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Why choose Omnico?

The theme park industry
is one that focuses on
the new and exciting, the
latest innovations, gadgets
and technology solutions
that improve the
visitor experience.

But the vast array of what is now available
leaves operators with the tricky question
of where to place their investments, or in
which order to invest. Is there a tangible
ROI that means these investments will be
worthwhile to them in the long-term? And
how can they measure this potential ROI
for their own operation?
The Omnico Theme Park ROI
Barometer aims to provide a guide to
the potential uplifts in spend that can be
expected from a selection of theme park
technologies and innovations. It questions
theme park visitors (who have visited a
park in the previous two years) across
the globe, in the UK, US, China, Japan
and Malaysia, on how much particular
solutions would influence their spend.
In Omnico’s previous research, The
Omnico Theme Park Barometers #1
and #2, we asked visitors about their
frustrations with park experiences, the
technologies they would like to see
and that would make their visit more
convenient, plus their thoughts on
futuristic technologies, like virtual reality
(VR) and artificial intelligence (AI). Given
one of the key frustrations is queueing
(four out of the top five visitor frustrations
were related to queuing – Fig 1.), we
looked at the main solutions that could
solve this headache for visitors and
operators alike.
The following research provides
theme park operators with a clear
guide to the ROI potential of
solutions such as order ahead, selfscan, kiosks, mobile apps, loyalty
programs and even delivery robots.
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Average expenditure
We asked global theme park visitors if they spend on average the amount outlined by IAAPA in the “IAAPA Benchmark Series
Amusement Parks 2016-17” report, indicated as $10.73 for food and beverage and $12.50 on retail and merchandise.

38%
38% of our 3,333 respondents said
they spend the average amount
on food and beverage

32%
32% overall said they spend
the average amount on
retail and merchandise

4x
however 52% indicated
they spend up to four
times that amount

Using this information, we
found the average spend
on food and beverage to be

$20.01

4x
however again 52% indicated
they spend up to four times
that amount

This means an average spend of
our 3,333 total respondents on
retail and merchandise is

$21.54
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eliminating the

headache

Order Ahead.
Cut the queue!
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In Omnico’s original research, The Omnico Theme Park
Barometer #2, we found that 57% of our sample of
3,460 global theme park visitors find queuing for rides and
attractions the most frustrating aspect of their visit, followed
by 32% who rated finding seating in busy food courts and
on-site restaurants frustrating (Fig. 1).

Which of the following are the most frustrating when visiting a theme park?
Queuing for rides / attractions
OVERALL

Finding seating in busy food courts /
on-site restaurants

57%

UK		

OVERALL		
75%

UK		

US

46%

US		

CHINA		

47%

CHINA		

JAPAN		

65%

MALAYSIA

UK

JAPAN
MALAYSIA

US
38%

21%

31%

US		

26%
27%

CHINA		
38%

31%

38%

JAPAN		
MALAYSIA

35%
26%

25%

UK		
31%

19%

34%

OVERALL

23%

CHINA

UK		

Queuing to order food / drink

27%

US		

OVERALL		 30%

26%

MALAYSIA		

Being unable to identify which rides
have the shortest queue times
OVERALL

32%

JAPAN		

51%

Lack of information on queue
lengths / wait times

29%

16%

CHINA		

25%

JAPAN		
MALAYSIA

34%
21%

Fig 1.

In the Omnico Theme Park ROI Barometer we wanted to
understand if queuing was detrimental to visitor spend on both
food and beverage, and retail or merchandise.
Overall, 78% of visitors would re-consider the purchase of
food and beverage items because of restaurant and fastfood outlet queues, and 65% would walk away from a retail
purchase. That’s a huge amount of business that parks with
queuing issues could be losing every day!
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Do frequent queues at theme park / resort restaurants and fast-food outlets
mean you would walk away from a food and drink purchase?
The percentages of our audience said they often, or occasionally, face queues and choose not to purchase.

78%

85%
UK

86%

75%

74%

US

China

Japan

73%

Malaysia

Overall

Do frequent queues at theme park / resort shops and souvenir outlets mean
you would walk away from a retail purchase?
The percentages of our audience said they often, or occasionally, face queues and choose not to purchase.

65%
Overall

67%

65%

UK

US
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63%

China

68%

Japan

62%

Malaysia

It is clear that queues can have a
significantly negative impact on the
purchase of food and beverage, and
retail merchandise. There are a number of
technologies that are able to help resolve
queuing problems, or in some cases remove
them altogether. However, before making
investments it is important to understand
not just how much lost business could be
prevented, but also whether spend per head
could be increased by these technological
solutions. Read on to understand how
technology can deliver you a true and
measurable ROI.
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Boost food
& beverage
spend by 166%
per person!

Embrace
technology
to boost food
& beverage
revenue
Self-scan and selfservice technologies
Given some of the key queue frustrations
from our previous Barometers were
focused on the ability to find restaurant
seating (32% - Fig.1 on page 7) or purchase
food and beverage (25% - Fig. 1 on page
7), our research looked at solutions, already
available today, that could eliminate these
queues.
The use of mobile and digital technologies
has become second nature to consumers –
in China alone smartphone use is predicted
to reach almost 670 million by 2018,1
and the rise of mobile ordering seen in
coffee shops, self-scan and self-check-out
options in our supermarkets, has meant the
convenience factor associated with these
technologies is increasingly seen
as essential.
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Questioning theme park visitors on these solutions, we found
that if operators implemented mobile self-scan apps, or selfservice kiosks, they could increase the average spend per
person by 166% - the equivalent of an additional $33.25 per
person (with $20.01 being the average). The average annual
attendance of global theme parks is 3.12 million a year2, so
this could equate to a significant $103.7 million a year in
additional revenue.

Our research found that of those questioned, 41% would only
be willing to spend the average amount ($20.01) on food and
beverage, even with the addition of a mobile self-scan app or
self-service kiosk. However, 49% of respondents said they
would be willing to spend up to four times the average
amount.

If a mobile self-scan app or self-service kiosk was available within the
restaurant or food outlet, would it encourage you to spend more?
Percentage only willing to spend
the average amount

OVERALL

41%

UK

43%

US
CHINA

44%
33%

JAPAN
MALAYSIA

46%
39%

Percentage willing to spend up to
four times the average amount

Overall

Average spend per person (US$)
with these technologies in place

49%

OVERALL

$53.26

46%

UK

$57.12

47%

US

$59.11

65%

CHINA

$48.50

38%

JAPAN

$42.63

49%

MALAYSIA

$53.42

1

Retail Week article http://bit.ly/2zJmpt4

2

The IAAPA Benchmark Series Amusement Parks 2016-17 – based on 135 global parks surveyed
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Pre-order solutions
In our previous research, The Omnico Theme Park Barometers #1 and #2, we
found a key trend to enhance visitors’ convenience and enjoyment was the ability to
pre-order and pre-book. We previously asked global theme park visitors if they had a
theme park mobile app, what function would they most want the app to have. 46%
indicated cashless payments and 32% wanted to pre-order food and beverage (Fig.
2). In addition, 62% said their visit would be made more convenient if they had the
ability to pre-pay for meal packages at food outlets and restaurants (Fig. 3).

If you were to use a theme park mobile app, what function would you most
want the app to have?
Pre-order food and
beverage items

Cashless payments

OVERALL

OVERALL

46%

32%

UK

39%

UK		

US

39%

US		

CHINA		
JAPAN

58%
41%

MALAYSIA

Pre-paid meal plans and
drinks packages

29%

UK

33%

CHINA		

37%

JAPAN		
55%

OVERALL

33%

MALAYSIA

30%

19%
16%

US		

24%

CHINA		
JAPAN
MALAYSIA

22%
16%
14%

Fig 2.

What innovations do you expect to see at a theme park to make your visit more convenient?
Ability to pre-pay for meal
packages at certain food
outlets / restaurants

OVERALL		 62%
UK		

56%

US		

65%

CHINA		
JAPAN		
MALAYSIA
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71%
62%
55%

Fig 3.

In the Omnico Theme Park ROI Barometer, we asked respondents about the
amount they would be willing to spend if the ability to pre-order their food and
beverage via mobile app was made available to them.
37% of respondents said they were only willing to spend the average amount, but
53% said they were willing to spend up to four times that amount. This equates
to an increase in expenditure per person of $32.03 – up to $52.03 versus the
average regular spend of $20.01 – a 160% increase in spend on food and beverage!
Again, if we consider that an average park receives 3.12 million visitors per annum,
the ROI that could be achieved through installing pre-order is $99.9 million in
incremental revenue.

IF food and beverage items were made available to you via pre-order mobile
app, would it encourage you to spend more?
Percentage only willing to spend
the average amount
OVERALL

37%

UK

CHINA

41%
29%

JAPAN
MALAYSIA

Overall

40%

US

44%
33%

Percentage willing to spend up to
four times the average amount

Average spend per person (US$)
with these technologies in place

53%

Overall

$52.04

50%

UK

$55.70

50%

US

$56.23

68%

China

$48.14

43%

Japan

$41.71

53%

Malaysia

$52.90

53% said they were willing to spend up to four times
the average amount via a pre-order mobile app
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OVERALL SPEND

The following outlines the possible spend per person if
each of the technology solutions outlined in this report is
implemented, converted into the countries own currency.

food & beverage
Overall

UK

US

China

Japan

Malaysia

Average spend on food &
beverage per country

$20.01

£15.17

$20.92

¥133.37

¥2259.34

RM83.24

Mobile self-scan app & selfservice kiosk for food & beverage

$53.26

£43.12

$59.11

¥321.76

¥4782.23

RM221.54

Mobile pre-order app for
food & beverage

$52.04

£42.05

$56.23

¥319.38

¥4679.03

RM219.38

Special delivery robot for
food & beverage

$51.92

£50.68

$70.10

¥427.91

¥6412.21

RM264.25

Technology solution

Mobile selfscan & kiosk
$53.26

ORDER HERE

Mobile
pre-order
$52.04

(Yuan)

(Yen)

Delivery robot
$51.92

(Ringgit)

Retail
Overall

UK

US

China

Japan

Malaysia

Average spend on
retail per country

$21.54

£16.24

$23.78

¥142.93

¥2421.23

RM89.20

Mobile self-scan app &
self-service kiosk for retail

$55.70

£41.33

$64.07

¥352.41

¥6505.32

RM244.72

TOTAL

$212.92

£177.18

$249.51

¥1421.46

¥22378.79

RM949.89

Technology solution

Mobile selfscan & kiosk
$55.70

RETAIL

(Yuan)

(Yen)

(Ringgit)

Robotic servers
While many of these solutions are available in the here and
now, and in regular use by brands today, there are some
technologies which are more futuristic, that may not appear
to have a clear ROI for investment. We put this to the test and
asked global theme park visitors to indicate how much more
they would spend on their food and beverage items if a robot
delivered their items to them, anywhere in the park.
62% of visitors said they would spend up to four times the
amount on food and drink if it was delivered to their exact
location by a robot. While 31% said they would only spend
the average amount ($20.02), 36% said they would spend
double their normal amount and 15% believe they would spend
three times as much with robot delivery.

The recruitment of robots in parks and resorts around the world
could increase spend per person by 159%, equating to a total
revenue increase per park (based on 3.12 million annual
attendees) of $99.6 million.
The survey also revealed differences between countries, with
Chinese visitors the most enthusiastic about the prospect of
delivery robots. 74% in China said they would spend more
if snacks and beverages were brought to them this way,
compared with only 55% of UK visitors.

Would you spend more on your food and drink if it was brought to the
location of your choice in a park or resort by a special delivery robot?
Percentage only willing to spend
the average amount

OVERALL

31%

UK

31%
22%

JAPAN
MALAYSIA

Overall

35%

US
CHINA

Percentage willing to spend up to
four times the average amount

36%
30%

Average spend per person (US$)
with these technologies in place

62%

OVERALL

$51.92

55%

UK

$67.14

62%

US

$70.10

74%

CHINA

$64.50

57%

JAPAN

$57.16

63%

MALAYSIA

$63.72

Food & beverage conclusion
The need to ensure an efficient, convenient and fast service for time-poor, tech-savvy
theme park visitors, is a must. We’ve already found that queuing has meant many visitors
have turned away from restaurant and food outlets, damaging the bottom-line on a daily basis
for theme parks. While there are various technological solutions available today that could be
embraced, there is a clear ROI for park operators to invest specifically in mobile selfscan, pre-order, self-service kiosks, and even delivery robots.
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Enhance
your retail
experience to
stand out from
the crowd
Boost retail
sales per
person by
106%!
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Self-scan and selfservice retail solutions
The retail offering across theme parks
and resorts has become as prevalent
today as the adrenaline inducing rides
and attractions. Visitors want to leave their
memorable experience with a treasured
souvenir or clothing, purchased from one
of the array of stores or outlets. It is also
increasingly common to see shopping high
streets and malls within a resort, boosting
visitor spend and dwell time. What visitors
receive from that experience however, does
not always live up to their expectations.

Retail

Too often stock is not visible or available in a single store,
items cannot be delivered to the hotel or home, or collected
at a later time, and payment cannot be made on the device or
channel the consumer is most comfortable using. Consumers
today have become far less tolerant to these frustrations, given
the on-demand economy we now live in, with single click
purchases and same-day, time-specific home delivery options
now available.

If theme park operators implemented mobile self-scan or selfservice kiosk solutions within retail stores, they could increase
the average spend per person by 106% - the equivalent of
an additional $34.16 per person on retail and merchandise.
If the average annual attendance of global theme parks is 3.12
million a year3, then this could equate to $67.2 million a year in
additional revenue.

If a mobile self-scan app or self-service Kiosk was available to order your
merchandise and souvenirs from, would it encourage you to spend more?
Percentage only willing to spend
the average amount

OVERALL

40%

Overall

Average spend per person (US$)
with these technologies in place

48%

OVERALL

$55.70

UK

41%

42%

UK

$54.75

US

42%

46%

US

$64.07

57%

CHINA

$53.12

45%

JAPAN

$57.99

49%

MALAYSIA

$59.01

CHINA

37%

JAPAN
MALAYSIA

3

Percentage willing to spend up to
four times the average amount

44%
37%

The IAAPA Benchmark Series Amusement Parks 2016-17 – based on 135 global parks surveyed
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It’s already been noted in our previous research, and in this
report, that 46% of global theme park visitors expect to be able
to make cashless payments via their mobile, and this is even
more prevalent in today’s omni-channel retail world. Today’s
consumers are accustomed to the convenience and flexibility
of omni-channel retailing, with most brands offering same-day,
specific time-slot, or next-day home delivery, and a variety of
payment and shopping options. By replicating the technologies
used on the high street, theme parks and resorts can boost
both consumer spend and satisfaction.

The evolution of how and when people shop has been
instigated by the overall dominance of digital and mobile
technologies. In our previous research, The Omnico Theme
Park Barometer #2, 65% of Chinese visitors said they prefer
to use mobile payment apps, such as Apple Pay, WeChat Pay
and Alipay, for the purchase of souvenirs and merchandise,
while 38% of Malaysian visitors would prefer to use touchscreen kiosks (Fig. 4). This level of interest, combined with
our latest research clarifying the increased amount visitors
would be willing to spend – an increase in revenue per year
of $67.2 million on souvenirs and merchandise – makes
investment in these retail solutions a must.

When buying items in the souvenir / merchandise stores, which of the
following would you like to see in the stores?
Touch-screen kiosks at the park

Mobile payment app such as
Apple Pay, WeChat Pay, AliPay,
OVERALL
UK

33%

OVERALL

21%

UK		

US 20%

US		

CHINA
JAPAN

65%
30%

MALAYSIA 30%

CHINA

31%

OVERALL

30%

UK		
38%

33%

US		

31%
27%
30%

CHINA

JAPAN 15%
MALAYSIA		

Visitors’ own smartphone or tablet
with pre-paid credit on the park app

JAPAN		
38%

MALAYSIA

38%
27%
32%

Fig 4.

Retail conclusion
What has become apparent from the various research Omnico
has undertaken on the retail experience in theme parks, is that
innovation is essential, and cannot solely focus on a single
store. It is no longer enough for one outlet to offer mobile
payments, if another is still using a fixed-point till system only,
and for one purchase to be linked to a loyalty programme, if
another purchase is not.

Individual retail outlets spread across a theme park or
resort must all embrace the same use of mobile apps and
interactive kiosks, to create a completely connected omnichannel experience. Park visitors expect the same evolution
they’ve seen coming to rides, with virtual and interactive
technologies, overhauling their retail experience.

Through this research, park operators can now make investments in
these newer technologies with confidence, understanding clearly
the ROI available from these retail solutions.
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A virtual
admission

ORDER

DRINKS

BILL

PAY

Virtual reality continues to be a hot
topic of conversation in the theme park
market, with increasingly thrill-inducing rides
being introduced across more resorts, and
even theme parks dedicated entirely to VR
experiences now appearing. In our previous
research we wanted to understand the use
of this technology across other aspects
of the park experience, from virtual reality
guides offering services to visitors, to artificial
intelligence allowing a more trouble-free visit.
In past research, The Omnico Theme Park
Barometer, 65% of global theme park
visitors4 have said they expect virtual reality
experiences and guides in the next three
years. 37% indicated they would use the
technology to choose their rides based on a
VR test, followed by 35% who would like to
use VR to choose a restaurant and 29% (42%
in Malaysia) to choose and purchase clothing
(Fig 5).5 In addition, 85% of global theme
park visitors said they wanted to use artificial
intelligence systems for ID verification so their
visits were as trouble-free as possible.

The Omnico Theme Park Barometer 1 – November
2016 http://www.omnicogroup.com/insights/theme-parkbarometer-1/

4

The Omnico Theme Park Barometer 2 – June 2017
http://www.omnicogroup.com/insights/omnico-themepark-barometer-2/

5
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Which of the following uses of Virtual Reality would you like to see
integrated into theme parks?
Choosing rides to go on based
on a VR test
OVERALL

37%

UK

UK
42%

CHINA		
JAPAN

OVERALL

34%

US		

US
49%

25%

MALAYSIA

Choosing a restaurant

36%

Choosing / buying clothes

35%

OVERALL

26%

UK

30%

US

CHINA

34%

CHINA

JAPAN

34%

JAPAN

MALAYSIA		

Fig 5.

In the Omnico Theme Park ROI Barometer we asked
visitors if they would be willing to spend more on their
entry ticket if the park in question offered more of this
technology, for example artificial intelligence to recognise
them, virtual reality guides and virtual technology to aid in
the decision process of purchases.
Overall, 47% of global theme park visitors said they
would spend up to four times the average amount
($50) on their admission ticket if these technologies
were made available to them. This equates to an
additional $80.39 per person on admissions, with a
potential revenue increase of $250.8 million, based on
3.12 million average attendees per park, showing clearly
the value visitors associate with VR and AI technologies
being used to enhance their overall park experience.

50%

29%
20%

19%
40%
25%

MALAYSIA		

42%

Would you purchase a higher priced admission ticket than what you have
previously paid on your last visit, if the park had more technology to aid your visit?
For example, artificial intelligence to recognise you, virtual reality guides, virtual reality technology, etc.
Percentage only willing to spend
the average amount

OVERALL

37%

UK

CHINA

37%
30%

JAPAN
MALAYSIA

Overall

41%

US

Percentage willing to spend up to
four times the average amount

45%
31%
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Average spend per person (US$)
with these technologies in place

47%

Overall

$130.39

41%

UK

$93.95

43%

US

$178.99

62%

China

$84.62

36%

Japan

$82.62

52%

Malaysia

$88.16

The price of loyalty
Ensuring ongoing brand loyalty for a theme park,
particularly in regions with multiple new entrants to
the market increasing the overall number of parks, has
become significantly important. Many park operators
are already investing in loyalty programmes and many
available mobile apps can collate points which can be
redeemed at a later date. To visitors today, those loyalty
programmes have become a fundamental aspect in choosing
if they will attend a particular park in the first place.
In the Omnico Theme Park ROI Barometer we asked global
theme park visitors if a theme park loyalty programme was a
key decision factor in attending a park. Overall 90% of visitors

do consider a loyalty programme as a factor in choosing to
attend a theme park, making it essential for park operators
to have a compelling loyalty offering.
For operators, this means not only offering reward points for
retail purchases, but making it quick and simple for visitors to
see, and redeem, their rewards in real time. Such programmes
can also be used to drive required behaviours, such as eating
at a food outlet which is quieter, making additional purchases,
or using personalised bonus points and special offers for
specific activities. Having the loyalty programme synchronised
across all points-of-sale and park interactions, and easily visible
and usable via a mobile app, is key to success.

Would you be more likely to visit a theme park that has a loyalty programme to
earn points against your purchases?
Percentage of those who actively seek
out a park that has a loyalty programme
OVERALL
UK

45%
34%

Percentage who would maybe consider a
park for its loyalty programme
Overall

45%

UK

50%

US

44%

US

47%

CHINA

44%

China

47%

Japan

40%

Malaysia

43%

JAPAN
MALAYSIA

52%
51%
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Theme Park ROI
Barometer Conclusion
Omnico has undertaken over 18 months of research including
the The Omnico Theme Park Barometers #1 and #2, and
various country specific studies, questioning global theme
park visitors on their experiences and expectations. From
engagement on social media even before their visit, to the use
of RFID and mobile technologies, and from robots as personal
assistants, to biometric identification via fingerprint, we have
covered a wide range of topics critical to the visitor experience.
At Omnico, we strive for a deeper understanding of theme park
visitor demands and experiences in order to enhance our solutions
and help operators address the areas that are most important to
their visitors. With our previous research we have unveiled a wide
range of visitor frustrations, expectations and priorities. We have
now taken this a step further to help park operators understand
not only where they should focus their investments, but also what
the potential ROI is from these technologies.

The total potential revenue
from these various solutions
could be as much as $621.2
million a year for a park.

If we combine the total revenue opportunity for mobile self-scan
and self-service kiosk for example, implemented for both food and
beverage and retail and merchandise, theme park operators could
potentially increase their revenues by $170.9 million a year, or
$54.79 per person.
Combined with the other technology solutions outlined in this
report, including mobile pre-order for food and beverage, special
delivery robots and higher admission cost with the addition of
virtual reality and artificial intelligence, the increase in revenue
could be as much as $621.2 million a year for a park.
The Omnico Theme Park ROI Barometer is an indispensable
tool for park and resort operators to understand how
and where to focus their spend on digital and mobile
technologies. These predications are not solely based on
customer expectations and demands for the latest in gadgets
and innovations, but based on the potential increase in
revenue that can be achieved from the solutions.
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Why choose Omnico?
Omnico is the only vendor that provides a single,
seamless platform for retail, loyalty, entitlements, ticketing,
stock and food and beverage, and more – ensuring
a connected and immersive visitor experience.
Our Cloud based technology powers point-of-sale (POS) and
customer engagement solutions across destination, hospitality and
retail environments. Our history of deployment with 7 out of the top
11 international theme parks gives Omnico unrivalled experience
delivering complex solutions to high volume destinations.

To discuss the ways in which
Omnico can help you meet visitor
expectations with our innovative
technology solutions, and enable
you to recognise the revenue
potential in your destination,
please visit our website,
www.omnicogroup.com,
or contact us at
enquiries@omnicogroup.com.

