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Name That Park

Went into year with concerns about the park’s relative place in the market vs other attractions

Has a key nearby market that is critical to the success of the park

Introduced some key new attractions to drive demand and build awareness

“World of mouth” at 42% is the highest source of awareness noted by guests

Increased the marketing budget by 22% and found new advertising and PR agencies to help make noise

Drove a 95% combined “good and excellent” guest satisfaction rating last year

Struggled to meet operational demands of summer crowds: inadequate signage, poor parking, 

not enough bathrooms, long food lines, constant show closures

Culinary costs sales: 28.1%, Merchandise cost sales: 49.1%

Introduced major attraction but difficulties getting it to perform as planned

Is in the midst of the largest 2-year attraction investment cycle ever 

Produced a 34% EBITDA margin



SeaWorld San Diego



Marketing = Attendance?



Final Thoughts From Yesteryear


