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INTRODUCTION
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BEFORE YOU BEGIN, PLAN

“Have a plan. Follow the plan, and you'll be 
surprised how successful you can be. Most 
people don't have a plan. That's why it's is 
easy to beat most folks.”

Paul "Bear" Bryant, University of Alabama 
Football Coach
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PROJECT FAILURE

1.  Reliance on “gut feeling”
2. Poor planning
3. Poor execution
4. Loss of control 
3. Cash crunch and 

foreclosure
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WHERE DO I BEGIN?

• How do I plan for 
something like this?

• What questions do I 
need to ask?

• Who do I contact to 
help me?

• How can I avoid 
mistakes that other 
have made?
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WHERE DO I BEGIN?

• Architect?
• Feasibility Study?
• Fundraising?
• Master Planner?
• Business Plan?
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TODAY’S DISCUSSION

• The “Big Idea”
and your goals

• Planning 
• Financing
• Design
• Construction
• Pre-Opening
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TODAY’S DISCUSSION

For Each Step:

• What are the 
goals of each 
step?

• What options and 
decisions may I 
need to make?

• What can go 
wrong?
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STRATEGIC PLANNING
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STRATEGICALLY PLANNING 
YOUR PROJECT

• What is your goal?
– Looking to build a new 

attraction
– Renovating an existing 

attraction

– Redeveloping an area



A
ttr

ac
tio

n 
D

ev
el

op
m

en
t:

F
ro

m
 Id

ea
 to

 O
pe

ni
ng

 D
ay

STRATEGICALLY PLANNING 
YOUR PROJECT

• Why?
– Money

– Creative triumph
– Legacy

– Brand building
– Mission



A
ttr

ac
tio

n 
D

ev
el

op
m

en
t:

F
ro

m
 Id

ea
 to

 O
pe

ni
ng

 D
ay

STRATEGICALLY PLANNING 
YOUR PROJECT

• SWOT Analysis
• PESTE Analysis
• Competition
• Your market

“If we build it they will come”
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Practical Advice for Developers

Attraction development is a 
business venture, not a 
creative exercise. You 
have to be comfortable 
with the risks involved.
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Practical Advice for Non-Profits

Balance mission versus 
margin!
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CONCEPT 
Goal:  Come up with a well-thought out 

concept that can be tested.

“The Big Idea”
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CONCEPT

• Know your visitors
• Understand 

consumer trends
• You can’t be 

everything to 
everyone 

• Resource reality
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CONCEPT 

• Identify and visit 
similar attractions 
(comparables)

• Research the 
competition

• Complete a 
feasibility study
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CONCEPT 

What can go wrong?  

“Scope creep”
Not honest about the competition
Cookie cutter approach
Not understanding your visitor
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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?

• What brand 
values will you 
live by?
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YOUR BRAND

• How will you 
deliver your 
brand?

• How will you 
manage your 
brand?  
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Questions on Topics We’ve 
Discussed So Far?
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FEASIBILITY STUDY
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FEASIBILITY STUDY PURPOSE

• Evaluates the 
potential 

• Required for 
financing

• Conducted by 
independent 
expert
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FEASIBILITY STUDY STEPS

• Site & area 
Evaluation

• Industry trends
• Market analysis
• Concept 

development
• Financial analysis
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FEASIBILITY STUDY DECISIONS

• Do it yourself?
• Team vs One-Stop 

Shop approach?
• Charrette?
• Which consultant?
• Accept the results?
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AFTER THE STUDY 

• What if the site 
moves?

• What if the concept 
changes?

• What if we spend 
more than the 
warranted 
investment?
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DIMINISHING RETURNS 
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FINANCING
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FINANCING ASPECTS

• Planning package 
• “Seed money”
• Funding mix 
• Debt-Equity mix
• Leveraging 
• Collateral
• Credit-worthy



A
ttr

ac
tio

n 
D

ev
el

op
m

en
t:

F
ro

m
 Id

ea
 to

 O
pe

ni
ng

 D
ay

FINANCING DECISIONS

• Profit vs Non-Profit?
• Sponsorship?
• Buy vs lease?
• Commit assets for 

loan?
• Personal guarantee?
• How much financial 

risk?
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Questions on Topics We’ve 
Discussed So Far? 
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BUSINESS & MARKETING 
PLANS
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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?
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BUSINESS PLAN

Decisions you have to 
make:

Who are you writing 
this for?

How are you going to 
operate this 
attraction?
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BUSINESS PLAN

Mistakes people have made with 
business planning:

• Not setting budgets based on long 
term strategy – too short-sighted.

• Not having the right people 
managing.
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BUSINESS PLAN

Mistakes people have made with 
business planning:

• Wrong assumptions:  

� If I build it they will come. 
� Market analysis 
� My attendance will go up each   

year.  
� Ratio’s versus reality
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BUSINESS PLAN

• I’ll cut 
marketing 
budget first.

• Not supporting 
their brand 
identity.

Mistakes people have made with 
business planning:
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BUSINESS PLAN

• Not considering 
how to deliver 
the best visitor 
experience.

Mistakes people have made with 
business planning:
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BUSINESS PLAN

PRACTICAL TIP

Be involved in 
writing the plan.

Choose the right 
advisor to help 
determine model.
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MARKETING PLAN

Different to a business plan but is based on 
the goals for the business.  

Decisions you’ll have to make:

1. Primary market
2. Budget – what’s it really going to take?
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MARKETING PLAN

Things that can go wrong:’

1. Under/over spent

2. Wrong assumptions

3. Business plan not    
realistic

4. Lack of market 
research
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DESIGN
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DESIGN

GOAL:  Designing for your 
visitors (not for you!)



A
ttr

ac
tio

n 
D

ev
el

op
m

en
t:

F
ro

m
 Id

ea
 to

 O
pe

ni
ng

 D
ay

DESIGN DECISIONS

• How do I design for 
the best visitor 
experience?

• Who is our visitor?

• What architect, 
designer should I 
choose?
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DESIGN DECISIONS

• What’s the story?

• Consider your 
“SWOT”

• Consider consumer 
trends
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DESIGN DECISIONS

How can I test design ideas 
on my target market?  

How can I analyze my 
visitor experience?
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Questions on Topics We’ve 
Discussed So Far? 
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CONSTRUCTION & PROJECT 
MANAGEMENT
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CONSTRUCTION

• Budget over-runs
• Over-building 

occurs 
• Avoid fast-tracking
• Contingency fund is 

critical



A
ttr

ac
tio

n 
D

ev
el

op
m

en
t:

F
ro

m
 Id

ea
 to

 O
pe

ni
ng

 D
ay

CONSTRUCTION STEPS

• Cost estimates 
• Bidding
• Agreements
• “Ground 

breaking”
• Monitoring

• Completion 
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PRE-OPENING
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PRE-OPENING STAFFING

• Operating 
procedures

• Prepare schedules
• Hire staff
• Train operators
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MORE PRE-OPENING STEPS

• Start marketing
• Begin group 

sales efforts
• Buy and install 

equipment & 
inventory
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OPENING DAY

• “Soft opening”
• Treat media well
• Begin full operation
• Celebrate
• Think about 

expanding



A
ttr

ac
tio

n 
D

ev
el

op
m

en
t:

F
ro

m
 Id

ea
 to

 O
pe

ni
ng

 D
ay

Questions?

Sylvia Matiko
A Different View
www.adifferentviewonline.com

John Gerner
Leisure Business Advisors, LLC
www.leisure-business.com


