Attraction Development &
Expansion: Taking the First Steps

IAAPA Attractions Expo 2009 Workshop
November 18, 2009

Presented by:
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A Different View
www.adifferentviewonline.com
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BEFORE YOU BEGIN, PLAN

“*He who falls to plan, plans to fail.”
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PROJECT FAILURE

Poor planning

Reliance on “gut feeling”
Poor execution

Loss of control

Cash crunch and
foreclosure

and Expansion

.
-
)
&
Q.

O
)]
>
D

A
-
@)

+—
&)
qy)
| -

)

.

<

& E




WHERE DO | BEGIN?
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WHERE DO | BEGIN?

e Architect?

e Feasibility Study?
* Fundraising?
 Master Planner?
e Business Plan?
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TODAY'S DISCUSSION

 The “Big Idea” and

:
-
o2 your goals.
% § * Planning: Strategic,
s Feasibility, Visitor
20 Research, Business
g © planning
2 e Design

* Financing
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STRATEGICALLY PLANNING
YOUR PROJECT

e What is your goal?
— Looking to build a new
attraction?

— Renovating an existing
attraction?

— Redeveloping an area?
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STRATEGICALLY
PLANNING YOUR PROJECT

Have you strategically looked at
your project?
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STRATEGICALLY
PLANNING YOUR PROJECT

=
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o2 « SWOT Analysis
> 3 » PESTE Analysis
a3 .

c L] e Competition

O ©

5 c * The market

g  Location

< « Brand
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STRATEGICALLY

= PLANNING YOUR PROJECT
E

S .9 SWOT Analysis

e g

al

— i Strengths

% cEE Weaknesses

i Opportunities Z!

< Threats
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STRATEGICALLY

= PLANNING YOUR PROJECT
E - _

o = PESTE Analysis

> ] Political

iy Environmental

= Social

O G _

S Technological

< Economic
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STRATEGICALLY

» Sign up for their
newsletters

» Look at their website
frequently
» Observation

» Research

= PLANNING YOUR PROJECT
)
3 = Competition
- @ Really know your
> @ competition!
o
g n Tips:
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STRATEGICALLY
PLANNING YOUR PROJECT

Your Market

 Know your
ViSitors.

e Understand
consumer trends.

 You can’t be
everything to
everyone.

e Resource reality
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STRATEGICALLY PLANNING
YOUR PROJECT

— =8
 |dentify and visit

similar attractions '5\
(comparables) N

« Complete a
feasibility study.
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LOCATION

Rule # 1: Location, location, location.
Rule #2: Read rule number one again.
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YOUR BRAND

 What image do
you want your
visitors to have of
you?

and Expansion

 What brand values
will you live by?

Attraction Development



YOUR BRAND

 How will you
deliver your
brand?

§  How will you
manage your
brand?

Attraction Development
and Expansion
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STRATEGICALLY PLANNING
YOUR PROJECT

What can go wrong?
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FEASIBILITY STUDY PURPOSE

 Evaluates the

c
=

c
S% potential
D
> § * Required for
iy financing
=S=8 - Conducted by
O @© .
© Independent
b expert
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FEASIBILITY STUDY STEPS

e Site & area
Evaluation

e Industry trends
 Market analysis

e Concept
development

* Financial analysis
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FEASIBILITY STUDY DECISIONS

e Do it yourself?

e Team vs One-Stop
Shop approach?

e Charrette?
 Which consultant?
e Accept the results?
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AFTER THE STUDY

e What If the site
moves?

 What If the concept
changes?

 What If we spend
more than the
warranted
Investment?
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and Expansion
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DIMINISHING RETURNS

T Critical Mass

Diminishing Return

————

Over-Capitalized

est Return on Assets

" Under-Capitalized —Revenues

—Expenses

Asset Value




EXPANSION PLANNING

 Expand regularly

» Consider = PR SO
replacement

e Learn from others

* Analyze your own
past experience

o Target different

-
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MASTER PLANNING

PHASE-1: THEME PARK
(approx. 100 acres)

CUASTER VISIBLE =~ ———t 1 i
FROM THE HIOHWAY FREATHE FOHN

HOMESTEAD EXTENSION
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MASTER PLANNING

S

Attraction Development
and Expansion
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CONCEPTUAL DESIGN
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CONCEPTUAL DESIGN
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Attraction Development
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CONCEPTUAL DESIGN
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DESIGNING THE BEST
VISITOR EXPERIENCE

GOAL.: Designing for your
visitors (not for you!)
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DESIGNING THE BEST
VISITOR EXPERIENCE

How can | test design ideas
on my target market?

and Expansion

How can | analyze my
visitor experience?
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DESIGNING THE BEST
VISITOR EXPERIENCE

Experience DNA™ Example
Things to consider:

1. Visitor flow and mix of
components: rides, shows,
exhibits, walkthroughs,
activities.
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DESIGNING THE BEST
VISITOR EXPERIENCE

Experience DNA™
Example

Things to consider:

3. Quality of an
experience —
psychological
engagement.

Decrease =
Increase =
2
I
(5]
>
Element Element o
Group ©

3-5 years
6-10 years
11-16 years
17-25 years
26-40 years
41-65 years
66+ years

Skills and
Senses

Contact with animals

Using your hands

Hearing

Smelling

Entertainment you look at

Window shopping

Tasting

Touching

Viewing animals close up

Viewing animals further away

Action and
Activity

Artistic activities

Competition

Rides/Machine you control

Interactive computer displays

Being part of the entertainment

Internet activities

Push buttons and pull levers

Physical activity

Something that’s different each
time

Spending money

Gambling/risk taking

Motion

Gentle motion

Complicated motion

Sudden movement

Acceleration

High speed

Going round and round fast

Simulated motion




DESIGNING THE BEST
VISITOR EXPERIENCE

Experience DNA™ Example
Things to consider:

4. Quantity of experience.

and Expansion

5. Capacity issues.
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DESIGNING THE BEST
VISITOR EXPERIENCE

Experience DNA™ Example
Things to consider:

6. Did | learn something
new today?

/. Value for money.

8. Staff interaction.
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DESIGNING THE BEST
VISITOR EXPERIENCE

Mistakes made:

1. Not considering a
holistic approach to
visitor experience.

and Expansion

2. Not considering
some of the research
already out there.
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BUSINESS PLAN

QUESTION?

What's the difference between a
feasibility study and a business
plan?

Economically feasible vs how are

you going to operate the
business?



BUSINESS PLAN

How are you going to
operate this
attraction?

=
=
- ..
=il Decisions you have to
— O
= make:
D -
a L%l Who are you writing
= this for?
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BUSINESS PLAN

Mistakes people have made with
business planning:

* Not setting budgets based on long
term strategy — too short-sighted.
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 Not having the right people
managing.
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BUSINESS PLAN

Mistakes people have made with
business planning:

 Wrong assumptions:

If | build it they will come.
Market analysis

My attendance will go up each
year.

Ratio’s versus reality
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BUSINESS PLAN

-

qg) Bl Mistakes people have made with

i&.g business planning:

| Ll>j e ['ll cut

_5 e marketing

TS budget first.

E  Not supporting

their brand

Ao identity.
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BUSINESS PLAN

Mistakes people have made with
business planning:

 Not considering
how to deliver
the best visitor
experience.
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BUSINESS PLAN

=

)

g = PRACTICAL TIP i
2% Bl
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0 x Be involved in

s = writing the plan. |
— C 7 > = '. '__,
g © Choose the right s
E advisor to help . |

determine model.
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FINANCING ASPECTS

* Planning package SRR
« “Seed money” P v
* Funding mix

e Debt-Equity mix
e Leveraging

» Collateral

o Credit-worthy
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FINANCING DECISIONS

e Profit vs Non-Profit?
e Sponsorship?
 Buy vs lease?

e Commit assets for
loan?

» Personal guarantee?

e How much financial
risk?
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Questions?

and Expansion

Sylvia Matiko
A Different View
www.adifferentviewonline.com
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