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MARKETING APPROACH TO AMUSEMENT PARK BUSINESS

The paper examines marketing specificities of emémment industry in example of
amusement park. The entertainment industry is cafesied to be related to the service sector, the
sector of non-material production with all the pacular qualities of it's, such as impalpability,
variability, inseparability from the source and ity for storage. The services of amusement
park are regarded as the variety of specific seedacwhich may be designed for different types of
consumers. In order to this fact it is proposed tlsegmentation approach for customers of
amusement park services. In basis of the segmeatais the emotional criteria that considers the
classification of emotions by B. &lonov and other classifications. In accordance teetmarket
segments the types of amusement services as theegic business units are proposed, including
such elements of marketing-mix as product, procassl physical evidence. Element "product” is
considered to be in combination with element "pr@sd for the specific essence of service
product, which combines instrumental and functionglality.
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MAPKETHHI'OBUM HIJIXIJ 10 BI3BHECY ITAPKY PO3BAT

Tkauyk C.B., Craxypcbka C.A.

Jocnioncyiomeca ocodaueocmi mapkemunzy IiHOycmpii po3eaz HaA RNPUKIAOi NApKy
ampakuionie. Inoycmpia po3zeaz po32nadaemvca AK mMaxka, wio IOHOCUMbCA 00 chepu nocaye,
chepu HemamepianivbHo2o eupoOHUUMEa 3 ycima ii cneyudiuHuMU AKOCMAMU, MAKUMU AK
HegiOUYmHICHb, MIHIUGICHIb, HEGIOOIIbHICMY 6i0 OXcepesla ma HEnPUOAMHICMb 00 30epi2aHHA.
Ilocnyzu napky po3eaz po3enadardmsca AK po3maimma cheyuiuHux Rnocjye, AKi MONHCYynib
RpU3HAYAMUCA 014 Pi3HUX MUnie Ki1icHmie. Y ¢ionogioHocmi 00 Ub020 (haxkmy nponoHyemoca
nioxio 00 ceemenmauii cnoxcueavié nocjyz napky po3eaz. B ocnoey makoi cezmenmauii
NOKNA0eHUull eMoyitiHull Kpumepiii, w0 nepedbavae knacudixkauito emouiit 3a b.1. /looonosum
ma iHwi Kilacugikayii. 32i0H0 3 MAPKEMUH208UMU CE2MEHMAMU 3ANPONOHOGAHI MUNU
PO36ANCAIBHUX NOCIY2 AK CMpameziyHi 00UHUYi Oi3Hecy, 6KII0YAIOYU MAaKI ejleMeHmu
MapKemuHz-MiKcy, AK BpoOyKm, npouec ma mamepiaivHe cepeoosuuie. Enemenm " npooykm"

po3enadaEmoca 'y KOMOIHauii i3 elemeHmom 'npouec’, w0 HNOACHIOEMbCA CREYUPIUHOIO
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CYMHICMI0O ROCY2U AK MOGApy, AKA NOEOHYE @ CO0i IHCMPYMEHMAIbHY ma (YYHKUIOHATbHY
AKiCMb.
Knwuogi cnosa:. mapkemune, cpepa poseae, mapkemune napky po3eaz, mapkemune cgepu

nocnye, MapKkemun206d cecmenmayisi, emMoyii CnoAHCUeaUie.

MAPKETHUHI'OBBIN MOAXO/ K BUSHECY ITAPKA PA3BJIEYEHUI

Tkauyk C.B., Craxypckas C.A.
Hccnedyiomca ocodennocmu Mapkemunza UHOYCMpUU 3a36/1€4eHUll HA npUMepe napKa
ammpakyuonoe. Huoycmpua pazenedenuil paccmampueaemca KAK makaa, Komopas
omHocumca K c@epe ycaye, cihepe HemamepuanbHo20 NPOU3EOOCHIBA CO 6CEMU  ee
cneyugpuuecKUMu  Ka4yecmeamu, mMAaKuMu  KAK  HEOWymumMocHib,  HenOCHMOAHCHIGO,
HeomoenuMocmey Om UCMOYHUKA, HEGO3MOMNCHOCMb XPAHEHUA. Yciayzu napka pazenedeHuil
paccmampuearomca  KaK — pasHooopazue  cneyupuueckux — yciayz, Komopvle  Mo2ym
NPEeOHA3HAYaAmMbCA ONA PA3HO20 MUNA KilueHmoe. B coomeemcmeuu c mum ¢haxkmom
npeonazaemca no0X00 K ceecveHmauuu nompedoumeneil yciye napka pazeinedyeHuil. B ocnoey
MAKol CcezMeHmauuu Noa0HceH IMOUUOHATbHBIIL Kpumepuil, KOMOpblil npeonoazaem
knaccuuxayuto mouuint 3a b.U. Jlooonosevim u oOpyzue knaccugpukayuu. CoznacHo c
MAPKEMUH208bIMU  CE2ZMEHMAMU  NPEOSIONHCEHbl  MUNbLl  PA361EKAMEbHBIX — YCiye  KAaK
cmpamezuveckue eOUHUUbl Ou3Hecd, GKIIOYAA MAKUe 3IJ1eMEHMbl MAaAPKeMmUH2-MUKCA, Kak
npooyKm, npouecc u MamepuaivbHaa cpeoda. InemeHm "npodykm' paccmampueaemcsa 6
KomMOuHauuu ¢ 3nemeHmom " npouecc", 4mo 00vACHAEMCA CReUUPUUHOU CYWHOCMbIO YClyeU

KaK moeapa, Komopasa coeouHAem @ cebe UHCMmpyMeHmaabHoe U YPYHKUUOHATbHOE KA4ecmeo.
Knrwouesvie cnoea. mapxemune, cgpepa paszeneuenuil, Mapkemune NApKa pazeieyeHull,

mapkemume cghepu yciye, Mapkemun206as ce2MeHmayus, SMoYuu nompeoumereil.

Problem statement. In USA, Western Europe and Asia services of amusémparks had
been developed for many years and now the enter&nhsector is represented by great variety of
popular parks of amusements, such as Disneylaretglands, Universal Studios, PortAventura
World, Lotte World, Everland and others [7]. Intspof availability of really attractive parks (for
example, the thematic park "Kievan Rus"), in Ukeathis sector is on stage of earlier development
and the task is to accelerate the process andath rihe rate of most popular producers of the
world. For this purpose the Ukrainian producersamfusements services must totally implement
modern marketing philosophy and world experiencia@ir businesses.

Analysis of the last researches and publications. In accordance with latest research and
publications analysis, marketing philosophy is thain condition of successful business in all
spheres of activity, in particular in entertainmeseictor. Among the authors, whose works are
dedicated to studying of theoretical and practasglects of this question we can't, but mention O.
Byt [2], I. Martinov [4], V. Matuhin [5], I. Rodioav [6] and others. Rather noteworthy list of
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factors, which lead to successful business of amase park, is proposed by I. Rodionov [6].
Among them are such factors as park sizes, landagsipg, water using, thematization and zoning,
lighting, music, show-making, the symbolic characed also the view on the park as on the
module construction [6]. Marketing orientation olinagers plays a significant role, especially in
entertainment business, for the services, whicbufplies, are designed to meet not necessary
essentials, but secondary, higher, needs, sucmasements, pleasure, inspiration, self-fulfillment.
Besides that, great competition takes place ambagptoducers of amusement services on the
world market and in Ukraine the amount of amusenpanks is constantly increasing. So the task
of businessmen, which work in this sector, is tdemstand the existing needs of the customers and
to foresee their hidden needs to produce all thietyaof specific services, which would satisfy the
needs more efficiently, than the competitors.

The purpose of articleis to classify the customers of amusement parksnbgtional criteria
and to propose the approach to their segmentatiarder to maximize the needs satisfaction in
each segment as the way of business efficiencgasang.

The main results of the resear ch. Marketing managers of amusement parks must reafide
consider in their businesses the next principl¢scuktomers buy amusement services not for the
result, but for the process of consuming (the tasuheasured by the pleasure and emotions, which
have been obtained by customer during the prosesthe instrumental quality of the service is
almost completely determined by its functional gygl2) the amusement park must be considered
as the specific module system with the harmonioamination of all elements of physical
evidence and atmosphere; 3) the merchandizingeofiestts, park zones and attractions must be of
such significance as the merchandizing in retdilesiness; 4) in spite of complexity of park zones,
the type of customer, the emotions, for which he qloe) searches, surely must be taken into
account. So, customers of amusement park's sememgs emotions. It is on one side. On the other
side is the fact, that the kind of emotions, thegd defines the types of product, process and all
elements of physical evidence, which in the riglsimbination are designed to thoroughly
satisfaction of customers' needs.

According to the classification of B. Dodonov thenaions can be divided into the next
types: "gloristic", hedonistic, altruistic, commaative, romantic, mobilization (or "pugnistic",
from the Latin world "pugna" — struggle), esthetitd others [3]. The combination of emotions, for
which the customers of amusements services arehsegr makes the type of customer, whose
needs the producer of services aims to satisfyteTaee the possible combinations below, but some
types of emotions are more detailed and somewhstlidies in their names in order to make the
classification more clear (fig. 1).

The relaxing type is the customer, which needsaedtcomfortable conditions, not thrills or
extreme emotions. The amusement service for sustormer may be introduced by the park or
thematic park with beautiful landscapes, comfodaplaces for rest and meal, light music and
pleasant relaxation light spectrum. It also mayr@ery-go-rounds and swings in the park. The next
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type, "light romantic”, is the customer, who is rebang not only for rest and relaxation, but for
some unusual things and events, for some mystatyyithout evident fear.

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,
: light miracle
Esthetic g
Romantic Dark romantic Attraction to the mysterious,
' > 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 :
] Activigs Attraction to the
Glory > » communication and self-
/ realization
Struggle

Fig 1. Segmentation of Amusements Park Customers According to Emotional criteria

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

The atmosphere of amusement service is to berikba "Alice in Wonderland". The other
type, "dark romantic”, needs some elements of feaddition to the atmosphere of the previous
one, but not extreme and not horror. The light aalbr spectrum of the park must be slightly
darker, most mysterious; the music is to be slod smmewhat hard. It is like the mystical scary
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tale. Depending on the thematic and type of th&,ghe service may be introduced by the "haunted
castles”, "underwater caves with mysterious creatur'underground tunnels with ghosts" and so
on. The type of customer, called "nightmare mysteneeds more extreme, when fear turns to
horror. But besides the emotions of horror andezmé, the romantic emotion takes place. These
emotions means leaning for mystery and unusuafjishiso the atmosphere of the park must be also
like in peculiar tale, but in tale, which is purdbr adults. It may be the thematic park, dedicated
popular horror film or the park with original themand attraction. The service may be represented
by horror museums, by interaction attractions @fccourse we can't, but mention about all aspects
of ethical and social responsibility, which must densidered by the parks' managers during all
stages of production — from the ideas making topttowision of services (no living being must be
harm, not in physical or mental sense). The nexé t9f customers segment is "extremes", which
are searching for extreme and fear too, but instéadmantic emotions they need struggle. Under
term "struggle" we mean the overcoming of dangeus,without mysterious adventures, without
"ghosts" or "horror tunnels". The "dangers" in th@se are other types of fear, such as fear of
heights, fear of speed, fear of falling etc. Theusements park for such segment is to be mainly
represented by extreme attractions, such as rotlasters, "balance wheels" and other extreme
"carrousels". The example of attractions for sudrkat segment is the attractions on the top of
City Tower Hotel-Casino "Stratosphere Las Vega8iq'Shot", "X Stream" and "Insanity") [8].
And the last type of amusements' customers is callectivists". They are active and
communicative people, which need interaction amuiggle for glory. The service is to be
introduced by competitions, games, contests. Time@sithere must be vivid and bright.

The proposed types of customers and types of anmargermay be viewed not only in pure
form, but in different combinations, depending be size of amusement park, it's thematic and
other factors. The next combination may be sucaéssélaxing” and "light romantic”, "nightmare
mystery" and "extreme", "extreme" and "activist&ther combinations may be apposite too, all
depending on the skill of park manager to propdse appropriate complex product. But to our
opinion "relaxing", "light romantic" and "dark romic" are more introverted types, while
"extreme" and "activists" are more extraverts. Type "nightmare mystery" may be equally for
intro- and extraverts depending on the specifiaetion.

Conclusions. The sphere of amusements has it's specificitytfdoésn't produce the material
products on one side, and on the other side sfgginot primary, but secondary needs. It must be
considered by the producers in order to understlaadustomers' needs and to satisfy them better,
than the competitors. The immateriality of amuseimieservices makes it necessary to work out
such additional elements of marketing-mix, as pseceeople and physical evidence, which in the
combination makes the atmosphere of amusement par&.eate the right atmosphere, producer of
the services must understand, with what type ofocners he works. One of the most significant
criteria of segmentation is emotional, for the onstrs of amusement park are searching exactly for

emotions. According to emotional criteria the castos can be divided into six types: "relaxing",
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"light romantic”, "dark romantic", "nightmare mysg& "extremes" and "activists". Working with
one or several segments, or with the segment @&stygombination, the producer of amusements
services has an opportunity to create attractiopgsition, to obtain the significant market share
and to strengthen the competitive position.
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