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MARKETING APPROACH TO AMUSEMENT PARK BUSINESS

The paper examines marketing specificities of entertainment industry in exam-
ple of amusement park. The entertainment industry is considered to be related to the
service sector, the sector of non-material production with all the particular qualities
of it's, such as impalpability, variability, inseparability from the source and inability
for storage. The services of amusement park are regarded as the variety of specific
services, which may be designed for different types of consumers.

In order to this fact it is proposed the segmentation approach for customers of
amusement park services. In basis of the segmentation is the emotional criteria, that
considers the classification of emotions by B. Dodonov and other classifications. In
accordance to the market segments the types of amusement services as the strategic
business units are proposed, including such elements of marketing-mix as product,
process and physical evidence. Element "product” is considered to be in combination
with element "process” for the specific essence of service product, which combines
instrumental and functional quality. It is also considered, that consumer buys the ser-
vice of amusement park not for the determined material result, but for the process.
The process is viewed as the result of the service consumption. The result and the
process are measured by the emotions, for which consumer buys the amusement ser-
vice.
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marketing of service sector, market segmentation, customers' emotions, romantic

emotions, emotions of fear, esthetic emotions, hedonistic emotions.



MAPKETHHI OBUM IIJIXIJI JIO BIBHECY MAPKY PO3BAT
Tkauyk C.B., Ctaxypcoka C.A.

Locnioocytomsbes ocobaueocmi mapkemumn2y iHOycmpii po3saz Ha Npukiaodi
napky ampaxyiouis. IH0ycmpisa po3zeae po3ensioaemuvcs K maxa, wo 8i0HOCUMbCA 00
cghepu nocnye, cpepu HemamepiaibHo2o 8UpOOHUYMEA 3 ycima ii cneyughivHumu sKo-
CMAMU, MAKUMU K HEeGIOYYMHICMb, MIHIUBICMb, HEeGIOOLIbHICMb 8i0 ddicepena ma
Henpuoamuicme 00 30epicanus. Ilocnyeu napky poszseae po3enadaromscs AK posmai-
mmsi cneyuiuHux nocaye, aKi MOICYmv NPUHAUAMUCS 01 PI3HUX MUNIE KAIEHMIE.

YV 8ionogionocmi 0o ybo2o nPonoHyeEMbCst NiOXi0 00 cecmMeHmayii CnoHCU8ayie
nociye napky po3eae, 8 OCHO8I AK020 Jlexcams pi3Hi KOMOIHayii emoyii, aKi npazHe
ompuMamu Cnod*CuUady.

Knirouosi cnosa: mapkemune, cghepa possaz, mapkemuHne napky poseaz, map-
KemuHe cghepu nocnye, MapKemuHes08a cecmeHmayis, emMoyii CHoM#CUu8ayis, poMaHmu-

YHi eMoyii, eMoyii cmpaxy, ecmemuyHi emMoyii, 2e00HICMUYHI eMoyii.

MAPKETHHI'OBBIN TOAXO/1 K BUSHECY ITAPKA
PA3BJIEUYEHUN

Trauyk C.B., Craxypckas C.A.

Hccneoyromes ocobennocmu mapkemunea uHOYCmpuu paseiedeHutl Ha npume-

pe napxa ammpaxkyuoros. Mnoycmpus pasenedeHuti paccmampusaemcs KaKk maxas,

Komopasi OmHocumcs K cghepe yciye, cghepe nHemamepuaibHO20 NPOU3BOOCMBA CO

ecemu ee cneuugbutzecmuwu Kavecmeamu, maKkumu KaKk Heouwymumocnib, HenoCcniosH-

cmeo, Heomdeﬂwwocmb ont UCMOYHUKA, HEBO3SMOINCHOCNIb XPAHEHUAL. YCJZyZM napka

pasenedenull paccmampudames Kak pasHooopasue cneyugpuueckux yciye, Komopule
moecym npednasﬂauambwz djlﬂ PA3HO20 muna KiueHmoe.

B coomeemcmeuu ¢ smum npe()ﬂaeaemc;z }’IOOXO() K cecmenmayuu nompe6ume—

Jlelz yciye napka pa36Jl€'{€HuL7, 68 OCHOB6€e Komopoco Jiexcam pda3Hble KOM6uHal4uu

BMOMMﬁ, Komopble xouem nojiy4unitob nompe6umejzb.



Knioueevie cnosa: mapkemune, chepa pazéieueHutl, mapkemuHe napra pas-
eﬂellel-luﬁ, MaApKemuHe Cd)epbl yciye, MapKemuHeco06asl ceecmennayusl, dIMoyuu nompe-
61/17716]1612, pomarmudecKue amoyuu, mMoyuu cmpaxd, scmemudecKue IMoyuu, 2e0o-
HUcmuveckKkue smoyuu.

Problem statement. In USA, Western Europe and Asia services of amusement
parks had been developed for many years and now the entertainment sector is repre-
sented by great variety of popular parks of amusements, such as Disneylands,
Legolands, Universal Studios, PortAventura World, Lotte World, Everland and others
[7]. In spite of availability of really attractive parks (for example, the thematic park
"Kievan Rus"), in Ukraine this sector is on stage of earlier development and the task
Is to accelerate the process and to reach the rate of most popular producers of the
world. For this purpose the Ukrainian producers of amusements services must totally
implement modern marketing philosophy and world experience in their businesses.

Latest research and publications analysis. In accordance with latest research
and publications analysis, marketing philosophy is the main condition of successful
business in all spheres of activity, in particular in entertainment sector. Among the
authors, whose works are dedicated to studying of theoretical and practical aspects of
this question we can't, but mention O. Byt [2], |. Martinov [4], V. Matuhin [5], I.
Rodionov [6] and others. Rather noteworthy list of factors, which lead to successful
business of amusement park, is proposed by I. Rodionov [6]. Among them are such
factors as park sizes, landscape using, water using, thematization and zoning, light-
ing, music, show-making, the symbolic character and also the view on the park as on
the module construction [6]. Marketing orientation of managers plays a significant
role, especially in entertainment business, for the services, which it supplies, are de-
signed to meet not necessary essentials, but secondary, higher, needs, such as
amusements, pleasure, inspiration, self-fulfillment. Besides that, great competition
takes place among the producers of amusement services on the world market and in
Ukraine the amount of amusement parks is constantly increasing. So the task of busi-
nessmen, which work in this sector, is to understand the existing needs of the cus-

tomers and to foresee their hidden needs to produce all the variety of specific ser-



vices, which would satisfy the needs more efficiently, than the competitors.

The purpose of article is to classify the customers of amusement parks by
emotional criteria and to propose the approach to their segmentation in order to max-
Imize the needs satisfaction in each segment as the way of business efficiency in-
creasing.

The main results of the research. Marketing managers of amusement parks
must realize and consider in their businesses the next principles: 1) customers buy
amusement services not for the result, but for the process of consuming (the result is
measured by the pleasure and emotions, which have been obtained by customer dur-
ing the process, so the instrumental quality of the service is almost completely deter-
mined by its functional quality); 2) the amusement park must be considered as the
specific module system with the harmonious combination of all elements of physical
evidence and atmosphere; 3) the merchandizing of elements, park zones and attrac-
tions must be of such significance as the merchandizing in retailer business; 4) in
spite of complexity of park zones, the type of customer, the emotions, for which he
(or she) searches, surely must be taken into account. So, customers of amusement
park's services need emotions. It is on one side. On the other side is the fact, that the
kind of emotions, they need, defines the types of product, process and all elements of
physical evidence, which in the right combination are designed to thoroughly satis-
faction of customers' needs.

According to the classification of B. Dodonov the emotions can be divided into
the next types: "gloristic”, hedonistic, altruistic, communicative, romantic, mobiliza-
tion (or "pugnistic”, from the Latin world "pugna™ — struggle), esthetic and others [3].
The combination of emotions, for which the customers of amusements services are
searching, makes the type of customer, whose needs the producer of services aims to
satisfy. There are the possible combinations below, but some types of emotions are
more detailed and somewhat simplifies in their names in order to make the classifica-

tion more clear (fig. 1).



Emotions Type of customer Customer's needs

Esthetic - Rest, relaxation, comfort for
Relaxing > body and soul, calm and
pleasant emotions
Hedonistic
Romantic : : Attraction to the mysterious,
> Light romantic > unusual,
. ight miracle
Esthetic g
Romantic Dark ” Attraction to the mysterious,
ark romantic > unusual
Fear and frightening
Horror
> Attraction to the thrills,
Nightmare mysterious
Extreme > mystery > and frightening
Romantic /
Extreme
) Extremes »  Attraction to the thrills and
Fear > extreme
Struggle /
Communication -
\ Activists Attra_lctlc_)n to the
Glory > > communication and self-
/ realization
Struggle

Fig 1. Segmentation of Amusements Park Customers According to Emo-
tional criteria

Source: created by the author based on [1 - 10].

The relaxing type is the customer, which needs rest and comfortable condi-
tions, not thrills or extreme emotions. The amusement service for such customer may
be introduced by the park or thematic park with beautiful landscapes, comfortable
places for rest and meal, light music and pleasant relaxation light spectrum. It also
may be merry-go-rounds and swings in the park. The next type, "light romantic", is

the customer, who is searching not only for rest and relaxation, but for some unusual



things and events, for some mystery, but without evident fear. The atmosphere of
amusement service is to be like in the "Alice in Wonderland". The other type, "dark
romantic”, needs some elements of fear in addition to the atmosphere of the previous
one, but not extreme and not horror. The light and color spectrum of the park must be
slightly darker, most mysterious; the music is to be slow and somewhat hard. It is like
the mystical scary tale. Depending on the thematic and type of the park, the service
may be introduced by the "haunted castles", "underwater caves with mysterious crea-

tures”, "underground tunnels with ghosts" and so on. The type of customer, called
"nightmare mystery", needs more extreme, when fear turns to horror. But besides the
emotions of horror and extreme, the romantic emotion takes place. These emotions
means leaning for mystery and unusual things, so the atmosphere of the park must be
also like in peculiar tale, but in tale, which is purely for adults. It may be the thematic
park, dedicated to popular horror film or the park with original themes and attraction.
The service may be represented by horror museums, by interaction attractions etc. Of
course we can't, but mention about all aspects of ethical and social responsibility,
which must be considered by the parks' managers during all stages of production —
from the ideas making to the provision of services (no living being must be harm, not
in physical or mental sense). The next type of customers segment is "extremes”,
which are searching for extreme and fear too, but instead of romantic emotions they
need struggle. Under term "struggle" we mean the overcoming of dangers, but with-
out mysterious adventures, without "ghosts” or "horror tunnels™. The "dangers" in this
case are other types of fear, such as fear of heights, fear of speed, fear of falling etc.
The amusements park for such segment is to be mainly represented by extreme attrac-
tions, such as roller coasters, "balance wheels" and other extreme "carrousels”. The
example of attractions for such market segment is the attractions on the top of City
Tower Hotel-Casino "Stratosphere Las Vegas" ("Big Shot", "X Stream" and "Insani-
ty") [8]. And the last type of amusements' customers is called "activists". They are
active and communicative people, which need interaction and struggle for glory. The
service is to be introduced by competitions, games, contests. The atmosphere must be
vivid and bright.



The proposed types of customers and types of amusements may be viewed not
only in pure form, but in different combinations, depending on the size of amusement
park, it's thematic and other factors. The next combination may be successful: "relax-
ing" and "light romantic”, "nightmare mystery" and "extreme", "extreme" and "activ-
ists". Other combinations may be apposite too, all depending on the skill of park
manager to propose the appropriate complex product. But to our opinion "relaxing",
"light romantic" and "dark romantic" are more introverted types, while "extreme" and
"activists" are more extraverts. The type "nightmare mystery" may be equally for in-
tro- and extraverts depending on the specific attraction.

Conclusions

The sphere of amusements has it's specificity for it doesn't produce the material
products on one side, and on the other side it satisfies not primary, but secondary
needs. It must be considered by the producers in order to understand the customers'
needs and to satisfy them better, than the competitors. The immateriality of amuse-
ments services makes it necessary to work out such additional elements of marketing-
mix, as process, people and physical evidence, which in the combination makes the
atmosphere of amusement park. To create the right atmosphere, producer of the ser-
vices must understand, with what type of customers he works. One of the most signif-
icant criteria of segmentation is emotional, for the customers of amusement park are
searching exactly for emotions. According to emotional criteria the customers can be
divided into six types: "relaxing”, "light romantic", "dark romantic", "nightmare mys-
tery", "extremes" and "activists". Working with one or several segments, or with the
segment of types' combination, the producer of amusements services has an oppor-
tunity to create attractive proposition, to obtain the significant market share and to

strengthen the competitive position.
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