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THEME PARK GUESTS WANT KIOSKS AND 
APPS TO IMPROVE THEIR FOOD & BEVERAGE 
EXPERIENCES

The Omnico US Theme Park F&B Research Barometer

From alligator-bites to the all-you-care-to-enjoy skillet, menus have 
changed in theme parks – and so have guests’ expectations. The 
traditional burger and fries approach to visitor-facing technology just 
won’t work anymore.

Now everyone wants fast service and easy access to the exciting 
new meals and snacks on offer. The rise of eatertainment and the 
growth of heavily themed foods such as Disney’s Frozen desserts 
show how the “experience” has become crucial, especially to 
Millennials.  Everything has to be totally Instagrammable. 

It is in this context that Omnico surveyed 2,000 theme park 
visitors right across the US, exploring how kiosks, phone  
apps, meal deals and loyalty programs influence their dining 
experience. The findings prove that many park operators need to 
be smarter about integrating food and beverage into what should 
be a friction-free, but exciting day. If they do so, they will find visitors 
very receptive. 

Guests definitely want to enjoy new kinds of food and beverage, but 
they won’t bother if it takes too long or is too complicated. At the 
same time, however, many families want to keep a firm lid on costs. 
A survey by HomeToGo found the daily cost of a visit for one adult 
can amount to $267. Meeting all these expectations is a tough ask 
for park operators, but ultimately it will be worth it. All those meals, 
snacks and drinks contribute hugely to the bottom line.

INTRODUCTION

#eatertainment

#themeparkfood

#princessdessert

https://www.businessinsider.com/cost-us-theme-parks-ranked-disney-six-flags-2018-5?r=US&IR=T
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Thrilled with the last ride and looking forward to the next? Getting something to eat and drink should 
be quick and easy to fit in with the schedule of rides, but our research reveals all too often it isn’t. 

WE DON’T WANT TO WAIT

Another 93% of theme park visitors told us they 
regard quick and easy access to food and drink 
as important to their day, with 58% saying it’s 
very important to the quality of their visit. 

• 25-34-year-olds (62%) view this as very 
 important, more than over-55s (53%)

Waiting to be served is still the biggest 
annoyance. Nearly half (47%) of respondents 
are most irritated by long lines when they want 
something to eat or drink. Why is this still a 
problem when we have the technology to solve 
it?

• 14% of visitors find having to walk long 
 distances is the worst aspect of a visit

• 13% say it’s the poor choice of menu items  
 on offer 

One-in-ten (10%) are most annoyed when they 
can’t locate what they want, whether it’s just a 
snack, a quick soda, or the themed restaurant 
experience they promised their kids.  

93% of theme park visitors say they get frustrated about the purchase 
of food and drink during visits. That’s more than nine-in-ten! 

we don’t  
want to wait
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The challenges facing operators don’t end there. 

Food has become a major feature of visits. 
More than seven-in-ten respondents (73%) say 
it’s important they try out some of the mouth-
watering new recipes on offer in a park. They 
don’t just want to find the old favorites, they want 
something new.

Age is a factor: 

02 VISITORS HAVE NEW TASTES THAT 
DEMAND NEW SOLUTIONS

38%
of 35-44-year-olds rate 

this a very important 
aspect of their visit 

On top of that we have the new 
opportunities presented by “conscious” 
lifestyles. Vegan and vegetarian 
customers also want fast and easy 
access to shiriki noodle salad, streamed 
Asian dumplings, or chilli-spiced tofu. 

20%
compared with

of over-55s

73%
say it’s important to 
try new recipes on 

offer in a park

new taste  
demands
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03 WHAT GUESTS PREFER

FOOD DELIVERY

Delivery is one option that would improve 
the visitor experience. More than 75% of 
respondents say having their food and drinks 
delivered right to them, wherever they are, would 
definitely improve their visit.

For a park to achieve that it takes the right 
technology such as phone apps or kiosks that 
allow staff to find guests wherever they are.

Respondents can see the value of apps and 
kiosks for speeding up service and convenience. 
Three-in-ten respondents (30%) don’t believe 
parks have enough of this kind of technology. 

In previous research conducted by Omnico,  
80% of theme park visitors said they were 
possibly or definitely interested in a robotic food 
delivery service, or mobile convenience store.

what guests 
prefer

https://content.omnicogroup.com/us-theme-park-research
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04 KIOSKS STAND AHEAD 
OF THE COMPETITION 
FOR SPEED

More than three-quarters of respondents (77%) said the best 
thing about kiosks is how much faster and easier it is to order 
and pay for food and beverages. Far and away the biggest 
advantage visitors see in kiosks. 

But 24% like kiosks because they can pull up their loyalty 
points on the screen and spend them. More than a fifth 
(21%) also say what’s best about kiosks is they offer more 
choice.

And in a sign of our tech-loving times 15% like kiosks 
because you don’t have to speak to staff (22% among 
16-24s, but only 8% of over-55s).

Interactive, self-serve kiosks are the future for theme 
parks just as they are for the retail fast food sector. 
Kiosks are part of McDonald’s $6 billion revamp of 
6,000 US stores, while KFC plans to have them 
in 5,000 restaurants by 2020. Taco Bell, Panera 
Bread, Wendy’s, Subway, Dunkin’ Donuts all use 
kiosks. As does Walt Disney World, where guests 
use kiosks in conjunction with the FastPass+ 
and MagicBand systems. They are especially 
treasured when phones run out of battery or 
guests can’t get the park app to work. 

Globally the kiosk market has already hit $9.22 
billion in 2019, and is expected to reach 
$90billion by 2028. Theme parks need to be 
part of such a significant trend in consumer-
facing technology.

7Omnico - US Theme Park F&B Research Barometer   |

77%
said the best thing about 

kiosks is how much 
faster and easier it is to 
order and pay for food 

and beverages

kiosks stand 
ahead
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Who doesn’t have apps on their phone? App technology is an obvious way parks can improve the 
guest experience. 

Guests in this research agree. More than two-thirds (67%) said the best aspect of using apps is they are 
quicker and easier, followed by 39% who think apps are great because they give you more time to decide.

Apps have many more aspects that visitors like: 

The Universal Orlando Resort app or the My Disney Experience app are just 
two high-profile examples of theme park phone apps that give visitors fast 
and easy access to a huge amount of functionality. With app downloads 
worldwide set to reach 258 billion in 2022, the tide is unstoppable. Previous 
Omnico research has shown 95% of visitors admit they will spend more with 
an app and in many different ways. Any operator who neglects phone apps 
is no longer interested in running a successful business.

like the way apps enable 
them to see and spend their 

loyalty points

05 APPS GET THE THUMBS UP FOR 
SPEED AND CONTROL

like the way apps offer more menu 
choices. The younger a visitor is, 
the more likely they are to value 

choice (28% of 16-24s compared 
with 14% of over-55s).

love being able to 
keep track of what 

they spend

34% 27% 19%

apps gets the 
thumbs up

https://content.omnicogroup.com/theme-park-mobile-barometer
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Meal plans bought in advance give operators the chance to 
guarantee cashflow and provide visitors with much greater 
confidence about where and when they eat and drink. 

But the research found only 39% of respondents have ever 
used them (only 28% among the over-55s).

Why don’t more visitors use meal plans? 45% are unaware 
they can, so operators need to get the word out there.

But 37% of visitors don’t use plans because they 
want more flexibility to decide what to eat on the day. 
Reassuringly though, only 6% haven’t used meal plans 
because they are too complicated. 

However– you can persuade 78% of your guests to buy 
a meal plan if you offer loyalty points and rewards as part 
of the package. The younger visitors are, the more they 
like this idea – (83% among 16-24s, descending to 72% 
among over-55s, which is still remarkably high).

06 MEALS, DEALS AND LOYALTY 
TRIGGERS

Omnico research in the US 
previously found when meal 
packages were explained 
to consumers, 65% said 
they would make their visits 
much more convenient. 
Disney and Universal each 
offer guests who stay in their 
on-site hotels pre-paid dining 
plans for use at their resort 
restaurants. Walt Disney 
World has three variations.

The essential point is; meal plans need further 
promotion and should be fully integrated into loyalty 
and customer-engagement technology. That way they 
give guests more options and control, while operators 
garner more opportunities for personalization.

28%
of over 55s have 
ever used meal 

plans

only

meals, deals 
and loyalty

https://content.omnicogroup.com/theme-park-barometer-2
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07

What does this research teach us?

Firstly, that visitors eager for a bite to eat, a 
caffeine boost or something cold and tangy 
are still hugely frustrated by how difficult 
it is to find, order and finally get served. 
They don’t just see it as a side-issue, it’s an 
essential part of their park experience.

Secondly, visitors can see technologies that 
improve their food and beverage experiences 
like phone apps, kiosks and anytime-
anywhere deliveries, make a visit so much 
easier and more enjoyable. It’s pretty much 
the same whether visitors are Gen Z-ers, 
Millennials or grandparents. 

Finally, loyalty schemes and rewards are 
overlooked. Too many loyalty programs are 
clunky and difficult to use. Loyalty programs need 
to be constantly visible during a visit and usable 
at any transaction and point-of-sale. We can see 
that more than three-quarters of consumers are 
more likely to buy a meal plan if it comes with a 
fully-functioning loyalty program. 

Thirdly, meal plans are clearly under-promoted 
by operators. Pre-purchased meal packages 
not only improve cashflow, they also make 
demand more predictable, allowing for much 
more efficient use of resources. Yet nearly half 
of all consumers in the survey were unware of 
them. 

conclusion
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 We need a much more thorough, customer-experience technology-based 
approach to food and beverage experiences in parks. It’s how the industry 

will put more smiles on faces and increase per capita spending. 

Overall it’s obvious that full integration of 
engagement, transaction and loyalty 

technology with apps and kiosks will tranform the 
behavior of visitors, driving up spend-per-visit.

Continued...

conclusion



Contact Omnico at enquiries@omnicogroup.com 
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