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ABSTRACT  

The objective of this study was to gain a better knowledge of managerial and operational issues of resorts’ 

animation and entertainment services. Animation programs provided by resorts are typically designed to meet the 

specific needs and wishes of two distinctive guest-segments – children and adults. Hotel businesses implement 

animation programs to increase market profile and attract repeat clientele; hence, from a business perspective. 

Since growing interest in active recreation and diverse entertainment is a persistent trend in the vacation industry, 

resort managers should, however, treat animation programs as an important service component with large poten-

tials to enhance the overall resort experience. 
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Introduction. The hotel industry is considered to 

be the most important branch of tourism and the most 

significant type of accommodation because of its abil-

ity to provide revenue and satisfy the needs of the 

guests. There is huge competition in the hotel industry 

so in order to be able to maintain or improve their mar-

ket positions and reputations; hotels need to develop in-

novations. Because it is not difficult to copy the inno-

vation ideas from each other, they have to think about 

building very special hotels for special target groups. 

Those who are working in this industry must be able to 

keep and attract new customers by satisfying their in-

creasing sophisticated demands. Tourists in particular 

are more than ever before looking for “new” and 

“unique” experiences. 

The word "animation" originates from Latin and 

has several meanings (soul, spirit, and feeling). So, "an-

imation" determines enthusiasm, inspiration, involve-

ment in the movement, activities to stimulate vitality. 

Nowadays animation and entertainment services 

have become a constituent part and are playing an im-

portant role as a special function in hotel businesses. 

This is probably due to the constantly increasing re-

quirements of hotel clientele for better service and an 

integrated holidays experience in resorts. Animation 

services encompass every activity offering movement, 

joy, leisure and spectacle, such as games, sports, shows, 

events, etc. From a business perspective, the main aims 

of resorts managing and operating such services are:  

 to offer a wide spectrum of recreational oppor-

tunities to their guests;  

 to enhance and improve their reputation, cus-

tomer loyalty and, par extension, to increase occupancy 

rate;  

 to gain a competitive advantage in a very diffi-

cult market [1].  

Hotel owners and managers have discovered how 

important it is to give a lasting memory of each tourist’s 

stay in their hotel, thereby creating a constant usage of 

facility and recommendation for other prospective tour-

ist in future. 

Literature suggests that animation and events con-

tribute to enhancing visitor experiences. Resorts, muse-

ums, heritage sites, and theme parks all develop pro-

grams of events. Attractions and facilities all over the 

world have realized the advantages of animation. In this 

regard, hotel and other tourism related businesses often 

offer similar animation programs and events to render 

their guests’ experience more enjoyable. Animation / 

recreational services have become a constituent part of 

the hotel businesses offering, aiming at providing an in-

tegrated holidays experience. Hence, it might be 

stressed that hotels have ‘borrowed’ some ideas from 

entertainment methods and techniques implemented 

since 1970’s by holiday clubs and all-inclusive resorts. 

These activities are mainly classified into two areas: 

Performing Arts and Sports [2]. 

Obviously, the attainment of business objectives is 

function of adequate management, facilities, and hu-

man resources. Despite the importance of this segment 

of hotel/resort services, research on animation pro-

grams is very scarce, with only a few studies published 

in international journals. This fact can be seen as an in-

dicator of a lack of awareness among both researchers 

and practitioners about animation programs as a pow-

erful means to influence the tourist’s overall resort ex-

perience and subsequent behavior, as well as a means 

with large potentials to differentiate from competitors, 

especially in tight markets. In this regard, the objective 

of this study was to contribute to the understanding of 

how tourists evaluate animation programs. Based on 

the world’s experience, this study explored the main 

sources of satisfaction and dissatisfaction with three 



58 The scientific heritage No 12 (12),2017 

 

types of recreational services commonly provided at re-

sorts:  

- sports activities; 

- evening entertainment programs; 

- entertainment programs for children.  

Most customers who enjoy such services are 

young people who are mostly travelling on a family va-

cation and decide to participate on a social interaction 

level or for health and wellness purposes. This implies 

that young people not only see animation as a healthy 

activity or an entertainment action, but also as a link by 

which they can network with other peers from different 

parts of the world, who are staying in the same hotel 

and also using the opportunity to enjoy the hotel anima-

tion services rendered [3]. 

Great efforts should be made to monitor quality 

and track trends and innovations in this area, in order to 

attain high levels of guest satisfaction, as this is signif-

icantly associated with intentions to purchase/revisit 

and to engage in positive/negative feedback. 

Literature Review and International Experi-

ence. Despite the importance of this special function, 

research on animation and entertainment offering is 

very scarce. The issues of all-inclusive vacations and 

animation have not been explored by literature. Only 

few studies have investigated this topic, mainly from an 

operational perspective [4].  

From a sociological perspective, we made use of 

critical theory to analyze all-inclusive vacations as a so-

ciological phenomenon. This type of holiday should 

protect the consumer from anything to upset previous 

notions of a place or what a vacation should be about. 

The all-inclusive vacation keeps consumers within one 

kind of consciousness that is the one known at home 

[5]. 

Other related literature argues that vacationers are 

mainly motivated by health and social contact for lei-

sure activities, as well as for hotel animation. Further-

more, it is estimated that sporting activities in hotel set-

tings must have an entertaining and social character [6, 

7]. 

The active participation of guests into entertain-

ment activities leads to more significant psychological 

outcomes compared to a passive one. That is the reason 

why animation function efforts are mainly oriented to 

organize activities in which guests are actively in-

volved In this regard, the animators’ role is crucial in 

two fields: make clients feel comfortable, participate, 

create and ensure groups dynamics [8]. 

Other scholars have investigated the topic of 

events and festivals. It is estimated that events are con-

tributing to create a more attractive environment; help-

ing attract and retain visitors; enriching the vacations’ 

experience. Events produced for the explicit purpose of 

being ‘consumed’ by tourists are common. Some au-

thors estimate that, from consumer or audience per-

spective, an event is an opportunity for leisure, social 

or cultural experience outside the normal range of 

choices or beyond everyday experience. These events 

must be of interest and attractive to potential consum-

ers, so from a marketing perspective the product must 

be matched to carefully defined target segments. Fi-

nally, a very recent study was performed by Mikulic & 

Prebezac (2011) on perceptions and satisfaction from 

the consumers’ perspective. The primary objective of 

this study was to explore the key-drivers of customer 

experience with animation programs typically offered 

by resorts in the Mediterranean [9-10]. 

A resort is usually a hotel accommodation used for 

relaxation or recreation, attracting visitors for holidays; 

that’s why resorts provide an array of amenities which 

typically includes entertainment activities A resort gen-

erally contains, in and of itself, the necessary guest at-

traction capabilities. An all-inclusive resort is a resort 

that, besides providing all of the common amenities of 

a resort, charges a fixed price that includes most or all 

items. By definition, an all-inclusive resort is a holiday 

resort that includes all meals and most alcoholic drinks 

included in one, upfront price [11, 12]. 

All-inclusive resorts can provide a great vacation 

experience without any pre-trip stress to holidaymak-

ers. Many also offer a selection of sports and other ac-

tivities included in the price as well. Since CM estab-

lished the ‘all-inclusive’ resort in the ‘50s, it has be-

come one of the most popular types of resorts for 

millions of travelers. Some all-inclusive resorts are de-

signed for specific vacation interests to cater for adults 

[13]. 

The most notable trends in business environment 

are professionalism and outsourcing. Professional ani-

mation teams (in-house or outsourced) are presenting 

and performing activities and shows in the daytime and 

night. They provide, amongst others, experienced and 

skilled staff, animation program. Concerning outsourc-

ing, it is worth stressing that four and five star resorts 

are outsourcing animation function and companies 

have been established aiming to provide related ser-

vices and recruit staff for animation.  

Moreover some specialized consulting companies 

are active in the field and offer their knowhow and ex-

pertise in motivating guests of all ages into getting in-

volved in some entertaining fun. The best-known and 

the first all-inclusive resort company is Club Med 

(CM), a French corporation of vacation resorts found 

all over the world. Its staff is 20,333 employees and its 

revenue € 1,360 billion (Club Med, 2013). In 2002 a 

new strategy was announced returning to a focus on the 

holiday villages and for up market vacationers. From 

2001 on, the resort company worked to rebrand itself as 

upscale and family-oriented. Clientele today is affluent 

and 70% Family, 20% Couples, 10% Singles. In 2004, 

the hotel group Accor became the largest shareholder, 

but it sold most of its stake in 2006, announcing that it 

wished to refocus on its core businesses. Its main com-

petitors include SuperClubs, Carnival Corporation, Sol 

Meliá, and Sandals Hotels. Each resort provides a list 

of services and activities in one single package. This 

includes lodging, food, use of facilities, sports activi-

ties, games, and shows. CM originally pioneered the 

‘all-inclusive’ concept, but it has expanded to include a 

number of variants, some of which are not so all-inclu-

sive. As of November 2014 the resort company oper-

ates eighty villages in Europe, Africa, North America, 

the Caribbean, South America, Asia, Australia, Indian 

Ocean and Pacific Ocean [15]. 
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Materials and methods. The study employed a 

collective case study methodology. A case study is an 

empirical inquiry that investigates a contemporary phe-

nomenon within its real-life context. Relevant data is 

gathered through the use of multiple sources including 

observations, interviews and narrative reports. The ob-

jective of this study was to gain a better knowledge of 

managerial and operational issues of resorts’ animation 

and entertainment services. It is based primarily on doc-

umentary evidence derived from a number of sources, 

including soft and hard copies of informational report 

and promotional material of resort businesses.  

A review of the related literature was performed. 

This is followed by a synoptic presentation of interna-

tional experience. The main part of the study is dedi-

cated to four case studies of worlds’ best resort hotels; 

focusing on the main management issues, such as or-

ganization, program and activities, human resources, 

etc. The paper concludes by identifying the factors cru-

cial to the successful offering of animation services and 

to the appropriate approach to link the local culture and 

production to tourism and hotel industry, and to create 

synergy between entertainment services and local cul-

ture. 

The aim of this study is to explore various aspects 

and address various management issues related to the 

successful offering of recreational services.  

Results and discussion. Hotel animation is a fre-

quently used term to describe recreational services of-

fered by resorts in sun-and-sea destinations. The term 

originates from club resorts in the Mediterranean re-

gion which provide organized sports activities for 

groups of tourists who desire active recreation and in-

teraction with other tourists while on vacation. A 

broader understanding of tourist animation encom-

passes a range of other recreational activities provided 

for groups of tourists, such as games, competitions and 

various entertainment programs. Besides in coastal 

club resorts, animation programs are also common ser-

vice components on cruise ship vacations [7]. 

The aim of animation function is twofold:  

 to meet the vacationers’ needs for fun and 

sports; 

 to provide them with opportunities for better so-

cial contact, interaction and communication. 

The main criteria of classifying hotel animation 

services are three: 

 age group; 

  location of activities (indoors or outdoors); 

 the degree of involvement of participants (pas-

sive or active). 

According to the research, most customers who 

enjoy such services are young people who are mostly 

travelling on a family vacation and decide to participate 

on a social interaction level or for health and wellness 

purposes. This implies that young people not only see 

animation as a healthy activity or an entertainment ac-

tion, but also as a link by which they can network with 

other peers from different parts of the world, who are 

staying in the same hotel and also using the opportunity 

to enjoy the hotel animation services rendered. 

The first criterion encompasses a marketing com-

ponent. According to this classification, there are two 

main market segments: children and adults (see fig.1). 

 
Fig.1. Main market segments 

 

 

Children. However, since the interests/wishes of 

children tend to vary considerably according to their 

age, the children segment is usually further subseg-

mented to prevent the occurrence of dissatisfaction 

among participants (e.g. some hotels and resorts pro-

vide age-tailored programs such as mini-, midi-, maxi- 

and teen-programs/clubs). Accordingly, programs for 

the youngest guests may involve didactic games and 

swimming schools, whereas programs for older chil-

dren may encompass daily activities, such as sports 

competitions, excursions and various work-shops, as 

well as evening activities, like dance clubs, talent 

shows or miss/mister elections. It should be noted that 

such programs are, besides for the children/teenagers 

participating in them, also very attractive for their par-

ents who wish to spend some time on their own while 

on vacation with their children. 

Adults. The respective animation programs for 

adults frequently involve organized fitness activities in 

the morning, daily activities such as sports competi-
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tions and guided excursions, as well as evening activi-

ties like dancing schools, live-music entertainment and 

various games [2]. 

Since growing interest in active recreation and di-

verse entertainment is a persistent trend in the vacation 

industry, resort managers should, however, treat anima-

tion programs as an important service component with 

large potentials to enhance the overall resort experi-

ence. Efforts should be made to monitor quality and 

track trends and innovations in this area, in order to at-

tain high levels of guest satisfaction, as this is signifi-

cantly associated with intentions to repurchase/revisit 

and to engage in positive/ negative word-of mouth.  

Management and operational issues. Two of the 

most critical success factors for the hotel management 

wishing to ensure high levels of satisfaction within this 

service segment, are an attractive mix of activities and 

a professional staff. However, resorts are strongly af-

fected by seasonality, why the provision of animation 

programs frequently relies on seasonal workers, which 

makes it difficult to control for the quality of services.  

Hotel businesses implement animation programs 

to increase market profile and attract repeat clientele; 

hence, from a business perspective, the main objectives 

in operating such services are:  

 to develop a wide variety of opportunities to 

guests; 

 to work on improving hotel reputation; 

 to get a competitive position on the market. 

It’s clear that an attainment of business objectives 

and customer satisfaction are function of three deter-

mining factors: facilities, human resources, and appro-

priate planning and management. Before going on, it is 

worth analyzing this function from a management and 

operational perspective. The hotel’s benefits resulting 

by animation function are mainly twofold:  

1. Direct benefits: resulting by paid services, such 

as sports tuition, baby sitting, children’s special menu, 

and special events. The most significant benefits are 

food and beverage expenses during entertainment ac-

tivities.  

2. Indirect benefits: build up a competitive ad-

vantage and better market positioning, customer loy-

alty, attract new customers. It is estimated that indirect 

benefits are more significant.  

It could be stressed that the most important mana-

gerial and operational issues are: planning, facilities, 

clientele, promotion, staff, and financial matters The 

crucial pillar of any animation program is adequate 

planning, taking into consideration five issues, namely: 

guests, amenities, staff, promotion, and financial [6, 

14]. 

Firstly, one key issue is the hotel’s clientele fea-

tures: nationality; clientele segment (families with kids, 

youths, and adults); the arrival day and duration of stay; 

and a balanced distribution and frequency of activities. 

Hotel management has to take special care of guests’ 

needs. It should be noted that such programs are, be-

sides for the children participating in them, also very 

attractive for their parents who wish to spend some time 

on their own while on vacation with their children [10]. 

Secondly, hotel management has to use the maxi-

mum of available indoors and outdoors amenities, 

make the hotel infrastructure profitable. 

Thirdly, a crucial parameter is staff’s volume and 

composition; it has been suggested that proportion 

could be around one animator per 100-150 guests How-

ever, the determining factors are the variety of activi-

ties, age groups and nationalities. 

Fourthly, the entertainment services promotion is 

an essential prerequisite for the program’s success. At 

this end some techniques and methods are useful: ani-

mation desk at the lounge; welcome and information 

meetings with animation team; information board; leaf-

lets in the rooms; personal contact. Professional and 

regulatory organizations recommend that the profes-

sional profile or resume of an animator should read: 

multi skilled, with an educational or sports degree and 

strong base in language skills, marketing management 

experience and advanced communication skills. 

The last but not the least are financial matters. It is 

estimated that two issues are to be carefully considered: 

1. Extra charge: Generally, the majority of enter-

tainment activities are offered to guests free of charge, 

they constitute a part of the services package. However, 

hotel management might charge clients for some ser-

vices; it is a matter of business option.  

2. Animation expenses are composed of invest-

ments (amenities), equipment and operating expenses; 

wages being the most significant. Staff expenses 

(wages, catering and transport) are corresponding to 

about 90% of function’s total expenses. 

Generally, it has been observed that there is reluc-

tance on behalf of resorts to operate animation function. 

This attitude might be due to these factors: 

  
Fig. 2. Factors of reluctance to operate animation function 

 

From the above analysis, a number of manage-

ment questions are raised. Resort and hotels have to 

make some essential policy decisions, namely:  

 Is it feasible to offer animation services to clien-

tele?  
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 If the answer is positive, what kind of activities 

should be provided? Should they offer a unique anima-

tion program for all guests (one language) or a distinct 

program for each nationality?  

 What would be the planning method and opera-

tional mode? The function must be operated by resort’s 

management, or it would be completely or partially out-

sourced?  

 Which method of customer feedback should be 

adopted and implemented? The management options 

are determined by the following crucial parameters: re-

sort’s capacity, clientele, and business general compet-

itive strategy. 

Eventually resort management can decide to, or 

not to operate the animation function. Nevertheless, the 

offering of entertainment services could be imposed by 

market conditions and business environment. It is wiser 

to properly plan this function instead of been forced to 

implement it by external factors. 

Conclusions. The entertainment services consti-

tute a significant function in resorts considered as being 

a business asset capable to offer direct and indirect ben-

efits. It seems that many resorts realized this oppor-

tunity, and adopted and implemented tools used by va-

cation clubs. The study has shown that this function 

could have a significant contribution to attain business 

strategic aims, in the fields of management and market-

ing. 

The study’s conclusions are twofold. Firstly, there 

are management implications. One crucial issue and a 

major challenge suggested by related research have 

been confirmed. There is a requirement for efficient 

management; in other words, use appropriate approach 

and tools. This approach is imperative in order to con-

sistently ensure high quality services and to appeal to 

ever more demanding customers. The management 

challenge is to create a customer focus driven by com-

petent staff. Additionally, the study identified those 

factors which are considered crucial for successful of-

fering of animation services. Main operational factors 

of animation programs affecting the efficient and suc-

cessful offering are four:  

1. Program: variety of activities, attractiveness, 

quality of performance.  

2. Staff: skills and competence.  

3. Facilities and equipment: quality and variety.  

4. Ambience: atmosphere, participants, and loca-

tion. 

It is estimated that a well planned / balanced ani-

mation program and a competent animation team con-

stitute the centerpiece for successful operation. There-

fore, staff must possess the needed capabilities and 

skills, as well as knowledge and expertise. Other influ-

encing factors are amenities and related equipment. An-

other important parameter is children’s program and 

care. The use of appropriate sales promotion techniques 

and adequate tool for evaluating animation services are 

two issues requiring special attention. All these factors 

must be carefully considered in order to offer high qual-

ity service and a memorable experience. 

Secondly, this study demonstrated that cultural 

and creative activities are not a priority for resorts busi-

ness. In other words, the research findings showed that 

resorts management doesn’t pay attention to local cul-

ture and production. It is our conviction that this is a 

serious deficiency. One idea / suggestion could be the 

organization of events jointly with other destination 

stakeholders. The positive contribution of these events 

has been stressed by related research These events must 

be provided in such a way that commercial goals are 

made to fit cultural goals, stimulate both emotional and 

intellectual curiosity; offer culturally genuine goods 

and performances, such as local foods, dances, and 

crafts The study’s findings may serve as guidelines for 

hotel managers in planning, managing, implementing 

and evaluating appropriate animation programs.  
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