
Value-add 
technology 
that drives 
visitor loyalty



New Omnico research confirms the growing 
effectiveness of discounts, offers and promotion 
programs in boosting loyalty and spending 
among US theme park visitors.

Conducted among 1,200 US consumers, the Omnico research 
found that parks need to harness the power of app-based 
marketing and loyalty to maximize revenues and maintain 
engagement with guests who know the power of their own 
spending. In addition, the research delves into the newer 
channels of engagement that operators are starting to use, 
from hotel room digital assistants, to the ability to automate 
convenience stores based on a visitor’s location. 

Three-quarters of guests (75%) in the Omnico research said 
they are happy to receive offers and discounts based on 
their location and personal data via the theme park phone 
app. 

The figure was slightly higher among women (77%) and 
especially among younger consumers – 86% among 25-34-year-
olds.

This chimes with increasing evidence that consumers now expect 
discounting and are happy to provide personal information in 
exchange for value-add services. 

The primacy of discounts and offers in the minds of visitors is 
reflected in the kinds of functions they want from an app in addition 
to wait times for rides and restaurants or maps. 

Substantially more than half (56%) want to be able to set the 
specific offers and discounts sent to their phone, while 51% 
want discounts for following a certain route or reaching 
a certain point in a wait line for a ride.  Guests can see the 
value in being rewarded for staying in a line, which is a lever park 
operators can employ to maximize efficiency. 

Nearly half (48%) want to receive rewards based on their 
activity such as checking-in to an area through their social media, 
or uploading and tagging themselves in a photo on the app.

Earning visitor 
loyalty



Rewarding gamification
Theme park operators have in the past few 
years started to explore and use gamified 
park apps to ensure waiting visitors remain 
entertained and engaged. 

We explored this theme in the latest 
research and found that just under half 
(40%) would play interactive games, 
only if it allowed them to earn reward 
points they could spend elsewhere 
in the park. Subsequently just over half 
(48%) said they would only continue to play 
games after they’ve left the park, if they 
could still earn points and discounts.  

Gamification alone is no longer enough. 
Visitors either want a reason to indulge in 
a game to earn them points or discounts, 
or they want the app to instead focus on 
the useful and insightful functions that will 
enhance their overall park experience. 

When questioning respondents on the type 
of overall functionality they want a theme 
park app to have, 75% said they would 
prefer a theme park app to have more 
enhanced functions that could include, for 
example, plan-my-day via an interactive 
schedule, over only 25% who said they

would prefer to play games while waiting 
in line. 

When offered a list of all app functionality 
available to respondents, 67% chose the 
chance to receive a reward, discount or 
offer, over the ability to see spending or to 
have a voice-activated park assistant.  

We asked respondents what would encourage them to 
play a game on a theme park app.

68%

68% said they would if they could earn 
reward points or discounts to use in the 

park.

75%

25%

75% said they prefer 
a theme park app to 

have more enhanced 
functionality that could 
include for example plan-
my-day via an interactive 

schedule.

25% would prefer a theme 
park app to play games 

on, to entertain them while 
waiting in line for a ride



Engagement 
channels of 
the future
With the surge in new digital technologies, from wearable devices 
to digital assistants, theme park operators need to address how 
they use how they use these new channels to engage with visitors. 
We questioned US theme park visitors on some of these new 
technologies to understand the demand for them, and how they will 
embrace them.

In 2019, 74.2 million people in the US will use a smart speaker. By 
the end of 2019 26.8% of US adults will use one at least once per 
month,  while Amazon has sold over 100 million Alexa devices to 
date. 

With such growth in home digital assistants and voice activated 
technology it seems a natural progression for hotels to start to bring 
these into their own suite of engagement channels. 

We asked respondents what functionality they would want a hotel-
room voice activated digital assistant to have, with 56% saying they 
would like to receive current and predicted wait times for rides, 
attractions and restaurants. 

This reinforces the demand from visitors to have useful and 
insightful functionality available to them that will assist their overall 
enjoyment of the park experience. 

Amazon Go spearheaded this type of retail automation, allowing 
customers to scan items and pay for them directly from their 
phones with no need to wait in line at a till. Now a company called 
Moby Mart is testing the next phase of automated retail with a 
University in Shanghai, China. The store, which is on wheels and 
moves from place to place, can be opened with a customer’s 
phone, they can enter the shop, take what they want, leave and 
pay for the goods digitally later. 

It’s an interesting concept for a sector like theme parks where 
groups of people are fixed in a location, like a ride queue, without 
the ability to duck out and purchase food and beverage. 

The future technology visitors are most intrigued by is a fully 
mobile convenience store with 80% possibly or definitely 
interested in this robotic solution.

Moving convenience
Digital room service

We asked US theme park visitors, “would you buy food, drink 
or merchandise from a fully mobile convenience store, one 
that can move around without the need for a store assistant, 
to come to you while waiting in line?”

32%

YES

43% 20%

possibly no

80%

79.5% of men are 
definitely or possibly 

interested in this technology

80%

80.17% of women are 
are definitely or possibly 

interested in this technology

“78% of theme park 
visitors want a voice-

activated digital assistant 
in their theme park hotel 
room to integrate with 

their smartphone”



Biometric and 
wearables

56%
want to receive current 
and predicted wait times 

for rides, attractions and 
restaurants

45% 44%

39% 37% 31%

25%

We asked visitors, “if you use a voice-activated digital 
assistant in your theme park hotel room, which of the 
following do you want it to send to your phone?”

While mobile devices have begun to take 
on the role of the retail checkout, we 
questioned theme park visitors on other 

want to receive an update 
on their loyalty points 

and rewards

want reminders ahead of 
their pre-booked table at 

a restaurant

want suggestions on 
where to spend loyalty 

points and rewards

want an update on how 
much they’ve spent so far

want a complete plan 
for the day so they can 

save time

want an update on 
merchandise they have 
pre-ordered and is now 
available for collection

25%

ways visitors can be recognized for purchases and entry including 
finger-print and facial recognition.

In a recent study by IDEX Biometrics, more than half (59%) of 
the 1,000 respondents said they would feel more secure if their 
personal data was protected by their fingerprint for identification. 
In the Omnico research, 67% would possibly, or definitely, use 
either technology to scan items and pay for them via their phone. 
Wearable devices, such as RFID wristbands, have been used by 
theme parks for years – the Disney MagicBand being the number 
one example of this. With the growth of wearable devices, such as 
Smartwatches and Fit Bits, we wanted to understand the demand 
by theme park visitors in integrating this technology with their 
mobile devices. 

Interestingly there was less interest in this ability with 45% of visitors 
saying they would not likely use this integration to keep updated on 
their family’s activities and make purchases. 
The wearable payments device market is expected to grow 
from $312.4 billion in 2018 to £1121.01 billion by 2026, a 
15.31% growth. 

It’s surprising that the overall percentage of visitors who would be 
interested in integrating wearables with their mobile device and 
theme park app is not higher. Of course, the younger demographic 
has more interest in this and perhaps there is a necessary 
marketing exercise for operators to outline the benefits to visitors 
who to date have only witnessed the technology via the MagicBand 
wristband as a digital ticket. 

75%

 Rising to 75% of 25 to 
34-year-olds 

69%
  69% of 16 to 24-year-

olds are quite, or very 
likely, to use this integrated 

technology



TOTAL MALE FEMALE 16YRS 25-34 
YRS

35-44 
YRS

45-54 
YRS

55+ 
YRS

VERY LIKELY 23.5% 22.2% 24.8 28.6% 35.6% 28.3% 21.5% 13.1%

QUITE LIKELY 31.8% 32.0% 31.7% 40.0% 39.6% 36.7% 32.7 21.9%

NOT LIKELY 44.7% 45.8% 43.5% 31.4% 24.8% 35.0% 45.8% 65.0%

The key benefit of such technology is the data it can store about each visitor. For example, the data can reveal general information on 
the park’s busiest time and most popular ride or restaurant, alongside an individual’s favourite ride and their time spent at the park. For 
operators this kind of information is invaluable and can mean the difference in providing a more personalized visitor experience, ultimately 
increasing loyalty and overall visitor spend. 

For the visitors themselves the technology can allow packages and permissions to be added without the need to wait in line or get their 
mobile device out of their pocket or bag. 

“The market needs to CLEARLY DEFINE this 
future to theme park visitors.”

Family-focused 
technology
In the past Omnico research has focused on the overall feedback of theme park visitors, but for this report we focused some questions 
solely to those respondents who have children to understand the differences in their views of technology and how it can aid their family’s 
overall park experience.

  81% of theme 
park visitors with 

children want some 
kind of functionality to 

We asked respondents their interest in integrating wearables with 
their mobile device and theme park app.



Of those respondents who have children (702), 71% want the ability (if their children had a theme park app on their personal phones) to see 
where they are in the park to provide peace of mind. 

With so much autonomy for children today in an environment like a theme park, it’s important for parents to feel confident in their safety and  
their overall enjoyment of their experience. 

In regard to the use of gamified apps for children, of the 702 who have children, 67% said they are quite, or very likely, to encourage their 
children to use phone app games to keep them entertained in line. 

However, when comparing the full split of responses there is not much difference in opinions over the entertainment value of apps.

While it’s recognized that apps have an entertainment value, 
particularly for impatient children, it is the more useful functionality 
that appeals more to visitors. 

When asking all respondents (1,200) how likely they are to use 
a theme park app to help plan their day or allocate their budget 
spend, 74% said they are quite, or very, likely to do so. 

Entertainment alone is not enough. Theme park operators need to 
consider the value-add they’re providing their visitors, with rewards, 
discounts and points to spend being the key driver to more loyalty, 
returning custom and greater spend.

We asked parents what other kind of functionality they would like to see on a theme park app to provide them peace of mind?

50% 40% 35%

want to be able to limit 
their children’s spending

 want to restrict what 
they can buy, for example 
types of merchandise or 

foods

want the ability to send 
their children additional 

rewards for their own app 
to spend

37% 30%33%

not likely to 
encourage their 

children are quite likely are very likely



Conclusion
Visiting a theme park is undoubtedly an entertaining and enjoyable 
experience, with fast-paced rides, interactive features, exciting 
dining experiences and photogenic merchandise to purchase. So 
it’s understandable that the technology offered to visitors needs 
to do more than provide another layer of entertainment. 

The technology available needs to enhance and build on the 
experience; from ensuring a seamless journey from the ticket gate, 
to hotel entry, retail purchase and pre-ordering food and beverage. 
With more and more channels of communication entering the 
park from self-service kiosk to hotel room digital assistant, park 
operators need to consider the value these technologies bring to 
their visitors, the ROI they will provide and of course how each 
individual touchpoint fits into the wider system ecosystem. 

The data recorded from each touchpoint needs to link to another, 
and another, and so on, and then back to a central database that 
will ensure the transaction and behavioral activity of that visitor will 
be used to create a more personalized experience in the future. 

For visitors today, there is the added consideration of their 
children’s experience and how technology plays a role in 
enhancing that. 

Theme park operators looking to install some of the technology 
touchpoints discussed in this report must consider the views of 
their visitors and the value the technology offers. Those that ignore 
the facts will create only tech fads that serve no purpose in 
the long-term.



Omnico is a global software platform provider of 
multi-channel commerce solutions to leading brands 
in the theme park, hospitality, casino, retail and 
catering sectors

We enable brands to increase the value of consumer 
spend by improving engagement throughout the 
customer experience.

omnicogroup.com


