


Name That Park
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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 investmentw ——— e

Produced a 34% EBITDA margin



SeaWorld San Diego
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Dear Stockholder:
1965 was o memorabie year for Sea World, We entered 1965 with

some serious doubts; doubts about our relative position in the
outdoor entertainment field in Southern California, and doubts of

our own abilities to operate a park successfully and profitably,

During the first four months of the year, however, the staff
of Sea World labored diligently to overcome these problems, Ine

provements were made in management techniques, and in the enters

tainment quality of our shows,

Perhaps the most significant event of 1965 was the leasing,

SEA WORLD

Annuul Repart For The Year Ending December 81, 1965 and transportation to Sea World, of Shamu,,.the killer whale,
This animal, the only one of its species on display in the world,
has brought much publicity to our institution, and I am sure,

when properly trained will add greatly to our image as the finest

Oceanarium in the world,




Marketing = Attendance?
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The marketing program was strengthgned by moving to a new
advertising agency, the J, Walter Thompson Company, and by hiring

a2 public relations ciates, Changes were made in our over-zll marketing program, and .
the total budget was increased by $50.,000,

.|
~von Despite a heavy Marketing budget, 42 per cent of our patrons
list]:sd ‘"word of mouth' as their reason for visiting Sea .
World,

60 per cent of our yearly attendance occurred between
June 15 gnd September 15; a trend that we believe will
continueiforha nu:g‘t:er ofhyemés and one d;hacicregced ak
blem the months of overcrowding in the park,
pre " e & ¥ zpends heavily

ourists in the

i action, For example, complaints which we received about our

operatioh were heaviest on days when attendance rose above 5,000,



Final Thoughts From Yesteryear
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Progress and change was the order of the day throughout the .

summer and winter of 1965, :
. | Sea World management firmly believes that many major insti-

tutions of this country, keenly aware of the potential in the
Oceanographic Sciences, and anxious to associate their Corporate
name therewith, will someday defer much of the capital improvement

costs here at Sea World,
The Sea World Board of Directors and its active management
believe that the time has come to begin establishing corporate

goals and develop long-term financial plans,.
.| In the final enalysis, how profitably, how quickly, and in

what direction we grow, is entirely dependent on attendance, and
the generation of such is your Board and Management's constant

endeavor,




