable is an absolute must. Using technologies to create 
lasting images for families as they leave pays off through increased social media posting, word of 
mouth and return visits.

5 Tips to Creating the Greatest 
Guest Experiences 
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/1.  Remember who you are

This refrain was one my grandmother would invoke as a way to remind me that I must not forget to act 
and carry myself with a certain level dignity and integrity that would not embarrass my family, friends 
and ultimately myself. This sentiment also carries with it a relevancy to family and personal legacy and 
how you wish others to remember you. Professionally ‘remember who you are” reminds me as a leader 
to focus on my core and seek to expand expertise to grow that core.

2. Remember where you came from

Much like ‘remember who you are” and equally important to leadership. You are who you are due to the 
unique experiences that have formed your person and career and it is increasingly more important to 
remember those experiences that made you who you are today and got you to where you are today. At 
the end of the day...I’m a lifeguard. While that is not my title today, that is who and what I am and 
100% “where I came from”. Just remembering where you came from is not always enough...if you are 
lucky enough to be able to do so, take the time to go back and live an hour or a day in the place 
“where you came from”.

3.  Fall on the sword for your team

No one wants to be the team member who made a mistake, lost a client or violated a safety policy; 
however, we have all been in these situations and I have found in my experiences that there is a way 
to create a learning moment...fall on the sword. Short of the mistake being intentional, as the leader, 
the actions of the team are ultimately your responsibility. Finding a way to accept some (or all) of the 
responsibility for the matter at hand will assist in removing any quilt on behalf of the employee and 
allow the situation to create multiple teachable moments. Educate and motivate!

4.  Make it Work!

Make it Work is not Make it Up, let’s be clear! Make it Work is a foundational E&A mantra that is rooted 
in the concept that you do not get a second try in real life. As it relates to Lifeguard training, this 
mantra focuses on not giving up or stopping a rescue because it wasn’t textbook or didn’t look good 
enough. In real life there are no do-overs and especially when we are talking about distressed 
swimmers! The takeaway here is “don’t stop; keep working” and find a way to get it done. It may look 
ugly but all that matters at the end is that the guest is nose up, stable, and breathing when we get to 
the side of the pool. Find a way to Make it Work in everyday life!

5.  Do the right thing, every time

Sounds pretty simple, right! Well it certainly should be that simple, but we all know it is not always the 
easiest path. The fact that “doing the right thing” is not always easy, actually makes it all that more 
satisfying, personally and professionally. Doing the right thing strengthens relationships...Doing the 
right thing builds confidence among your team...Doing the right thing feels really good and makes 
others feel good. When doing the right thing has financial implications to the company know that the 
investment in goodwill with a client is way more valuable than any negative financial aspect.

5 Guiding Principles for 
Leadership and Life
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1.  Define a “unique to you party” culture

Change your perspective of what you have done or what the competition is doing to ensure you are not just 
another average, attraction centric, commoditized party program.  Choose your new or evolved concept 
based on who you want to specifically attract.  You can’t be everything to everybody.  Party packages should 
be customized to attract the specific target market personas you desire, while understanding there’s a new, 
more sophisticated definition of value with many of them.  Understand this new value definition, from their 
perspective, not yours.  Each party both functionally and emotionally will determine a micro group’s loyalty 
and a reason to return.  It’s a measurement of time “well spent” for what they paid.

2.  Justify the value of your offering(s)

Today’s definition of value is elevated by social interaction, creating emotional connection throughout the 
experience.  Start with super charging the party ambiance through the five senses.  Make it all positive 
throughout their journey from booking to driving off the property.   Ensure foundational transactional service 
and process are intact.  Add back the “Human Touch” that generates birthday child envy, making each party 
unique, personal and authentic and building trust that ensures parents feel justified in making the right 
decision.  Eliminate emotional destroyers at the root cause that create chaos, down time, forced parental 
involvement and bad flow that leads to disappointment, frustration and then anger.

3.  Evolve your offering(s) for specific ages and parental spending demographics

Price accordingly to ensure a profitable, healthy party business.  Stop using outdated marketing tactics to 
increase market share by discounting.   High volume / low price is an extinct business model.   Low volume / 
low price is sure doom in a volume limited world, while poor experiences and a loss of profit margin will 
result in the eventual root cause of the business’s failure.   Low volume, higher price, with a unique, quality, 
personalized experience, designed to meet new market sophistication, always was and will become the new 
norm.  Those that take the action to deliver this consistently will emerge or remain the market leader.

4.  Hire for personality

Hiring specific personalities that fit the party team roles (the right personality for the right job role naturally) 
and your desired level of engagement.  Human capital is the best differentiator and will remain a strong 
reason to return, remain loyal and tell their story to others.  The Host must stay with the party from start to 
finish, in order to facilitate the highlighting of the birthday child as the center of attention.  They create 
Birthday VIP envy and facilitate the personalized fun, unexpected entertainment and emotional delights.  Live 
and communicate this: “We stay with the party the entire time and it’s our passion to make sure the birthday 
child is the center of attention and feels special.”

5.  Focus on continuous improvement

Create tools to continually improve your party concept.  They include a personality centric hiring system, 
performance agreement, onboard / ongoing training system, Journey map and continual improvement 
system to identify friction points and optimal “Peak & End” experience goals.  Find alternative party program 
revenue to back fill program growth for the lack of volume.  Ex: Mobile events and parties, teen / tween 
party offering, food and beverage upgrades (especially beer & wine) and service for adults staying at the 
party, micro holiday, company and adult events.

5 Steps to Unique 2021 
Party Programs
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1. Allow Single Players Only

Co-op or multiplayer game modes have the highest touch rate. Offer only one 
player play to minimize points of contact between players. This will impact your 
throughput but will keep your guests and your employees safe until we can 
resume normal capacity. You can encourage the competitive nature and utilize 
leaderboards to entice repeat plays.

2. Run Attended Mode

Minimize the number of hands on exterior screens by running the games with
an attendant. The attendant is then the only person touching exterior screens
allowing for a lower risk of germs and managing the amount of people inside
the attraction.

3. Social Distance Lines

Indicate on the floor where players should stand - space them 6+ feet apart to
adhere to social distancing guidelines. The attendant can encourage
competition with the players that are waiting.

4. Offer Protective Measures

Offer each player a pair of gloves upon entering, and hand sanitizer upon
exiting. This gives the player and facility the peace of mind that you truly care
about the health and safety of everyone inside the building.

5. Deep Clean Daily

Sanitize carpeted surfaces in the attraction with carpet cleaner. Spray sanitizer
on a clean rag and wipe down hand scanners, exterior surface/screens, and
payment tokens. Ensuring to do this every night will help ensure the health
and safety of both the players and the staff.

5 Tips to Make Everyone Feel Safe 
While Using Small Footprint Attractions
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1. Learn more about your company

Without knowing every aspect of your business, you could be unaware of important 
information that could make a difference. Make a point of speaking to both your customers 
and employees to find out important information. Consider your values. Your values and 
principles are important, so keep them in mind when making a decision. For each option, ask 
yourself if it supports your values. Will you be able to live with the consequences of choosing 
that option? Remember that the morale of your employees can make a big difference in our 
bottom line.

2. Understand what the challenges really are

It is tough to resolve challenges when you do not clarify the issue. For example, perhaps 
profits are down, but what is the real cause? Is it because your pricing is too high, so few are 
buying? Or is it because there is a sales or operational issues? Clarifying the real issue will 
help you make a smart decision.

3. Avoid allowing your emotions to make your decision

It is important to remain calm and level-headed. If you feel very emotional, walk away 
temporarily, and relax. Sometimes a short 10-minute break is all you need to feel better and 
come at the issue with a fresh perspective. Make the decision when you can respond wisely 
instead of just reacting based on how you feel now.

4. Take advice from others

Even though you may be the boss, it is important to consider other people's viewpoints, 
especially if the decision will affect them. Your team may offer a different option or insight 
that you may not have thought of. Another option would be to hire a business coach to walk 
through these challenges where they see things you do not see and call them out, which 
makes you better.

5. Set a deadline to decide and have multiple plans

Gather pertinent information and then make your best decision based on those facts by your 
deadline. You do not have to only have a plan A when it comes to business decisions. It is 
always good to have a plan B, or even a plan C. If one plan does not work out as well as you 
had hoped, having multiple plans will allow you to go right into a new one without delay.

5 Top Tips for Making Better 
Business Decisions
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1.  Communicate with your agencies, they are your chosen partners

If you are not clear with your direction, how can you expect them to deliver? Writing a 
marketing brief will help you clarify your thinking and clearly articulate expected 
deliverables. Clearly sharing your business objectives and strategies will ensure you are 
all rowing in the same direction. You can never overshare with your agency.

2. Short term decisions can have long term impacts

Although these are challenging times, let's not make short sighted decisions that 
negatively impact price integrity. Don’t drop your price, rather, execute short-term, 
fenced promotions. Promotions don’t necessarily mean discounts either. Consider 
focusing on demand periods with value-add packages. How can you yield additional 
dollars out of peak days to maximize your revenue?

3. Freelance is good

The business landscape may look a lot different when we emerge from COVID-19. Hiring 
freelancers is an opportunity to reduce opex risk when every dollar counts.

✅ Freelancers are free agents, not part of any company's permanent staff, 
avoiding the cost of taxes and benefits associated with health insurance, paid time 
off and other miscellaneous benefits.
✅ Limited risk vs hiring a permanent, full-time employee

4. A social presence is especially critical for small businesses where word of 
mouth marketing is the main driver

As people turn to Facebook and other community groups for recommendations, a social 
presence enables your friends and customers to easily tag and share your information.

5. Summarize your marketing plan into one sheet and hang it in your workspace

You can easily fit your objective, 3-4 strategies and 4-5 tactics per strategy on one page. 
Use this summary to keep yourself and your team on track throughout the year. As 
opportunities arise, you can use this summary to answer one quick question. Does this 
fall within our current strategy or is it a distraction?

5 #marketingbits for 2020 and Beyond
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1. Generate Revenue Through Gift Card Sales

At Hownd, stepping up to support local businesses as their cash flow slowed or stopped with a 
solution was our first order of business. By working with owners to create and distribute “Buy 
Now, Visit Later” Support Vouchers, we’ve been able to generate over $3,500,000 in revenue right 
now to sustain entertainment centers and attractions like yours. Reaching both current and future 
customers, the profit from each voucher purchased goes to the business immediately while the 
customer receives a promotion to use when the doors open. Through focusing your marketing 
efforts on a community that’s willing to help, you can show that home is truly where the heart is.

2.  A Little Less Newsletter, A Little More Action

As a product of the pandemic, businesses have inundated inboxes with a wave of COVID-19 
announcements and closure notifications via email newsletters. Now’s the time to shift your 
marketing. Targeted email promotions such as Support Vouchers or Coupons provide meaningful 
value with measurable results. Newsletters (while informative) run the risk of cramming inboxes 
and exhausting your list or going completely lost amongst the sea of similar subject lines and 
messaging. So save your next newsletter for another day and use your email for some good, like 
delivering offers that bring positivity and crucial revenue back to your business.

3.  Don’t Go Dark on Social Media Marketing

Without the benefit of face-to-face communication, utilizing your business pages on social media 
to stay in contact with your customers during this juncture is simply a must. This is where you can 
respond promptly to questions and direct messaging, push promotions to your channels (and 
encourage them to be shared), and show that even though you may be closed for visitors or have 
had to alter your hours, you are definitely still in business.

4.  Dial Up Your Digital Content Strategy

Whether it’s finally starting that bowling or rolling skating-centric podcast you’ve wanted to do for 
your customers for years or putting together a webinar with other business owners with your 
network, using your time to create compelling digital content provides short — and long term 
benefits. Remember that we’re all indoors, device usage is way up, and people are receptive right 
now to breaking up their day with something new.

5.  Keep Up with Industry Competition

If you stop all marketing efforts and your leading competitor doesn’t, you’ll risk falling behind 
when life starts to bounce back. Assume that other businesses are applying a consistent approach 
to their marketing during the downturn, concentrate on what you could be doing today, tomorrow, 
and in the future.

5 Marketing Strategies for a 
Triumphant Post-Pandemic Return
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1.  Your organization is already neurodiverse

Based on known diagnosis rates alone (not including those who haven’t been formally diagnosed 
with a specific disorder), you already have individuals who work or volunteer for you that are 
neurodiverse – they may have autism, ADHD, anxiety, or a myriad of other “differences”. 
However, most organizations are not actively engaging in management, hiring, and retention 
strategies to ensure these employees reach their full potential, which is a huge mistake! Making 
sure your team is trained and aware of how to best work with a neurodiverse workforce can help 
your team succeed and retain top talent. 

2. Everyone is an individual FIRST

Particularly with accessibility needs for individuals with autism or other cognitive disorders, the 
needs, sensitivities and behaviors can vary widely from person to person. Although there are 
general best practices, the most important thing is to remember that we are all human and are all 
unique in our own way. Taking this approach can help build empathy for all guests as well as staff. 

3.  Communication is key

It seems like common sense, but it bears repeating – communication is KEY. If you think you are 
over-communicating about your location’s features, programs, on-site experience, and 
accessibility offerings, you are probably doing just enough. Make sure to make information clear, 
easy to find, and preferably in one spot so visitors can plan according to their needs.

4.  Accessibility is a journey

Accessibility isn’t a one-time “check the box” activity. Beyond ADA and other requirements, 
accessibility is about ensuring you can welcome as many individuals as possible to your location in 
a safe, fun, and easy way. Starting an internal initiative, reaching out to experts in the field, 
getting certified from a credentialing organization, working with a local nonprofit – these are all 
great steps, but you should be open to feedback and continuous learning.

5.  Accessibility is not a “nice to have” option – and it can open up a whole new audience 
to you

Accessibility has, in the past, been thought of as a “nice to have” above the legal requirements; 
however, particularly in competitive spaces where guests want to feel welcomed, safe, and 
comfortable, accessibility plays a critical role in your organization’s success. Individuals with 
special needs or cognitive disorders, as well as their family and friends, are increasingly engaged 
and want to have appropriate choices when they visit locations, whether locally, regionally, or 
when they travel. Making sure you can welcome these visitors is not only the right thing to do, but 
it can help you attract and retain loyal and passionate fans for years to come.

5 Things You May Not Know About 
Neurodiversity and Accessibility
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1. What kind of technology are you using?

It’s a fact! VR is no longer a new Attraction. It has a solid history and a proven track record of a
revenue generating machine. But how do you know which VR to choose? Be as careful and
considerate as possible. There are so many different technologies and so many different VR
Attractions. If you choose a cheaper tech, be sure to look at the battery usage and its life, the product 
endurance, the components quality and parts replacements. You might often be drawn to go with a 
cheaper headset but your guests might also find that headset shutting down in the middle of a game.

2. What kind of VR Games do you have? Where are they from?

In VR content is King. When you put that headset on, you are entering another world, you are going on 
an adventure, or joining a competition. Don’t you want that world to look good, to be immersive? Don’t 
you want your experience to be entertaining? If you have bad content in VR is like trying to play 
bowling on a broken-down lane. Look for well-defined characteristics: high-quality graphics, engaging 
and dynamic gameplay, high replay value, easy to understand mechanics, specific game time, that are 
both family-friendly and appealing to a wide audience. And also, be sure that your guests can’t enjoy 
that experience back in their homes, through a simple internet download.

3. Where should I place my new VR Attraction?

One of the biggest mistakes is hiding your new VR Attraction somewhere in a corner. It’s terrible. 
People know about or have tested Virtual Reality, but they don’t know what a VR Attraction looks like 
(ex. VR Arena’s). They won’t know what’s that truss structure in the corner with some kind of helmets 
and cables hanging from it. Look for a great attract mode, put it in plain view and advertise. People are 
shy to ask; they don’t want to look like fools. If they don’t ask and you don’t tell them, your new 
attraction it’s just going to sit there in the corner.

4. What kind of Tech Support is there?

Tech support is essential in the day-by-day operations for a VR Attractions. There are many pieces of 
technology involved with VR, starting with the Headsets, cables, sensors, computers, and many others. 
Even though you might have a good tech manager at your facility, it’s also essential to have a good 
Tech Support Team, that’s there to help you when something might happen. Nobody wants to lose a 
Saturday because one computer required an update so make sure to look for Tech Support services 
that are quick to answer, easy to work with and fast in taking care of the problem.

5. Should I have faith in this VR Attraction?

It’s a weird question but it’s also very important. Like mentioned above, VR has a record, has a proven 
history that it can bring revenue and that it has a nice spot in our facility. But this does not apply to 
every VR Attraction out there so be careful to look for suppliers that can bring data on the table or that 
have a genuine experience in this field. VR Attractions are appearing and disappearing with every 
yearly trade show so choosing the right one and the right supplier, is one of the top priorities.

5 Must-Ask Questions Before 
Purchasing a VR Attraction 
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1.  Take advantage of NOW.  

For the development of any new project, especially mixed-use or destination attractions such as theme 
parks, planning can take several years before implementation can occur.  During the development process, 
sometimes unforeseen circumstances happen.  These can include economic setbacks, natural disasters, 
change in government or governmental policies, or even a global pandemic.  While these setbacks can 
impact progress, developers have to learn to meet these challenges head on and find new or evolving 
opportunities.  This generally means pivoting plans and thinking outside the box.  Waiting until conditions 
improve will only serve to delay the process in the end.  Even when economic times are hard, planning 
should not stop.  Keep activity progressing and be ready when conditions improve.

2.  Determine if the project is FEASIBLE.  

Many times, developers skip the feasibility process and this is a massive mistake.  A properly developed 
feasibility study is the first and most important step in any project.  How do you know if the project is viable 
if a feasibility study is not done?   Will the market support the project and does the concept fit?  Does your 
site meet all criteria for developing the project?  Do you have proper investment parameters so that you do 
not over or under capitalize?  Are you planning for the right project size?  The feasibility provides an 
incredible amount of information that drives the entire planning process from design through operations, to 
management, and future growth.  We call it your project roadmap.  Do not move forward without it.

3.  Get in the queue with VENDORS early.

The attractions industry offers a variety of vendors, suppliers, and manufacturers.  These vendors have other 
projects they are working on in addition to yours.  Developers and attraction vendors often plan their 
production and fabrication schedules several years in advance.  It is critical that, once you have your 
products and attractions selected, you reach out to these vendors, work through a purchase agreement, and 
get in their planning queue.  The last thing you want is to be caught short on your production schedule.

4.  Start early on generating programs for REPEAT VISITATION.  

Our industry thrives on repeat visitation, and this will continue.  The planning process is the time where you 
and your team must begin to develop important programs to encourage repeat visitation.  Sure, your shiny 
new attraction will be a major draw. However, your facility has to capitalize on short-term, limited-time 
events.  Our guests expect change and to see new attractions when they re-visit.  If they do not, there is a 
chance they will not return, nor bring their families and friends with them.  Build strong product and 
marketing programs that are designed to encourage repeat visitation.  It is the life’s blood of our industry.

5.  Always adapt to CHANGES IN TIMING.

The industry has been through many tough times and has always come out stronger than before because we 
are resilient.  We have adapted to changing consumer behavior, economic downturns, terrorist attacks, and 
now Covid-19.  We will get through this too, but it will take a willingness to adapt to changes as they occur.  
Know your market, demographics, target market, and overall market conditions.  Carefully monitor these 
factors regularly.  As the project progresses, changes will happen.  Make carefully thought-out moves at the 
right times, with a clear, yet flexible, critical path or project schedule.  Be patient, but be ready to address 
modifications at appropriate times.  At the start of each day, determine what can be learned from the 
situation in which you find yourself.  Adapt, adapt, and adapt, but keep the planning process moving forward. 

5 Planning Strategies for 
Proper Implementation
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1. How can I stay relevant?

It is difficult to look at a game-room that has gone into hibernation for the last few months, cleaned 
and prepared for reopening – without wondering if you have the right mix for the “stir crazy” audience 
that you will now be entertaining. The one thing about amusement entertainment is the need for fun 
and enjoyment, but also offering unique entertainment, compared to those they have on their phone 
and at home from their game systems. In a year with the launch of a new generation of gaming 
consoles, the need for our operations to focus on “Fun”, “Unique” and “Compelling” has never been 
greater.

2. Is VR still viable?

While some voice concern about Virtual Reality (VR), in a hygiene mad market – others are seeing that 
the audience is still interested in this compelling technology. The reality is that if you had not been 
running VR machines with a strict guidance to the safety and operation procedures promoted by the 
sector, then you were already in trouble! The need to be seen by the audience to offer safe and secure 
entertainment is essential, and with Hygiene and operation standards from the key VR manufacturers 
freely available, the operator is in good hands, to continue to profit from the audience’s interest in this 
platform.

3. Should I buy new hardware?

A question we get from many operators and new developers looking to manage investment, many 
feeling that the 2019 hardware they purchased has yet to really be used. The question is always 
countered by what is the competition to the operation – be it a new facility down the road, ensuring to 
offering something better than they can do at home (see point 1.) and the big issue – do the systems 
you operate look tired?

4. What should I look for in new trends?

The ability to see opportunities and apply them is a major part of the work we do at KWP, with other 
clients. Staying relevant is one thing, being ahead of the curve is the difference between profiting from 
popularity, and just making normal revenue. Now one trend we promoted two years ago has been 
forced into all our lives – that of smart payment linked to registration systems (including ticketless 
queue lines). Another area worth keeping an eye on will be the adoption of interactive wearables, and 
the use of Mixed Reality (MR), be in drone racing, virtual treasure hunts, and touchless game systems.

5. What is the biggest change I should make to my space?

The need to abide by new COVID physical distancing guidelines has allowed many operators to look at 
their game-floor with fresh eyes. Venues that have not touched the fundamental layout of their facilities 
placement of machines in years – now forced to take a hard-long look at the flow, clustering, and 
general presentation of the entertainment altogether. For me, the big change is remove “old thinking” –
create a better flow (even at the loss of some units), and ensure that you create an attractive and 
inviting place to play – remember we are in the “entertainment business”!

5 Takeaways for Future 
Proofing Your Game Room
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1.  Understand your visitors’ expectations post-Covid

The majority of returning visitors have new expectations regarding cleanliness, safety, and social distancing.  
These visitors are receptive to adaptations, provided those changes help solve concerns around staying 
healthy while having fun.  If you have introduced solutions to reduce queues to purchase tickets, order food, 
or go on rides, you have solved social distancing (by avoiding crowds), and introduced a more seamless and 
pleasurable experience.  However, while expectations around health and safety are common amongst nearly 
all visitors, there is often variance between expectations around convenience and efficiency.  A family with 
children will expect a different level of convenience than will an passholder in their 20’s.

2.  Know what the friction points are going to be

Once you know what the various visitor expectations are, you can map these against the types of visitor 
journeys to find friction points. These could be lines around particular quick-service food stalls, busy times at 
a certain merchandise store, or crowding around the ticket gates as people fumble for paper tickets. 
Understanding the friction points means you can effectively create the right solutions and implement the 
right technology now to alleviate these.

3.  What technology do I need?

There is certainly no point in installing new technology for the sake of it! Once you have data on your visitor 
expectations and friction points, you can understand the technology solutions you require, now and in years 
to come. 1) Mobile apps to order and purchase food, and have it delivered to their location will not only save 
time, but will also remove long lines at food stalls. 2) VIP areas and cabanas linked to the app can ensure 
visitors have a safe ‘space’ to enjoy food and drinks, while virtually queueing for their next ride. 3) Virtual 
queuing will become crucial post-Covid as parks look to ensure crowds are reduced. 4) Timed ticketing can 
ensure that while capacity is reduced, you can flip your gate multiple times throughout the day.

4.  How to ensure continued loyalty of visitors

Your visitors are your brand ambassadors. Once someone has visited, you want them to share the 
experience through social media and word-of-mouth. By delivering the very best experience, your brand 
ambassadors will do the work for you. But there are also other ways of ensuring loyalty. As mentioned, many 
parks will need to consider the use of VIP areas or cabanas so visitors can have a safe space to use, these 
could be offered as a single purchase, or could be included as part of the VIP package or annual membership 
pass. These additional benefits will be what makes a difference to visitors post-Covid. 

5.  Will this technology last, and what will it look like in the future

Whatever technology you decide will help you remove friction points, ensure it is not a one-hit wonder. 
Investing in the right technology now means you will remain competitive for years. The goal is to introduce 
technology that genuinely improves the guest experience, and that helps your attraction generate more 
revenue.  These days, the vast majority of your customer base thrives on a personalized experience, one 
where they feel your brand recognizes who they are, whether they are a VIP, and what they like to buy.  The 
technologies that will endure are platforms that help you aggregate customer spending data across all of 
your guest touch points, and which use artificial intelligence to generate predictive and prescriptive offers, 
incentives, and rewards for your visitors.  The right type of targeted incentives will encourage greater brand 
engagement, which in turn dramatically increases the frequency of your repeat visitors.

5 Tips to Re-Capture Visitor 
Engagement Post-Covid
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1.  Listen

There are many distractions we face in communication, and not listening is one of the most 
detrimental. We must remember that we actually do not “listen” with our ears, we listen with our 
minds, and sometimes the internal dialog we are having, or our own biases or preconceived 
notions, can prevent us from truly taking in the intended message. Practice intentional listening 
by focusing on the communication and the communicator, whether in person or in digital form.

2.  Self-assess

What situations do you find yourself in that you tend to have the most miscommunications? Is it 
when trying to relay important information to your team, praising an individual for great work or 
coaching an employee when their performance falls below acceptable standards? Most of us 
already have an idea of what these situations are, so this is a good place to begin to improve 
communication.

3.  Slow down

Many miscommunications happen when we are too frantic or hurried to truly listen and think 
about how our communication is being received. The best communication is C.L.E.A.R.; you show 
that you CARE through your words and actions, you LISTEN without distractions, you EMPATHIZE 
by understanding where the other person is coming from, you do your best to be ACCURATE with 
the information you have, and you are REAL by being authentic and genuine. Going through this 
“checklist” will not only help you slow down, but will also drastically improve the effectiveness of 
your communication.

4.  Seek feedback

Everyone has communication blind spots, and seeking outside feedback can help identify the 
trends that might be getting in the way of you developing stronger relationships or even 
advancing within your company. Feedback can be sought from peers, managers, assessments, 
business/executive coaches or coaching groups. Of course seeking the feedback is only the first 
step. You have to be open to listening to it and be willing to implement suggestions for 
improvement.

5.  Listen

That’s not a typo. Listening deserves two spots on this list because it is that important to the 
communication process. My Dad used to say that “we were given two ears and one mouth, so we 
should listen twice as much as we talk.” This is especially important when trying to learn about 
others or build relationships. When we can truly listen, it also communicates that we care, and 
that’s a message that everyone needs to hear.

5 Strategies to Improve Communication
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1.  Engage your guests in transformative experiences

In today’s competitive social, economic, and entertainment environment brand is the key differentiator moving people 
to make decisions about where to focus their attention, devote precious family time, and curate spending choices. In 
this rapidly evolving world, location-based entertainment is the essential pillar for any brand that wishes to compete 
and thrive. Successful LBE is more than just a layer of show or technology applied to the same old model. It is the 
adaptation of the brand’s identity into an extraordinary world that the consumer can become a part of. Ventures like 
Singapore’s Gardens by the Bay, Nike’s Unlimited Stadium Running Track, Disney’s Star Wars: Galaxy’s Edge, Lego 
Discovery Centers, Tiffany’s Style Studio, and the luxury real estate developments of high-end brands like Armani, 
Bugatti, and Lamborghini are all manifestations of strong brand storytelling. The relationship pf LBE and brand 
storytelling results in a powerful guest engagement that enhances the consumer / brand connection.

2.  Make sure your consumer is the hero of the story, not the brand

Brand storytelling is a collaborative act with the consumer. The consumer, like all of us, already has their own story, 
one in which they are the hero. The brands that succeed find ways to contribute meaningfully to that story. The brand 
fulfils the role of a guide, a mentor, a trusted source. If the consumer is Harry Potter, an LBE brand destination is both 
Dumbledore and Hogwarts all rolled into one. In LBE, the brand should empower and elevate the consumer. You want 
to introduce them to an extraordinary world where they can attain their highest aspirational self.

3.  You need a powerful value proposition to maximize delivering a great LBE experience

Whether you are launching a new and original IP or adapting blockbuster franchises like the Marvel Cinematic 
Universe and Star Wars to LBE, audience expectations about the future of brand identity are evolving. LBE is the set 
of tools we use to build worlds that maximize value to the consumer. At the heart of every great branded destination, 
no matter how complex or sophisticated, is an insightful value proposition, one that expresses the essence of the 
customer-brand relationship with simplicity and clarity. Just as how in a good film, every shot, every line of dialogue is 
in service of moving the story forward, in LBE, every feature of the world you create also serves to realize that value 
proposition.  

4.  Know your audience

While the value proposition expresses the dynamic at the heart of the customer-brand relationship, it tells only a small 
portion of the story. Guest engagement also requires a deep understanding of what makes your target audience tick 
on an emotional, social, and cultural level; what their problems, desires, habits, and aspirations are. The goal of a 
brand is to create content, environments, and experiences that the consumer wants to participate in. This requires a 
deep dive into understanding who they are and turning those insights into actionable results and interactions. To this 
end, you should also illustrate the entire Customer Journey Map. This allows you to analyze and understand every 
aspect of your brand’s intersection points with the consumer. An indispensable tool for a brand storyteller – a 
customer journey map also provides a deeper understanding of how the customer experiences your brand across all 
touchpoints. (Graphic by Raven Sun Creative)

5.  Be authentic to who you are

There are a lot of smart and talented people in the world, and many of them are providing essentially the same 
products and service you are, whether that is an LBE designer, a film about a hero’s origin story, a beach resort, or an 
entire cruise ship. Therefore, it’s your team’s collective presence, your attitude, your level of service, your knowledge, 
and the relationship you develop with the consumer that sets your brand apart. Create experiences that are a true 
reflection of you that the customer cannot obtain elsewhere. This requires a thorough understanding of who you are, 
and also an emphasis on leveraging the best intersection points of your brand’s mission, vision, values, and value 
proposition with your consumer’s journey.

5 Ways to leverage the power of Brand Storytelling 
through Location Based Entertainment
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1.  Make the buy button easy to find

The purpose of your website is to get people to book their visit online. Make the process as easy as 
possible and have a distinct booking button.  Highlight the button in a colour that’s complementary to 
your brand but stands out from the rest of the navigational buttons, use a clearly defined contrast and 
add a labelled icon next to the button which screams BUY TICKETS.  The best place to add this button 
is in the top right of the page. Don’t forget the mobile experience! Instead of hiding the button within 
the burger menu, give it a standalone icon.

2.  Streamline the booking journey

Remove any items that distract from making the payment. Streamlining the main navigation by 
removing any navigational links. Label buttons clearly to ensure users know what to expect when they 
click. Instead of saying “continue”, say “continue to payment”. Let users know exactly how many steps 
they need to take to purchase their tickets and what stage they’re currently at. Make sure there’s either 
a review order page or a basket overview on each page of checkout. Users need to feel confident 
they’ve made the correct selection before they proceed with their payment.

3.  Improve your website’s speed

Having a 1 second delay in a page’s load time results in 11% fewer page views, 16% decline in 
customer satisfaction, and a 7% decrease in conversions. Your website’s speed matters to your users. 
If they can’t locate information or book tickets quickly, they’ll look elsewhere for their magical day out. 
Large and unnecessary images have a considerable part to play in slowing down your website, so make 
sure every photo serves a purpose and is optimised for the web. Additionally, caching makes websites 
faster because it means a page’s content is readily available and doesn’t have to be retrieved from its 
source each time someone visits.

4.  Use chatbots for effortless communication 

63% of people would consider messaging an online chatbot to obtain “quick emergency answers”, and 
37% of people said they would make a purchase through a chatbot. This way of communicating 
improves trust and brand loyalty.  There are tons of off-the-shelf chatbots available, including ChatBot, 
a platform that doesn’t require coding experience. It lets you create bots that can answer customer 
questions, gather feedback or streamline the buying process.

5.  Focus on offers that add value

As we’re all blinding aware, attractions are currently operating at reduced capacity.  With that in mind, 
attractions need to embrace strategies that will generate more revenue from existing audiences.  
Research shows people are more likely to spend more when they’re already making a purchase, which 
means it’s in your interest to create as many additional buying opportunities on the booking journey as 
possible.  Two ways to do this are through upselling and cross-selling. For example, if a guest 
purchases a ticket for your theme park, you might try and upsell them a VIP ticket.

5 Tips to Improve Your Guests’ User 
Journey (so you convert more bookings)

Presented by:

SUPPLIERS SPEAK NOVEMBER 2020

https://www.rubbercheese.com/visitor-attractions


https://www.simpl
ylegal.co/

1.  Focus on repeat customers

A customer appreciation gesture such as special discounts, birthday cards, and constant communication 
keep your company “top of mind”. Excellent service is also crucial when it comes to converting 
customers to repeat business. 

Perks? You will avoid some of the marketing cost and time that it takes to secure future business, while  
building a strong relationship with your current network. 

2.  Build a sales funnel

Streamline and focus your marketing with clear, intentional strategies to attract potential customers at 
each stage.  This will assist you in identifying the company’s sales process and provide accurate 
analyses of conversion at each step of the funnel. Additionally, this will help you see the bigger picture 
in your forecasts: If I reach X amount of people, I will get in touch with Y of them and convert Z. 

According to Salesforce, 68% of companies have never attempted sales funnels, and 79% of marketing 
leads failed at the sales conversion stage. 

Friendly tip, there are many free tools online that can help you get started with creating a funnel.

3.  Conduct a competitive analysis

Identify direct competitors and research their products, prices, sales, and marketing strategies. If you 
effectively track and stay up to date on how your competitors are performing, you can gain a 
competitive advantage.  Also, this analysis and understanding can help your company be flexible and 
identify the opportunities to outperform the competition.   Yelp is an excellent tool where you can 
perform a basic competitor analysis and use the data to improve your product offering or services.

4.  Utilize your personal network

This is a classic and directly related to the first tip. Until the rise of Search Engine Optimization and 
Search Engine Marketing, most of our potential new clients came from word-of-mouth referrals, which 
would commonly be directly traced back from our current or past clients. 

LinkedIn, for example, is a platform to do low-effort networking and promote your business and the 
products you’re interested in. It is also a great way to give and receive recommendations. 

5.  Don’t forget legal and tax issues

How will you structure your business? Will it benefit from being an S corporation, a C corporation, or a 
limited liability company (LLC)? Does your business need workers' compensation insurance, a special 
license, etc.? What form do you need to operate and protect your business?  When leasing a 
commercial space, will you be required to sign as a personal guarantee?

5 Strategies to Set Your Business 
Up for Success Today
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1.  Prospect (find and target your ideal buyer)

When you time-block at least 25% of your work week and dedicated that time to building new business, 
your success in sales will be changed forever!

2.  Connect (develop rapport)

What you'll learn as we dive deep into the sales process is that connection in and of itself isn't the thing 
that will make you a great salesperson. Rather, I believe connection is the first step in a multi-tiered 
sales process. Learning to do it well can make all the difference in your success.  For me, the big 
learning came when I realized that people wouldn’t necessarily buy from me just because they liked 
me. There is a lot more to the sales process than being able to connect with the right kind of buyer. 
You must look closely at how to strengthen the connection part of the process and use that strength as 
the foundation for creating lasting relationships that in turn create lifetime customers. When you 
connect well with others, a deep sense of trust and comfort appear.

3.  Qualify (understand what the buyer wants so you can sell them that)

I’ve always said, “Find out what the customer wants and then sell them that!” It seems too simple, but 
it works. Once I figured out that it was not about me or my product, I got really curious about the 
buyer. What makes them tick? What is it about them that would make my product or service 
irresistible? I can't know these things if I don't get super curious about what's going on with the buyer. 
If I could reshape each salesperson’s brain so they feel more like a journalist or a private detective than 
a sales rep, then it might be easier to teach the qualification part of the sales process.  Full disclosure: 
qualification is my favorite part of the sales process. It’s so much easier to be interested in the buyer 
than to try to work interesting information about my product into the conversation.

4.  Purpose (present a solution that adds total value to what the buyer wants and needs)

The most important thing to remember is that you want to be in constant conversation with the buyer. 
Often times, once we start talking about our products or service, it can be so easy to switch the 
dialogue into a monologue. And you don’t want to do that.  People always say you must be sold on your 
own product in order to sell it to others. I think you must be sold on what your product can do for 
others and focus more during your proposal on the buyer's needs as it relates to your product. Our 
products often have features and benefits that mean a lot to us as sellers and we feel obligated to 
share all that information—like sharing all the details adds value. But I've found that great proposals 
include only the features and benefits that match the desires of the buyer. If not, you’re wasting your 
air and the buyer's time. And worse, you may confuse the buyer or complicate the sale altogether. 

5.  Close (ask for the order)

Closing the sale may seem like the most important part of the sales process. But I’ve found that when 
you get the other steps right, closing becomes the quickest step. That may sound odd but, honestly, 
every step prior to asking for the order is a setup for this part of the process. You can't simply wait for 
the fish to jump in the boat. You must make a request of the buyer. I call this the “next step” moment.

5 Necessary Steps to Execute 
a Winning Sales Process
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1.  Ask questions

Not all OTAs are the same. Find out what your options are for calendar and booking 
management, what reservation system integrations are offered, and what communication 
options are available to you if you have account needs. Most importantly, determine if 
you have to take any action to get paid.

2.  Incorporate your OTA’s marketing plan into your marketing plan

Too many operators think of OTAs as competitors. Instead, you should try and 
understand how OTAs will market your product so that those efforts can be incorporated 
into your overall marketing plan, rather than being treated as ancillary to or in 
competition with that effort. Focus your touch points on prospects that are not being 
reached by OTAs and get more reach out of your marketing dollars.

3.  Let OTAs be the expert

Staying up-to-date on digital marketing trends is no easy task. Likewise, hiring someone 
who is highly skilled in things like google adwords, retargeting, cart abandonment, and 
other digital marketing strategies isn’t cheap. For many businesses, it’s not even an 
option. The commission you pay to an OTA should be considered part of your digital 
marketing budget. Remember, you don’t have to do everything yourself.

4.  Develop a plan for turning OTA business into direct business

Brand new customers are the most expensive to acquire. If an OTA is doing its job, it will 
bring you new customers you aren’t reaching on your own. Let OTAs bear the high 
acquisition costs of these new customers and focus your efforts on building a retention 
plan that will turn your OTA business into direct business.

5.  Use your OTA partners as an industry resource

OTA team members have access to important industry data and can be a valuable 
resource in helping your business grow. Take advantage of their expertise by asking for 
industry insights, pricing strategy ideas, and suggestions based on lessons learned in 
your market and beyond.

5 Tips for Working with Online 
Travel Agencies (OTAs)
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1.  Begin with the end in mind

Know what you want your outcomes to be before you start. Whether you are starting your technology 
journey or planning for the next season, articulate the outcomes that are intended. Post-mortems are a great 
way to look back on what worked and what didn’t, but they don’t allow for course corrections that might have 
saved time and/or money when it mattered. Pre-mortems allow you to be smart from the start. Use your 
previous season’s data to forecast the upcoming year, set KPIs, and determine what data you need to collect 
to fill in the gaps. Now you’re positioned to stay on track, and if you miss a benchmark? Recalibrate in real-
time, rather than waiting until it’s too late, making decisions based on facts, not opinions.

2.  When it comes to technology, sometimes less is more

The key to technology adoption is finding that sweet spot of ‘just enough’. Not enough and you’ll have gaps 
in your data and your guest experiences won’t be seamless or personalized. Too much however becomes a 
distraction and can interrupt the flow of your attractions. Technology is there to enhance experiences and 
improve operations—in the background. Technology is not the attraction. Knowing your goals will help 
determine how technology can help; applying it strategically will set your attractions on a new trajectory that 
will have guests coming back. Think about it in these terms, does anyone need an IP-enabled fridge?

3.  Engage your audience to know them better

It might seem cliché, but do you truly know who your guests are? Sure, you’ve got a good idea of where 
they’re coming from, how many are season pass holders, and if you get more families versus other types of 
groups. But, do you know their age? Gender? Likes? Dislikes? This information is there for the taking, you 
just need to know how to mine it. In a mutually beneficial exchange, guests are happy to give you their 
information when you give them perks in return. These perks don’t necessarily have to cost you anything. 
Offering personalization to those that want to stand out will work for some personas. Appealing to others’ 
competitive sides with recognition for completed tasks will work for other groups. When you know what 
makes your guests tick, you can plan smarter and serve them better. Trust is the basic currency of business, 
if your ask for data is perceived as a fair and equitable transfer, you are building trust with your guests.

4.  Put your data to work

The value of data increases when it has context. Disparate pieces of data can’t tell you a whole lot but put 
them together and now you have information. Knowing that the dispatch rate on a water slide dropped isn’t 
all that helpful. Being able to overlay your staffing report and seeing that it dropped after a shift change now 
gives you insight. That value of that insight increases exponentially when the right people know it 
immediately and can act on it when it matters, not at the end of the day when it’s too late. 

5.  Eliminate silos

In the scope of the technology ecosystem, there are applications that address specific business needs and 
there are platforms that bring the systems together. Platforms benefit guests through frictionless experiences 
and benefit the operator by providing context. Having siloed systems makes it almost impossible to provide a 
high value differentiated guest experience and generate valuable insightful information in a timely manner. 
Find a platform to interconnect all the separate facts and figures that your venue produces everyday and that 
then weaves it all together into meaningful insights to improve your operations and your guests’ experiences. 

5 Recommendations for Creating 
Technology Enabled Smart Parks
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Need more inspiration?  Each of the suppliers featured in this e-book 
also provided video messages answering the following questions:

1. How have you continued to serve your clients and industry since 
the pandemic began?

2. What shifts have you made to your business model?
3. What would you like your company’s message to the industry to 

be?

To see the responses, visit www.attractionpros.com/suppliers-speak.  
From there, you can access each supplier’s exclusive page and get ahold 
of each one directly.

SUPPLIERS SPEAK NOVEMBER 2020

Suppliers Speak
Attractions Industry Providers 
Share their Messages

Podcast

Also, if you haven’t already, make sure to 
subscribe to the AttractionPros Podcast.  
Each week, Matt Heller and Josh Liebman 
interview top leaders within the 
attractions industry and discuss some of 
the latest issues facing the industry today.  
Subscribe on iTunes, Spotify, or YouTube.

http://attractionpros.com/category/podcast/
http://www.attractionpros.com/suppliers-speak
https://podcasts.apple.com/us/podcast/attractionpros-podcast/id1287514335
https://open.spotify.com/show/5PkkgObJ7IHZiGyCubMkmj?si=_RnMNQdzSKy-NSIPZca1Rg
https://www.youtube.com/channel/UClh2UEVVdvGHu5ZC6qazAsg
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We would like to extend our sincere gratitude for each of the suppliers who 
contributed valuable content to this resource.  We encourage you to click on the 
logos below to learn more and get in touch.
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