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@ WET ‘N WILD @ TOILETS — < )
@ SEAWORLD © SMOKING AREAS Direction map can be viewed on our website:
@ VILLAGE WALK @ EMERGENCY EXIT www.ushakamarineworld.co.za/about-us

(e GPS co-ordinates: 31°2'36"E, 29°52'0"S
Tel: 031 328 8000 | wwv /




Footfall
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2005 | 2006 | 2007 | 2008 | 2009 | 2010 | 2011 | 2012 | 2013 | 2014 | 2015 | 2016
mSW 669959 | 437446 | 395953 | 337953 | 289376 | 270812 | 260812 | 255284 | 239730 | 245841 | 291540 | 271308
BWW | 142772 | 172259 | 208703 | 186620 | 106941 | 88495 | 83022 | 66292 | 51953 | 59505 | 63245 | 86197
m COMBO| 254727 | 229942 | 159251 | 214268 | 334515 | 427009 | 502912 | 497079 | 527168 | 472139 | 389532 | 427522
mDC 31882 | 67498 | 78368 | 79980 | 60118 | 61130 | 49671
W UKW 41068 | 85061 | 79761 | 71234 | 79086 | 61282

uShaka has been showing positive growth in footfall but at decreasing rate , this
indicates the need to reinvent the park in terms of attractions ,new offerings and

possible exploring other revenue sources . ‘%
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Global trend: Guest experierice
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about the company

A CUSTOMER RELATIONSHIP MANAGEMENT: Captures immediate resp
of customer to its encounter with company
I What a company knows about a customer
i ¢CNF Ol Ay3d OdzaG2YSNARQ |OlA2ya | FOSNI O
A PHYSICAL ENVIRONMENT FACTOR, main themes being:
I ambiance
I space/function/amenities
I design
I and signs/symbolsitifacts
A SOCIAL INTERACTIONS FACTOR:
I Interactionswith staff (professionalism, attentiveness/customization, attitiide
I Interactionswith other guests.

Theresults offer valuable insights to managers regarding dimensions of guest
experiences and possibieisperceptions y
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Short Term Goals 1 to 3 yeal.s .

STRATEGIC FOCUS A
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Guest Value proposition

Results of the Study
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The UMW Guests: In Context

SeaWorld
Thedistribution of visitors is skewed to the adult market.

Justunder a third of the visitors to Sea World are under 16 years of age, another third between the ages o

26 and 40 and &urther third are over 40.SeaWorld is thus appealing to an older marketver half (
63%) ofthe total visitor population are over 26 yearsage

Theadult market will be influenced by visits from international tourists.
In order to encourage repeat visits Sea World needs to address its appeal to the younger age groups.

WetWy 2 Af R
Wety Q 2 AfR |LIJSIFEa G2 Ffft | 3S 3INR-ddad verhaldKe6+). st a
we would expect, ihasfar more appeal to kids and teenagers than Sea World.
TheO - 16 age groups form 43% of the total.
Afurther 40% if visitors to Wet n Wild fall into the 140 age group.
Only19% of the visitors are over 40 years
Thisdistribution is fairly typical of water parks as parents accompany their children.
It is more geared toward the younger market than is Sea World.
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Distribution of Visitor Time

A Distributionof Visitor time comes largely from the
TrackingStudies, which givesn account of how
visitors spend their time In aattraction.

A Thegraphs below represent an average across all age
groups, indicators being:

I Theamount of time the visitor is actively engaged in a
component e.g. on a ride, watching a show or viewing an
exhibit.

I Thetime spent watching other visitors.

I The transient timeis time spent walking or moving
between components or amenities.

I The timespent queuing for or using amenities ( food and

beverages, toilets, retall, lockesic). iy



Sea Worlu

All Ages

m 9.03%

H 21.95%
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B 61.46%

H 5.46%
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Distributionof VisitorTime:
Sea World

Output: Distribution of Visitor Time Sea World

A Onaverage, visitors are engaged for about 60% of their overall
time, which is considered high.

A Queuingtime is very lowc

A Amenitytimeisverylowdi’z 2F UKS GJAAAG2NEQ

amenities (ticket purchase, toilet breaks, walk through the shop and
time spent consuming food and beverage)

A Spectatingtime is watching other guests within the aquarium such
as those swimming in the tanks (Ocean Walker and SnorKelling

A Transienttime is time spent moving between the exhibits

A Overallthis graph represents an attraction which tires people out,
with little opportunity to rest, recharge or spend money. The
current retail space is not optimising visits or spend




Wet and Wild\WaterPark

All Ages
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Distributionof VisitorTime: Wet and
Wild

Output: Distribution of Visitor Time2 SG y Q 2 Af R
A Onaverage, visitors are active for about 40% of their overall time, which is reasonable
considering the stay length of the attraction.

A Queuingtime is about average compared to other water theme parks around the world
although can become quite high during peak times.

A AmenitytimeisgoodH 1372 2F GKS QGAAAG2NRQ GAYS Aa aLls
secondary spendhowever, there is excessive queuing in amentigarticularly F&B
outlets. 27% of visitor time represents approximately 49 minutes in a typical three hour stay.

Overallthis graph represents a good distribution of visitor time in an attraction of this size and
type

i~ J"ﬁ:&jh

T

ey

onlimited Fon




Analysis of Components per Offering

Typesof Component- Sea World

A Themajority of the components in Sea World are exhibitiemich is to be expected from
an aquarium. However, visitoese easil\bored with a preponderance of exhibits and to
avoid this there is a need for a wider variation of waysmjaginghe visitor to make the
experience more appealing.

A Feeding shows occur @nregular basis. Shows within the aquarium help to slow the
experience down. The introduction of regukrows- not only those associated with feeding
will enhance the current visitor experience.

A Inthe initial investigation the activities also included as walkthroughs (due to the immersion
experience) were OceaWalker Snorkel Lagoon and Shark Dive

A Thereare no rides in Sea World. This is a missed opportunity for secondary spend. Rides on
marine theme aimed agoungerchildren will add to their experience of the aquarium
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Graphical illustration: Sea Worla







