Join us next
Wednesday, May 6t
at 2:00 PM EDT for

our webinar on

Pricing the Guest

Experience in a Post
t Ll COVID World
a’ e ‘ ‘ ay https://bit.ly/Post_ COVID Pricing
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Webinar Agenda

*75 Minutes in length

e Community discussion and presentation of best
practices

e Question and answers from the community
*Press & Public Viewing



Webinar Wednesdays - 11 AM PDT/2 PM EDT

e Galaxy Best Practices in a Time of Crisis (3/18)
 Managing Pass Updates, Renewals and Bulk Orders (3/25)
e Operational Strategies for Now and the Next Normal (4/1)
e The New Guest Journey (4/8)

* Reopening Strategies and Transitioning to a Capacity Managed
Attraction (4/15)

e Optimizing the Capacity Managed Guest Experience Inside Your
Attraction (4/22)

e Re-Creating Trust With Your Guests and Re-Training Your
Staff (4/29g)

e Pricing the Guest Experience in a Post COVID World (5/6)
e And more (5/13, 5/20 and 5/27



www.gatewayticketing.com/community



https://www.gatewayticketing.com/community

Moderator

Randy Josselyn
rjosselyn@gatewayticketing.com
Wildlife and Conservation Principal



Moderator

Matthew Hoenstine
mhoenstine@gatewayticketing.com
Destinations Principal



Panelist

Josh Liebman
josh@amusementadvantage.com
Director of Business Development



Panelist

Matt Heller
matt@performanceoptimist.com



http://attractionpros.com/my-front-page/



http://attractionpros.com/my-front-page/

Panelist

Diana Vega
diana.vega@miamidade.gov
Guest Services Manager



Panelist

Kelly Bules
kbules@gatewayticketing.com
Business Solutions Manager



Host

Bill D’Angelo
bdangelo@gatewayticketing.com
Product Communications Manager






Industry Update - China

Chimelong Resort
* 30% capacity

* Indoor Attractions
remain closed

e Reduced hours and
staffing

https://blooloop.com/news/chimelong-resort-

partial-reopening-covid-19/

https://www.chimelong.com/news/1593.html



https://blooloop.com/news/chimelong-resort-partial-reopening-covid-19/
https://www.chimelong.com/news/1593.html

Industry Update — Hong Kong

Ngong Ping 360
e Cable car service
* Reopening on April 30t

* Implemented messaging to instill
confidence

e Language focus on how existing
safety messages are being
“strengthened”

https://www.np360.com.hk/en/



Industry Update — Communicating in a Crisis

Jeff Chatterton, Checkmate Public
Affairs

e Focusing all communications on
the skeptics

e Avoid answering questions with
facts

e Respond with emotion, make a
connection, leverage empathy

http://www.checkmatepublicaffairs.com/free-stuff/seven-
cardinal-rules.php




Industry Update — Best Practices

|AAPA Asia Pacific COVID-19 Best
Practices: Operational
Considerations for Reopening an
Attraction

* |nitiatives to consider provided by
operators of Asia/Pacific
attractions

 |deas on all aspects of an
attraction’s operation

https://iaapa.org/covid-19-resources-asia-pacific







What kind of experience are they expecting? How can we ease their concerns to make their visit anxiety free?
What do we need to do to make our guests feel safe? Are they prepared to pay more for a customized experience?
Do they feel safe? Do you feel you are getting the correct value for the reduced ticket price?

What do they need to feel comfortable What would you suggest for members who don't have
safe going back to attractions? access to a computer and show up when reopening?

How to manage capacity of guests inside our attraction? Controlling safety and capacity within the “theme” park.
Will people be traveling come the holiday season? What can we as a facility do to make you feel safe and comfortable?

What would make them feel comfortable Will they be willing to even How do guests measure safety vs too personal
that the Museums are a place thatis safe  come? will they have money to in terms of asking for temp, health reading and
to visit and that makes them want to visit? visit us and spend in our venues? what portions of attractions they attend?

What are they most concerned about to come onsite? Private tours via self-guided tours, which is better for everyone's safety?

How willing are guests going to be to be What do you want us to have What level of safety are they looking for
indoors for a tour as opposed to outdoors?  available for you? Sanitizer? Masks? us to provide them during their visit?
Social distancing in close quarters. Could we charge more for a more guided experience? What do they expect from us?
What would you require to feel How will they react to a “limited experience”, Would they be willing to pay a higher
safe and want to visit us? with not all exhibits and attractions open? price for customized experience?
How receptive our members will be to restricted capacity and timed entry? Do they feel safe attending?
Will our guests be willing to go to What is motivating them to visit. Is it that they just want to
timed or capacity managed tickets? get out of the house? Is it that they want to support us?
Can we make sure to have days dedicated to Of primary importance would be at what price point would our
allowing health workers and first-responders guests pay for VIP experiences; basic services; would they be more

to visit our venues -- and at no cost? willing to round-up their purchase price to support our organization?



Asvyou are developing plans for how your

attraction operates after COVID-19, who are you
Including in that planning?

Cur Guests
Suppliers\Vendors
Government Officials
Front Line Staff
Team Leaders

General Management

Senior Management
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How have you changed your external

communications to your guests since being
impacted by COVID-19°

Weare reaching out to our guess n
personalways (e.g. phone calk, ...

Weare hoging virtual viskations via
webinars/Zoom to allow guests to visk.

Wehave created new content accessible via
our general webste to communicateon...

Weare leveraging social media more.

Minimal change, we have simply had to
message that we are closed.
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Industry Update — Best Practices

https://www.holidayworld.com/shows-events/digitalopeningday



https://www.holidayworld.com/shows-events/digitalopeningday

Industry Update — Best Practices

https://winchestermysteryhouse.com/immersive-360-walkthrough/



https://winchestermysteryhouse.com/immersive-360-walkthrough/

Industry Update — Best Practices

https://www.dekleadership.com/safety-is-the-new-look-of-guest-service/



https://www.dekleadership.com/safety-is-the-new-look-of-guest-service/

Virtual Backgrounds




Recognizing guest loyalty

“Upon reopening, the first guests who visit you are
undeniably your most loyal. These are the guests that
have been eagerly awaiting your reopening and they
have committed, while in isolation, that your business
was the first they wished to patronize when given the
opportunity to leave their home. Let that sink in for a
minute. Think of the alternative options that they
had. These guests are special. ”

 Your first guests back are
undoubtedly your most loyal

e Start planning membership/annual
pass appreciation now

e Everything should be driven from a
message of hospitality

http://attractionpros.com/navigating-the-guest-experience-in-a-post-coronavirus-world/



http://attractionpros.com/navigating-the-guest-experience-in-a-post-coronavirus-world/

Industry Update - Branding

Branding your plan

e Leveraging our story
telling abilities

e Uniting many plans
into a single brand
that can be
reinforced
throughout the
experience

https://newsroom.hilton.com/corporate/n
ews/hilton-defining-new-standard-of-
cleanliness



Communicating sanitation procedures

e What was it before?

* No longer innocent until
proven guilty
* Involve your staff if possible
* The "airline safety video"

e Standard is one component,
guest perception is reality

e Use data to stress pre-COVID
perceptions



Keep a pulse on their opinion

e Start now!
* Engage guests
e Monitor “Covid - KPI's”

e Use your downtime to update
your SOP’s

e Get personal! Contact your
guests directly!

e Open —then monitor
continually



/00 Academy



/00 Yoga



Keeper Catch up

“Here at the
Zoo, quarantine
is a normal part

of life.”



PSAsS









Employee Feedback

Avius Survey Link


https://surveys.avius.com/online/21603f5b-1fbc-4732-9842-d2970dbef4c8
https://www.linkedin.com/posts/avius_during-this-unique-time-the-team-at-avius-activity-6658738050694172672-DrqX

Employee Safety

https://www.cksystem.com/guardiant-sneeze-guard/

https://www.osha.gov/Publications/OSHA3990.pdf



https://www.osha.gov/Publications/OSHA3990.pdf
https://www.cksystem.com/guardiant-sneeze-guard/

Employee Engagement

e Periodic check-ins
eZo00m calls
* Explain decisions

*Include employees in decision making process to
build buy-in






http://attractionpros.com/my-front-page/
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