
2019 THEME 

PARK TRENDS
THE FUTURE OF 

GUEST EXPERIENCE

We ask five industry 

influencers to 

address the biggest 

opportunities theme 

park operators have 

in 2019



MEL TAYLOR

CEO of Omnico
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Theme park technology never stands still, anymore than a 10-year-old waiting to enter 

the Tower of Terror, which is why we have worked with leading figures to look at 

changing trends in the industry, particularly those focused on technology.

 

Engagement matters hugely because consumer demand for convenience and a more 

intuitive level of interaction is driving change in theme parks around the world as visitor 

spending continues to increase. From an estimated $45 billion in 2017 the total is 

expected to rise to $60.5 billion in 2022.

 

 

 

 

 

 

Able to see their accumulated points in real time, visitors will enjoy stacking them up 

and spending them as and when they want. Such versatility will be achieved as 

operators deploy more advanced engagement platforms that recognise each 

customer every time they buy, order or book anything before, during or after their 

visits.

 

Lastly, theme park operators will intensify personalisation, recognising guests from 

previous transactions and visits to improve the experience each visitor receives.

Omnico’s POS and customer engagement platform enables theme park 

operators to increase spend, footfall and loyalty, via mobile and digital 

technologies.

The creation of “immersive 

hotels” at resorts and parks 

will gather pace, extending the 

excitement of a visit into 

guests’ accommodation. 

 

This will have to be handled 

sensitively so guests in Star 

Wars hotels are not woken by 

the forces of the dark side at 

4am. It will drive a more 

seamless customer 

experience right across visits 

and afterwards.

IMMERSIVE HOTELS ARE 

EMBEDDED IN THE EXPERIENCE

Loyalty and reward schemes will achieve greater uptake by 

becoming more transparent, user-friendly and fun across 

devices.
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Of theme park visitors 

expect to see AR games in 

parks

37%
Want to see VR integrated 

into the park experience to 

help them choose what 

rides to go on

33%Theme park visitors have been used to collecting badges and virtual tokens for years, 

however we’re now seeing a growing trend focusing on connecting the online and on-site 

interactions into one gamified experience, and using that to reward visitor behavior while 

driving additional revenue across the park.

 

Gamification of the entire customer journey can reap huge rewards for park operators and 

park visitors alike. The Play Disney Parks game is an example of this, visitors can play the 

game on their smartphone while waiting in line for a ride, racking up points they can then 

spend. 

 

 

 

 

 

 

 

The benefit for park operators is that they can better understand their visitors in order to 

enhance and improve the visitor experience, while enabling gamification across the entire 

customer journey to increase visitor spend and retention.

We see this going further. Once a game is played in line for a 

ride, you could add it to points you collate at a fast-food outlet 

kiosk game, to then gain a discount at a merchandise store.

SHAUL ZUARETS

Founder & CEO of SmarTag

SmarTag redefines the guest experience through it's all-in-one solution for 

leisure venues and live entertainment.



PHIL TAYLOR

Managing Director of Team Leisure
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The opportunities and ways that technology can be used to enhance the customer 

experience at theme parks are enormous but, like any tool, the challenge is to ensure 

that the service that’s created fully delivers the intended experience.

 

For example, developing an information app for a park also requires that there is full 

WiFi coverage in the park, which is easy to say but you’d be surprised at how many 

times the service gets let down in the detail.

Team Leisure is a specialist leisure consulting practice that provides 

market analysis, project development and operating services to developers 

and owners of leisure businesses and visitor attractions worldwide.

Increasing use of 

smartwatches for advance 

ordering by guests will inject 

new efficiencies into parks’ 

fast food outlets, restaurants, 

merchandise stores, parking 

and other functions.

 

Operators will gain major 

opportunities for up-selling 

and access to a trove of 

customer profile data.

SMARTWATCHES WILL SPEED 

UP CUSTOMER SERVICE

Of theme park visitors want a 

mobile app to access real-time 

information, make bookings for 

rides and restaurants

63% 62%
Of theme park visitors 

expect to be able to pre-

pay for meal packages at 

food outlets
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Of theme park visitors find 

queuing for rides the most 

frustrating experience

71%
Of theme park visitors 

would like a mobile app to 

make their experience more 

convenient

33%

TAYLOR BYBEE

Creator of Coaster Studios

The YouTube channel Coaster Studios is committed to creating a wide 

variety of content from everything roller coasters and amusement parks.

In today's day and age, it's almost impossible to please everyone. Theme parks can build 

a huge 300 foot tall roller coaster, but that might not be what mom and dad are interested 

in.Perhaps they want a nice air conditioned venue to sit down and watch a show, but then 

what do the teenagers do? This is something theme park operators have to look at each 

and every day when evaluating how to further improve and expand their business.

 

 

 

 

 

That’s what makes deciding what new additions to bring to a park so challenging; you 

have to stay within budget, look at what makes the most sense for your audience, 

determine how it improves guest experience, and if there will be enough return to justify the 

cost.

 

Parks like Cedar Point do a great job at this, continuing to update and modernize different 

areas of the park that need a little TLC, while still bringing a new attraction to the property 

each and every year. They have found what could be the perfect balance of ushering in 

new improvements, that will please various demographics within their audience. If the 

parks can figure this out and follow through with it, then guest experience is sure to be 

enhanced.

There’s a balance in all things, which means not every year 

can be a massive capital investment.



PETER RØDBRO

Founder & CEO of The Experience Ticket
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As the world gets more digitized day by day. The number one complaint when visiting 

attractions is queues, both physical or virtual ones. Do what guests want all over the 

world; Offer guests/visitors the opportunity to pre-plan their visit online so that all 

guests can avoid queues at attractions, shows, fast food outlets and shops.

 

And, for more convenience they should have home or hotel delivery of merchandise. 

This  will result in more income and more satisfied and loyal repeat guests.

 

 

Of theme park visitors would 

find it more convenient if 

they could pre-order 

souvenirs and merchandise

62%
Of theme park visitors would 

spend up to four times the 

amount on food and drink if it was 

delivered to their exact location

44%

The Experience Ticket is a fully integrated ticketing and reservation system 

for attractions and entertainment venues. 

Real-time, location-based 

offers will become significant 

tools for boosting revenues 

and reducing queues.

 

GPS and Wi-Fi location 

technology will pinpoint 

individual devices more 

accurately,  enabling 

operators to send far more 

relevant notifications to 

individual guests approaching 

rides, restaurants or 

merchandise stores. 

LOCATION-BASED OFFERS 

HIT THE SPOT



W E  E N A B L E  

E X C E P T I O N A L  

C U S T O M E R  

T R A N S A C T I O N S  A N D  

E X P E R I E N C E S

www.omnicogroup.com  |  enquiries@omnicogroup.com

*Statistics referred to within are taken from:

Omnico Theme Park Barometer 1 & 2

Omnico Theme Park ROI Barometer

http://www.omnicogroup.com/

