










Footfall

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 . 



Global trend: Guest experience
Å /¦{¢ha9w 9·t9wL9b/9 a!b!D9a9b¢Υ /ǳǎǘƻƳŜǊΩǎ ǎǳōƧŜŎǘƛǾŜ ǘƘƻǳƎƘǘ 

about the company
Å CUSTOMER RELATIONSHIP MANAGEMENT: Captures immediate response 

of customer to its encounter with company
ïWhat a company knows about a customer
ï¢ǊŀŎƪƛƴƎ ŎǳǎǘƻƳŜǊǎΩ ŀŎǘƛƻƴǎ ŀŦǘŜǊ ǘƘŜ ŦŀŎǘ

Å PHYSICAL ENVIRONMENT FACTOR, main themes being:
ï ambiance, 
ï space/function/amenities, 
ï design, 
ï and signs/symbols/artifacts

Å SOCIAL INTERACTIONS FACTOR:
ï interactions with staff (professionalism, attentiveness/customization, attitude)
ï interactions with other guests. 
The results offer valuable insights to managers regarding dimensions of guest 
experiences and possible misperceptions
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Short Term Goals 1 to 3 years 
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Guest Value proposition

Results of the Study



The UMW Guests: In Context
Sea World 

Å The distribution of visitors is skewed to the adult market. 

Å Just under a third of the visitors to Sea World are under 16 years of age, another third between the ages of  
26 and 40 and a further third are over 40. Sea World is thus appealing to an older market - over half ( 
63%) of the total visitor population are over 26 years of age. 

Å The adult market will be influenced by visits from international tourists. 

Å In order to encourage repeat visits Sea World needs to address its appeal to the younger age groups. 

Wet Ψƴ ²ƛƭŘ 

Å Wet ƴΩ ²ƛƭŘ ŀǇǇŜŀƭǎ ǘƻ ŀƭƭ ŀƎŜ ƎǊƻǳǇǎ ǿƛǘƘ ƭŜǎǎ ŜƳǇƘŀǎƛǎ ƻƴ ǘƘŜ ǾŜǊȅ ȅƻǳƴƎ όл - 2) and very old (66+). As 
we would expect, it has far more appeal to kids and teenagers than Sea World. 

Å The 0 - 16 age groups form  43% of the total. 

Å A further 40% if visitors to Wet n Wild fall into the 17 - 40 age group. 

Å Only 19% of the visitors are over 40 years 

Å This distribution is fairly typical of water parks as parents accompany their children. 

Å It is more geared toward the younger market than is Sea World.



Distribution of Visitor Time 

ÅDistribution of Visitor time comes largely from the 
Tracking Studies, which gives an account of how 
visitors spend their time in an attraction. 
ÅThe graphs below represent an average across all age 

groups, indicators being: 
ïThe amount of time the visitor is actively engaged in a 

component e.g. on a ride, watching a show or viewing an 
exhibit. 
ïThe time spent watching other visitors. 
ïThe transient time, is time spent walking or moving 

between components or amenities. 
ïThe time spent queuing for or using amenities  ( food and 

beverages, toilets, retail, lockers, etc).
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Distribution of Visitor Time: 
Sea World 

Output: Distribution of Visitor Time - Sea World 
ÅOn average, visitors are engaged for about 60% of their overall 

time, which is considered high. 
ÅQueuing time is very low ς
Å Amenity time is very low -ф҈ ƻŦ ǘƘŜ ǾƛǎƛǘƻǊǎΩ ǘƛƳŜ  ƛǎ ǎǇŜƴǘ ŀǘ 

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

Å Spectating time is watching other guests within the aquarium such 
as those swimming in the tanks (Ocean Walker and Snorkelling). 

Å Transient time is time spent moving between the exhibits 
ÅOverall this 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
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Distribution of Visitor Time: Wet and 
Wild 

Output: Distribution of Visitor Time -²Ŝǘ ƴΩ ²ƛƭŘ 

Å On average, visitors are active for about 40% of their overall time, which is reasonable 
considering the stay length of the attraction. 

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

Å Amenity time is good -нт҈ ƻŦ ǘƘŜ ǾƛǎƛǘƻǊǎΩ ǘƛƳŜ ƛǎ ǎǇŜƴǘ ƛƴ ŀƳŜƴƛǘƛŜǎ ǘƘǳǎ ƛƴŎǊŜŀǎƛƴƎ 
secondary spend - however, there is excessive queuing  in amenities - particularly F&B 
outlets.  27% of visitor time represents approximately 49 minutes in a typical three hour stay. 

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



Analysis of Components per Offering

Types of Component - Sea World 

Å The majority of the components in Sea World are exhibitions - which is to be expected from 
an aquarium. However, visitors are easily bored with a preponderance of exhibits and to 
avoid this there is a need for a wider variation of ways of engaging the visitor to make the 
experience more appealing. 

Å Feeding shows occur on a regular basis. Shows within the aquarium help to slow the 
experience down. The introduction of regular shows - not only those associated with feeding 
will enhance the current visitor experience. 

Å In the initial investigation the activities also included as walkthroughs (due to the immersion 
experience) were Ocean Walker, Snorkel Lagoon and Shark Dive 

Å There are no rides in Sea World. This is a missed opportunity for secondary spend. Rides on a 
marine theme aimed at younger children will add to their experience of the aquarium



Graphical illustration: Sea World
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