THE GLOBAL RESOURCE FOR ATTRACTIONS PROFESSIONALS

Attractions

MANAGEMENT

2018-2019 HANDBOOK

PolinWaterparks




THE UNEXPECTED

PUSHING THE BOUNDARIES OFSTORYTELLING IN WATERSLIDES )
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FROM AUDIO-VISUAL SYSTEM INTEGRATION AND EFFECTS
TECHNOLOGY TO 4D THEATRE SOLUTIONS - WE ARE YOUR
AV SPECIALIST FOR HIGH-QUALITY

> 4D THEATRES / WATERPLEXX 5D

> DARK RIDES

> SUSPENDED FLYING THEATRES™

> INVERTED POWERED COASTERS

> FLYING THEATRES

> 20 AND 30 DOMES / TUNNELS / VIRTUAL AQUARIUMS
> CIRCUMOTION THEATRES™

> HYBRID DOME THEATRES

> IMMERSIVE TRAM RIDES

> AND MANY MORE CUSTOMISED SOLUTIONS

AUDIO-VISUAL SOLUTIONS DELIVERED WITH




-

EMING TECHNOLOGIES

Voletarium at Europa-Park, Rust (DE] | Photo credit: Frank Baudy.

CURIOUS WHAT'S NEXT?
CONTACT US!

+437242 69269-0 | info@kraftwerk.at
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THE DRE

A RACING, STREAMLINED-DESIGN,
Y-RAFT, ADRENALINE WATERSLIDE. FIRST OF ITS KIND.

~ Polin Waterparks has engineered another first within

the waterpark industry with the unseen design of Storm Racer to
deliver addictive appeal to guests, competitive adrenaline rushes and ',
high-capacity audience capabilities with a value added interactivity
and water splash feature.

Q

PolinWaterparks |
polin.com.tr ‘D 0 o @ pplinwla_t.gtp_a_rl{s
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Our planet’s future - be bold

Although there’s plenty of cause for alarm, it’s not too late to change our course.
How can you steer your attraction in the right direction?

nderstanding the impact that human
actions are having on the sustainability of
our planet is influencing how we’re choosing
to spend our spare time. Operators canny
enough to adopt ecologically sound practices and
hatch thought-provoking exhibitions — which are
informative, interactive and fun — offer our increasingly
savvy visitors of all generations both an entertaining
and erudite day out with their friends and family.
This edition’s Developing Pipeline features
many such stand-out projects. In New Zealand,
the forthcoming Napier National Aquarium is set
to become “an eco-tourism destination of major
significance”, and “guests will learn more about
apex predators and their importance to our ocean”
at the new shark gallery at Georgia Aquarium in the
US. In response to mounting pressure on cetacean
captivity, a programme at Vancouver Aquarium in
Canada will educate visitors on healthier oceans.
In the Middle East, at National Geographic’s Ocean

To order extra copies of the Attractions Management Handbook 2018-2019

please visit www.attractionsmanagement.com

EDITOR’S LETTER

Odyssey, deep-sea explorers will share their stories while gaming
challenges will put visitors at the centre of cleaning up the
oceans, encouraging them to take an individual pledge.

Science centre operators are embracing this deeply aware and
receptive visitor mindset too, with Abdul Kalam Science City in
India “encouraging the participation of locals and Bihari diaspora
in engaging activities to develop scientific temperament”. Closer
to home, in the UK, the second Eureka! site “will open the eyes
of parents and young people, showing them how anyone from
any background can go on to change and transform the world”.

Although these forthcoming attractions are on the case, we
must applaud those that are one step ahead. Museon in the
Netherlands invites visitors to contribute their ideas and proceed
to action — making themselves “heroes on our planet”. WAZA
members are on the road to eliminating single-use plastic and
using only certified sustainable palm oil. For the future of our
planet, let’s hope that even more attractions get on board.

Helen Patenall, editor, Attractions Management Handbook
helenpatenall@leisuremedia.com

in association with

CONTACT Us: The Leisure Media Company, Portmill House, Portmill Lane, Hitchin, Hertfordshire, SG5 1DJ, UK

TEL: +44 1462 431 385 EemaAIL: theteam®@leisuremedia.com

3 attractionsmag [ f] facebook.com/attractionsmanagement
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FUTURE VIEW

Development Pipeline

Global projects breaking ground sector-by-sector:
theme parks; visitor attractions; waterparks; zoos
and aquariums; planetariums and science centres;
museums and galleries; parks; and expos

INDUSTRY INSIGHTS

One Planet

Socially relevant exhibitions in a fast-moving market
puts leading science attraction Museon one step
ahead. Maarten Okkersen tells us how

Dusk til Dawn

Nick Stockman from Culture24 is campaigning for the
arts community to drive the trend for ‘out of hours’
events, profiting attractions and the high street

Just the Ticket

AECOM’s latest Theme Park and Museums Index
showcases the stats behind the global attractions
industry — and just how well it's performing

EMEA Focus

Margreet Papamichael shines a spotlight on the ups
and downs of the theme park and waterpark markets
in Europe, the Middle East and Asia

Striving for Sustainability

We should all join the battle against climate change,
plastic pollution and the illegal wildlife trade.

Doug Cress from WAZA speaks out on sustainability

Splashing Out

Kathleen LaClair and Brian Sands have teamed up
to give us an insight into the potential growth of the
waterparks market. Is enough ever enough?

www.attractionshandbook.com
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Sustainability will unlock their future
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FEATURES

Fact or Fiction?

Public trust in established institutions is at an all-time
low, providing a post-truth platform for social media
hearsay. Linda Conlon warns against the rising tide of
inaccurate data and tells us how science centres can
equip us with the tools to tell fantasy from reality

On Reflection

Epic, Wild and Great. Helen Patenall, editor of
Attractions Management Handbook, takes a look

at some of the stand out waterparks that made a
monumental splash onto the global scene in 2018,
setting a high benchmark for the years ahead

Work Your ‘Sox’ Off

We ask Thomas Mack about Europa-Park’s latest foray
— this time into the world of health and fitness. The
German theme park’s Boston Red Sox Gym enterprise
offers visitors time out to relax from the thrills while
boosting off-season attendance with local members

Diving into 2019

TrendWatcher Henry Mason is always one step ahead,
analysing today’s trends to anticipate what tomorrow
might bring. Ever-enlightening, Henry looks at current
consumer expectations to help us foresee how best to
plan for constantly evolving audiences

Thea Awards

Compelling, engaging, artistic, entertaining and
educational — the best themed entertainment and
experience designs in global attractions. Matt Kerr
summarises the latest Themed Entertainment
Association’s Thea Awards taking the sector by storm

Good Natured

Attractions Management Handbook editor Helen
Patenall takes a tour of some awesome technological
approaches being embraced by zoos and aquariums
around the world that are championing animal welfare
and how we all interact with the natural world

www.attractionshandbook.com
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World-class waterparks offering more splashes than ever
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Attractions Management magazine

Attractions Management subscribers work in
all areas of the global attractions industry. The
magazine is available in print, digital and PDF

H Read online:
www.attractionsmanagement.com/digital

attractionsmanagement.com

The Attractions Management website features
daily news and jobs, access to digital editions
of Attractions Management and links to other
Leisure Media magazines and websites

| Visit the website:
www.attractionsmanagement.com

attractions-kit.net

The search engine for buyers lists contacts
and details for 5,000 suppliers. Find all the
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PDF
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a PDF edition
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The Attractions Management ezine brings
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H Sign up here:
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AM2

Our sister title focuses on news, jobs and
training with a daily website, www.am2.jobs,
an ezine and an instant alerts service

H Read online:
www.am2.jobs/digital

® Sign up here:
www.leisuremedia.com/subscribe

Instant alerts & RSS

Get the news and latest job openings and
tenders the second they’re posted online
- sign up for our free, customisable instant
news alerts and RSS feeds
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DEVELOPMENT PIPELINE

A sector-by-sector summary of some of the most significant attractions being developed around the world

Evergrande Fairytale Theme Park
Xixian New District, China
Opening: 2022

Chinese real-estate investment group
Evergrande is working on a Fairytale
Theme Park in Xixian New District, Shaanxi
province, in partnership with IdeAttack.
The entertainment design firm has
masterplanned and conceptualised a
series of fairytale-themed destination
resorts for the developer under a new

Evergrande Fairytale Theme Park brand,
with a total of six parks in the works.

The first Fairytale Theme Park is
underway at Changsha, Hunan province,
and will feature more than 30 attractions,
including immersive multimedia rides and
theatres, across six specially themed
zones: Splendid China, Magical Europe,
Mysterious Kingdom, Adventure South
America, Surfing Sea and Space Travel.

The Fairytale Theme Park brand is being
billed as a gamechanger by those involved
— raising the bar for domestic theme parks

16 ATTRACTIONS HANDBOOK 2018-2019

IdeAttack’s Brilliant
China zone for the
Fairytale Theme Park

by bringing a quality experience to more
cities and emphasising Chinese culture,
themes, stories and legends.

Evergrande has named ldeattack, ITEC,
Sanderson, Vekoma, Zamperla and HUSS
as the designers and suppliers working on
the new developments.

According to China’s government, the
country’s US$610bn tourism industry
will double in value by 2020, with the
theme park boom being spurred on by an
emerging middle class.
| http://lei.sr?a=c9D7K
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The M101 SkyWheel is a landmark designed to redefine the Kuala Lumpur skyline

M101 SkyWheel
Kuala Lumpur, Malaysia
Opening: 2021

A ferris wheel in Malaysia will become
the world’s highest when it opens as part
of the 78-storey M101 Skywheel under
construction in Kuala Lumpur.

The mixed-use building will be the first
integrated development to be designed by
Studio FA Porsche — known famously for
its sports car design — and will, at 200m
(656ft) above ground level, feature a
uniquely designed ferris wheel resembling
a giant watch. At its peak, the wheel will
offer views of the city from heights of up
to 220m (722ft).

China Railway Construction Corporation
Malaysia Bhd is the main contractor for

www.attractionshandbook.com

the build, with the giant H-shaped building
becoming part of the city skyline.

“The first of its kind in the world, the
M101 SkyWheel, with its two towers,
is a landmark designed to redefine the
Kuala Lumpur skyline. For our approach,
we applied local Malay design elements
through a functional and thoroughly
modern lens, turning traditional patterns
into bold and new imagery,” said a
spokesperson for Studio FA Porsche.

The RM2.2bn (US$556m, €455m,
£404m) project will also feature the
world’s highest shopping mall, taking
up floors 50 to 52 and covering
200,000sq ft (18,600sqg m), as well as
Asia’s first Planet Hollywood Hotel. The
two towers either side of the wheel will
accommodate office and retail space.
M http://lei.sr?a=b6EGA

THEME PARKS

Six Flags
Qiddiya, Saudi Arabia
Opening: 2022

Six Flags plans to open its first
Saudi Arabian venture, as part of
the kingdom’s new entertainment
destination in Qiddiya.

Saudi Arabia’s Public Investment
Fund — set up to manage the
country’s sovereign wealth and
facilitate development of its
national economy — is to develop
the Six Flags-branded park under a
franchise agreement. The operator
will work alongside to design and
construct the attraction as part of
Saudi Arabia’s first entertainment,
sports and cultural destination.

Vision 2030 aims to have more
than 450 clubs providing cultural
activities and events.

“Innovation is synonymous
with the Six Flags brand, and our
international licensing business
provides a unigue opportunity to
continue our strong global growth,”
said David McKillips, president, Six
Flags International Development Co.
m http://lei.sr?a=p501)
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THEME PARKS

Amikoo feature a Mayan theme

Amikoo
Riviera Maya, Mexico
Opening: Q4 2019

A Mayan-themed amusement park
and resort has been given the green
light after Mexico’s government
granted the Amikoo development
approval to begin construction.

Originally launched with a
DreamWorks theme, plans were
changed to follow a Mayan theme to
better resonate with locals. Called
Amikoo Park, it will feature more
than 40 attractions, shows and
restaurants, and an archaeology
and anthropology museum.

The park is under its first phase
of construction, due for completion
in Q4 2019, with a second phase
scheduled to open by 2021.

Once opened, Amikoo park is
expected to attract annual visitor
numbers of around 4.5 million. It
will also incorporate a 320-bedroom
hotel for overnight stays.

The park is also expected to
generate more than 9,000 jobs
for the region.

m http://lei.sr/3a2M2

IMG Worlds of Legends
Dubai
Opening: 2022

The owners of IMG Worlds of Adventure
— the world’s largest indoor theme park —
have ambitious plans for the brand over
the next five years, proposing an even
bigger and outdoor second park in Dubai
called IMG Worlds of Legends, as well as
expanding the concept overseas.

In an exclusive interview with Attractions
Management, CEO Lennard Otto said
that business was booming at Worlds of
Adventure following its successful debut
year. According to Otto, the park has
reached set targets, drawing a strong mix
of visitors from international and domestic
markets with key regions including Saudi
Arabia, Kuwait, Russia and India.

“It’s always interesting when you
launch a new industry into a market.

18 ATTRACTIONS HANDBOOK 2018-2019

When we launched, there was no culture
for a major theme park in Dubai,” said
Otto. “There’s been a lot of education,
adjusting and awareness for the market
from our end — along the way we had to
make some changes to our business
model for the park.

“In terms of overall user experience,
we've seen excellent results on all
platforms from a ratings standpoint, so
we’re in line with where we want to be.”

Worlds of Adventure’s owner, llyas &
Mustafa Galadari Group, has a five-year
plan for the park, with the addition of new
attractions every year. In the short term,
they’ll be an increased focus on younger
children, with a large soft play area and an
adjustment to height restrictions, enabling
them to safely use more of the rides.

The park’s initial success has drawn the
eye of a number of developers, with plans
to take the concept worldwide.

m http://lei.sr?a=u7A2K

www.attractionshandbook.com

OWI® ‘0LOHd


http://lei.sr?a=u7A2K
http://lei.sr/3a2M2
http://www.attractionshandbook.com

Hong Kong Disneyland
Hong Kong
Opening: now to 2023

Disney is transforming its Hong
Kong theme park as part of a six-
year masterplan to introduce a host
of new experiences and characters.

Worth HK$10.9bn (US$1.39bn,
€1.18bn, £1.05bn), it aims to
address issues for the struggling
park and make it profitable again.

Marvel’s presence at Hong Kong
Disneyland is being significantly
expanded, with a new experience
featuring Ant-Man, The Wasp
and Shield being launched in
Tomorrowland. The Marvel-themed
area will also add to the Iron
Man Experience (the park’s most
popular attraction) to create “Asia’s
Marvel epicenter”.

The company’s smash hit Moana
will get its first outing at a Disney
park with a new entertainment zone
in Adventureland. Taking the form of
a live stage show, guests will also
get to meet Moana in person.

An entire themed Frozen area
debuting in 2020 will be a first
for Disney parks, with a recreated
Arendelle featuring a lake, ice
mountain, two rides, shops and
restaurants. Guests will also meet
Elsa and Anna. Disney’s castle will
be also “supersized”.

Samuel Lau, executive VP & MD
of Disneyland Hong Kong, said:
“Marvel and Frozen are popular with
guests across our Asian markets
and the new expansion will greatly
enhance the appeal of the park.”

W http://lei.sr?2a=n6¢8A
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The masterplan will
introduce a host of
new expetriences
and characters
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Lotte’s Magic Forest
Busan, South Korea
Opening: mid 2021

South Korea’s leading theme park
operator Lotte Group has revealed details
about its upcoming theme park and resort
development in the city of Busan.

Designed by Legacy | GGE — the former
Goddard Group — Lotte’s Magic Forest is
scheduled to open in mid-2021 and will
cover 100,000sg m (1.1m sq ft).

Formed of six themed zones — each
showcasing a different element of nature
— the park will have more than a dozen
family attractions and will be anchored by
two signature rollercoaster experiences.

Marcus King, Legacy’s senior director
of project management, said the park’s
design was based on that of a European
theme park, adding that the designers
wanted to “immerse guests in the
charm and wonder of a magical garden
environment”. Legacy added that the
park’s design will be “completely unique

20 ATTRACTIONS HANDBOOK 2018-2019

Lotte’s Magic Forest
will have two signature
rollercoasters

from the operator’s iconic flagship theme
park in Seoul”, which welcomes more than
seven million visitors on an annual basis.

“Lotte is one of Asia’s most trusted
names in family entertainment,” said Yaeli
Chung, Legacy’s MD for Korea.

The park will be located in Busan’s
Osiria district, adjacent to the company’s
existing East Busan Lotte Outlet Complex.
The attraction will accompany a host of
developments being constructed in the
nearby area, including a hillside luge.
| http://lei.sr?a=2J126
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The agreement will see the largest expansion in the history of DisneySea

Tokyo Disney Park
Tokyo, Japan
Opening: 2022

Frozen, Tangled and Peter Pan are coming
to Disney’s Tokyo theme park, after

the operator announced a multi-billion
dollar agreement with the Oriental Land
Company for the largest expansion in the
history of DisneySea.

Budgeted at ¥250bn (US$2.26bn,
€1.95bn, £1.7bn), it will see an eighth
port — inspired by a magical spring —
comprising three themed areas and a
luxury hotel, plus four major attractions,
three restaurants and a retail outlet.

In the Frozen area, guests will be able
to explore the kingdom of Arendelle,
featuring the boat ride already in
existence at Disney’s Epcot theme park

www.attractionshandbook.com

and under development at Hong Kong
Disneyland. In addition, a restaurant
inside the castle will sit at the foot of a
snow-covered mountain scene.

Rapunzel’s tower will be the iconic
attraction for the Tangled area, allowing
visitors to explore the forest and tower
where she lives. The area will also include
an attraction that follows Rapunzel to the
lantern festival and a restaurant inspired
by the hideout of the film’s thugs.

Never Land, home of Peter Pan, will
house two attractions and a restaurant,
plus Never Land’s mountains, Captain
Hook’s pirate ship and Skull Rock. A flight
simulator will take guests over the jungles
into battle with Captain Hook. The second
attraction will take guests to Pixie Hollow;
home of Tinker Bell. The area’s restaurant
was inspired by the Lost Boys’ hideout.
| http://lei.sr?a=T2x6Y

THEME PARKS

The existing park will be expanded

Dreamworld
Gold Coast, Qld, Australia
Opening: TBC

Gary Weiss, chair of Dreamworld
owner Ardent Leisure, has
announced plans to expand the
Australian theme park, with the
plans aimed at boosting attendance
following a “challenging year”.

Dreamworld has been under
intense scrutiny since a 2016
accident on its Thunder River Rapids
ride resulted in four deaths.

Weiss said that 2018 had been
“another challenging year for Ardent”,
adding however that the company
was making “good progress” across
many areas of its business. For
Dreamworld, he revealed that plans
are in the works to expand the Gold
Coast attraction, with new rides and
retail zones both on the cards.

These plans are in addition
to the expansion made to the
Aboriginal and Torres Strait Islander
educational attraction, Dreamworld
Corroboree, and the US$15m
extension to WhiteWater World.

m http://lei.str/V5R3P
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VISITOR ATTRACTIONS

Waterfront visitor centre
Stavanger, Norway
Opening: TBC

Danish architects COBE and Norwegian
beer maker Lervig have unveiled plans
for a major waterfront visitor centre and
brewery in Stavanger, Norway.

Located on a former industrial pier, the
11,000sq m (118,400sq ft) building has
been conceived as “a unique attraction for
locals and visitors”, with a harbour bath,
roof garden and street-food market all
incorporated into the mixed-use scheme.

v

AdAAAY ]

attraction will become
a destination in the
heart of Stavanger

)

The brewery and visitor IIE

COBE have described the design
concept as “part architecture, part urban
space, part landscape”.

A large roof, supported by a series of
wooden arches, will connect all functions
of the visitor centre and brewery, with the
choice of material drawing on the region’s
timber building traditions.

Inside, guests will have an unobstructed
view through the building and of Lervig's
tanks and fermentation vessels.

Outside, plants and flowers will be
grown in the publicly accessible roof
garden — along with hops, vegetables
and fruit trees to be used in the brewing

process — meaning the building will appear
to be a large park from above.
“Our vision is to create a vernacular
attraction and destination in the heart
of Stavanger,” said Dan Stubbergaard,
founder and creative director of COBE.
“Breweries have always been perceived
as closed-off facilities. By wrapping this
one with a range of public functions within
a single structure, we are able to create
a project capable of making citizens and
visitors come together and enjoy city life.
The site will reconnect with the city not
only physically, but also socially.”
| http://lei.sr?a=D4J3x
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National Geographic is expanding its visitor attraction side to Saudi Arabia

Ocean Odyssey
Saudi Arabia
Opening: 2019

National Geographic is expanding the
visitor attraction side of its business into
the Middle East, announcing plans to
develop up to 10 new locations across
Saudi Arabia.

Working in partnership with Saudi
investment firm KBW Ventures and the
General Entertainment Authority of
Saudi Arabia, National Geographic’s
Ocean Odyssey will open at different
locations across the Kingdom, offering an
immersive walk-through adventure telling
the story of the world’s oceans.

The new Saudi attractions will be based
on the successful debut launch in Times
Square, New York City, US.

www.attractionshandbook.com

The first Ocean Odyssey attraction has
a tentative launch date set for 2019, with
the experience coming first to Riyadh.

National Geographic will be working with
designers Falcon’s Creative, Pixomondo
— the visual effects team behind Game
of Thrones — and Grammy award-winning
composer David Kahne, to produce the
visitor experience.

During the experience, visitors will hear
from National Geographic photographers
and deep-sea explorers, who will share
their stories about the world’s oceans.
Exhibits will include interactivity, with
gaming challenges including cleaning up
the ocean and playing with holograms of
the seas’ greatest wonders. Environment
will be a strong theme, with visitors given
the opportunity to take an individual
pledge for ocean conservation.
| http://lei.sr?a=p5V4B
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This will be Smit’s first overseas Eden

Eden Qingdao
Qingdao, China
Opening: 2020

SL1D3LIHOYY MVHSWIYO @ :0LOHd

Sir Tim Smit’s Eden Project is
making a giant leap to realising its
first overseas attraction, following a
trade meeting between the British
and Chinese governments.

During the three-day trade mission
to promote Prime Minister Theresa
May’s vision for a “global Britain”,
David Hardland, Eden Project chief
executive, signed an agreement
with Zhao Lintao of China Jinmao
Holdings, setting out terms for a
future development in Qingdao.

Including the design, construction
and operation of the planned £150m
attraction, Eden Qingdao will follow
the theme of water, centering on
the world’s largest indoor waterfall
— roughly the same size as Niagara
Falls at 50m (164ft) high.

Future confirmed plans include
locations in Australia and New
Zealand, with four more Chinese
projects in the works. Grimshaw
Architects are working on the
design for each of these proposals.
m http://lei.sr?a=Y8k7u
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The park will celebrate Nordic culture

Moomin Valley Park
Hanno, Japan
Opening: March 2019

3 1 o g T
F el

A theme park based on The
Moomins will open in Japan’s
Saitama Prefecture in March 2019,
after its developers confirmed
construction plans for the nature
attraction in the city of Hanno.

Called Moomin Valley Park, the
attraction will sit on an area around
Lake Miyazawako, owing to the
area’s resemblance to the nature-
rich homeland of the Moomins.

The park will celebrate Nordic
culture, with plans calling for a
museum, restaurants offering
Nordic meals and facilities where
visitors can interact with Moomin
characters. A public zone called
Mezza Village will be maintained as
a free-to-visit public park.

Moomin Monogatari will oversee
the project, supplied in-part by
Finnish playground equipment group
Puuha International Oy.

The Moomin stories were first
published in 1945 by Tove Jansson.
m http://lei.sr?2a=G3x0R

The first European Lionsgate-branded indoor entertainment centre will open in Madrid

Lionsgate Entertainment City
Madrid, Spain
Opening: 2020

Lionsgate and Parques Reunidos plan
to open the first European Lionsgate-
branded indoor entertainment centre, at
the Estacion Principe Pio in Madrid.
Lionsgate Entertainment City will be
the first Lionsgate-branded centre to
open in Europe. It will feature interactive
experiences and attractions, including:
a location-based VR experience, a 4D
theatre, a motion simulator, a climbing
wall and a challenge course, based on
popular Lionsgate franchises including
The Hunger Games, The Divergent Series
and Mad Men. The centre will be located in
the Estacion Principe Pio leisure complex,
which includes a theatre and concert hall.
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Fernando Eiroa, CEO of Parques
Reunidos, said: “Parques Reunidos’
experience combined with Lionsgate’s
iconic properties will allow us to create the
first branded IEC of this kind in Europe.

“Visitors will be able to live through
total immersion experiences via multiple
virtual reality simulators and dine with
Don Draper at this new exciting location.

“Parques Reunidos has a strong
expansion plan for indoor Entertainment
Centres (IECs), which will be open to
the public year-round throughout Europe
and the US.”

Jenefer Brown, senior vice president
of Global Live and Location Based
Entertainment, added: “We look forward
to introducing exciting and immersive
experiences themed to our popular film
and tv brands to audiences in Madrid.”
| http://lei.sr?a=K3C4t
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Eiffel Tower
Paris, France
Opening: 2023

Four design teams have been shortlisted
for a project to reimagine the Eiffel
Tower’s visitor experience.

Groups led by AL_A, Gustafson,
Porter + Bowman, Agence Ter and Koz
Architectes are competing for the project
sited either side of the River Seine.

Paris mayor Anne Hidalgo has voiced
the city’s ambition to make every visit
to the landmark more enjoyable and
accessible by rebalancing the use of the

www.attractionshandbook.com

public space for the benefit of the tower’s
seven million visitors and the 20 million
who pass by the attraction each year.

Plans include the accentuation of
the architectural quality of the tower,
the enhancement of the pedestrian
experience at the base of the tower and
the improvement of the surrounding
public transport networks.

The layout of the site will be simplified,
and more seating areas and catering
points will be offered, as will cultural
elements that place the importance and
history of the site into context.

Completion of the project in 2023 will
allow the Eiffel Tower to play a leading

Public space around the
tower will be rebalanced for

the enjoyment of all visitors

role in the 2024 Paris Olympic and
Paralympic Games.

“It’s not a question of reinventing
the Eiffel Tower, but of magnifying it by
connecting it with its environment — be it
the Seine, Trocadero or Champ de Mars,”
said Jean-Louis Missika, deputy for urban
planning and architecture in the city.

The shortlisted architectural teams for
the ambitious project comprise: AL_A
(UK) and Gross.Max (UK); Gustafson
Porter + Bowman (UK); Agence Ter (FR)
and Carlo Ratti Associati (IT); and Koz
Architectes (FR), Jun’ya Ishigami (JP) and
Atelier Roberta (FR).
| http://lei.sr?a=2T8v0
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A holiday village will lengthen stays

Legoland Windsor
Windsor, UK
Opening: 2019-2024

Merlin Entertainments is planning
a grand expansion of Legoland
Windsor, after the operator filed a
planning application to include new
attractions and accommodation as
part of an eight-year masterplan to
develop the UK theme park.

The application is split into eight
separate projects, with work to be
carried out through to 2024. The
expansion will increase the park by
450,000sq m (4.8m sq ft).

Plans focus on a holiday village
with community and play facilities;
farm buildings onsite being
repurposed for back of house
operations; and Legoland’s entrance
being redeveloped with a new
admissions building, more toilets
and a new entrance area dubbed
“The Beginning”.

A “2019 attraction” will feature
three “attractions zones”, with three
new rides — one of which will be an
indoor dark ride.

m http://lei.sr?a=Z9L0L

Plans include an aerial walkway, a lookout tower, forest lodges, a lake and a boathouse

Conkers
Leicestershire, UK
Opening: TBC

Architects Cullinan Studio and
multidisciplinary firm Arup have received
planning permission for the UK’s longest
aerial walkway: a 400m-long (1,312ft)
ribbon “floating through the treetops” of
Conkers visitor attraction.

The sinuous pathway will feature
three timber-clad treehouses, or eyries,
providing event and educational spaces
for more than 40 people.

The plans were developed by the
practice using in-house virtual reality
technology, which allowed them to
“explore the journey in a cinematic way to
create a compelling experience”.

According to a design statement, “the
Aerial Walkway improves connectivity
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between two areas of the award-winning
Conkers attraction that are separated

by the Ivanhoe Mineral Railway line. An
earth rampart at one end of the walkway
connects with existing paths and forms an
amphitheatre next to the lakeside that can
be used for a wide variety of events, such
as storytelling sessions”.

A lookout tower, woodcraft workshops,
forest lodges, a lake and a boathouse,
extensive tree planting and forest walks
are all planned.

Currently, the UK’s longest aerial
walkway is the twisting, 300-metre
(984-ft) STIHL Treetop Walkway in
Gloucestershire’s National Arboretum
at Westonbirt. Internationally, dramatic
aerial walkways are being developed for
the Camp Adventure park in Gisselfeld
Klosters Skove, Denmark, and the Mandai
nature and wildlife park in Singapore.
| http://lei.sr?a=v7f5w
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MSG Sphere
London, UK
Opening: TBC

The Madison Square Garden Company
(MSG) plans to bring a vast, spherical
music and entertainment venue to London
to “change the nature of live events”.
MSG’s executive chair and CEO, James
L Dolan, confirmed the company intends
to make the UK capital the home of
its first international property, and has
completed the purchase of land totalling
nearly five acres in Stratford, next to
Westfield Stratford City shopping centre.
International architects Populous are
behind the striking design of the MSG

www.attractionshandbook.com

Sphere — described by MSG as “the future
of live entertainment” — a version of which
has been announced for Las Vegas.

According to the company, each of
its Spheres will be equipped “with
game-changing technologies that push the
limits of connectivity, acoustics, video and
content distribution to create powerful,
immersive, multi-sensory environments
that will transport audiences”.

It will boast: a programmable exterior
that can serve as a digital showcase for
brands, artists, events and partners; an
interior bowl that features the largest
and highest resolution media display
on Earth; a custom-spherical camera
system capable of capturing, curating and
distributing both today’s and tomorrow’s

MSG Sphere has been
described as “the future
of live entertainment”

content; a dynamically adaptive acoustics
system that will deliver crystal clear audio
to every guest, no matter the size or type
of event; and new architecture that will set
a new standard for wireless connectivity

“We believe that a large-scale,
next-generation venue will not only
become a premier destination, but also
drive growth in London’s overall music and
entertainment market — benefiting artists
and fans, and serving as a long-term
investment in the future of this incredible
city,” said Dolan.

“MSG Sphere will provide a home
where like-minded communities can come
together to not only interact with the
performance, but also with each other.”

m http://lei.sr?a=r2l6m
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Children will be immersed in crew life

Navyseum
Chicago, IL, US
Opening: 2019

Decommissioned Navy equipment
could soon be used to create a
family-friendly centre dedicated

to maritime life after plans were
submitted to develop a US$43m
attraction in Chicago, Illinois.

Plans for Navyseum show an
interactive, two-storey attraction
that will span 130,000sq ft
(12,000sg m) and combine a
museum with an interactive
playspace. Themed experience
zones are connected using bridges,
tubes, slides, overlook decks and
openings to offer a fun, immersive
experience for visitors, allowing
them to live a life in the day of a
crew member.

Led by Seaworld’s former head
of creative development, Jumana
Brodersen, St Louis-based themed
design experts JCO have imagined
the Navyseum concepts, including
design, attractions programming
and exhibit design.

m http://lei.sr?a=N2d8j

Indoor parks will open in busy shopping malls and central iconic establishments

Bar¢a-themed
“experience spaces”
US & Asia

Opening: 2020

Spanish football giant FC Barcelona
is opening a number of Barga-themed
“experience spaces” around the world.

Club president Josep Maria Bartomeu
has signed a five-year agreement with
leisure park developer Parques Reunidos
to get the ball rolling on the project, which
will see indoor parks opened in “busy
shopping malls and iconic establishments
in the centres of cities with high numbers
of pedestrian traffic”.

Each will be dedicated exclusively to
FC Barcelona, with visitors able to enjoy
immersive experiences “based on the
history, values, players and memorable
moments of the club, blending interaction,
new technologies, education and fun”.

Five of the attractions will be built in
strategic regions for the club, with the first
to open in the US and Asia in 2020.
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“The agreement with Parques
Reunidos will help us to project our
image in strategic territories, offering
our supporters a 100 per cent Barca
experience, and at the same generating
a major source of income,” said club vice
president Manel Arroyo.

“Parques Reunidos are a leading
company in their sector, and they have
worked with Nickelodeon and Lionsgate on
indoor entertainment parks like the ones
that Barca will have. That means we’ll be
able to continue to set new trends in the
entertainment industry.”

Fernando Eiroa, the delegate councillor
for Parques Reunidos, added: “Our
company is constantly looking for new
opportunities to expand in order to offer
unforgettable experiences for all the
family. At these centres, we will be the
first company to offer, hand in hand with
one of the best teams in the world, an
innovative and thrilling sport and leisure
experience for football lovers in Asia, the
US and Europe.”
| http://lei.sr?a=Q7i7w
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Sutton Hoo
Suffolk, UK
Opening: 2021

Plans to build a 17m (56ft) viewing tower
at one of Britain’s most archaeologically
significant sites will go ahead thanks to a
£1.8m Heritage Lottery Fund (HLF) grant.

In 1939 a hoard of treasures were
discovered at Sutton Hoo in Suffolk,
believed to be the final resting place of the
7th Century King Raedwald of East Anglia.

The £4m project will see a permanent
tower replacing the smaller temporary
version, an improved visitor centre and
new experiences in the exhibition hall.

The observation tower has been
conceptualised by architecture firm Nissen
Richards Studio, with the top floor offering
views of the entire burial ground, through
to the River Deben.

A new route allowing visitors to “walk
in the steps of the Anglo-Saxons” is also
part of the project, as are enhanced
guided tours, new activities and
installations, innovative interpretation
and creative programming, which will sit
alongside a school education programme.

Allison Girling, property operations
manager at Sutton Hoo, said: “These
plans are about helping visitors delve
deeper into the lives of the Anglo-Saxons
who settled here, the people who
discovered them and to learn more about
what it is that makes Sutton Hoo so
fascinating.

“From why the Anglo-Saxons chose to
bury their king here and how their lives
and traditions have influenced English
culture for generations, to how the Plans include a permanent
determination of one remarkable woman tower, improved visitor
led to the discoveries in the first place.” centre and new experiences
m http://lei.sr?a=r6P1J)
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WATERPARKS

ADG are overseeing the waterpark
Island H20 Live!
Margaritaville Resort
Kissimmee, FL, US
Opening: Q2 2019

The Aquatic Development Group
has been selected to design and
build Orlando’s newest waterpark —
part of the US$750m Margaritaville
Resort currently under construction.

Called Island H20 Live!, the
US$40m waterpark has been given
a tropical theme and will cover
46,500sg m (500,000sq ft), with
15 water attractions.

Included will be a 24,000sq ft
(2,200sq m) dual beach wave pool,
a 1,300ft long (400m) lazy river with
a 500sq ft (46.5sq m) apron beach
entry, a basketball and crossing
lagoon, a multi-level play structure,a
kids activity pool and nine slides.

This will be the first waterpark to
open in Kissimmee in more than 13
years and will be the first in the area
to include an adults-only section.

Horizon Waterpark will own the
waterpark and is working with Encore
on the attraction.

m http://lei.sr/7M9T6

ACTVENTURE
Qld, Australia, and UAE
Opening: TBC

ACTVENTURE is rolling out its outdoor water and adventure park concept to the UAE

ACTVENTURE, the multi-million-dollar
leisure and lifestyle mega-destination
underway on the Sunshine Coast of
Australia, is eyeing a rollout to the UAE.
Thinkwell Group designed the plan
for the AU$400m (US$305m, €280.7m,
£243m) Queensland venture, with
Canadian waterpark specialist WhiteWater
West working on the waterpark.
Bankrolled by SANAD Capital — the
Australian offshoot of Dubai-based
investment firm Najibi — the first
ACTVENTURE destination, located on
Steve Irwin Way, will feature a waterpark,
an events lawn, a retail zone and an
outdoor adventure park for kayaking,
bungee jumping, flyboarding, zorbing and
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paddle boarding, as well as plans for a
family hotel and a sports precinct for
skateboarding, BMXing and a parkour.

With the UAE expecting its leisure
industry to attract an audience of
45 million people by 2021, WhiteWater’s
CEO, Geoff Chutter, said: “The UAE is
the leading leisure and entertainment
destination in the region with a huge
growth potential over the next three years.
We believe the market could double when
the current projects are complete.

“I believe that ACTVENTURE is a
differentiated active lifestyle destination
that will cause huge waves in Australia,
and bringing the concept to UAE will only
add to the country’s diversified sector.”

Talal Najibi, executive chair of Najibi
Investments, added: “Dubai is set
to become a world-class leisure and
entertainment destination.”
| http://lei.sr?a=U2u6N
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Triple 5 will operate
the new waterpark

Mall of America
Bloomington, MN, US
Opening: TBC

The owners of Minnesota’s Mall of
America are considering a US$200m
waterpark addition to the property,

releasing a new rendering of the proposed
project in the city of Bloomington.

The plan has been submitted by
Triple 5, which owns the property,
detailing a 225,000sq ft (21,000sq m)
waterpark to the east of the existing mall.
According to the submission, the city

www.attractionshandbook.com

would finance and own the development,
hiring Triple 5 to operate the new venture.
Triple 5 is seeking an international brand
for the venture, suggesting in the proposal
that brands such as Dreamworks or
Nickelodeon could be utilised for theming
on the project.

The DLR Group, an integrated design
firm delivering architecture, engineering,
interiors, planning and building
optimisation, are involved in the design.

The proposed waterpark would sit near
the existing Great Wolf resort, though

access to that park is limited to visitors
also booking a hotel stay, whereas the
Triple 5 project would be open to the
general public.

According to Triple 5, the operator
has been interested in a waterpark
development for several years, as
such a venture would help to fill hotel
rooms “when business travellers and
event uses do not”.

The waterpark is part of existing plans
for an expansion of the mall, which
includes hotels, a performance space,
meeting spaces and sports areas.

m http://lei.sr?a=e2U2M
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Great Wolf Lodge Arizona
Scottsdale, AZ, US
Opening: Q3 2019

Great Wolf is working on a new indoor
waterpark destination in Scottsdale.

It will be built on an 18-acre (7-hectare)
site within the Salt River Pima-Maricopa
Indian community at Salt River Fields,
Talking Stick. Great Wolf Resorts has
signed a contract with the Native
American community allowing them to
lease the land for up to 100 years.

The resort, the company’s 18th, will
feature a hotel with 350 bedrooms and
an 85,000sq ft (7,900sq m) heated

indoor waterpark with interactive aqua
play zones, a lazy river, a wave pool, a
family raft ride, water slides and more.
Dry activities will include a 27,000sq ft
(2,500sq m) Great Wolf Adventure Park
FEC with ropes courses, mini golf and a
MagiQuest arcade games zone, as well
as a Great Wolf first — a 3D-mapping
animation called the Northwoods Friends.

Food and beverage options will include
Dunkin’ Donuts, Ben and Jerry’s and a
Barnwood farm-to-table restaurant with a
locally sourced menu.

“As we look to expand the Great Wolf
Lodge experience to new markets across
North America and beyond, we are excited
to place our newest resort in Arizona and
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The indoor waterpark
will have interactive

aqua play zones

provide visitors across the Southwest with
a destination that brings immense joy to
families,” said Murray Hennessy, Great
Wolf Resorts’ CEO.

Delbert Ray, president of the Salt River
Pima-Maricopa Indian Community, added:
“Hospitality has been a constant common
value of our Community — from providing
aid and shelter to settlers making their
way westward, to welcoming tourists to
our several award-winning hotel properties
at the Talking Stick Entertainment District
today. Tourism is a key economic driver for
us, and we believe Great Wolf Lodge will
give families another great reason to visit
our Community.”
| http://lei.sr?a=v6I12v
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Liseberg waterpark

Gothenburg, Sweden
Opening: 2021-23

In the build up to the historic attraction’s
centenary in 2023, Liseberg is
undergoing a €200m expansion to
diversify its product offering and expand
its operational season.

A new waterpark developed by Water
Technology Inc will operate year-round
with capacity for 2,800 guests over
17,000sg m (183,000sq ft). Renderings
for the indoor attraction show a galleon,
with the waterpark following a historic
theme based on the Swedish East India
Company, owing to its strong roots in the

www.attractionshandbook.com

city. Included in the attraction will be eight
experience pools, 10 water slides, two
water play areas and a restaurant catering
for up to 400 guests.

A 453-bedroom hotel designed by
Swedish architectural firm Wingardhs
will target families. The 31,000sq m
(333,600sq ft) property adjoining the
waterpark will feature a main restaurant
with 550 seats, a smaller themed
restaurant for up to 250 people, a bistro
and a 700sg m (7,500sq ft) spa.

Liseberg has invested significantly
over the last six years, spending €120m
on new additions to the theme park to
combat declining visitor numbers, which
has proved to be very fruitful.
| http://lei.sr?a=v0t6V

WATERPARKS

A completely new concept for the city

Water Culture Centre
Copenhagen, Denmark
Opening: 2021

Stunning designs have been revealed
for Copenhagen’s new Water Culture
Centre, which will feature outdoor
and indoor pools, waterfalls, harbour
baths and sports facilities.

The municipality has selected
Kengo Kuma Associates to create
the 5,000sq m (53,800sq ft) site.

Copenhagen mayor Frank Jensen
said: “There’s no doubt that Kengo
Kuma'’s vision for a waterfront
cultural centre is world class and that
it will bring something completely
new to Copenhagen but will also fit in
with the aesthetic of the city.”

Kuma’s design envisions the
building as a series of pyramid-
shaped roofs, with an open-air pool
passing through the gaps.

The project will be built on
Christiansholm Island, one of the
last undeveloped areas along the
city’s waterfront. Formerly used by
the press for newspaper storage,
it’s nickname is ‘Paper Island’.

m http://lei.sr?a=s0ON7j
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WATERPARKS

It’ll be the largest waterpark in the US
Kalahari Resorts

Round Rock, TX, USA
Opening: 2020

Kalahari Resorts and Conventions
has finally broken ground on
its US$550m African-themed
waterpark and resort in Round
Rock — Kalahari’s first venture in the
southwest of the US.
At its heart, it will feature
a 223,000sq ft (20,700sg m)
waterpark, the largest in the US. An
adventure park is also included in
the offering, with the 80,000sq ft
(7,400sq m) space set to include
thrill rides, ropes course, climbing
walls, indoor zipline, bowling, laser
tag and mini-golf. A selection of
outdoor pools covering 130,000sq ft
(12,200sqg m) will also be on offer.
The resort will have more than
990 guestrooms made up of 1,2 and
3 bedroom suites and residential
suites, as well as a 200,000sq ft
(18,600sq m) convention centre.
The resort will also offer a spa,
five restaurants and 10,000sq ft
(929sqg m) of retail space.
m http://lei.sr?a=u4K7e

The development marks the first Indonesian waterpark to partner with an international brand

Cartoon Network
Bali, Indonesia
Opening: 2020

A second Cartoon Network waterpark

is coming to Asia, with MAJ Group
announcing plans to develop a waterpark
and family entertainment centre in Bali.

The 43,000sq m (462,800sq ft)
development will feature the tropical
island’s largest waterpark, complete with
immersive Cartoon Network theming.

Part of the existing Nusa Dua complex,
the new waterpark will sit at the
southernmost tip of the island and will
feature a selection of rides and slides, as
well as a giant surf and wave pool.

A large part of the attraction will be
formed by an indoor entertainment centre,
which will have a family focus and be
splashed with the Cartoon Network brand.
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To realise the development, Turner
Asia Pacific — which owns the rights to
Cartoon Network — has entered a licensing
agreement with MAJ, granting use to
popular shows such as Adventure Time,
The Powerpuff Girls and Ben 10.

“Turner and The MAJ Group share
the same vision of creating the ultimate
family destination in Indonesia, and
the entertainment park will combine
world-class design with unparalleled
Balinese hospitality,” said Ricky Ow,
president of Turner Asia Pacific.

“Above all, it will offer guests genuine
fun powered by Cartoon Network, Asia’s
leading children’s entertainment brand.”

The development not only marks the
first ever Indonesian waterpark to partner
with an international brand, but will also
be the first Cartoon Network attraction to
have indoor and outdoor attractions.
| http://lei.sr?a=y7X3f
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Cirque du Soleil
Worldwide
Opening: TBC

WhiteWater West and Cirque du Soleil
have announced a brand new partnership
to bring Cirque-themed waterparks to life
in multiple locations worldwide.

At IAAPA 2018, WhiteWater’s Paul
Chutter revealed that the company was in
discussions with at least two interested
parties to develop the concept, with a
wider plan to build Cirque du Soleil parks
worldwide under a franchise model.

Martin Boudreau, president and
executive producer of Parks and
Hospitality at Cirque du Soleil, said: “In
our respective industries, WhiteWater and
Cirque du Soleil have always pushed the
limits of what we can do.”

“Together, we will redefine the
waterpark experience by delivering a
spectacular attraction and entertainment
experience to our guests. It’s not just
about bringing wonder and excitement to
the masses, it’s also about taking live
entertainment to the next level.”

The concept offers different visitor
experiences depending on whether they
visit during the day or at night.

During the daytime, visitors will be able
to enjoy a range of water attractions for
a traditional waterpark experience. At
night, the waterpark will be transformed,
with those attractions used by visitors
during the day becoming the stage for
Cirque’s performers. Featuring illuminated
trails, music and special food and drink,
visitors will be able to enjoy the spectacle
of a Cirque performance, with a series
of 15-minute shows running a few times
every evening.
| http://lei.sr/d8M5L
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WhiteWater West and Cirque du Soleil have teamed up to launch new waterpark attractions
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Informal science education and outreach programs to help develop a more ocean-literate society will be available Mote Aquarium

Mote Science Education
Aquarium

Sarasota, FL, US

Opening: 2020

A fundraising campaign has been
launched following the announcement
of plans to build a US$130m aquarium
development in Sarasota, Florida.
Massachusetts-based architecture firm
CambridgeSeven are behind the plans for
the Mote Science Education Aquarium,
covering 110,000sq ft (10,000sq m)
— more than doubling the size of the
existing site. It will offer aquatic displays
across 3.8 million litres of water,
interactive teaching labs, onsite diving
programmes, scientific demonstrations
and interactive technologies.
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Visitor numbers are expected to double

“The rebirth of Mote Aquarium on
the mainland will not only help us
grow our informal science education
and outreach programs and develop
a more ocean-literate society; equally
important, it will lead to the next step in
the evolution of our City Island campus
into an enhanced International Marine
Science, Technology and Innovation
Park,” said Dr Michael Crosby, the
aquarium'’s president and CEO.

“This spectacular facility and campus
will double the number of visitors whose
lives are enriched by marine science each
year, and provide no-cost opportunities
for all schools to utilise specialised
teaching labs to ensure that every child
has the opportunity for hands-on marine
science and technology experiences.”

m http://lei.sr?a=v6U4Q
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Aquarium
Oslo, Norway
Opening: 2023

Plans for a waterside aquarium near
the Norwegian capital of Oslo show
a pair of smooth, undulating domes
jutting out into the fjord.

Designed by London and Oslo-based
practice Haptic Architects, the
10,000sg m (108,000sq ft) aquarium
will be encircled by walkways, providing
a glimpse through the windows to

the attraction’s interior. The building
will feature a curved roof doubling as
accessible public space.

The seven million litre aquarium
is expected to welcome hundreds of
thousands of visitors each year.

The aquarium will be built on land
formerly housing Oslo’s main airport at
Fornebu in Baerum. Norwegian developer
Selvaag also has plans to develop the
wider area around the attraction.

“The sea has laid the basis for
Norway’s fantastic prosperity today
and has shaped us as Norwegians.

Nevertheless we have lacked a
national aquarium, and it’s high time
that we acquired one. We now have
a historic opportunity. Our intention
is to create a fantastic aquarium
which will become one of Norway’s
leading and most beautiful attractions
and a powerhouse for research and
knowledge building. This will be the
country’s national aquarium,” said
developer Olav Selvaag.

Its position is ideal; close to a metro
station and next to the fast ferry quay.
m http://lei.sr?a=p8I6V
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Weta Workshop aim to create an extraordinary visitor experience delivered in an innovative and original way

Napier National Aquarium
Napier, New Zealand
Opening: 2021

Weta Workshop - the special effects
and prop company behind such epics
as The Lord of the Rings and Avatar
— has thrown their weight behind a
NZ$45m (US$32.5m, €27.5m, £25.3m)
redevelopment of the Napier National
Aquarium in New Zealand.

Napier City Council (NCC) has
announced the plans, which will
see the aquarium on Marine
Parade expanded from 3,400sq m
(36,600s(q ft) by almost three times
to 11,100sg m (120,000sq ft). Weta
Workshop will be given “creative

licence” to come up with a unique
design for the development.

“It puts us on the map as a
conservation centre of excellence and
an eco-tourism destination of major
significance,” said council manager of
visitor experiences Sally Jackson.

“We couldn’t be more thrilled that
Weta Workshop has come on board
as our design partner, to create the
wow factor and help us tell our stories
in an innovative, original way.”

NCC will provide NZ$7m (US$5m,
€4.3m, £3.9m) in funding towards
the development, with the remainder
sought from a mix of public and
private investment. In addition to Weta
Workshop, key partners involved in
the project include Air New Zealand,
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the University of Waikato, Hawke’s
Bay Regional Council, Hawke’s
Bay Tourism and representatives
of the local Maori community.

“We’re on a mission to create an
absolutely extraordinary experience
so that people coming to New Zealand
will not be able to leave the country
without spending time at our aquarium,”
said Napier mayor, Bill Dalton.

“We are looking forward to sharing
the excitement of our National Aquarium
Expansion Project in more detail, and
hearing our community’s views, as
we work hard towards enhancing our
National Aquarium of New Zealand.”

Construction is scheduled to start in
2019, with an opening date of 2021.

m http://lei.sr?a=S9i7a
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Expansion 2020
Georgia Aquarium, Atlanta, GA, US
Opening: 2020

Georgia Aquarium, the largest aquarium
in the US, is due to gain a new saltwater
gallery accommodating a variety of
different sharks.

PGAV Destinations is lead architect on
the project, which will cover 41,000sq ft

(3,809sqg m) and is slated to open in 2020.

Aquarium president and CEO Joesph
Handy said the new development would
spotlight “the awe-inspiring species of
shark”, taking a line from Jaws and adding
that Georgia is “going to need a bigger
aquarium” to house the sea creatures.

Called Expansion 2020, the plan
features the new shark habitat and a
redesigned entrance. The saltwater
gallery will feature floor-to-ceiling acrylic
windows, giving guests an up-close and

www.attractionshandbook.com
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Humans pose the biggest threat to sharks: the exhibit will teach them about these predators

personal view of the aquarium’s sharks,
with potential shark species under

consideration including Hammerheads,
Sand Tiger Sharks and Sandbar Sharks.

“Our focus is to provide a fresh
perspective on the vital role sharks
play in our oceans’ health,” said a
statement from Georgia Aquarium.

“Sharks face many challenges, like
overfishing and habitat degradation.
Humans pose the biggest threat
to sharks and through this new
engaging exhibit, guests will learn
more about these apex predators and
their importance to our ocean.”

The new entrance will use high-tech
interactive and multimedia displays to
engage visitors from the point of arrival.

A 2016 study by the Central Atlanta
Progress reported that Georgia Aquarium
has contributed US$1.9bn to the
economy since opening in 2005.
| http://lei.sr?a=10140
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There’ll be 80 new species at the park

Yorkshire Wildlife Park
Doncaster, UK
Opening: TBC

A £50m expansion of Yorkshire
Wildlife Park will add 150 acres
(61 hectares) of new land and
transform the attraction, providing
an economic boost to the region.

The plan includes new animal
reserves, lakes, landscaping and
a visitor support hub at the new
entrance, as well as restaurants
and a destination hotel.

The expansion will double the
visitor attraction’s workforce to 600
people and introduce more than
400 new animals from 80 species.

“We’re very excited about this
next stage of our life — this is
a game changer for Yorkshire
Wildlife Park, Doncaster and
the surrounding area,” said the
park’s CEO, John Minion.

Founded in 2010, the park has
grown significantly since opening,
with visitor numbers last year
totalling 761,000 — making it one
of the UK’s most popular zoos.

m http://lei.sr?2a=H2T1i
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Brevard Zoo
Melbourne, FL, USA
Opening: TBC

Brevard Zoo’s plans for a lagoon-
themed aquarium has received a
boost from a US$10m tax funding
scheme from Brevard County.

The Indian River Lagoon
Conservation Campus and
Aquarium will have a large
educational component, focusing
on the lagoon itself, with 12 indoor
and five outdoor exhibits.

Zoo executive director Keith

Winsten said he sees the project as

a “front porch” on the Indian River
Lagoon, which the zoo sits next to.

The proposed 130,000sq ft
(12,077sq m) facility, featuring
60,000sq ft (5,574sg m) of
enclosed space, will incur an
admission charge of $24.95 for
adults and $19.95 for children 3 to
11, but will be free for under 3s.

About 425,000 people a year
visit Brevard Zoo. The 57-employee
aquarium is expected to increase
that number and boost local
tourism figures and the local
economy significantly.

The funding is the first step in
the zoo’s goal of US$70m in total
funding. Another US$10m is likely
to come from the State of Florida,
with the remainder from corporate
backing and debt financing.

“This is a big step, but it’s only
the first step,” Winsten said. “We
have a lot more to go.”

m http://lei.sr?a=714x4

With pressures on cetacean captivity, the new focus is on healthier oceans and conservation

Vancouver Aquarium
Vancouver, Canada
Opening: 2019

With pressures on cetacean captivity
continuing to mount across North
America, the new focus at Vancouver
Aquarium will be based on a programme
aimed at educating the public about
healthier oceans.

A CA$100m (US$76.1m, €72.2m,
£61.3m), 12-year expansion of the
aquarium’s Arctic habitats will transform
the space to include a new habitat and
display concerning the challenges facing
Canada’s North. Among the species
featured will be coldwater corals, seals
and walruses.

According to a spokesperson at the
facility: “The Vancouver Aquarium was
the original environmental organisation
in Vancouver. We put conservation into
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action every day. It’s what we do, it's who
we are, and we will keep doing it.

“This (move) marks a shift for the
aquarium, but it’s a move that is in line
with our commitment to our community,
country, and to the world’s oceans”.

The aquarium faced controversy in
2017 when two of its whales died in
quick succession, leaving the facility with
its signature tank empty, owing to an
unknown toxin introduced “by food, water,
or through human interference”. Starting
2017 with five cetaceans, the aquarium
ended the year with just one: a Pacific
white-sided dolphin rescued in 2005. The
30-year-old is not a candidate for release
owing to only having partial flippers.

The statement also said: “The
Vancouver Aquarium Marine Mammal
Rescue Centre will continue to rescue and
rehabilitate animals in need, including
whales or dolphins.”
| http://lei.sr?a=Z1y8L
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Longleat Estate
Wiltshire, UK
Opening: TBC

Plans to develop a waterpark,
a 240-bedroom hotel and a
conference facility at the Longleat

Estate in Wiltshire are to go ahead.

Longleat Enterprises — the
commercial arm of the 465-year-
old estate — proposes to facilitate
growth over the next decade and
increase the length of stay at the
stately home and safari park.

Longleat has already committed
£3m each year to improve the site
over the next decade, focusing on
its history and visitor stay time.

Longleat Enterprises’ CEO,

Bob Montgomery, told Attractions
Management: “We believe that
the timing couldn’t be better for
us and for the county, as while
guaranteeing the long term
sustainability of the Longleat
estate and one of the region’s
biggest tourist attractions, our
16-month public consultation has
also shown that there is a huge
demand in the region for family
accommodation and a hotel with
business conference facilities for
up to 200 delegates.

“It is also estimated the hotel
will create a total of 550 full
time equivalent positions once
open and during its two year
construction, giving a much
needed economic boost to the
communities we support.”

m http://lei.sr?a=z0c6l
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World of Birds will feature an immersive
aviary filled with brightly-coloured birds

San Antonio Zoo
San Antonio, TX, USA

Opening: TBC

Officials at the San Antonio Zoo are
expanding the 104-year-old visitor
attraction, unveiling a US$200m
masterplan for the historic site.

The zoo has had its development
plan for the next 20 years laid out by its
leaders, starting with a new US$1m rhino

habitat, which has already broken ground.

“We've been working on our master
plan for well over a year now and we are
excited to build upon the momentum we
have gained with recent improvements
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to the zoo,” said Tim Morrow, CEO and
executive director of San Antonio Zoo, in
a statement to Attractions Management.

“Over the next 20 years we’ll create
new large, naturalistic habitats in ways
never seen before by our visitors, taking
advantage of current zoo spaces, as well
as unutilised land on our property which
will be fully transformed.”

Zoo officials say that the masterplan
has been created to continue its steady
increase in visitor numbers. In 2017,
the attraction welcomed more than
1.1 million people, with more than
half of those coming from outside San
Antonio, creating an economic impact of
US$108.6m for the city.

www.attractionshandbook.com
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The zoo currently covers 100 acres
(40.5 hectares) and is home to a
collection of 3,700 rare or endangered
animals across 660 different species.

For its future expansion, the zoo’s
management consulted with PGAV
Destinations to devise a plan to make
better use of its existing plot, as well as
to expand its size and scope for visiting
tourists and San Antonio residents alike.

Included in the masterplan is a concept
for a safari-style park, with wide open
spaces featuring a variety of different
animals. New animals could be included
in the masterplan following a visitor
survey, with gorillas, orangutans and polar
bears all requested.

www.attractionshandbook.com

The safari-style park will have
wide open spaces featuring a
variety of different animals

Essential infrastructure work is
also included, with major upgrades to
plumbing among other improvements
necessary for the century-old zoo.

Aside from the rhino enclosure, the
zoo has not confirmed when the potential
plans could become reality.

A spokesperson told Attractions
Management that there was “no timeline
for any of the other expansions or
renovations”. The spokesperson also
confirmed plans to approach the City
of San Antonio, Bexar County and
state leaders to lend financial support
to the San Antonio Zoo for various
elements of its masterplan.

m http://lei.sr?a=X5S6P
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Kansas City Zoo
Kansas, MI, US
Opening: Q2 2022

A new US$75m aquarium is in the
works for Kansas City Zoo, with
CEO Randy Wisthoff unveiling a
proposal for the new addition.

Currently in the planning stage,
the aquarium will cover 65,000—
70,000s(q ft (6,000-6,500sq m)
and house large tanks with
700,000-750,000 gallons of
water. It will offer two temperature-
differentiated ocean biomes — one
warm water, one cold water.

US$40m will be provided over the

next four years by the Zoological
District, according to the zoo, while
private financiers have pledged
US$22m towards the project.
“Over the time between now and

when it would open, we’re projecting

100 new jobs” said Wisthoff.
“The aquarium is projected
to bring in 80,000 new visitors

from outside of Kansas.”

The Finance and Governance
Committee of the City Council
has approved the development,
meaning the resolution will now
go to the full City Council for final
approval. If funding is approved,
the aquarium is provisionally
scheduled to open in Q2 2022.

Since 2007, US$85m has
invested in capital projects at
the zoo, including the Discovery
Barn, the Zoo Learning Center
and a Polar Bear Passage.

m http://lei.sr?a=j4n1)
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SCIENCE CENTRES & PLANETARIUMS

It’s themed on the Fibonacci sequence

Whitworth Ferguson
Planetarium

Buffalo, NY, US
Opening: Q3 2020

Buffalo State College in New York
State is undergoing its third phase
of a US$35.5m expansion to its
Science and Mathematics Complex
(SAMC), which will include a new
planetarium open to the public.

Once complete, the Whitworth
Ferguson Planetarium will feature
a 35ft (10.6m)-diameter projection
dome seating 48 people, with
digital and analogue projectors,
housed inside a dome containing
a Fibonacci sequence pattern; a
theme reflected throughout.

The final phase will connect the
main entrance and lobby housing
the planetarium to the three-storey
atrium built in the first phase.

Architects Cannon Design and
general contractors LPCiminelli are
working on the project.

m http://lei.sr?a=y8q5W
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Engaging activities will develop a scientific temperament and awareness in the Bihari diaspora

Dr. A. P. J. Abdul Kalam
Science City

Central Patna, India
Opening: TBC

Three firms have been commissioned
to develop a “world-class” Science City
attraction in central Patna, India.
Exhibition designer GSM Project,
architect Flying Elephant Studio
and project management firm
Gleeds have been selected for
the project by the government of
Bihar following a call for tender.
The 30,000sg m (323,000sq ft)
Dr. A. P. J. Abdul Kalam Science City,
named after India’s former president,
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will promote “the past, the present and
the future” of science through a series
of galleries and educational attractions.

In a statement, the government said
it will “encourage the participation
of locals and Bihari diaspora in
engaging activities to develop scientific
temperament and to create awareness
of Bihari pride, its science history and
contributions in a global manner”.

GSM Project will design and supervise
the overall visitor experience. It will
include 7,500sq m (80,000sq ft) of
permanent exhibition galleries and
interactive participative learning
facilities, a demonstration kitchen,
biochemistry labs and a makerspace.
| http://lei.sr?a=P2Z0V
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Eureka!
Halifax, UK
Opening: 2021

The CEO of Eureka!, the National
Children’s Museum in Halifax, has
said that plans for a second branded
attraction are “advancing well”. The
£11m project, dubbed “Eureka! 27, will be
located in Liverpool.

The new venture will be focused on
children aged between 7 and 14, with
the content and galleries aimed at

www.attractionshandbook.com

The content and galleries will be
aimed at developing the technical and
digital skills of children and teenagers

developing the technical and digital skills
of children and teenagers.

Eureka! CEO, Leigh-Anne Stradeski, said
the Liverpool site could — if fundraising is
successful — open as early as 2021.

Located adjacent to the Seacombe
Ferry Terminal, Eureka! 2 is backed by
Merseytravel — which currently runs
the site — and Wirral Council, alongside
strategic support from the Liverpool City
Region Local Economic Partnership and
the Metro Mayor Steve Rotheram.

Stradeski added: “We hope it will
open the eyes of parents and young

people, showing them how anyone from
any background can learn and enjoy
STEM subjects and go on to change and
transform the world around us.”

During British Science Week, Eureka!
put on special events and exhibitions
to boost interest in STEM subjects by
challenging science preconceptions. One
of these featured an interactive show
called The Secret World of Gases, which
included Liquid Nitrogen “magic” and was
organised in partnership with The Royal
Society of Chemistry and BOC.
| http://lei.sr?a=q6i2)
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It will showcase recent A N
achievements in science [
and global technologies

National Science and
Innovation Centre
Kaunas, Lithuania
Opening: 2021

SMAR Architecture Studio is designing
the prestigious €25m National Science
and Innovation Centre on Science Island

in Kaunas, Lithuania.

Expected to open a year in advance of
Kaunas’s tenure as European Capital of
Culture 2022, the building will be located
within a 33-hectare site on Nemunas
Island in the Nemunas River — a short walk
from Kaunas’s historic Central district.
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According to a City spokesperson,
“Science Island is an emblematic project
for Kaunas that will showcase recent
achievements in science and global
technologies, with the aim of inspiring
visitors to expand their knowledge and
support innovation in these fields.”

SMAR founder and creative director
Fernando Jerez said his team have sought
to create “an invigorating experience,
drawing new audiences” to Kaunas.

“Our proposal follows the island’s
topography to find a deep connection with
nature and with the city,” he explained.
“On the roof, circular access points
will work as public stages and natural

seating areas; our aim being that the
museum spills into the landscape and
the park comes into the building.

“The existing landscape gives shape
to the Innovation Centre, which is topped
by a sloping and reflecting upper disk:
a landmark for the city. This will be a
new sun for Kaunas, a bright, shining
sun — evidence that science is always
awake searching for new answers.”

SMAR will collaborate with the
Lithuanian practice UAB Architektu
on the project. The partnership was
selected following a design contest
between 144 teams from 44 countries.
| http://lei.sr?a=K5D1D

www.attractionshandbook.com



http://lei.sr?a=K5D1D
http://www.attractionshandbook.com

SCIENCE CENTRES & PLANETARIUMS

It will become a major regional base for astronomical research and public science education

Planetarium
Lhasa, Tibet
Opening: 2019

Plans have been unveiled in Tibet to build
the world’s highest planetarium — set

to open at the Tibet Museum of Natural
Sciences in 2019.

Dubbed “the roof of the world”, the
museum in the provincial capital of Lhasa
sits 4,000m (13,123ft) above sea level,
passing through the three permanent
exhibition halls of the Natural Science
Museum, the Science Museum and the
Cultural Exhibition Hall. It will also feature
a theatre and multimedia facilities.

According to the Tibet Autonomous
Region Government, which owns the
museum, the planetarium will become
a major regional base not only for

www.attractionshandbook.com

astronomical research but also for
public science education.

At its core, the planetarium will feature
the region’s largest telescope, jointly
developed by the planetarium and the
National Astronomical Observatories.

“With the highest altitude in the world,
the planetarium will become a perfect
window for the public to get to know the
stars and explore the universe,” said
Wang Junjie, deputy head of the Science
and Technology Department of Tibet,
speaking to state-run media agency
Xinhua. “This will be thanks to little air
pollution or light pollution in the region.”

Designed by Cendes and French-based
Architecture Studio, the Tibet Museum of
Natural Sciences opened in 2015, offering
the region a sustainable and cultural
project on an international scale.

m http://lei.sr?2a=5n6m5
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It will be surrounded by a dense forest

Tycho Brahe Institute
planetarium

Harestua, Norway
Opening: TBC

International architects Snghetta
have designed a new planetarium
and a visitor centre for Norway’s
largest astronomical facility, using
the night sky for inspiration.

Nestled in the dense forest of
Harestua, 45km north of Oslo,
Solobservatoriet is the largest solar
observatory North of the Alps.

The Tycho Brahe Institute,
named after the 16th century
Danish scientist and founder of
modern observational astronomy, is
bankrolling the new project, turning
the site into a visitor attraction.

The 1,500sg m (16,100sq ft)
planetarium situated next to the
observatory’s original research
tower will be orbited, like the Sun,
by a selection of ‘planet’ cabins
accommodating up to 118 guests.
There will be a 100-seat auditorium,
a café, an exhibition area and a
children’s zone.

m http://lei.sr?a=A1Y5f
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SCIENCE CENTRES

Canada is exporting its expertise

“Science North”
Guangzhou, China
Opening: TBC

One of Canada’s largest science
centres has signed a deal with
Chinese company Grandview
Enterprise to establish a major new
science centre in Guangzhou.

Science North — an interactive
science museum in Greater Sudbury,
Ontario — opened in 1984 and is
Northern Ontario’s most popular
tourist attraction.

The new relationship, marked by
the signing of a MoU, will leverage
Science North’s expertise in
science centre operations, science
education, commerce, professional
services and talent training to aid in
the creation of the new facility.

“The collaboration with Grandview
Enterprises will benefit both
our organisations as we share
our knowledge and expertise in
operating a science centre as well
as in science communication to
the public,” said Science North
CEO, Guy Labine.

m http://lei.sr?a=q604V

The new theatre will have a higher screen resolution than any other planetarium in the world

Zeidler Dome Theatre
Edmonton, Canada
Opening: TBC

Edmonton’s Telus World of Science in
Canada has entered the next phase of its
CA$40m (US$30.2m, €26.2m, £23.6m),
Aurora Project — the year-long construction
of a new planetarium theatre with a
higher screen resolution than any other
planetarium in the world.

Zeidler Dome Theatre, formerly
Margaret Zeidler Star Theatre, will include
a 10K projector and screens; more than
double that currently on offer by IMAX
movie theatres and more than the current
ultra-HD standard of 8K.
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“With this new 10K resolution video
projection system, the stars that we can
project, the images will be incredibly
sharp, highly detailed, and it will make
you feel like you're right there,” said Frank
Florian, director of planetarium and space
sciences at Telus World of Science.

The redevelopment will expand the
space by 20,000sq ft (1,850sq m) and
renovate the existing Space Place gallery.
It will also include a new 10,000sq ft
(9,300sq m) gallery based on Canada’s
Arctic and polar regions, while a new
health-science gallery will highlight the
health science, wellness and medical
research being carried out in Edmonton.
There will be retail and a garden space.

H http://lei.sr?a=H6C4K
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The design celebrates
nature alongside
industrial development

Suzhou Science &
Technology Museum

Suzhou, China
Opening: TBC

A science museum in Suzhou, China,

is to act as the centrepiece of a new
cultural district in the city, with the design
celebrating nature while highlighting the
role of industrial development.

Taking inspiration from its surroundings,
the 600,000sq ft (56,000sg m) Suzhou
Science & Technology Museum was
inspired by the Chinese expression
of “shan sui”, which means “union of
mountain and lake”. Forming an infinity
loop, the Perkins+Will-designed building

www.attractionshandbook.com

will emerge from the nearby ‘Lion
Mountain’, twisting back on itself at

its apex to extend over Shishan Lake.
Within the lake will be several man-made,
teardrop-shaped islands.

The islands will be connected by a
walkway to the museum, serving as both
a filtration system for the lake and as a
living exhibition for the museum.

The museum will feature a 66,700sq ft
(6,200sq m) industrial exhibition hall, with
exhibits highlighting the role of industrial
development in enriching people’s lives.

“Our design recognises the importance
of Suzhou in China’s commercial history
and underscores its role at the forefront of
China’s emergence as a technology leader
and innovator,” said Ralph Johnson, global

design director of Perkins+Will. “The
museum also draws inspiration from the
natural environment surrounding it.”

The wider Suzhou Shishan Cultural
District has been developed by urban
designers and masterplanners Sasaki
Associates. The district will also feature a
performance centre, a sculpture garden,
the Academy of Arts and Sciences, the
Institute of New Media and Technology,
and the Mediatheque culture hub.

To encourage multi-day visits, a hotel
overlooking a water garden is also in
the works, while retail developments will
create an urban lakefront on the “city
side” of the mountain. Open space will
also be increased by 15 per cent.

m http://lei.sr?2a=6A9U6
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Gijang Art Museum
Busan, South Korea
Opening: TBC

The 150-year-old American Museum of
Natural History is to undergo a US$340m
development to expand the institution’s
role for scientific research and education.
The new Gilder Center designed by
Studio Gang Architects, exhibit designer
Ralph Appelbaum Associates and
landscape architects Reed Hilderbrand
will focus on the Collections Core. This
21,000sq ft (2,000sq m) glass-walled
exhibit will be used to investigate and
answer fundamental questions, identify
new species, and formulate new research
questions and directions. Scientists and
visiting scholars will be able to carry out
research while observation areas on each
of the five levels will enable visitors to
view the research work being conducted.
A 5,000sq ft (465sqg m) Insectarium
will feature live insects, collections of
specimens, scientific tools for conducting
research, exhibits and digital displays,
enabling visitors to better understand
their diversity and importance to Earth.
m http://lei.sr?a=p1i8k

Beirut Historical Museum
Beirut, Lebanon
Opening: 2021

The Prime Minister of Lebanon,
Saad Hariri, has announced plans
for a new museum of antiquities,
which will be designed by Italian
architect Renzo Piano.

The Insectarium will feature live insects, exhibits and digital displays

The Beirut Historical Museum will be
constructed in the capital’s downtown
area, running from Martyrs Square to
the waterfront.

According to Devdiscourse, Piano has
designed a 12,000sg m (129,000sq ft),
seven-storey stone and glass building that
will take three years to build.

In a statement at the launch ceremony
for the project, Hariri said: “As we build a
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modern city, we are keen to preserve
the heritage, because preserving
identity and history is a solid foundation
for building the future.”

Funded in part by the state of
Kuwait, it will house archaeological
artefacts from a host of civilisations,
since the Bronze Age. Exhibits will
include those unearthed in by UNESCO.
m http://lei.sr?2a=x3m2N
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Albert Einstein Museum
Jerusalem, Israel
Opening: TBC

An abandoned planetarium in Jerusalem
will be converted into a museum
dedicated to Albert Einstein as part
of a US$5m project to showcase his
personal archives.

Arad Simon will see a museum
and visitor centre built on Hebrew
University’s Givat Ram campus. The
visitor centre will sit inside the dome of

the 500sq m (5,381sq ft) building, while
the archive and research space will be
located inside the rectangular area.

An entrance lobby — also hosting
temporary exhibitions — will feature
Einstein’s historic library, designed as a

semi-transparent wall of books separating

the visitor centre from the archives and
research wing. It will also include a retail
store and administrative office.

Inside the dome, the building’s floor
will be partly excavated, designed as a

bowl so visitors can lie down and look up

at the planetarium’s ceiling, which will

show milestones from Einstein’s life. In
the upper dome, 12 ‘wells’ of light will
display the movement of the sun during
the day, with the darker area reserved
for displays of Einstein’s studies.

The rectangular part of the building
will also feature a meeting room, a
preservation and photography room,
and a conference hall.

Working in partnership with the
Peres Center for Peace and Innovation,
the conversion will become a part of
the city’s Museum Row.

m http://lei.sr?a=Q3x6K

The museum will
showcase Einstein’s
personal archives
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Holocaust Memorial
and Learning Centre

London, UK
Opening: 2021

The new Holocaust Memorial and
Learning Centre will stand in the shadow
of the Houses of Parliament in Victoria
Tower Gardens. It will honour the six
million Jewish men, women and children
murdered in the Holocaust, and all other
victims of Nazi persecution, including
Roma, gay and disabled people.

The Holocaust Memorial
will stand in the shadow of
the Houses of Parliament

The winning design concept from Adjaye
Associates, Ron Arad Architects and
landscape designers Gustafson Porter
+ Bowman was inspired by research
into the site, Victoria Tower Gardens,
next to the Houses of Parliament, with
Adjaye describing the location as a “park
of Britain’s conscience”; the Memorial
will link with the statue of Emmeline
Pankhurst, the Burghers of Calais and
the Buxton Memorial: all four recognising
injustice and the need to oppose it.

To keep the park as a green space,
the team has placed the Holocaust
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Memorial at the far southern end of the
Gardens, embedded in the land. A visitor
approaching the Memorial will see a
subtle grass landform with the tips of the
Memorial’s fins “bristling in the distance”,
encouraging people to find out more.

The spaces inbetween the 23 tall
bronze fins represent the 22 countries
where Jewish communities were
destroyed. The visitor will be led down to
the Threshold hall, which acts as a place
of contemplation and transition into the
Learning Centre below ground.
| http://lei.sr?a=A803f
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Chengdu Natural
History Museum

Chengdu, China
Opening: 2021

Pelli Clarke Pelli Architects are set to
design the Chengdu Natural History
Museum, which will be located in the
eastern part of Chengdu.

The 62,700sq m (675,000sq ft) project
will include spaces for permanent,
temporary and interactive exhibitions,
educational facilities, shops, a café, a
cinema and outdoor social areas.

The building has been conceived as a
cultural landmark for Chengdu, which is in
the midst of an economic boom as a new
high-tech and entrepreneurial hub.

Pelli Clarke Pelli’s design was
inspired by the natural geological forms
found in the nearby Sichuan Basin,
created by volcanic activity and shifting
tectonic plate movements.

The central atrium will be a tall space
dividing the building into two separate
volumes. It will be filled with natural light
from above, while a large entrance will
connect the museum with surrounding
gardens. A series of sky bridges will
cross the atrium, connecting the exhibits
with the public amenities on either side.
Outside, reflecting pools and tributaries
will frame the museum, evoking the
region’s historic irrigation systems.

“We look forward to a strong
partnership with our client and CSWADI
toward creating a building that embodies
the uniqueness of the city of Chengdu
and the mission of this important cultural
institution within the community,” said
Pelli Clarke Pelli associate principal
Kristin Hawkins.
| http://lei.sr?a=P5P4C
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Thames Estuary Experience

Southend, UK
Opening: TBC

It will reveal the history of the Thames

A £40m museum dedicated to the
history of the River Thames and

maritime heritage of the estuary is to
be built on the seafront at Southend.

London-based architects
HawkinsBrown will deliver the new

10,000sq m (107,639sq ft) Thames

Estuary Experience attraction,
which will include the museum, a
planetarium, a restaurant, a retail
outlet and multi-storey parking.

The car park is opening in phase
one, with the museum to follow.
The museum will feature interactive
and multi-sensory exhibitions
and historic artefacts, including
remnants from a Royal Anglo-
Saxon tomb and the 17th-century
shipwreck of The London.

As part of their research for the
development, Southend councillors

have visited attractions such as the

Jorvik Centre in York, Flambards in
Cornwall, the Warner Bros Studio
Tour and Museum of London.

m http://lei.sr?a=d3E5H
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The aim is to showcase, preserve and protect hip hop culture and explore its history

Universal Hip Hop Museum
New York, NY, USA
Opening: 2021

A vacant plot located along the Harlem
River waterfront in New York has been
earmarked as the site for a major new
residential and leisure development

— including a home for the city’s first
dedicated hip hop museum.

The New York City Economic
Development Corporation (NYCEDC) has
announced a raft of ambitious plans for
its new Bronx Point destination, including
public open spaces, a hi-tech multiplex
theatre, education facilities for museums,
a neighbourhood food and beverage hall
and a local business incubator.

The project is a key component of a
US$194m capital investment strategy by
New York mayor Bill de Blasio in 2015 and
led by NYCEDC. The organisation secured
the vacant site in 2016 and requested
expressions of interest to redevelop it.
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The chosen proposal was submitted by a
joint venture between L+M Development
Partners and Type A Projects, an emerging
developer specialising in affordable
educational spaces.

The Universal Hip Hop Museum was
established four years ago by a group of
hip-hop pioneers including Grandmaster
Melle Mel and Afrika Bambaataa, working
with the New York State Department
of Education. Its aim is to showcase,
preserve and protect hip hop culture
and explore its history through physical
exhibits, and VR/AR technologies.

‘Hip Hop architect’ Mike Ford and his
practice BrandNuDesign — who specialise
in the intersection of the musical culture
and the built environment — have created
design proposals for the museum.

However, previous plans to secure
a site have fallen through, including a
push in 2016 to renovate a disused
courthouse. Hopes have been revived with
the Bronx Point announcement.

m http://lei.sr?a=s1W4)
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Inuit Art Centre
Winnipeg, MB, Canada
Opening: 2020

A new museum in Winnipeg will be the
largest single gallery space in the world
devoted to Inuit art, culture and history.

Designed by Michael Maltzan
Architecture, the 400,000sq ft
(37,000sg m) Inuit Art Centre is an
addition to the existing Winnipeg Art
Gallery created by Canadian architect
Gustavo Da Roza in 1971. The new
additions will be connected to the main
building by bridges on all levels, creating a
unified visitor experience.

Drawing on the ephemeral qualities of
northern environments, the design of the
four-storey centre features “monumental,

www.attractionshandbook.com

o

The largest single gallery
space worldwide devoted to
Inuit art, culture and history

sculptural walls to evoke the immense
geographic features that form the
backgrounds of many Inuit towns.”

An expansive gallery on the building’s
third level will provide 8,500sq ft
(790sg m) of open, flexible exhibit
space. Skylights will create an ethereal
illumination focusing the viewer’s
experience on the Inuit art in the gallery.

Other facilities will include a
conservation facility, art studios, an
interactive theatre, classrooms, a reading
room and a new café. The centrepiece
will be a transparent, double-height Inuit
Vault displaying cultural artefacts. The
CAD$65m (US$49m, €42.7m, £38.3m)
project will comprise more than 13,000
pieces, including 7,400 sculptures, 4,000
prints and 1,800 drawings.
| http://lei.sr?a=n0Z0h

Inuit Vault displaying cultural artefacts
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‘Unlocking the Geffrye’ will create
50 per cent more room and add
two floors of public space

Geffrye Museum
London, UK
Opening: Q2 2020

London’s Geffrye Museum is set to
undergo a £18.1m transformation to
create new spaces for its collections and
library, reopening in 2020.

Called ‘Unlocking the Geffrye’, the
plans by architecture firm Wright & Wright
will allow visitors to explore new areas
of the building, creating 50 per cent

more room and adding two floors to its
public space.

The plans will also make the museum
more accessible, with a new entrance
equipped with improved visitor facilities
opening opposite Hoxton Station. Other
additions include learning and event
spaces, as well as a new café.

The Geffrye is now closed until the
redevelopment is completed but a series
of events and activities while take place
in its front gardens, while the restored
almshouse will be open for tours.
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The redevelopment has received the
bulk of its funding from the Heritage
Lottery Fund, which has given £12.3m
to the project, with further funds coming
from trusts, foundations and private
investors, as well as the Department for
Digital, Culture, Media and Sport.

Founded in 1914, the museum
specialises in the history of English
domestic home interiors, showing the
changing styles through 11 displayed
period rooms, from 1600 to the present.
m http://lei.sr?a=j6s3d
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Museum of Ethnography
Budapest, Hungary
Opening: 2020

A new Museum of Ethnography is
being built in Varosliget (City Park).
The 31,400sq m (338,000sq ft)
building will feature a gradually curving
convex volume with an intricate,
partly golden-patterned facade and a
grass-covered roof.

Hungarian architects Napur won
an international design competition

for the project in 2016, while architects
and designers Rudolf Mihaly, Orfi J6zsef,
Bodonyi Csaba, David Papp and Exon 2000
are also involved in the project.

In total, 17,000sq m (183,000sq ft) of
the building will be beneath ground level,
so visitors will make their way gradually
from the museum’s landscaped roof to
beneath the surface of the earth. It will
house a collection of more than 200,000
ethnographic artefacts and 400,000 of
Hungary'’s historical documents.

The Museum of Ethnography is a
major component of a wider HUF75bn

(US$285m, €240m, £213m) museum
quarter scheme in Budapest’s City
Park, called ‘Liget’ — described by the
Hungarian government as “an urban
public park for relaxation, a green oasis,
and a home to institutions of culture,
entertainment and recreation”.

Other museums in the area will
include the House of Hungarian Music
designed by Sou Fujimoto, the New
National Gallery by SANAA and the
Museum of Hungarian Architecture by
KOZTI Architects & Engineers.

m http://lei.sr?a=Y9B1Y
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The new wing’s glass facade
will enable people in Exposition
Park to see into the museum

Natural History Museum
Los Angeles, CA, US
Opening: 2027

The century-old Natural History
Museum of Los Angeles (NHM) is to be
transformed over the next decade.

Designed by Frederick Fisher and
Partners (FF&P), the NHM West/South
Project will reimagine the physical space
and programmes of the museum, which
sits on the same site as George Lucas’s
upcoming Museum of Narrative Art.

The FF&P masterplan promises
increased flexibility, capacity and
transparency for the museum’s gallery
space, as well as creating a study centre
and educational spaces while enhancing

visible storage of its collections. A
multi-purpose, immersive theatre is also
included in the plans and the extra space
will act as a hub for the communities
around Exposition Park.

The concepts show the museum’s Jean
Delacour Auditorium wing replaced with
a three-storey building and basement — a
485,000 sq ft (45,000sq m) development
that would increase total museum space
by 60,000sq ft (5,574sq m).

The new wing, bookending the main
NHM building, will feature a glass facade,
enabling people on Exposition Park’s
south lawn to see into the museum, while
“giving literal expression to the museum’s
desire to be open and connected to the
community”. Glass displays set into the
facade will showcase collections.
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The museum’s south entrance will be
transformed, with the redeveloped space
running the length of the south-west
perimeter. The scheme also proposes
reworking office and gallery spaces to
facilitate a more dynamic overlap between
public display areas, research activities
and collections, and its educational
programmes. A rooftop restaurant will
offer panoramic views across the city.

“What | find thrilling about NHM, in
addition to its amazing collections and
wonderful presentations, is the way it
serves as a point of focus for the diverse
communities that gather there, and as an
intersection between these communities
and the museum’s activities,” said
Frederick Fisher, founder of FF&P.
| http://lei.sr?2a=W6T7m
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New Cyprus Museum
Nicosia, Cyprus
Opening: TBC

Architect Theoni Xanthi has told
CLADglobal how her team’s vision for
the national archaeology museum

in Cyprus was inspired by “the
materials that gave birth to Cypriot and
Mediterranean culture”.

The partner at Greek studio XZA
Architects is leading the design of the
New Cyprus Museum, which will house
the nation’s treasures.

Three raised white-stone
volumes will house permanent
and temporary galleries

The €49m building will replace the
current archaeological institution in
Nicosia. Established in the late 1800s,
it now lacks enough space to house the
growing collection of antiquities.

Three raised white-stone volumes
resting above clear glass boxes will be
constructed on the riverside site. Each
will house permanent and temporary
galleries dedicated, consecutively, to the
conceptual and museological themes of
‘Topos, Cosmos and Sea’.

A terraced garden with trees and
waterways will surround the building and
an open-air atrium will be created around

a sunken public plaza which can host
outdoor performances.

According to Xanthi, “pure light,
deep relieving shadows, open
horizons and a strong relationship
between the landscape and the built
environment” will be created in the
public areas to evoke the squares,
atriums and promenades where the
people of Cyprus traditionally gathered,
socialised and built their culture.

“The design concept is to create a
museum that evokes a transition in
time, in space, in memory.”

m http://lei.sr?a=yle7g
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The new designs are
anticipated to increase visitor
services by 81 per cent

Arkansas Arts Center
Little Rock, Arkansas, US
Opening: Q1 2022

Arkansas Arts Center in Little Rock’s
historic MacArthur Park is to undergo
a striking expansion designed by
architects Studio Gang.

The 127,000sq ft (11,800sq m) of
renovated and new spaces will strengthen
the connections between the visual and
performing arts in an inclusive space that
welcomes a diverse community.

The reimagined facility will include an
indoor/outdoor restaurant overlooking
the park; a new north entrance revealing
the original 1930s fagade; a second floor
of galleries; expanded art studios; a new
drawing research centre and conservation
lab; a dedicated black box theatre; and
a family art adventure space. A flexible

‘Cultural Living Room’ will serve as an
extension of the galleries, an event space
and a place for community gatherings.
The concept design — developed by
Studio Gang alongside Little Rock-based
Polk Stanley Wilcox Architects and
landscape firm SCAPE - reorganises the
current programme and architectural
envelope, while creating a new visual
identity for the site. Described as
“pleated, organic architecture”, the
new north-facing city entrance will
be connected to a glass pavilion and
south-facing park entrance to create
an open axis public gallery through the
building, connecting all the components.
Outside, the landscape design will
feature “inviting spaces” inspired by
Little Rock’s unique regional ecologies —
including the banks of Fourche Creek, the
bluffs of Emerald Park, and the agrarian
landscapes of the Mississippi Delta.
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New public plazas and gardens will be
added at the north and south entrances,
and planted groves along the west side
of the building will create a forested edge
that blends into the park.

The new building and landscape
designs are anticipated to increase visitor
services by 81 per cent, exhibitions and
collections management by 25 per cent
and educational and public programmes
by 50 per cent.

Arkansas Arts Center currently
welcomes more than 200,000
visitors annually, with 40,000 children
and families using its dedicated
Children’s Theatre.

A construction budget, provided by
public and private funds, has been set at
US$70m. Groundbreaking is scheduled for
Q4 2019, with the two-year build opening
to the public in the first quarter of 2022.
m http://lei.sr?a=X2V8m
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Museum of History of Science
and Technology in Islam

Riyadh, Saudi Arabia
Opening: TBC

= ==

The Museum of History of Science and Technology will be the country’s first ever in Islam

The Kingdom of Saudi Arabia has issued
a license for the establishment of the
country’s first ever Museum of History of
Science and Technology in Islam.

Issued by the Saudi Commission for

Tourism and National Heritage (SCTH), the

license will see the museum established

at the Imam Muhammad bin Saud Islamic

University in Riyadh.
The project will be developed in
collaboration with the Institute of Arab

and Islamic Sciences History at Frankfurt

www.attractionshandbook.com

University, and inaugurated by the
custodian of the Two Holy Mosques, King
Salman bin Abdulaziz Al Saud.

According to Abdulaziz Al Hassan,
SCTH’s director engineer, the museum will
feature “ancient artefacts and historical
masterpieces that exhibit the cultural
dimension of the Kingdom of Saudi Arabia
throughout the ages”.

In recent years Saudi Arabia has paid
great attention to various sectors of
tourism and national heritage in an effort
to help them achieve the Kingdom'’s Vision
2030 plan - the blueprint to realise its
long-term tourism goals by increasing
revenue generated from tourism to 18 per
cent of GDP.
| http://lei.sr?2a=M9P0x
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It will celebrate shared social history

Centre of Franco
British Relations

Ouistreham, France
Opening: Q4 2019

British exhibition designers Casson
Mann will team up with Parisian
architects Atelier Philéas to create
a new Centre of Franco British
Relations in Ouistreham.

Located on Sword Beach, facing
the English channel, the attraction
will explore and celebrate the
shared social history and culture
of the two countries, in addition
to the influence each has had and
continues to have on the other.

A terrace and a belvedere will
create a promenade and connect
it to a bunker, leaving open an
extension of the interior exhibition
design. A vast public square will be
on the side of the museum facing
town, inviting visitors in.

“We hope the exhibition will
encourage exploration and discovery
of how history, culture and trade
are all interlinked, leading to deeper
understanding,” said Phileas
creative director Roger Mann.
| http://lei.sr?a=6j203
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Visitors will be able to observe the park’s flora and fauna, enjoy sunsets at the waterside and go canoeing on the river

Stork Meadow
Randers, Denmark
Opening: 2021

Architecture firm CF Mgllerare are behind
plans to transform an area of wetland
in the Danish city of Randers into a
public nature park, as part of a climate
adaptation project.

Randers, like many towns in
Denmark, is threatened by the effects
of climate change, with its low-lying
position in relation to the Gudena,

Denmark’s longest river, putting it at
risk from flooding. To counter this,
the municipality has announced a
multi-phase climate resiliency project,
called ‘the City to the Water’.

In the first phase the Storkeengen
wetland, or Stork Meadow, will be
converted by CF Mgller’s landscape
team, with a network of streams leading
rainwater from roofs, car parks and roads
in Randers’ Vorup suburb into large
purification basins in the nature park.

The captured water will be filtered and

led into the river and a newly-created dyke.
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The scheme is described by the design
team as an “architectural multi-tool”.

Subtle public pathways and
amenities will be created so visitors
can observe the park’s flora and
fauna, enjoy sunsets at the waterside
and go canoeing on the river.

“The project is a perfect example
of our holistic approach, whereby we
combine climate protection with urban
and nature development,” said Lasse
Vilstrup Palm, associate partner and
head of CF Mgller Landscape.
| http://lei.sr?2a=W7D5S
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Zhangjiang Future Park
Shanghai, China
Opening: Q1 2019

Dutch architects MVRDV are set to
meld nature, culture and entertainment
in a huge public park on an island in
the Yangtze River.

Zhangjiang Future Park will become
a new focal point for the district of
Pudong, with communal public facilities
built into a series of green landscaped
buildings surrounded by 10,000sq m
(107,600sq ft) of plazas converging
towards a main square.

At its heart, the development will
feature a performance centre with large
and small theatres; a sports centre
with an Olympic-sized swimming pool

and a multifunctional sports hall; a large
glass library; and an arts centre.

These four distinct buildings have been
designed “to emerge from the ground
like silhouetted cracks in the landscape”,
offering strikingly different perspectives
depending on your position. All will
have activated roofs, linked together by
pedestrianised bridges “creating a second
city layer that provides views of the river
and neighbourhood”.

The green programming will integrate
with a 56,000sq m (602,700sq ft) public
park at ground level, as well as aiding
stormwater drainage, noise reduction,
thermal insulation and clean air initiatives.

“We wanted to respect the natural
green landscape for Zhangjiang Future
Park and drew from its island location
separated by two rivers”, says Nathalie

de Vries, co-founder of MVRDV. “The
entire complex will provide high-quality
public space with an array public and
cultural facilities, making it a place
for relaxation and excitement for the
people who work and live here.”

The Future Park is being built by
the Zhangjiang Group, which has
operated a high-tech business park
and residential zone close by. The
new scheme will cater for Pudong’s
100,000 workers employed by 4,000
national and international companies
predominantly in the high-technology
sector. It has been conceived as an
architectural landmark for the region,
which “combines the relaxation coming
from a natural setting with the intense
excitement of a city centre.”
m http://lei.sr?2a=w6d0Y

The complex will
provide public and
cultural facilities for the
area’s huge workforce
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PARKS

Bringing culture and leisure outdoors

The New Hedeland
Roskilde, Denmark
Opening: TBC

Architects SLA are set to develop
a national park near the city of
Roskilde into a 1,500-hectare
(3,707-acre) cultural landscape
called The New Hedeland.

The design concept is centred
around the idea of bringing leisure
and culture into the outdoors —
creating an experience destination
that will be a hotbed of voluntary
work and human creativity.

Flat fields will be transformed
into mountains, new trails will
lead visitors through the historic
natural landscape, and the area’s
physical expression and narrative
will be “enhanced, dramatised
and organised. Unique nature and
10,000 years of cultural history
complement each other in a
coherent concept”.

SLA will now develop the project
in collaboration with design studios

241 and Realize, architect Johansen

Skovsted and biologist Morten DD.
m http://lei.sr?a=b5v6v

Elevated walkways will lead visitors through the mountainous landscape of Xiamen

Elevated Walkway
Xiamen, China
Opening: TBC

Danish architecture firm Dissing+Weitling
is creating a 20km (12.4-mile) network of
footpaths featuring seven “spectacular”
pedestrian bridges in China.

City officials want to create a network
of elevated walkways, up to 4.5m (14.7ft)
wide, which will lead residents and visitors
through the mountainous landscape
of Xiamen, “creating outstanding
experiences in the exchange between
bustling urban life and luscious nature”.

“We have proposed a system of
elevated footpaths and footbridges that
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run through the city and across the island
as a scenic, recreational artery,” said
Steen Savery Trojaborg, partner and
CEO at Dissing+Weitling. “It will be a
major attraction for the city and possibly
become an icon for Xiamen that can
attract tourists from all over the world.
“Footbridges will appear as beacons
in the landscape and create a link
between parks, forests and viewpoints.
A leisurely route filled with scenic
experiences that brings people out into
nature while affecting the unique flora
and fauna as little as possible. It will be a
fascinating experience to walk among the
treetops and see the city and landscape
unfold from a new perspective.”
m http://lei.sr?a=z1B8U
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LLARRP
Los Angeles, CA, US
Opening: TBC

A 19-mile stretch of the Lower LA River
will transform desolate concrete stretches
— famously providing the dystopian
backdrop to Terminator 2 — into vibrant
community hubs.

Architecture firm Perkins+Will have
worked with the County of Los Angeles,
Tetra Tech Engineers and the LA River
Working Group (formed of 13 stakeholder

www.attractionshandbook.com

Bridges will bring people, cyclists and
horse riders together while creating
spaces for art, meetings and events

communities) to create the Lower Los
Angeles River Revitalization Plan (LLARRP)
— a “realistic” proposal for the stretch of
river between Vernon and Long Beach.
Unlike several other proposals that
have outlined High Line-like green-filled
trail infrastructure, the LLARRP sets
out how incremental alterations to the
concrete channel and its banks can
more feasibly and effectively reduce
flood risk and transform the basin into
a “healthy, equitable, and sustainable”
community. The aim is to revitalise whole
stretches of the 51-mile LA River.

Martin Leitner, urban design leader at
Perkins+Will's LA office, told CLADglobal:
“We’ve planned bridges that would bring
people, cyclists and horse riders together,
separating them from traffic and creating
spaces for art, meetings and events.

It’s about creating a cultural and active
spine for these neighbourhoods and a
continuous high-quality experience, which
eventually leads to the stretch of river
where it becomes much wider and you
get a greater amount of flora and fauna
and a more typically bucolic scene.”

m http://lei.sr/NOq8X
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PARKS

The new zone will feature wetlands

Houston Botanic Garden
Houston, TX, US
Opening: 2020

West 8 have revealed their plans
for a new 120-acre (47-hectare)
Houston Botanic Garden.

The firm have released details of
‘Botanic Beginnings’, the first phase
of their 120-acre masterplan for
the site, which will be developed
over the next three decades a short
distance outside Houston.

The Garden will include wetlands,
a children’s garden and nature play
area, picnic groves, a tree farm,
trails and an events lawn. The
Global Collection Garden will be
the focus, with zones for tropical,
subtropical and arid collections.

The first phase will “be
emblematic of the energy, diversity
and spirit of Houston, America’s
fastest growing, most multicultural
metropolis”. The design team will
shape and sculpt the existing
topography along a bayou edge
to absorb and invite flooding,
protecting Houston’s buildings.
| http://lei.sr?a=19C3I

Oman Botanic Garden
Omani desert
Opening: TBC

Plans for a botanic garden sheltered
beneath two biomes in the Omani desert
have been unveiled by Arup, Grimshaw
Architects and Haley Sharpe Design.

The Oman Botanic Garden will span
420 hectares (1,037 acres) on the
Arabian Peninsula, comprising two
boomerang-shaped glass biomes and a
visitor centre, as well as education and
research facilities.

Located in the north of the country,
35km (22 miles) from Muscat at the foot
of the Al Hajar Mountains, the biomes
will represent two very different sides of
the local climate and environment. They
will house a large number of endemic and
endangered plant species.

The Northern Biome will immerse
visitors in the mountainous terrain to
the north of the site, while the Southern
Biome will recreate the lush green
vegetation created by the khareef
(@ monsoon season unique to southern
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Conservation of biodiversity drives the design

Oman and the surrounding region). The
moist atmosphere created by the khareef
supports a special ecosystem known as
the Arabian Peninsula coastal fog desert.

Elsewhere in the gardens, visitors will
experience native flora from other parts of
Oman, with zones dedicated to the wadis,
mountains and desert landscapes.

“The Oman Botanic Garden is an
astonishing project with many layers of
interwoven cultural and environmental
significance. Its scale and diversity is
truly world-leading, and we're honoured to
work for a project that has conservation of
biodiversity as a core design driver,” said
Grimshaw partner Keith Brewis.

m http://lei.sr?a=D7V0d
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A bird hide at the top of
the tower offers views
of the tree canopies

EYRIE, Inverewe Garden
Scottish Highlands, UK
Opening: Q2 2019

Plans have been lodged by the National
Trust for Scotland (NTS) to build a vertical
gallery and bird hide in a 19th-century
botanical garden in the Highlands.

London-based architects Denizen
Works are behind the proposal for
Inverewe Garden, which was first opened
in 1862 and features more than 2,500
exotic plants and flowers.

The 20m-tall (65.6ft) tower was
designed as a “landmark and orientation
point to encourage more people to visit

www.attractionshandbook.com

the far reaches of the garden”. Based

on the idea of a “sliced tree trunk”,

the building will be clad in dark stained

larch conifers, which will be sourced on

site. Internally, timber board will be left

exposed, “providing a warm and light

counterpoint to the totemic presence”.
The structure’s form is inspired

by a “burrow or woodpecker’s nest”,

with internal functions not necessarily

understood from the outside. The

experience is integrated in the natural

root through the garden’s landscape.
“The tower is accessed from a high

viewpoint, where visitors will follow a path

down the natural contours before crossing

a short bridge to the tower. The staircase

links to a further network of paths at the
base via gallery spaces telling the story
of the garden through different spatial
experiences at each level, combined with
art specially commissioned for the tower,”
said the architects.

The structure features a bird hide at its
peak, offering views of the surrounding
tree canopies and allowing visitors to
observe the local wildlife, including nearby
nesting herons and local golden eagles.

The project is part of a wider effort by
NTS to invest £57m enhancing the visitor
experience and condition of heritage
at the sites and properties it protects
throughout the country.

m http://lei.sr?a=c7H2T
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Devlin is the first woman to be awarded the honour of designing the UK Pavilion at the World Expo since the contest’s inception

EXPO 2020
Dubai, UAE
UK Pavilion

British artist Es Devlin is set to design
the UK Pavilion for the 2020 Dubai Expo.
Known for working with a range of media
— often mapping light and projecting film
onto kinetic sculptural forms — Devlin is
the first woman to be awarded the honour
since the contest’s inception in 1851.
The dramatic 20m (65ft) structure
displaying LED-powered poetic verses will
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showcase Britain’s contributions to the
artificial intelligence and space industries.
Produced by Avantgarde, Atelier One and
Atelier Ten, and supported by the UK’s
Department for International Trade, the
pavilion will be exhibited to around 25
million visitors.

“The idea draws directly on one
of Stephen Hawking’s final projects,
‘Breakthrough Message’, a global
competition that Hawking and his colleagues
conceived in 2015 inviting people worldwide
to consider what message we would
communicate to express ourselves as a

planet, should we one day encounter other

advanced civilisations in space,” said Devlin.
Hawking, who articulated the cosmic-

themed “Initiatives” with physicist Uri Milner,

encouraged people to think of our race as a

planetary collective rather than as a globe of

individuals separated by nations and creeds.
“What if the UK Pavilion became

a place where visitors chose to take

part in a collective global project

that showcases British expertise

in Al and poetry while transcending

national identities,” added Devlin.

| http://lei.sr?a=uls9w
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Calatrava was inspired by
the falconry expeditions
held by UAE’s founder

EXPO 2020
Dubai, UAE
UAE Pavilion

The foundations have been laid for
Santiago Calatrava’s showpiece UAE
Pavilion for the Dubai World Expo.
Inspired by a falcon in flight, the
four-storey structure will represent the
nation to the 25 million visitors expected
to attend the architecture festival themed
‘Connecting Minds, Creating the Future’.
Displays will showcase the country’s
culture, history and development plans.
Located in the centre of the exhibition
zone, the pavilion will be spread across
over 15,000sg m (161,500sq ft). The top
floor will be dedicated to hospitality, a

www.attractionshandbook.com

mezzanine floor will house support units
and the two remaining levels will offer
more than 12,000sq m (129,000sq ft)

of exhibition space. The structure is
being built by Arabtec Construction, which
recently delivered Jean Nouvel’s Louvre
Abu Dhabi museum.

Calatrava took inspiration for the
design from the falconry expeditions said
to be held by the UAE’s founder, Sheikh
Zayed bin Sultan Al Nahyan, to forge
connections between tribes and create
the national identity ultimately leading to
the founding of the country.

The chair of the Expo 2020 Dubai
Higher Committee, Sheikh Ahmed bin
Saeed Al Maktoum, said: “The UAE
Pavilion will undoubtedly be one of the
most prominent attractions of Expo

EXPOS

2020, drawing in many millions to witness
its futuristic design.

“It will be a wonderful opportunity
to share our Emirati culture and
achievements while showcasing our
ambitious vision for the future. It will be
an architectural marvel that all seven
emirates can rightly take pride in, both
now at the ground-breaking stage, during
the Expo, and in legacy, when it will
become a lasting icon of our nation.”

A host of big-name architects will
have their work showcased at the Dubai
Expo, which will run from October 2020
to April 2021. Foster + Partners, BIG
and Grimshaw will design the event’s
three main pavilions following a separate
high-profile design competition.
m http://lei.sr?a=Z2M8p
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INSIGHTS: SCIENCE CENTRES

ONE PLANET

Museon'’s latest exhibition reaches out to the whole family.

It's end goal? A healthy and sustainable future for our

planet. Maarten Okkersen takes us behind the scenes

s a leading museum for science
and culture in the Netherlands,
Museon has accumulated a
large and diverse collection.
Although laying a sound foundation for
many varied opportunities in programming
and education, this comprehensive
scope has also contributed towards a
rather fuzzy public image. Added to this,
developments within society have forced
us to readdress our role in the community
and the sustainability of our concepts.

So we began asking ourselves, and our
stakeholders at Museon, how we could
become more socially relevant without
abandoning our longstanding traditions.
How could we continue to showcase
the beauty and diversity of our planet
while addressing major contemporary
issues like climate change, nationalism,
isolationism, war and conflict.

We came to the conclusion that
to stay relevant, we should present
our established collections in more
interactive ways, combined with a
growing focus on temporary blockbuster

exhibitions. This brought about a
mindshift in modus operandi to remodel
our educational facility into a popular and
relevant modern day science attraction.

ON TOPIC

Adopting this new approach meant that
we needed to find a way to exemplify

our contemporary core displays in an
appealing way while incorporating relevant
physical and social geography in an
exhibition aimed at a family audience.

The solution became apparent
when the United Nations launched its
Sustainable Development Goals (SDGs)
in 2015. Over the next 15 years, the
SDGs aim to address 17 global social
and economic development issues:
poverty, hunger, health, education,
global warming, gender equality, water,
sanitation, energy, urbanisation,
environment and social justice.

Using this as a framework, we weaved
together 17 content concepts and
exhibits to produce a comprehensive,
consistent and topical narrative that
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and relevant modern
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oo

Aimed at 8-14 year olds,
One Planet embraces
the principles of
enquiry-based learning

would be relevant and engaging to the
lives and interests of our target audience:
families. We then had to work out how

to use our existing collections in such

a topical exhibition. Fortunately, we
quickly discovered that, despite their long
history, our collections actually provided

a surprisingly apt starting point for a
“storytelling” design approach for the new
displays — and so One Planet was born.

ONE PLANET
On 24 October 2016 (UN Day), One Planet
opened to the public with a special video
message by the then-Secretary General
of the UN, Ban Ki Moon.
Each display in One Planet examines
a single SDG and together they address
the major challenges facing humankind
today. Interactive elements are presented
in combination with items from the our
multifaceted collections, focusing on
the many different things people can do
to guarantee the sustainability of life
on earth. These range from dramatic,
large-scale solutions to modest ideas
that may impact a single square metre.
Importantly, our guests are invited to
seek inspiration, to contribute their ideas

Our main message is empowerment:
we want youngsters to feel confident
tackling global issues

and to proceed to action — and, in doing
so, make themselves “heroes on our
planet”, central to the cause.

THE AUDIENCE

Primarily aimed at 8-14 year olds, One
Planet embraces the principles of
enquiry-based learning and features
many specimens and artefacts from our
collections, such as ethnographic objects
or natural history specimens.

Our main message is empowerment:
we want youngsters to feel confident
tackling global issues. We also offer pre-
and post-visit resources to teachers and
have special partnerships with vocational
schools and universities. The overall tone
is optimistic, solution-oriented and often
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humouristic, without brushing away the
importance of difficult issues.

For each SDG, we start with a Dutch
example (close to our visitors’ hearts)
before linking it to a global question.
Each visitor is also given a card featuring
17 yes/no questions related to each
SDG (e.g. Should poor people be
given free solar panels? Do you think
the Netherlands could take in more
refugees?). At the end of the exhibition,
a ‘station’ analyses their answers and
suggests a way for them to get involved
(e.g. someone might be a perfect social
worker or a defender of the environment).

The museum restaurant has also been
rebranded into a Peace Café displaying
worldwide flags, while information on the

www.attractionshandbook.com


http://www.attractionshandbook.com

One Planet’s 17
exhibits produce a

comprehensive and
topical narrative to
engage families
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Visitors’ responses are analysed to offer
suggestions on how to get more involved

main international and UN-institutions
in The Hague can be found in the
International Foyer. This comprehensive
transformation is very immersive.

STAND UNITED
One Planet has attracted 750,000
visitors and the associated repositioning
and rebranding of the museum have been
equally successful. While retaining its
traditional identity as a museum, Museon
has regained its relevance in the eyes
of local communities, stakeholders and
sponsors. Sufficiently impressed, the UN
now recognises Museon as an official
partner in publicising its SDGs.

In addition, Museon now hosts a
rich programme of events around
global issues (Just Peace festival) and
contributes to The Hague Talks Youth.

SUSTAINABLE
DEVELOPMENT

GOOD HEALTH

DECENT WORK AND
ECONOMIC GROWTH
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SUSTAINABLE
DEVELOPMENT

GOALS

One Planet’s overall tone is optimistic,
solution-oriented and often humouristic,

without brushing away difficult issues

A core aim of One Planet is to express
to visitors that they each have a part
to play — and to motivate them to help
solve the problems facing our planet.
With this mission in mind, we also
invited 17 people from around the world
(one for each goal) with the energy and
determination to believe that something
can be done to make the world a better
place. These 17 people have, against
all odds, worked to find solutions
to immense problems like scarcity,
poverty, war and inequality. They are
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the true heroes on our planet. Museon
is now bringing them together — online,
in publications and via educational
programmes — to form “Team One
Planet”. Visitors can learn about their
ideas not only in the exhibition, but also
in other areas of the museum like the
International Lounge and Peace Café.
All this has turned Museon into a lively
social hub within the city as, in recent
years, The Hague has also rebranded
itself as the “International City of Peace
and Justice” and attracted a host of
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Museon bridges the gap between non-governmental organisations and the public

international organisations. For physical
planning reasons, these facilities are
mainly concentrated in the area around
Museon, dubbed the “International Zone”.
As a museum with a progressive and
inclusive approach, we see Museon as
part of a larger mission to bridge the
gap between this highly international
community of non-governmental
organisations on the one hand and
“ordinary” citizens on the other.

LOOKING AHEAD

Using the complex themes of peace and
justice to unite the city in this way is no
easy task. It’s a question of trial and
error. We are constantly experimenting
and doing a lot of “rapid prototyping”, not
only in the development of exhibitions,
but also in terms of devising new formats
for workshops and events.

oo

We hope to foster
visitor commitment to
science, technology
and political culture

Needless to say, our educational
concepts for these are based mainly
on the STEM curriculum, but we have
chosen to include the humanities and
social sciences as well. This combination
contributes to the social discourse
about the implementation of the SDGs
and through it we hope to foster visitor
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commitment to the science, technology
and political culture necessary to ensure
the achievement of the SDGs by 2030.
Managing the political dimension of
these changes remains a challenge. The
SDGs imply certain political choices,
which has led some to question the
traditional intellectual neutrality of the
museum. However, at Museon, we have
sought to resolve this issue by implicitly
assuming the additional function of the
“social lab”: a safe place in which difficult
discussions can be conducted. @

About the author

Maarten Okkersen is head of
communications at Museon

in The Hague, the Netherlands
www.museon.nl/en

3 @Museon [ /museondenhaag
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Museon’s concepts are

based on STEM but also

include the humanities
and social sciences




DUSK
TILL DAWN

Developing a ‘Culture of Lates’ at museums and

galleries profits cultural attractions, F&B providers,
high street retailers and visitors. Nick Stockman tells us
more about the huge potential of night-time events

Exhibitions at the Royal
Academy of Arts in London have
their own one-off “RA Late”



Night-time tours at London’s Old Royal Naval College attract a late-night crowd

A BRIGHT IDEA
A new festival of museum night-time
events (Lates) will take place in
London on midsummer’s weekend in
June 2019. This inaugural Otherworld
festival (formerly Museums at Night)
will spearhead ‘A Culture of Lates’ — a
commitment by policymakers and
museum leaders to invest in Lates as
the industry’s contribution to the UK’s
burgeoning night-time economy (NTE).
The concept of A Culture of Lates
was first proposed in February 2018
when three linked research reports were
published by Culture24 (supported by
the Arts Council England, the Winston
Churchill Memorial Trust and Airbnb),
examining for the first time the role that
Lates play in the NTE, both in the UK and
internationally (with case studies from
Sydney, Melbourne, Moscow and Mexico
City) — in addition to the potential positive
impact of cultural tourism.

www.attractionshandbook.com

A NATION OF LATES
The research findings point to healthy
prospects for the growth of UK Lates,
and these opportunities can be seen as a
roadmap for future development:
@ supporting Lates to develop them into
a significant contributor to a diverse and
harmonious NTE
e offering a high-quality product that
generates additional income for museums
and galleries
e exploiting the growing demand for an
offer that combines creative content with
food and beverage under one roof
@ combining regular programming with big
festival moments to build event capacity
e using the power of customer data to
help policymakers and programmers
develop future strategy

The new London Lates festival
(Otherworld) is one example of how
Culture24 is supporting the sector to
exploit these opportunities. The festival

& GALLERIES
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OTHERWORLD, UK

In June 2019, the Otherworld festival
will replace Museums at Night in
London. Targeted at 18-35 year
olds, guests with pre-paid wristband
tickets will have access to every
event on a chosen night and can
move around attractions in a circuit
or travel to venues in any area.
https://weareculture24.org.uk
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MUSEUMNACHT (N8),
THE NETHERLANDS

Every November, around 50 museums
in Amsterdam open their doors from
19:00 to 02:00 to offer special
events like workshops, concerts,
special tours and performances, and
even food and beverage.
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Science Museum London hosts
regular Silent Disco Lates
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LightNight is Liverpool’s free one-night arts festival involving 100 organisations
annually to create an inspiring trail of events for a diverse audience of 15,000

will offer customers a high-quality,
unique offer, simple to understand and
attractive to identify with. Venues will get
an opportunity to reach new people, earn
revenue and work together, synthesising
the opportunities the research identified
into market-ready practice. This new
model for a UK museum festival can be
applied to any town or city with a handful
of non-performing arts venues in close
proximity to each other: Amsterdam and
Budapest’s versions (Museumnacht and
Nights of the Museum) are approaching
their third decades of successful life.

FOR WHAT’S IT WORTH

If creative opportunities like Otherworld
are grasped by policymakers and venues
in a planned and systematic way, UK
towns and cities could benefit from an
increase in the number of Lates events,
the number of people attending them
and income generation.

Culture24 has calculated the current
domestic Lates event market to be
worth £9.6m in ticket earnings annually.
If the report’s recommendations are
implemented and it leads to year-on-year
growth in ticket capacity, sales and
earnings of five per cent, this would add
an additional £7.7m to ticket income
over a five-year period. This growth in
economic activity would lead to growth
in the venues’ F&B income and boosted
earnings for surrounding local businesses
and supply chains.

These economic impact figures do not
take into account the 29 per cent of Lates
in the UK that don’t charge for entrance
but still generate secondary income for
venues in F&B spend, merchandise,
corporate hires and membership
packages — and for towns and cities from
travel and high street spend.

Equally important is the social value
capital that Lates generate. They simply
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Experiences are made more
memorable by participation -
the act of doing leaves a lasting
impression on the psyche
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There’s a feeling that
Lates are only open
to the elite few ...
those in ‘the know’

enable people to enjoy their local

and national culture at a time that’s
convenient. Don’t underestimate how
positive simple accessibility is or how
alienating it is for communities not to be
able to enjoy institutions they own and
pay for when they want to.

HIGH STREET REVIVAL
The typical UK high street is changing and
retail is struggling, but people are willing
to pay for experiences such as new F&B
offerings. Museums and galleries have an
opportunity to help the high street evolve,
sucking people back into city centres
from soulless out-of-town retail parks. To
succeed they must embrace their assets:
their unusual spaces set in beautiful
buildings, often well equipped with
technical infrastructure and expertise.
F&B is a big part of an experiential
offer; many institutions farm out this
potentially lucrative income stream to
third-parties often owned by remote
behemoth corporations. A successful
experiential offer is high quality and
authentic from the first marketing
touchpoint, through to the primary event
content and supplementary relationships
like customer service, before ending on
the good night and follow-up email.

Science Museum Lates are adults-only, after-hours theme nights with a F&B offer

LOSE YOUR INHIBITIONS
Experiences are made more memorable
by participation — the act of doing leaves
a lasting impression on the psyche.

Museums and galleries can be
supportive spaces for adults to lose their
inhibitions around playfulness and many
have great relationships with the ‘spirit
guides’ of participation — artists.

Artists love playing around in the
vaulted ceilings and within the decorated
walls of museums and galleries when
the light outside is lost. Creatives’
imaginations burst into life, license
extended — permission granted, to
turn stasis into static electricity for
participation-hungry audiences.

Responses to public surveys indicate
customers want events to include music,
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artists, talks plus food and drink. Event
listings data shows this is exactly the
offer museums are increasingly providing,
proving venues are alive to demand.

Rainbow Makers

Danish-born artist Tine Bech devised a
participatory and playful treasure hunt
type intervention called Rainbow Makers?,
and activated it at Whitworth Art Gallery
in Manchester in 2016. Participant
groups (Rainbow Makers) wore light vests
adorned with interchangeably-coloured
remotely controlled LEDs and were tasked
with finding seven iconic art pieces, each
designated with a colour of the rainbow
and ‘guarded’ by ‘Gatekeepers’. On
finding the artworks, the Gatekeepers
switched each team’s vest colours

www.attractionshandbook.com
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MUZEUMOK EJSZAKAJ,
HUNGARY

For more than 16 years, the doors
to Budapest’s museums have been
open late for one night annually,
inviting residents to choose from
almost 1,000 events across the city.
June 2018 celebrated the theme:
“What binds us: family and culture”.

on using handheld remotes and took
photos, uploading them to a giant screen
in the venue’s hub. On completing the
seven-stage quest, the teams returned
to the hub to see their photos on a giant
onscreen rainbow and collected a print of
their favourite Rainbow Maker image.

The sell out event appealed to the local
catchment of diverse young people. The
game permitted play with friends, family
and strangers, introduced artworks in an
interactive way and was great fun. The
palpable excitement while donning the
vests set the tone for the whole event.

London leads

London’s offer leads the way in the UK.
Each exhibition at the Royal Academy of
Arts has its own one-off “RA Late” held

www.attractionshandbook.com

RA’'s Summer Pleasure Garden (above)
and Rainbow Makers at Whitworth Art
Gallery (right) embrace luminous themes

on a Saturday night — the programme
has included an inflatable cosmic
installation, themed supper clubs,

a UV Garden of Eden life-painting,
Klezmer dancing, Pollock-inspired
paint splattering and robotic displays.
Science Museum Lates hosts adults-
only, after-hours theme nights on the
last Wednesday of the month.

Widen the net

Although magic can be conjured up in
museums at night, there remains a
feeling that these shows are only open
to the elite few, those in ‘the know’,
well-connected or simply lucky enough
to be in the right place at the right time.
A big chunk of Lates also happen on the
same day of the last week of the month.

© TINE BECH STUDIO.

AROUND THE WORLD

In cities like Berlin, Moscow and Paris,
annual museum night-time events and
festivals attract hundreds of thousands of
people. How do they do it?
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N

Amsterdam’s N8 is run by
young people for young people
and sells out in just five weeks

Moscow never sleeps

Moscow is a particularly instructive
example — its policymakers and
programmers have embraced late opening
and it’s simply normal to visit museums,
galleries and libraries until 20pm.

In this environment, their three annual
showpiece nights — Museums, Art and
Libraries Nights — thrive. In Moscow
people expect their cultural services to
be open at convenient times, so when
there’s a fabulous big annual moment
with bags of extra creative content and
multi-faceted partners, they're ready!

Moscow Central Library’s director Maria
Privalova explains: “Part of the 90s was
that everything was 24 hours. [It] was

part of earning more money basically.

So this was something that everybody
started to do. It feels very not Muscovite
that all these restaurants are [now]
closing at 11, it’s crazy, they should be
24 hours. When something is not open at
night, | think it’s strange.”

Mexico City joins hands

Mexico City’s monthly Noche De Museos

festival is one of the most prolific Lates

programmes in the world: 40 to 50

venues join hands every month for a night

of Lates organised by the city council.
Ana Rita Garcia-Lascurain, director of

Mexico City’s Chocolate Museum, says:

“Having the obligation of doing something
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every last Wednesday of the month has
been very motivational.”

Amsterdam blazes a trail
Amsterdam’s annual Museumnacht
event, known as N8, is a phenomenal
trail-blazing event and organisation.

Run by young people for young people,
the four paid employees must be under
30 years and be in the post no longer
than three years. N8 sells out its 33,000
tickets every year in just five weeks to
Amsterdam postcode residents only.

Sheffield’s alive after 5

It's clear from such examples that Lates
can play a fundamental role in how a

www.attractionshandbook.com
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Noche de Museos annually unites up to 50 venues across in Mexico City
(above). Museums Sheffield partners up with local businesses (right)

town or city perceives itself, that each
location’s offer is unique, a reflection of
the place it’s rooted in and the journey
they want to go on.

This placemaking aspect of the Lates
phenomenon has been picked up by
Sheffield in the UK where Museums
Sheffield is working in close partnership
with the area’s Business Improvement
District organisation. Museums and the
retail sector now offer joint incentives to
customers to stay on in the city centre
under the Alive After Five banner. Both
sectors have made a commitment over a
number of years to work together to send
a message to locals that their high street

is open for business well into the evening.

URBAN CULTURE

For years we’ve been encouraging people
to get into their cars and travel out of
cities to purchase food and clothing and
take advantage of leisure opportunities.
The pendulum has started swinging back
into city and town centres. Environmental
awareness, travel costs and inner-city

www.attractionshandbook.com

Culture24 calculated the
UK Lates event market
to be worth £9.6m in
ticket earnings annually

residential building have all contributed to
a newly vigorous sense of urban living.

Travel and tourism disruptors like
Airbnb are enticing more people to stay in
city centres, many driven to new places
by attractive cultural offers. Suddenly
a whole new generation of visitors is
available to museums and galleries, less
encumbered by past prejudices.

But more investment is needed to
enable them to open later. The offer is
not complete without programming and
that must be paid for if artists are to earn
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a decent living. Venues can be subsidised
to offer free access and/or the audience
asked to pay a fair price for a high-end
offer. Both models can work side-by-side
to build capacity and meet demand.

We all have notions of what people,
places and institutions are going to be
like before we first experience them.
Lates are an opportunity for the sector
to collaborate to create this other world
where people’s expectations of what
museums and galleries are like are
turned upside down. There’s nothing more
memorable than that, is there? @

Twww.tinebech.com

About the author

Nick Stockman is campaigns : =
manager at Culture24 — an
independent charity aimed at
bringing UK arts and heritage organisations
closer to their audiences
www.weareculture24.org.uk ¥ @Culture24
E: LatesResearch@culture24.org.uk
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INSIGHTS: TEA / AECOM REPORT

THEME & MUSEUM INDEX

JUST THE TICKET

Major theme park operators had an outstanding year, while some European
waterparks enjoyed great success. The museum sector was a mixed bag, but
saw strong performance in Asia and remarkable years for some institutions

THEME PARKS

Disney continues to reign supreme,
gaining a 6.8 per cent increase in visitors
—up to 150 million in 2017. Merlin came
a distant second, upping its visitation
year-on-year to 66 million, marking a

7.8 per cent increase. Universal rounded
out the top three, with a 4.4 per cent
increase of around two million visitors.

For the top 10 theme park groups
overall, attendance growth rose by a
combined 8.6 per cent to 475.8 million
visitors. Fourth-placed OCT Parks China
enjoyed the most significant growth,
increasing visitation by 32.9 per cent to
42.9 million visitors — a staggering rise of
10.6 million people (Table 1).

For individual theme parks, Disney
expectedly also sits on top of the pile,
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with the top three most-visited properties
and eight of the top 10 attractions being
Disney. The most-visited park, Magic
Kingdom in Orlando, saw a slight increase
of 0.3 per cent, while Disneyland in
California enjoyed a 2 per cent rise and
Tokyo Disneyland upped its visitor figures
by 0.4 per cent in third place.

Outside of Disney, fourth-placed
Universal Studios Japan saw its visitation

Walt Disney is the
theme park leader,
outperforming

its nearest rival
Merlin by nearly
90 million visitors

Table 1: THEME PARK GROUPS WORLDWIDE

Rank, Park & Location Change Attendance 2017 Attendance 2016
WALT DISNEY ATTRACTIONS 6.8% 150,014,000 140,403,000
MERLIN ENTERTAINMENTS GROUP 7.8% 66,000,000 61,200,000
UNIVERSAL PARKS AND RESORTS 4.4% 49,458,000 47,356,000
OCT PARKS CHINA 32.9% 42,880,000 32,270,000
FANTAWILD 21.7% 38,495,000 31,639,000
CHIMELONG GROUP 13.4% 31,031,000 27,362,000
SIX FLAGS INC. 2.3% 30,789,000 30,108,000
CEDAR FAIRENTERTAINMENT COMPANY 2.4% 25,700,000 25,104,000
SEAWORLD PARKS & ENTERTAINMENT -5.5% 20,800,000 22,000,000

10 PARQUES REUNIDOS -1.1% 20,600,000 20,825,000

TOP 10 ATTENDANCE GROWTH 2016-17 3.2% 9,633,000 9,345,000
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STABILISED GLOBAL
ECONOMIES AND
STRONG INVESTMENT
BODES WELL

rise by 3 per cent, with 14.9 million
visitors in 2017. Universal Studios in
Orlando also saw a slight rise of 2 per
cent. Opening for the first time in 2016,
Shanghai Disneyland has broken into
the top 10, coming eighth with 11 million
visitors in its first full year of operation.

Mainland China helped buoy the Asian
region in attendance growth by 5.5 per
cent. Many new parks, with Shanghai
Disney leading the way, experienced
double-digit growth year-on-year.

Overall, visitation rose to 134.2 million
visitors in the Asia-Pacific region, though
it wasn’t all plain sailing, as parks in
Korea — particularly Lotte World and
Samsung Everland — were hit hard owing
to “geopolitical events that discouraged
tourism from Mainland Chinese” — their
key tourist demographic.
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Rank, Park & Location
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Table 2: TOP 25 AMUSEMENT/THEME PARKS WORLDWIDE

Change Attendance 2017 Attendance 2016

1 MAGIC KINGDOM AT WALT DISNEY WORLD, LAKE BUENA VISTA, FL, US 0.3% 20,450,000 20,395,000
2 DISNEYLAND, ANAHEIM, CA, US 2.0% 18,300,000 17,943,000
3 TOKYO DISNEYLAND, TOKYOQ, JAPAN 0.4% 16,600,000 16,540,000
4 UNIVERSAL STUDIOS JAPAN, OSAKA, JAPAN 3.0% 14,935,000 14,500,000
5 TOKYO DISNEYSEA, TOKYO, JAPAN 0.3% 13,500,000 13,460,000
6 DISNEY'S ANIMAL KINGDOM, WALT DISNEY WORLD, LAKE BUENA VISTA, FL,US  15.3% 12,500,000 10,844,000
7 EPCOT AT WALT DISNEY WORLD, LAKE BUENA VISTA, FL, US 4.2% 12,200,000 11,712,000
8  SHANGHAIDISNEYLAND, SHANGHAI, CHINA 96.4% 11,000,000 5,600,000
9  DISNEY'S HOLLYWOOD STUDIOS, WALT DISNEY WORLD, LAKE BUENA VISTA, FL,US  -0.5% 10,722,000 10,776,000
10 UNIVERSAL STUDIOS AT UNIVERSAL ORLANDO, FL, US 2.0% 10,198,000 9,998,000
11 CHIMELONG OCEAN KINGDOM, HENGQIN, CHINA 15.5% 9,788,000 8,474,000
12 DISNEYLAND PARK AT DISNEYLAND PARIS, MARNE-LA-VALLEE, FRANCE 15.0% 9,660,000 8,400,000
13 DISNEY CALIFORNIA ADVENTURE, ANAHEIM, CA, US 3.0% 9,574,000 9,295,000
14 ISLANDS OF ADVENTURE AT UNIVERSAL ORLANDO, FL, US 2.0% 9,549,000 9,362,000
15 UNIVERSAL STUDIOS HOLLYWOOD, UNIVERSAL CITY, CA, US 12.0% 9,056,000 8,086,000
16 LOTTE WORLD, SEQUL, SOUTH KOREA -17.6% 6,714,000 8,150,000
17 EVERLAND, GYEONGGI-DO, SOUTH KOREA -9.5% 6,310,000 6,970,000
18 HONG KONG DISNEYLAND, HONG KONG SAR 1.6% 6,200,000 6,100,000
19 NAGASHIMA SPA LAND, KUWANA, JAPAN 1.4% 5,830,000 5,850,000
20 OCEAN PARK, HONG KONG SAR -3.3% 5,800,000 5,996,000
21 EUROPA-PARK, RUST, GERMANY 1.8% 5,700,000 5,600,000
22 WALT DISNEY STUDIOS PARK, DISNEYLAND PARIS, MARNE-LA-VALLEE, FRANCE 4.6% 5,200,000 4,970,000
23 DEEFTELING, KAATSHEUVEL, THE NETHERLANDS 8.7% 5,180,000 4,764,000
24 TIVOLI GARDENS, COPENHAGEN, DENMARK 0.0% 4,640,000 4,640,000
25 UNIVERSAL STUDIOS SINGAPORE, SINGAPORE 2.9% 4,220,000 4,100,000
TOP 25 TOTAL ATTENDANCE 2017 243,926,000 232,525,000
TOP 25 ATTENDANCE GROWTH 2016-17 4.7% 243,926,000 233,057,000
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Making its debut on the list
is Orlando’s Volcano Bay, with
Universal’s waterpark ranking sixth

Margreet Papamichael
FORMER DIRECTOR,
ECONOMICS,

AECOM

Expectations for the Middle East were

set really high and we can see now that
they’ve not been met. | hope that overtime
total tourism to that region will grow.

In Europe, we’'ll see growth driven by
investment, with additional hotel rooms
added to attractions and new rides
developed. Staging concerts and seasonal
events is becoming more important.

The uniqueness of Europe’s
waterparks is their mixture of indoor
and outdoor facilities, including the
focus on wellbeing. It’s a successful
model we should export.

Exhibitions really drive museum
attendance but there’s only so many
brilliant exhibits you can have per annum.
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Chris Yoshii

VICE PRESIDENT
OF ASIA-PACIFIC,
AECOM

We've forecast for several years that China
would become the largest global theme
park market by 2020. That'’s still on track,
especially with Universal Studios Beijing,
among others, opening around that time.
The success of Shanghai Disney
has been very encouraging, showing
developers that they should invest in
best-in-class projects, and the market will
respond. Having a theme park is still seen
as an important asset to a modern city in
China, and we're going to continue to see
new projects and new announcements.
Florida is still the major hotbed with
75.6 million visitors to its six major parks.
Japan comes next with 51 million visitors
spread over four major operations.

John Robinett

SENIOR VICE PRESIDENT,
ECONOMICS, AMERICAS,
AECOM

The mega-destination that is Orlando saw
major attractions open at Disney (Pandora
- The World of Avatar) and Universal
(Volcano Bay) in 2017. After a fairly flat
2016, the industry resumed its historic
pace of growth in 2017 fueled by Disney,
China, and Indoor Entertainment Centers.

China now generates about a quarter of
the major operators’ overall attendance.
Global attraction visitations to the major
operators is almost half a billion a year.

Representing a third of North American
attendance - exceeding 150 million visits
for the first time - Orlando should continue
to develop, with US$10bn of investment in
future attractions, RDE and hotels slated
for the next five years.
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WATERPARKS

Waterpark attendance has now broken
30 million visitors among the world’s top
20, with particularly strong performance
in some of Europe’s top waterparks.
Across the world’s top 20 most-visited
waterparks, attendance increased 1.6 per
cent between 2016 and 2017 — breaking
the 30 million visitor barrier for the first
time in the AECOM report’s history.

Chimelong in China retains the title of
world’s most-attended waterpark, with a
6 per cent increase year-on-year. Making
its debut on the list is Orlando’s Volcano
Bay, as the Universal waterpark ranked
sixth with 1.5 million visitors in its first
year. The largest attendance rise came
for 16th-ranked Siam Park on the Canary
Islands, which recorded a 20.9 per cent.

In Latin America, waterpark visits
totalled 9.9 million visitors, raising
expectations that 2018 will for the
first time see that region cross over
the 10 million mark. While there were
increases at several properties in Brazil,
the 2017 earthquake in Central Mexico
led to declines, particularly for Six Flags
Hurricane Harbor Oaxtepec — a newly
acquired and renovated waterpark
operating in its inaugural season.

For the EMEA market, overall
attendance was up 3.2 per cent, though
visitation in the Middle East declined due
to “the significant increase in competition
for leisure time and spend” in the region,
impacting across the board and felt
by the region’s most-visited attraction,
Dubai’s Aquaventure, falling 5.6 per cent.

Prague’s Aquapalace had an excellent
year, increasing its attendance by
18.8 per cent and Therme Erding
in Germany, Europe’s most-visited
waterpark, enjoyed a 6 per cent rise.

www.attractionshandbook.com

Chimelong in China remains the world’s most-visited waterpark

Table 3: TOP 20 WATERPARKS WORLDWIDE

Rank, Park & Location

Change Attendance 2017 Attendance 2016

1 CHIMELONG WATER PARK, GUANGZHOU, CHINA 6.0% 2,690,000 2,538,000
2 TYPHOON LAGOON AT DISNEY WORLD, ORLANDO, FL, US -5.0% 2,163,000 2,277,000
3 THERMAS DOS LARANJAIS, OLIMPIA, BRAZIL 2.5% 2,007,000 1,959,000
4 BLIZZARD BEACH AT DISNEY WORLD, ORLANDO, FL, US -7.0% 1,945,000 2,091,000
5 BAHAMAS AQUAVENTURE WATER PARK, BAHAMAS -2.0% 1,831,000 1,868,000
6 UNIVERSAL'S VOLCANO BAY, ORLANDO, FL, US NEW 1,500,000 NA
7 HOT PARKRIO QUENTE, CALDAS NOVAS, BRAZIL 7.2% 1,481,000 1,381,000
8 AQUATICA, ORLANDO, FL, US -10.0% 1,382,000 1,536,000
9 CARIBBEAN BAY, GYEONGGI-DO, SOUTH KOREA -3.5% 1,380,000 1,430,000
10 AQUAVENTURE WATER PARK, DUBAI, UAE -5.6% 1,350,000 1,430,000
11 OCEAN WORLD, GANGWON-DO, SOUTH KOREA -9.7% 1,330,000 1,473,000
12 THERME ERDING, ERDING, GERMANY 6.0% 1,320,000 1,245,000
13 SUNWAY LAGOON, KUALA LUMPUR, MALAYSIA 2.4% 1,300,000 1,270,000
14 KAIFENG YINJI WATER PARK, KAIFENG, CHINA 46.1% 1,300,000 890,000
15 AQUAPALACE, PRAGUE, CZECH REPUBLIC 18.8% 1,215,000 1,023,000
16 SIAM PARK, SANTA CRUZ DE TENERIFE, SPAIN 20.9% 1,208,000 1,000,000
17 WUHU FANTAWILD WATER PARK, WUHU, CHINA 17.6% 1,204,000 1,024,000
18 SHENYANG ROYAL OCEAN PARK — WATER WORLD, FUSHUN, CHINA 2.6% 1,200,000 1,170,000
19 WET'N'WILD GOLD COAST, GOLD COAST, AUSTRALIA -5.0% 1,180,000 1,242,000
20 TROPICAL ISLANDS, KRAUSNICK, GERMANY 3.1% 1,168,000 1,540,000
TOP 20 TOTAL ATTENDANCE 2017 30,155,000 27,980,000
TOP 20 ATTENDANCE GROWTH 2016-17 1.6% 30,155,000 29,688,000
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Following its expansion and §
three major exhibitions,
London’s V&A upped its

attendance by a quarter ' = ¥ 9 %
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The top 20 waterparks in the US
suffered in 2017, with a 2.9 per cent
decline, driven by lack of reinvestment
combined with bad weather.

MUSEUMS

France’s museums have shown significant
recovery following a tumultuous 2016.
The Louvre reclaimed top spot as the
world’s most-visited museum with a
9.5 per cent increase in visitor numbers.
Similarly, the Musee D’Orsay experienced
The newly opened Chengdu Museum in China entered the Index for the first time a significant recovery, with a 5.9 per cent
increase in visitation.

Across the Channel its not been so
rosy, with uncertainty over Brexit and

Table 4: TOP 20 MUSEU WORLDWIDE renewed security concerns particularly
= affecting London, where four of the five

Rank, Park & Location Change Attendance 2017 Attendance 2016 museums making the top 20 suffered
1 LOUVRE, PARIS, FRANCE 9.5% 8,100,000 7,400,000 declines in visitation. Highest—ranked the
2 NATIONAL MUSEUM OF CHINA, BEIJING, CHINA 6.8% 8,063,000 7,550,000 British Museum saw its numbers drop to
3 NATIONAL AIR AND SPAGE MUSEUM , WASHINGTON, DC, US -6.7% 7,000,000 7,500,000 5.9 million in 2017, while the Tate Modern
5 THE METROPOLITAN MUSEUM OF ART, NEW YORK, NY, US 4.5% 7,000,000 6,700,000 saw its visitor numbers drop 3.1 per cent
5 VATICAN MUSEUMS, VATICAN, VATICAN CITY 59% 6,427,000 6,067,000 and there was a 4.1 per cent decline at
6 SHANGHAI SCIENCE & TECHNOLOGY MUSEUM, SHANGHAI, CHINA 17% 6,421,000 6316000 the Natural History Museum. Bucking the
7 NATIONAL MUSEUM OF NATURAL HISTORY, WASHINGTON, DC, US 155% 6000000 700000 trend following its expansion and three
8 BRITISHMUSEUM, LONDON, UK 80% 5907000 6420000 Mmajor exhibitions, the V&A upped its
attendance by a quarter.
9 TATE MODERN, LONDON, UK -31% 5,656,000 5,839,000 -
Asia’s culture sector recorded the
0,
10 NATIONAL GALLERY OF ART, WASHINGTON, DC, US 22.8% 5,232,000 4261000 oot growth worldwide, with an 11 per
- 0, . . .. . . .
11 NATIONAL GALLERY, LONDON, UK 16.5% 5,229,000 6,263,000 ot increase in visitation. China claimed
12 AMERICAN MUSEUM OF NATURAL HISTORY, NEW YORK, NY, US 0.0% 5,000,000 5000000 seven of the top 20 museums worldwide.
13 NATIONAL PALACE MUSEUM (TAIWAN), TAIPEI, TAIWAN -4.9% 4,436,000 4,666,000  This strong performance has been
14 NATURAL HISTORY MUSEUM, LONDON, UK -41% 4,435,000 4,624,000  fuelled by its “an emerging middle class
15 STATE HERMITAGE, ST PETERSBURG, RUSSIA 2.5% 4,220,000 4,119,000  with rising levels of education, cultural
16 CHINA SCIENCE TECHNOLOGY MUSEUM, BEIJING, CHINA 40% 3,983,000 3,830,000 awareness and disposable income and
17 REINA SOFIA, MADRID, SPAIN 69% 3,897,000 3,647,000 €xposure to global cultural trends”. @
18 NATIONAL MUSEUM OF AMERICAN HISTORY, WASHINGTON, DC, US 0.0% 3,800,000 3,800,000
19 VICTORIA & ALBERT MUSEUM, LONDON, UK 25.4% 3,790,000 3,022,000 Apout the author
20 CENTRE POMPIDOU, PARIS, FRANCE 2.2% 38,371,000 3,300,000 ) )
Tom Anstey is managing
TOP 20 TOTAL ATTENDANCE 2017 107,967,000 107,424,000 ) : o
editor of sister publication
TOP 20 ATTENDANCE GROWTH 2016-17 0.2% 107,967,000 29,688,000

Attractions Management
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THEME & MUSEUM INDEX

-MEA FOCUS

Europe celebrates an active and growing theme park sector with strong attendance at smaller
attractions, whereas the domestic tourism market in the Middle East is yet to catch on to
the plethora of new offerings. Waterparks across EMEA are seeing marginal growth

THEME PARKS

Europe

Table 1: TOP 20 THEME PARKS: EMEA

Rank, Park & Location Change Attendance 2017 Attendance 2016

In the UK, it seems that theme parks 1 DISNEYLAND PARK AT DISNEYLAND PARIS, MARNE-LA-VALLEE, FRANCE 15.0% 9,660,000 8,400,000
have not signiﬁcan“y increased their 2 EUROPA PARK, RUST, GERMANY 1.8% 5,700,000 5,600,000
attendance numbers. The usual suspects 3 WALTDISNEY STUDIOS PARK, DISNEYLAND PARIS, MARNE-LA-VALLEE, FRANCE ~ 4.6% 5,200,000 4,970,000
for flat numbers are bad weather, 4 DEEFTELING, KAATSHEUVEL, THE NETHERLANDS 8.7% 5,180,000 4,764,000
economic decline and political instability; 5 TIVOLI GARDENS, COPENHAGEN, DENMARK 0.0% 4,640,000 4,640,000
but the situation in the UK in 2017 was 6 PORT AVENTURA, SALOU, SPAIN 14% 3,650,000 3,600,000
unique. Consumer confidence took a 7 LISEBERG, GOTHENBURG, SWEDEN -03% 3,061,000 3,070,000
hit both before and following the Brexit 8 GARDALAND, CASTELNUOVO DEL GARDA, ITALY 97% 2600000 2,880,000
vote, and British consumer confidence
) 9 PUY DU FOU, LES EPESSES, FRANCE 1.8% 2,260,000 2,220,000
seems to have remained at a depressed
level for the duration of 2017. This loss 10 LEGOLAND WINDSOR, WINDSOR, UK 0.8% 2,200,000 2,183,000
in consumer confidence may well be the 11 LEGOLAND BILLUND, BILLUND, DENMARK 14% 2,120,000 2,091,000
reason behind the lacklustre results in 12 ALTON TOWERS, STAFFORDSHIRE, UK 1.0% 2,000,000 1,980,000
the UK theme park industry. 13 FUTUROSCOPE, JAUNAY-CLAN, FRANCE 5.3% 2,000,000 1,900,000
Competition may be heating up in 14 PARC ASTERIX, PLAILLY, FRANCE 81% 2,000,000 1,850,000
p y p
France. Most French theme parks 15 PHANTASIALAND, BRUHL, GERMANY 0.0% 1,995,000 1,995,000
performed well for 2017, with significant 16 PARQUE WARNER, MADRID, SPAIN 2.2% 1,840,000 1,800,000
growth of above eight per cent at 17 THORPE PARK, CHERTSEY, UK 00% 1,800,000 1,800,000
Parc Astérix following their continued 18 GRONA LUND, STOCKHOLM, SWEDEN 11.9% 1,690,000 1,510,000
investment, a new ride an_d additional 19 CHESSINGTON WORLD OF ADVENTURES, CHESSINGTON, UK 1.3% 1,520,000 1,500,000
hotel rooms. Disney too did very well,
. i : X 20 HEIDE PARK, SOLTAU, GERMANY -3.9% 1,480,000 1,540,000
recuperating from its slide of the prior
year. Puy du Fou showed good attendance  1OF 20TOTAL ATTENDANCE 2017 61,549,000 60,293,000
TOP 20 ATTENDANCE GROWTH 2016-17 3.4% 62,596,000 60,513,000

growth for 2017 at around two per cent

SOURCE: TEA/AECOM 2017 THEME INDEX AND MUSEUM INDEX
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Parc Astérix enjoyed
significant growth following
continued investment

h
1

but this was the first time in three years
that the park did not post an increase
of more than five per cent, likely simply
because there was no significant new
addition to the property. Such high
growth rates as Puy du Fou has posted
over the past couple of years are nigh
impossible to sustain in the longer term.
Interestingly, a number of smaller parks
in France that don’t quite make it onto
our charts grew attendance at higher
percentages than the largest parks.
Despite rising consumer confidence
in Germany, performance was mediocre
if not poor for many parks. In this case,
bad weather, especially poor during their
peak season, was the likely culprit and
given the blame by many operators. We
understand, however, that many parks

www.attractionshandbook.com
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PARKS ACHIEVED RECORD ATTENDANCE
LEVELS OVER HALLOWEEN - ITS IMPORTANCE
AND POPULARITY IS STILL INCREASING

achieved record attendance levels over
Halloween, the importance and popularity
of which is still increasing.

Italy has been experiencing a bad run
economically, and some extremely bad
weather combined with some natural
disasters during peak season weekends
impacted performance in this country,
and Gardaland specifically.

In Scandinavia, we observed that
some of the most significant increases
in attendance happened in the smaller
parks that don’t make it into our Top 20.

Perhaps this recurring theme of
smaller parks seeing bigger increases
in percentage terms is not simply due to
the fact that a small absolute increase
translates to a large percentage increase.
Instead, it could possibly also indicate
a general increase in competition for
leisure time and spend across the entire
European continent.

It may well be that families are limiting
their big visits to big parks and increasing
their visits to smaller parks, which may
help their budgets go further.
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INSIGHTS: TEA / AECOM REPORT: EMEA

Experiences like Secret Cinema in London are joining themed entertainment

Throughout Europe, we get the
impression of an active and growing
industry with ongoing investment and
merger and acquisition activity.

Some specific parks deserve a special
mention for 2017:
® De Efteling in the Netherlands
celebrated its 65th anniversary and
opened, with much fanfare, a new dark
ride that subsequently was honoured
with a Thea Award — Symbolica: The
Palace of Fantasy. This has helped them
achieve their 2020 target of five million
visits ahead of schedule, recording
5,180,000 visits for 2017.
® Disneyland Paris had a great 25th
anniversary year and has recouped the

loss in attendance from the previous year.

® Parc Astérix outside of Paris had
another good year and managed to break
the two million mark in attendance. The
continuous investment and effort that
Compagnie des Alpes has put into this
park is paying off, combined with the
additional hotel accommodation offer.

® Grona Lund in Stockholm had another

33

SPECIAL EVENTS
ARE CROSSING
OVER WITH THEMED
ENTERTAINMENT

great year with visitation growth over

10 per cent. They’ve continued to host
large concerts with international and
Swedish artists. On top of that, 2017 was
also the first time they kept the park open
for Halloween, which was a great success
in Gréna Lund as well.

Confertainment

The addition of leisure and themed
entertainment units into retail
destinations is adding to the activity
levels and innovation in our sector, and
continues at a strong pace throughout
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Historic buildings are embracing
immersive techniques like light shows

Europe and the Middle East. We've
seen further such “merging” between
various industries and skill sets with an
interesting vocabulary being coined, such
as “confertainment” and “architainment”.
Special events are becoming more
themed and are now crossing over with
the themed entertainment industry. The
word “immersive” is developing further,
encompassing new types of experiences
such as Secret Cinema in London and
sound-and-light shows using projection
mapping on historic buildings such as
cathedrals in Europe.
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Table 2: TOP 10 WATERPARKS: EMEA

Rank, Park & Location

Change Attendance 2017 Attendance 2016

1 AQUAVENTURE WATER PARK, DUBAI, UAE -5.6% 9,660,000 8,400,000
2 THERME ERDING, ERDING, GERMANY 6.0% 1,320,000 1,245,000
3 AQUAPALACE, PRAGUE, CZECH REPUBLIC 18.8% 1,215,000 1,023,000
4 SIAM PARK, SANTA CRUZ DE TENERIFE, SPAIN 13.7% 1,208,000 1,063,000
5 TROPICAL ISLANDS, KRAUSNICK, GERMANY 3.1% 1,168,000 1,133,000
6 NETTEBAD, OSNABRUCK, GERMANY 2.1% 744,000 729,000
7 TIKIPOOL, DUINRELL, THE NETHERLANDS 0.0% 700,000 700,000
8  WILD WADI, DUBAI, UAE -4.5% 697,000 730,000
9 LALANDIA, BILLUND, DENMARK -17% 680,000 692,000
10 YAS WATERWORLD, ABU DHABI, UAE -8.3% 550,000 600,000
TOP 10 TOTAL ATTENDANCE 2017 9,633,000 9,345,000
TOP 10 ATTENDANCE GROWTH 2016-17 3.2% 9,633,000 9,332,000

SOURCE: TEA/AECOM 2017 THEME INDEX AND MUSEUM INDEX

Middle East

We’ve all been watching events unfold in
the Middle East with bated breath, hoping
for record attendances to the new theme
parks that have opened, notably in the
United Arab Emirates.

We have all now realised that the
expectations set for this region have
proven to be a bit high and, unfortunately,
have not been met. Consequently, none
of the theme parks in this geography has
made it into the Top 20 Theme Parks
for EMEA. We hope that with the growth
in the tourism market, the theme parks
in the Middle East will increase their
attendance over time as the tourism
industry becomes more familiar with
the offer that is now available in this
part of the world.

The pipeline in this region is still
significant, and we’re seeing evidence
of high-quality development, such as
Warner Bros World Abu Dhabi. We'll keep
a close eye on this part of the world and
look forward to their contributions to the
theme park industry in the years ahead.

www.attractionshandbook.com

WATERPARKS

Europe

Two success stories in the European
waterpark category are Aquapalace in
Prague and Siam Park in Tenerife. Siam
Park is still enjoying the boost in Spanish
domestic tourism, and tourism from
within the EU that’s returned to affordable
European destinations from places
perceived as more risky, like Turkey.

For the remainder, our Top 10
waterparks in EMEA reveal marginal
growth in attendance. Having said that,
we should pay some special attention
to the waterparks in Northern Europe
with large indoor areas. Many have
areas dedicated to what we might dub a
“water-focused spa”, wherein many sell
entry to the spa area separately from
entry to the entertainment area. In our
tabulations for this entertainment-focused
study, we subtract spa tickets from the
total amount of tickets sold, allowing us
to make equitable comparisons on an
international basis. As a result, some of

Siam Park is still enjoying the boost
in Spanish domestic tourism

these operations have total attendance
numbers higher than those in our Tables.
Notably, Therme Erding — asides from

the attendance in Table 2, it receives an
additional 500,000 visits to its spa alone.

Middle East

Attendance at Middle Eastern waterparks
has decreased. For the larger parks, this
is due to a variety of factors, but the
significant increase in competition for
leisure time and spend has had an impact
across the board. Attendance is still
strongly driven by residents, even in the
Middle East, and the influx of new visitor
attractions has spread demand over a
larger offer of entertainment. Hopefully
tourism will increase, and growing
demand from that market will help to
absorb the supply that has recently
entered the industry. @

About the author

Margreet Papamichael, former
Director of EMEA at AECOM
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INSIGHTS: ZOOS & AQUARIUMS

TRIVING FOR SUSTAINABILIT

Doug Cress of WAZA reveals the wider role that zoos and
aquariums play in saving endangered species, tackling
sustainability and connecting people with nature

00s and aquariums are very

different today from the

menageries of the past, and

are continually evolving and
improving. The World Association of
Zoos and Aquariums (WAZA) comprises
over 400 leading zoos, aquariums and
associations worldwide, and WAZA's remit
has grown to both address the ecological
crises of today and fully maximise the
conservation impact of its members.

Our members are increasingly
becoming leaders in global issues such
as climate change, plastic pollution, the
illegal wildlife trade and sustainable palm
oil. These institutions not only guard the
long-term future of some of the earth’s
most endangered species, but they also
contribute significant resources towards
conservation of wildlife and wild spaces.
Zoos and aquariums are progressively
becoming central to ensuring that the
world’s biodiversity survives.

More than 700 million people visit zoos
and aquariums each year, which means
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Our remit has grown
to address the
ecological crises

Doug Cress, CEO of WAZA

WAZA members are in a prime position
to drive behaviour change through their
visitors. From the importance of species
conservation to reducing reliance on
single-use plastics and unsustainably
sourced palm oil, zoos and aquariums
are not focused only on saving species,
but are also encouraging people to take
action in safeguarding the our planet.

Our commitment to modelling a sound
change in behaviour resulted in WAZA
signing a Memorandum of Understanding
(MoU) with United Nations Environment
in 2017, committing 50 per cent of the
WAZA membership base to eliminate
single-use plastic from their institutions
and attractions by 2023.

In the same year, the World Association
of Zoos and Aquariums also signed
a second MoU, this time with the
Roundtable on Sustainable Palm Qil
(RSPO), again committing 50 per cent
of the WAZA membership to using only
certified sustainable palm oil in consumer
items and feedstocks by 2023.
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Monterey Bay Aquarium’s Seafood Watch
programme raises public awareness
about sustainable seafood choices
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#SheddfheStraﬁv

Shedd Aquarium’s “Shedd the Straw” campaign encourages its visitors and local restaurants to ‘pass on plastic’

RISING TIDE OF PLASTIC
The problem of plastic pollution truly
came to the forefront in 2018 and was

the main focus for World Environment Day

and World Oceans Day.

Around 300 million tonnes of plastic
waste is produced each year and around
10 per cent of this waste ends up in the
oceans, which has a detrimental impact
on marine wildlife and ecosystems.

Governments have started acting
against the rising tide of plastic and
WAZA members are getting involved.

In addition to removing single-use
plastics from their supply chains and
grounds, zoos and aquariums are also
communicating about the harmful effects
of plastic and educating their visitors
about sustainable alternatives.

» SHEDDING PLASTIC

In the US, Shedd Aquarium in Chicago
launched a “Shedd the Straw” campaign.
An audit showing that Americans use an
estimated 500 million plastic drinking
straws daily prompted Shedd Aquarium to
target straws. The aquarium challenged
the Chicagoland community and visitors
to the aquarium to remove single-use
plastic straws from their everyday life.

Z00s and aquariums are educating
visitors about the harmful effects of
plastic and sustainable alternatives

The concept was simple and offered a few
solutions to help consumers make the
commitment, whether it was passing on
the plastic straw provided in beverages

or choosing a reusable or compostable
alternative. Shedd also took the challenge
to local restaurants and has so far
managed to encourage more than 65
restaurants to get rid of plastic straws.

» ACROSS THE POND

In Europe, Lisbon Aquarium in Portugal
launched a national advertising campaign
titled “If it doesn’t go in the bin, it

goes in the sea”, helping to bring a

new perspective to the importance of
disposing of waste properly in order to
reduce plastic pollution.

Elsewhere, WAZA members have
implemented onsite plastic recycling units
to encourage visitors to recycle plastic
water bottles while others have stopped
selling single-use plastic items entirely.
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» ART INITIATIVES

Some WAZA members have installed
art exhibitions highlighting the issue

of plastic waste, such as Vancouver
Aquarium’s Vortex exhibition by Douglas
Coupland. Vortex takes viewers on a
journey to the heart of the Great Pacific
Garbage Patch, immersing people in the
global plastic pollution crisis.

» SUSTAINABLE SEAFOOD

Our members’ work to protect the ocean
extends beyond battling plastic pollution
to encouraging sustainable seafood
choices amongst consumers. Monterey
Bay Aquarium in California launched its
Monterey Bay Aquarium Seafood Watch
programme to help consumers and
businesses choose seafood fished or
farmed in ways that support a healthy
ocean. Since 1999 the programme has
worked to raise public awareness about
sustainable seafood choices. Today,
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Vancouver Aquarium’s Vortex exhibition

takes viewers on an enlightening journey
Seafood Watch has more than 11,000 to the Great Pacific Garbage Patch

partner locations worldwide and more
than 200 zoo, aquarium and non-profit
partners promoting sustainable seafood.

Jr"'_"

IN YOUR HANDS

From sea to land, WAZA members are
also challenging the palm oil crisis.

Palm oil has become one of the world’s
most widely used edible vegetable oils
and is found in around 50 per cent of
packaged products in supermarkets from
foods such as biscuits and cakes to
cosmetics and soaps. Demand for this oil
is dramatically increasing due to its high
productivity, efficiency and versatility, but
unsustainable palm oil cultivation can
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INSIGHTS: ZOOS & AQUARIUMS

WAZA's Nature Connect
programme inspires
families to take action to
conserve our natural world

ATTRACTIONS HANDBOOK 2018-2019

Chester Zoo is
campaigning to make
Chester the world'’s first
sustainable palm oil city
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Screens are consuming
our lives and we're
losing touch with
the outside world

cause extensive deforestation, affecting
forests and wildlife. Certified sustainable
palm oil helps reduce the negative
impacts of palm oil cultivation on wildlife,
the environment and local communities.
WAZA’s MoU with RSPO is the first
coordinated global zoo and aquarium

project addressing palm oil, but numerous

WAZA members have conducted palm oil
campaigns or education programmes in
the past. Chester Zoo in the UK launched
its Sustainable Palm Oil challenge in
2014, and is working with consumers,
manufacturers, businesses and the
palm oil industry to increase the demand
for sustainable palm oil. It's currently
campaigning to make Chester the world’s
first sustainable palm oil city.

In Australia, Melbourne Zoo has
an interactive grocery store where
“consumers” can scan everyday products
and find out if good or bad palm oil has
been used. They are given the option to
send letters to the heads of corporations
encouraging them to implement a more
sustainable palm oil sourcing policy.

RECONNECTING WITH NATURE
Education plays an important role in the
remit of zoos and aquariums, and WAZA
members are working to connect children

www.attractionshandbook.com

with wildlife and nature. In an increasingly
digital world, screens are consuming
our lives and we're losing touch with
the outside world. In response, WAZA's
Nature Connect programme was launched
in 2017 to encourage and support our
members to provide outdoor facilitated
experiences that connect children and
their families to nature, inspiring them to
take action to conserve the natural world.
Funded by a Disney Conservation
Fund grant and managed in collaboration
with the International Zoo Educators
Association, one component of the
programme provides grants to members

Certified sustainable
palm oil helps reduce the
negative impacts of palm
oil cultivation on wildlife

to provide a series of immersive,
facilitated nature experiences for
children and their families. Through the
programme, zoos and aquariums are
rekindling the relationship of children

to nature and sparking a lifelong
appreciation for biodiversity and its
conservation for generations to come. @

About the author

Doug Cress is the chief executive
officer of WAZA

www.waza.org

¥ @waza [ /officialWAZA
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INSIGHTS: WATERPARKS

Kathleen LaClair and Brian Sands
delve into the market potential

of multiple waterparks and how
such growth can be sustained

aterpark design is wide
ranging. The established
traditional, standalone,
outdoor waterpark market
has been joined by present-day trends
for combined water/theme parks and,
most recently, the growing popularity of
all-season indoor water-based facilities.

Regardless of type, as waterparks
typically have lower development costs
and higher operating margins than theme
parks, it’s no surprise that they continue
to be developed, even within markets
housing existing waterparks. In fact, in
metropolitan areas (barring entertainment
markets like Orlando), only one major
theme park can typically be sustained
compared with multiple waterparks.

As every market differs according to
varying degrees of population density, age
distribution, disposable income, existing
entertainment options and competition
—and as every theme park ranges in
size and entertainment offering — it's
most likely a combination of all these
factors that enables certain markets to
successfully support multiple waterparks.
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On examining numerous US markets, we found
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All four waterparks in San Antonio/New
Braunfels perform well, but Schlitterbahn
is the undisputed high performer
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That said, in our experience, market
size (i.e. population and tourism) and
market competition tend to be the critical
factors — so we decided to take a closer
look at how individual outdoor waterparks
perform within selected multiple outdoor
waterpark markets.

On examining numerous US markets,
we found that quite a few operators in
the outdoor waterpark market perform
well despite competition, leading us to
surmise that there could be room for
growth in other waterpark markets.

MARKET ATTENDANCE
As a starting point, we calculated the
aggregate market attendance at outdoor
waterparks within select markets, and
compared this with the corresponding
total market size (metropolitan statistical
area population and overnight tourists
to the region) in order to calculate the
attendance per capita in each market.
We selected six markets (Orlando,
Dallas, Phoenix, Houston, San Antonio/
New Braunfels and Los Angeles) as each
has two-plus large waterparks (see Table).
We found that the aggregate outdoor
waterpark attendance in each market
ranged from about 600,000 (Phoenix) to
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more than 7.2 million (Orlando). As the
market size varied widely, it follows that
the aggregate attendance per capita also
had a wide range — from 0.02 to 0.12,
with an average of 0.07.

This indicates that markets with
aggregate attendance per capita figures
on the lower end of that range likely have
room for additional outdoor waterparks,
and that markets with only one outdoor
waterpark combined with a lower
attendance per capita may even be able
to support a second outdoor waterpark.

Of the six markets, Orlando had the
highest waterpark attendance per capita,
at 0.12, which is foreseeable considering
it has four large waterparks and is
located within a mega tourist destination.
However, Houston and San Antonio/New
Braunfels also had high attendance per
capita metrics, 0.09 each, despite their
more moderately sized total markets. The
Los Angeles market has an attendance
per capita of 0.04, just below the
average. Dallas and Phoenix both came
in at 0.02, the lowest of the bunch, and
both have notably larger total markets
(compared to Houston and San Antonio/
New Braunfels), so there may be room in
those markets for a further waterpark.

www.attractionshandbook.com

Wet ‘n’ Wild is one of two

waterparks in Phoenix; it would

be risky to assume there’s room
for another outdoor facility

MULTIPLE WATER PARK MARKET ANALYSIS

Market

Parks Aggregate Attendance Aggregate Attendance
Per Capita

Dallas, Texas

NRH20 Family Water Park Dallas
Six Flags Hurricane Harbor Dallas

TOTAL 791,000 0.02

Houston, Texas

Wet ‘n’ Wild Splashtown Houston
Typhoon Texas Houston
Schlitterbahn Galveston

TOTAL 1,402,000 0.09
Los Angeles, Raging Waters Knott's Soak City BP
California Wild Rivers Six Flags HH LA

Aquatica SD Legoland WP

TOTAL 2,046,000 0.04
Orlando, Florida Wet ‘n” Wild Typhoon Lagoon

Blizzard Beach Aquatica

TOTAL 7,214,000 0.12
Phoenix, Arizona Wet ‘n’ Wild Phoenix

Big Surf Phoenix

TOTAL 611,000 0.02

San Antonio/
New Braunfels,
Texas

Six Flags Fiesta Texas San Antonio
Splashtown San Antonio

Aquatica Seaworld San Antonio
Schlitterbahn New Braunfels

TOTAL 1,237,000 0.09
AVERAGE 661,952 0.07
MEDIAN 383,000 0.06

Source: 2017 Theme Index, AECOM, 2018

ATTRACTIONS HANDBOOK 2018-2019 107


http://www.attractionshandbook.com

INSIGHTS: WATERPARKS

DRIVE TIME
We also examined the market overlap
according to drive times in four of the
multiple-waterpark markets, specifically
Phoenix, Houston, San Antonio/New
Braunfels and Dallas, using Geographic
Information System mapping analysis.

Although individual behaviour varies,
we based our analysis on a one-hour
drive time as a sound estimate of the
maximum duration most visitors willingly
drive to an attraction like an outdoor
waterpark. The results revealed that
although the one-hour market drive times
overlapped by more than 50 per cent
in all four markets, the waterparks still
achieved robust attendance levels.

This indicates that despite significant
competition, it’'s possible for several

Typhoon Texas is one of three
waterparks in Houston; the current
number of outdoor waterparks is

appropriate for the city

Given the typically robust economics of

waterparks globally, we expect the

development of new facilities to continue

waterparks to operate in relative proximity
to each other within an adequately sized
and healthy market.

MARKET OVERLAP

As stated earlier, Dallas and Phoenix
have lower aggregate attendance per
capita metrics of 0.2 — so what does their
one-hour drive time market overlap look
like? Both waterparks in Dallas (Six Flags
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Hurricane Harbor and NRH20) have a
resident market overlap of 90 per cent, so
each is competing for almost exactly the
same residential base; yet both maintain
robust levels of attendance relative to
their size and entertainment offering.

In Phoenix, both waterparks (Wet ‘n’
Wild and Big Surf Waterpark) have a
75 per cent overlap in their residential
market, and again both perform well
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in attendance based on their size and
entertainment offering. However, although
the waterparks are performing well and
the aggregate attendance per capita is
low, we think it risky to assume there’s
room for another outdoor waterpark.

The San Antonio/New Braunfels market
had an aggregate attendance per capita
metric of 0.9, which is towards the
high end of the range. The four outdoor
waterparks (Six Flags Fiesta, Splashtown,
Aquatica and Schlitterbahn) each have
a 50 to 90 per cent overlap in their
one-hour drive times, and all four perform
well, although Schlitterbahn is the
undisputed high performer in that market.

The Houston market has three parks
(Wet ‘n” Wild Splashtown, Typhoon Texas
and Schlitterbahn Galveston Island) and

www.attractionshandbook.com

Visitors floating down The
Falls (above) and surf riding
the Boogie Bahn (right) at
Schlitterbahn New Braunfels

the least one-hour drive time overlap

at 10 to 50 per cent. As it also has an
attendance per capita of 0.9, we consider
that the current number of outdoor
waterparks is appropriate for Houston.

NEW OPENINGS
Quantitative and mapping analysis can
help to determine the demand potential
for new waterparks and, more importantly,
where they should be located. It indicates
the potential for multiple outdoor
waterparks in one market location.

Given the typically robust economics
of waterparks globally, we expect the
development of new facilities to continue
—and it will be interesting to see where
these new waterparks pop up both in the
US and around the world. @

About the authors

Kathleen LaClair is
Associate Principal and
Brian Sands is Vice President with

the Economics practice at AECOM,

which specialises in market and

feasibility studies for the themed
entertainment and leisure industry.
www.aecom.com/services/economics

3 @AECOM [Ed /AecomTechnologyCorporation
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FEATURE: SCIENCE CENTRES

FACT OR FICTION?

Distrust in experts and institutions gave rise to the problem of fake news,

but science centres can be part of the solution. Linda Conlon tells us how

e are living in a ‘post-truth’
age: blatant lies have
become routine across
society; public tolerance
is shockingly high when it comes to
inaccurate and undefended allegations;
and non-sequiturs are commonly uttered
in response to hard questions.
Post-truth politics is made possible by
a loss of trust in established institutions.
Across the Western world, trust is at an
all time low, which helps to explain why
many people prefer so-called ‘authentic’
politicians who tell it how it is — that
is, what people feel. In a survey of
Americans’ views on trust, the media and
democracy, released in January 2018
by the Knight Foundation and Gallup,
respondents were twice as likely to say
the media support our democracy “very
poorly” or “poorly” (43 per cent) than
“very well” or “well” (28 per cent).

FACEUPTOIT

The second big factor in a post-truth

age is the internet and the services it's
spawned. Nearly two thirds of adults in
the USA get news on social media and the
numbers continue to grow. On Facebook,
Reddit, Twitter or WhatsApp, everyone is
a publisher. Content no longer comes in
fixed formats like articles in a newspaper.
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Linda Conlon is Chief Executive of the
International Centre for Life in the UK
- home to the Life Science Centre

It can take any shape — video, chart or
animation. A single idea can be shared by
millions without background or context.

Facebook is by far the biggest player
in the social network world, but its sheer
dominance compared to others in the
media industry is what’s truly staggering:
2.2 billion people use Facebook every
month, which is more than 70 times
higher than unique visitors to the most
popular newspaper website in the UK.

Its financial clout is also on a different
scale to any of the other players in the
industry. Facebook is worth sixfold-plus
more than Time Warner — at about
$500bn. Even the recent outrage over
Facebook’s failure to protect its users’
data in the wake of the Cambridge
Analytica scandal only put a very
short-lived dent in Facebook’s finances.

While Facebook and Twitter may insist
that they are technology and not media
companies, they're an integral part of the

We're living in a ‘post-truth’” age. Blatant

lies have become routine across society.
Post-truth politics is made possible by a
loss of trust in established institutions

www.attractionshandbook.com
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Facebook and Twitter play a significant role in how fake information is spread

media ecosystem and play a significant
role in how fake information is spread.

Facebook is starting to take ownership
of this responsibility. In April 2018, chief
executive Mark Zuckerberg appeared
before the US Senate’s Commerce and
Judiciary committees, admitting “we
didn’t do enough to prevent these tools
from being used for harm”.

The first big test for Facebook’s ability
to take back control and stop being used
as a pawn in electoral processes is this
summer’s (2019) European Parliament
elections. Facebook has already stated
that these elections are a “top priority”.

CAUSE CELEBRE

Science centres and museums face a
similar challenge in this post-truth world.
We want to believe that we're different
and that science is not like business

and politics — but that’s not true. For
decades science has been plagued by
inaccurate information; rational debate
on subjects as diverse as climate change,
gene therapy and vaccinations has

been hampered by a toxic mix of fact

and fantasy. What does it say about the
standing of science when global warming
is dismissed by President Trump who,

like him or loathe him, holds a position of
great influence.

Increasingly, scientific evidence is also
pitted against emotional stories, which
have greater influence on the public when
they’re told by celebrities. Actress and
model Jenny McCarthy appeared on the
Oprah Winfrey Show to share her story
about her son being diagnosed with
autism and how — contrary to scientific
evidence — her “mommy instinct” told her
that childhood vaccinations played a part
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Science has

been plagued by
inaccurate information
- rational debate
has been hampered
by a toxic mix of
fact and fantasy

in triggering the developmental disorder.
In the interview, McCarthy went on to add
that “the University of Google is where |
got my degree from”.

NO KIDDING

At the June 2018 Ecsite Annual
Conference in Geneva, Switzerland - the
largest gathering of science centre
professionals in Europe — science
communication in the post-truth era was
on the agenda. Naturally, the problem of
fake news wasn’t solved in one session,
but it was reassuring, at least, to see an
acknowledgement that this is an issue
that science centres must address.

But what role can science centres
play in this battle? | believe that science
centres can work with schools to help
children understand how they can use
online tools to validate information

www.attractionshandbook.com
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Visitors explore how things aren’t always the way
they seem in the Brain Zone at Life Science Centre

they read online. A final report by the
Commission on Fake News and the
Teaching of Critical Literacy Skills in
Schools, published in June 2018, found
that only two per cent of children have
the critical literacy skills to decide if a
news article is real or fake. The startling
report also found that 49.9 per cent of
children are worried about not being able
to spot fake news and that 53.5 per cent
of teachers believe that the national
curriculum does not equip children

with the literacy skills they need to
identify fake news.

To help address this issue, we're
currently planning Life Science Centre’s
first workshop on fake news as part
of our hands-on Science Sessions for
teenagers, which are held every six
weeks. While the efforts of one science
centre is just a drop in the ocean when
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The biggest
lesson we can
learn from science is
to avoid embedding

ourselves in one
camp on any debate

it comes to equipping children with the
skills to spot fake news before they share
it, Life is part of an international network
of science centres and we call upon our
peers globally to run their own workshops.

It’s also important to show children that
the scientific method that they’re taught
— the process of rigorously testing a
hypothesis — has a place in everyday life,
not just inside the science classroom.

I'm mindful, however, that we need
to be careful to distinguish between
‘mistakes’ and ‘fake’. Children shouldn’t
be afraid to make mistakes — rather,
failure should be celebrated as a
necessary hurdle before any great
innovation. Fake news, on the other
hand, is the purposeful spreading of false
information, usually to benefit an agenda
on one side of a polarised debate.

SOUND MIND

The biggest lesson we can learn from
science is to avoid embedding ourselves
in one camp on any debate, but to review
all evidence presented to us fairly before
we come to any conclusions. By adopting a
scientific mindset when we scroll through
social media, TV channels or newspaper
columns, we can start to turn the tide on
the proliferation of fake news.
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The post-truth era was on
the agenda at the 2018
Ecsite Conference in Geneva
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FAKE NEWS investigated how and why fake stories are created

Science & Media
Museum, Bradford, UK

FAKE NEWS

November 2017 - January 2018
here’s nothing new about fake
news, social media is simply

T making it possible for false stories
and photoshopped images to travel
faster than ever before and on a global
scale. But staff at the Science & Media
Museum were the first on the bandwagon
to readdress the balance, launching an
exhibition on the history of fake news,
unverified statistics and doctored photos.
FAKE NEWS investigated how and why
fake stories are created and how the
growing influence of new technology is
expanding the audience.

Explaining the inspiration for the
exhibition, senior exhibitions manager

John O’Shea told Attractions Management:

“Key from our perspective was a
sense of urgency, and we wanted to
go live with the exhibition during 2017,
while understanding of the fake news

www.attractionshandbook.com

phenomenon was still
in flux. We worked
‘journalistically’:
scoping, evaluating
and changing
content priorities
right up until launch.”
Bolstering the
exhibition, a special one-off
event called “Live Debate: Fake News
on Trial” with guest speakers Samira
Ahmed (BBC broadcaster), Natalie Kane
(curator, Digital Design, V&A) and John
Lubbock (communications coordinator,
Wikimedia UK) debated how museums
and the media can deal with the
challenges of ‘post-truth’ reporting,
responsibility for the phenomenon,
how the authority of information can
be maintained in a fast-changing
media landscape, and what response
strategies can be adopted.
Commenting on the event, Ahmed
said: “l was so impressed by the
intelligent, thought-provoking focus of
the exhibition and the speed with which
it was put together, with a live discussion
that involved experts talking directly with
visitors who cared passionately.”

Fake news isn’'t new: unverified
telegrams claiming 1,000s of
passengers survived the Titanic were
reported as fact by newspapers

ATTRACTIONS HANDBOOK 2018-2019 M7
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Science centres can help to protect children’s rights around fake news by supporting them to be active and questioning participants

National Literacy Trust, UK

Fake News & Critical Literacy
September 2017 - June 2018

he National Literacy Trust and
T All-Party Parliamentary Group on
Literacy launched the Commission
on Fake News and the Teaching of Critical
Literacy Skills to gather evidence on
how fake news is impacting on children
and young people — and to investigate
what skills should be developed at
school to enable them to spot fake news
(www.literacytrust.org.uk/fakenews).
The commission — which also teamed
up with Facebook, First News and The
Day to carry out the research — surveyed
primary and secondary school pupils
in autumn 2017 to discover what the
children knew about fake news and
how able they were to spot it. Teachers

were also surveyed to
gather information on
where critical literacy
skills are taught, what
support they need to
improve the teaching of
these skills and to gather
their thoughts on the impact
of fake news in the classroom. The
results were reported in June 2018 in the
Fake News and Critical Literacy report.

The results reveal that just two per
cent of the children surveyed have the
critical literacy skills needed to tell
whether a news story is real or fake; half
are worried about not being able to spot
fake news; and two thirds now trust the
news less as a result of fake news.

Two thirds of the teachers believe fake
news is harming children’s wellbeing and
increasing their anxiety levels, while half
feel that the national curriculum fails to
equip children with the literacy skills they
need to identify fake news.

S
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Commenting on the findings, National
Literacy Trust director Jonathan Douglas
told Attractions Management: “Today’s
proliferation of information and news
makes it harder for adults and children
alike to navigate the digital landscape
confidently. The literacy skills children
need to thrive in this world and identify
fake news are not keeping pace and
this drives a culture of uncertainty and
fear, and poses a risk to young people’s
democratic futures.

“Children need opportunities to develop
critical literacy skills and, along with
schools and families, wider society has
an important role to play. Science centres
and educational institutions can play a
crucial role in protecting children’s rights
around fake news by supporting children
to be active and questioning participants
in the reading process, ensuring that they
know how to look at information sources
and news coverage, including both the
language and visual cues.”

www.attractionshandbook.com
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Canadians trust science centres for their science-related information

Ontario Science
Centre, Canada

Science Literacy Survey

ntario Science Centre’s third annual
O science literacy survey reveals

a striking tension between the
widespread recognition (74 per cent)
that we need science and technology to
solve the complex problems the world
faces, and the worrisome result that more
than half (54 per cent) of Canadians
believe that society is turning away from
science. This is a fundamental issue for our
technology-based society.

The 2018 survey asked Canadians
about their science literacy and where
they obtain reliable scientific information.
The results revealed that 81 per cent of
people are concerned that “fake news”
is damaging public perception of science

www.attractionshandbook.com

while 69 per cent believe that
science is reported selectively
to support news media
objectives; and 63 per cent
believe that science coverage
is presented to support
political positions. With respect
to science literacy, 33 per cent
consider themselves science illiterate
and unable to follow science reports
in the media; 43 per cent believe that
science is a matter of opinion; and 75 per
cent believe that scientific findings can be
used to support any position.
Of particular concern, almost half
(45 per cent) believe the science behind
global warming is unclear and 27 per
cent of millennials still believe that
vaccinations are linked to autism despite
this being widely scientifically discredited.
On the positive side, 90 per cent trust
science centres and museums, scientists
and educational institutions; 83 per
cent want to know more about science

and how it affects the world; and 74 per
cent agree that the critical challenges
facing the world will need to be solved by
science and technology.

Ontario Science Centre’s CEO and chief
science officer Maurice Bitran, PhD, told
Attractions Management: “Canada’s first
and most visited science centre isn’t just
a science museum, it’s also a venue for
public dialogue on the many issues at the
intersection of science and society.

“Of these, none is more worrisome
than the so-called ‘fake news’ because it
erodes public confidence in science as a
means to obtain reliable information.

“That’s partly why we started to
conduct annual online surveys on the
views Canadians hold about science,
technology, and the effect ‘fake news’
has on the public perception of science.

“The surprising result that 43 per cent
of Canadians believe science is a ‘matter
of opinion’ coexists with widespread
interest in learning more about science,
and that science centres and museums
are among the most trusted institutions.

“This implies that science centres
have an opportunity and responsibility
to do their utmost to ensure that
science literacy in their communities
is healthy and that public trust on the
scientific method, as the best approach
we have to understand the natural
world, is restored.” @

About the author

Linda Conlon is CEO of the
International Centre for Life in
Newcastle, UK, incorporating

the Life Science Centre visitor
attraction and educational facility
www.life.org.uk

3 @scienceatlife [ /scienceatlife
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You Are Here. So Are We.
Across the world, we’re working with attractions like yours to reach new levels of success.

Together, let’s talk about where you are today and where you envision your business
in the future. We’ll help take you there.

info@gatewayticketing.com | gatewayticketing.com
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Epic Waters, Texas, US

In Grand Prairies, the average January
temperature is -13°C (9°F), but that didn’t
stop a new waterpark opening its doors
at the beginning of 2018. Even in July it's
hardly sweltering at 16°C (61°F), so it's a
good job that this US$88m attraction is
fully covered and insulated — making it the
largest indoor waterpark under a custom-
curved retractable roof in the US.
Designed by OpenAire, the retractable
polycarbonate roof saves energy on
warm days when it can be opened,
reducing the need for air conditioning and
dehumidification, and cutting Epic Waters’
energy use by an estimated 27 per cent a
year compared with traditional structures.
As the roof can be closed, the waterpark
operates when it's cold and wet outside.
Appropriately named Epic Waters, the
7,400sqg m (80,000sq ft) indoor/outdoor
attraction is operated by hospitality
management firm American Resort
Management. It's the first step in the
696,000sg m (7,491,700sq ft) Epic
Grand Central recreation development.
The city parks department pushed
forward the project and is receiving
praise for developing one of the most

WhiteWater custom-designed
a selection of the water slides

important community water facilities in
the US in many years.

“Grand Prairie is generating a lot of
interest in our industry,” says Steve
Brinkel, president of the parks and
recreation division at WhiteWater West,
who supplied the rides at Epic Waters.

“A lot of other cities and recreation
departments are looking at this project
with admiration. This development will
set a new standard of what a community
development can be, with the right plan,
team, and vision for community.”

Epic Waters was designed by
Wisconsin-based architecture and
engineering firm Ramaker and Associates,
with attractions supplied by WhiteWater.
Alongside the regular flumes, WhiteWater
custom-designed the first indoor
innertube Boomerango ride plus the
Constrictor fusion ride — dubbed Yellow
Jacket Drop — and the country’s tallest
Aqualoop, called Lassoloop.

Epic’s Aquanaut is also the first indoor
innertube AquaSphere, with riders taking
high-speed twists down an enclosed
serpentine flume before zooming into
giant spheres. There’s also a FlowRider
Double surf simulator and the longest
lazy river in Texas to boot.
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Wet’n’Wild Haikou,

Hainan, a tropical island off southern
China, already attracts more than

60 million domestic tourists a year, as
Chinese holiday-makers flock to enjoy the
province’s ancient towns, warm climate,
clean air, lush forests, hot springs and
white sandy beaches. It's predicted

to become a hot spot for international
tourism too, with overseas visitors
expected to exceed two million by 2020.

Last May, Village Roadshow jumped
onto this promising backwagon, opening a
Wet'n’Wild waterpark in the Mission Hills
entertainment precinct of the island’s
capital city, Haikou.

In partnership with the Guangxi
Investment Group and Mission Hills
Group, Village Roadshow’s latest facility
features 50,000sg m (538,200sq ft) of
family-friendly fun, with more than 30
WhiteWater West slides, a Wild Water Bay
attraction, a wave pool and restaurants
— all aimed at bringing a first-class
waterpark to locals and tourists.

Village Roadshow aims to operate
under the highest standards of
safety and water quality

“Our mission is to be a world leader
in safety and provide world-class water
slides, facilities, food and service to
generate repeat visitation and enjoyment
for all visiting guests,” says the park’s
general manager, Lee Carter.

“We aim to operate under the highest
standards of safety and water quality and
we bring expertise to Wet'n’Wild Haikou.”

At the southern end of the island,
another of Asia’s most anticipated

124 ATTRACTIONS HANDBOOK 2018-2019

waterpark projects has opened at the
US$1.7bn Atlantis Sanya mega-resort,
with its 200,000sg m (2,150,000sq ft)
Aquaventure waterpark.

The massive resort, owned by China’s
Fosun International and managed by
Kerzner International, was inspired by
the underwater world and, like its sister
Atlantis The Palm in Dubai and the under-
development Atlantis Ko Olina in Hawaii,
has an Aquaventure waterpark.
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Great Wolf lllinios, lllinios, US

North America’s largest family of indoor
waterpark resorts opened its Great
Wolf Lodge lllinois last June in the
family-friendly resort of Gurnee.

Reflecting the next generation of Great
Wolf Lodge resorts, the 80,000sq ft
(7,430sqg m) indoor waterpark is heated to
84°F (29°C) and offers the Slap Tail Pond
wavepool, Crooked Creek lazy river and
Chinook Cove activity pool.

Its selection of rides include the Coyote
Canyon, where a 40-ft drop plunges riders

www.attractionshandbook.com

into a double vortex, the Double Whirlwind
raft slide with its two back-to-back
vortexes, and the 476ft-long River Canyon
Run. For families, there’s the multi-level
Fort Mackenzie with a tipping bucket.

That’s not all. There’s also the Great
Wolf Adventure Park and a 40,000sq ft
(3,720sq m) family entertainment center
with a ropes course, a climbing wall
and an arcade, as well as eight eateries
including a farm-to-fork restaurant.

To limit queues in the waterpark,
admission is exclusive to guests staying
at the Great Wolf Lodge lllinois resort.

To limit queues at the
waterpark, admission is
exclusive to resort guests

*1'-&_‘4 =

Greg Waldron, corporate director of
Aquatics at Great Wolf Resorts, told
Attractions Management Handbook: “With
Great Wolf Lodge continuing to expand
at a rapid pace, it’s exciting to work with
our partners on new, innovative water
features for our parks that today’s family
is looking for. At our lllinois resort we
debuted some first-of-their-kind slides
and, as we continue to grow, | can’t wait
to see what’s next for our resorts.”

Next in line, we can look forward to
Great Wolf Resorts Scottsdale in Arizona,
scheduled to open later this year.
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Tsunami Bay is
the largest wave
pool in lllinois

Six Flags, lllinois, US

Six Flags has added Magic Waters
Waterpark in Cherry Valley, lllinois, to
its growing portfolio, agreeing a lease
deal with former operator Rockford Park
District Board of Commissioners.

Rebranded as a Six Flags waterpark,
the move is part of the company’s
expansion drive to acquire existing
North American properties, allowing
the operator to expand capacity and
attendance with minimal investment to
provide a quick payback and high return
on invested capital.

“This is a fantastic property that
complements our theme and waterpark in
Gurnee, lllinois, and provides tremendous
added value for our season pass holders
and members,” said Six Flags Great
America park president Hank Salemi.

“We look forward to sharing the thrill of
Six Flags with guests of all ages.”

Jay Sandine, Rockford Park District
executive director, added: “By having
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the Six Flags brand in this market, we
expect a major increase in tourism, which
will have a significant economic impact
for our community.

“Six Flags will continue to make capital
investments in the waterpark, which frees
up district resources to invest in our
communities’ priorities such as parks,
playgrounds and youth.”

The 43-acre (17.4-hectare) waterpark
features a wide array of tube slides and
body slides, an expansive children’s play
area, a 1,200-ft lazy river and Tsunami
Bay, lllinois’s largest wave pool.

The 43-acre waterpark features a
wide array of tube and body slides

www.attractionshandbook.com
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LetoLeto, Tyumen, Russia

LetoLeto Waterpark, a sprawling indoor
attraction in Tyumen, promised to keep
its guests warm when it opened its doors
last June, no matter how extreme the
Siberian weather outside.

Developed by local investment group
Sibentel Holding in partnership with
Polin, LetoLeto is the country’s largest
waterpark at 10,000sq m (107,000 sq ft).
The massive facility features more than
a kilometre’s worth of thrilling slides,
including a 21-metre tall slide, a 750sq m

www.attractionshandbook.com

(8,000sq ft) wave pool and a half-a-
kilometre lazy river ride. Polin installed
the Turbolance, Windigo and Magic

Hole slides. Families can also enjoy

a 1,300sq m (14,000sq ft) children’s
aquaplay area and dining zones. All within
a temperature of around 28°C (82°F).

With a capacity for 2,500 guests, and
equipped for those with disabilities, the
wider complex offers a four-star hotel.

“I am sure that LetoLeto will become
one of the favourite places for family
recreation for Tyumen citizens and will
turn into a point of attraction for tourists

2 it B Letoleto is Russia’s
largest waterpark with a
capacity for 2,500 guests
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from other regions of the country,” said
Tyumen acting governor Alexander Moore.
“The government of the Tyumen region
creates comfortable conditions for
investors in all areas of our economy. The
aqua park is another confirmation of the
correctness of such a strategy.” @

About the author

Helen Patenall is

editor of Attractions

Management Handbook.
helenpatenall@leisuremedia.com
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WORK YOUR ‘SOX’ OFF

The Mack family constantly strive to exceed visitor expectations at Germany’s largest theme park.

We ask managing director Thomas Mack about Europa-Park’s foray into the

world of health and fitness, with its Boston Red Sox Gym enterprise

Thomas Mack, MD of Europa-Park

Why did Europa-Park

open a health club?

Since the theme park opened in Rust
back in 1975, it's steadily expanded: we
welcomed 5.6 million visitors in 2017,
making Europa-Park the second-most
visited tourist attraction in Germany.

This growth has made it necessary
to add accommodation in order for our
guests to experience everything on offer.

The first four-star hotel, El Andaluz,
was built in 1995, followed by four more
(Castillo Alcazar, Santa Isabel, Colosseo
and Bell Rock), and we now have capacity
of 4,500 beds across the park. Another
hotel, Krgnasar, will open soon.

When we built the New England-themed
Hotel Bell Rock, we had the opportunity to
buy a neighbouring health club — the Boston
Red Sox Gym. It was ideally positioned so
we could make it part of the hotel.
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Every element of our offering
contributes to the quality of our visitors’
experience and the health club is now as
important as any other element. People
are getting much more fitness-conscious
and like to have access to this type of
facility while they’re on holiday.

What facilities does the Boston
Red Sox health club offer?
On the ground floor there is a 400sq m
(4,300sq ft) gym, with Technogym and
Power Plate equipment; a dance studio
offering classes including Zumba and
yoga; and a spin studio. Personal training
and EMS (electric muscle stimulation)
training sessions are also on offer.
Because lots of our guests want to
chill out after spending all day walking
around the theme park, there are ample
relaxation facilities, including a wellness

www.attractionshandbook.com
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People are getting more fithess-conscious
and like to have access to a health club
while they’re on holiday
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area with four saunas and a steamroom,
two chill out areas and a rooftop terrace
with sun loungers. There are also indoor
and outdoor pools.

Who can use it?
Hotel guests from any of the resort’s
hotels can access the facilities and
classes as part of their stay. Each
four-star superior hotel also has its own
wellness and spa area with treatments
and guests can interchange between
them, but the Boston Red Sox gym is the
only health club at Europa-Park.
Memberships to the health club are
also on offer to locals for €50 a month
and Europa-Park’s 3,800 employees can
buy a membership for €25 a month.

0o

Boston Red Sox gym
features a range of
group exercise options

Hotel guests from any of the resort’s
hotels can access the facilities and

classes as part of their stay

What are the challenges of
operating within a theme park?
Other than maintaining good staffing
levels in the gym — as sometimes people
are unfamiliar with the equipment - it's
the same as a regular club. We're

keen to ensure all guests have a
high-quality experience, so are constantly
re-evaluating, investing and listening to
customer feedback, with the addition

of new training equipment to keep the
facility up-to-date.
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How does the health club
complement the overall

theme park offering?

It’s part of our drive to give guests more
options, increase our service, lengthen
their stay and provide a USP. The

health club also helps to offset some

of the resort’s seasonality, because
memberships are sold all year round, and
we use the club as part of the hook for
our ‘Feel Good’ weeks, which we use to
boost trading in the shoulder season. @
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Lots of our hotel guests
want to chill out after
spending all day walking
around the theme park
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DIVING INTO

TrendWatcher Henry Mason sneak peeks into tomorrow’s world.
How can the attractions sector capitalise on emerging

veryone wants to know what’s

around the corner. Anticipate

the future needs of your visitors,

and you’ve unlocked the secret
to success. We’ve built our business
around helping people understand the
future, but it might surprise you to learn
where we find our answers. We look at
the present. Specifically, we look at the
innovations — often in other sectors and
markets — that are exciting customers
today, and use these to understand what
your visitors will want tomorrow.

This counter-intuitive approach works
for a simple reason. Once established,
customer expectations spread. To take
a well-known example, consider hailing
a taxi with Uber. You summon a car
with one touch, receive the driver’s

consumer preferences and expectations?

without reaching for cash. Crucially, the
expectations created by that seamless
experience won’t stay neatly in a box.
The next time your customers queue
for a museum exhibition or theme park
ride — consciously, or perhaps just
subconsciously, they’ll be dissatisfied.
By understanding these emerging
points of tension, you'll be well-placed
to resolve them. So, let’s dive into three
emerging behaviours and expectations
rippling through customers’ lives in 2019.

SENTIENT SPACES

One truth we see repeated again and
again: expectations set in the online
world soon ripple into the offline world.
The last decade has seen people become
familiar with digital services that respond,

information in advance, watch it arrive TrendWatcher chief executive Henry Mason adapt and customise themselves to
minute-by-minute, and simply exit predicts consumer expectations individual preferences, and now we’re on
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Seamless services like
Uber have elevated
customer expectations

0o

Anticipate the future
needs of your visitors,
and you’ve unlocked
the secret to success

the cusp of seeing the same happen in
the physical world too.

Take, for example, the Sao Paulo
subway in Brazil. In 2018 a sensor
added to the platform doors detected
the number of passengers in front of
them and estimated their age, gender
and mood. Based on this data, targeted
personalised adverts could be played
to commuters. Ask yourself, how could
attractions capitalise on this technique?

www.attractionshandbook.com

Subway door sensors detecting passenger
statistics can inform targeted advertising
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FEATURE: TRENDWATCHING

Artificial intelligence can detect
consumer preferences in real-time

To coincide with the 2018 New York
Fashion Week, New Balance used Al to
identify and reward people on the street
who defied fashion trends. The sneaker
brand’s computer scientists gathered
data on current fashion trends and
launched a ‘Be The Exception’ campaign.
Cameras scanned the streets and flagged
(in real-time) pedestrians whose outfits
looked different, rewarding them with
a pair of the brand’s sneakers. New
Balance’s global marketing director says:
“The idea is to celebrate people who go
left when everybody else is going right.”
Yes, these examples may sound like
they’re from a dystopian sci-fi movie,
but think back to the Uber example: the
idea that people would welcome having
their travel mapped would have sounded
equally dystopian 20 years ago!

The Louvre launched a self-guided tour
featuring art shown on a Beyoncé video

4

Committed brands will
need to reach even
further in their efforts to
enact positive change

So ask yourself, how can digital
technologies that respond, adapt and
customise to individual preferences be
used at your attraction?

LEGISLATIVE BRANDS

A painful dichotomy is opening up. On
the one hand, every startup or product
that delivers a positive impact drives
customers’ aspirations for sustainable
and ethical consumerism ever higher. At
the same time, traditional governmental
and bureaucratic institutions are
increasingly either unwilling or unable to
meet many people’s basic needs.

We don’t welcome this state of affairs.
This fracture is one of the tragedies of
modern society. However, we remain
optimistic. In 2019, committed brands will
need to reach even further in their efforts
to enact positive change, including taking
an active role in setting the regulations
and laws that shape their behaviour.

Take the example of Beautycounter,

a US-based direct sales skincare and
cosmetic brand with a network of 30,000
consultants, similar to Avon. In 2018,
100 Beautycounter consultants went
to Washington D.C. to lobby members
of Congress about the Personal Care
Products Safety Act: a bipartisan bill that
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aims to give the FDA authority to regulate
cosmetics ingredients. But they weren’t
opposing the bill. They were lobbying

for the bill to be passed, because it
raised standards in the industry (that
Beautycounter’s natural and ethical
products already exceed!).

WeWork, the global coworking space
provider, announced in 2018 that it would
no longer be serving meat at company
events, and neither will it reimburse
employees for meals that include meat.
It is estimated that the move, which aims
to reduce WeWork’s carbon footprint,
will save 445.1 million pounds of carbon
dioxide emissions by 2023. In an internal
memo, WeWork explained that ‘avoiding
meat is one of the biggest things an
individual can do to reduce their personal
environmental impact — even more than
switching to a hybrid car’. The initiative
will affect 6,000 employees.

Reading about these moves from
Beautycounter and WeWork should make
you nervous. Yes, these are polarizing
moves, but what a powerful way to
demonstrate your commitment to a
cause? The boundaries keep on moving.
The question is, within the attractions
sector, where will you push them to? How
can your industry make its mark?

www.attractionshandbook.com
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Epic Games dropped iconic objects

from its online world into real life to
promote a new game launch to fans

FANTASY IRL

The media landscape will enter a new
phase. According to the Q1 2018 Nielsen
Total Audience Report, US adults spend
11+ hours per day interacting with media!

Our near-total immersion in media
is blurring the boundaries between the
real and the imagined. That means new,
deeper, sometimes fantastical forms of
play. And opportunities for the brands
that understand this shift.

Many of you will know Fortnite, the
massively popular online shared shooter
game; while the game is free to play, its
players spend over US$300 million per
month on optional in-game objects. In
June its creators, Epic Games, started
dropping iconic objects from the Fortnite
world into the real world. The Durr
Burger appeared in the California desert,

NOISIAVINLAO /MOOLSHILLNHSD *

while the Fortnite mascot llama made
appearances in Paris and London. These
cryptic clues were quickly picked up by
fans, who took to social media to try and
understand the meaning of the objects.
Later, Epic Games revealed they were
part of the promotion for the launch of
season 5 of the game.

A similar blurring of media and the
‘real’ world can be seen at The Louvre
in France. In 2018 the museum began
offering JAY-Z and Beyoncé at the Louvre,
a self-guided tour. The tour stops at each
of the artworks featured in the couple’s
music video for APES**T, which was
filmed at the museum. The 17-stop tour
explains the history behind each artwork,
but not specifically why JAY-Z and Beyoncé
displayed them in the clip, leaving fans to
construct their own theories.

Next up, it’s your move: which online
worlds could the attractions industry help
bring IRL (in real life) in 20197 @

About the author

Henry Mason is the

managing director of

TrendWatching and an

experienced keynote speaker.
https://trendwatching.com
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THEMED
ENTERTAINMENT
ASSOCIATION

representing creators of compelling
ploces ond experiences worldwide

THEA AWARDS

We look at the international attractions, people and technology that received
Themed Entertainment Association (TEA) Thea Awards in 2018 and were honoured
at the annual Thea Awards Gala. Report curated by guest editor Matt Kerr

EA (Themed Entertainment
Association) honours the creators
and developers of compelling
places and experiences with
the annual Thea Awards. The Awards,
founded in 1994, recognise excellence
and breakthrough innovation within the
industry and build a greater awareness of
the collaborative, educational, community,
artistic and entertaining nature of

globally engaging themed entertainment
and experience design. There are three
basic categories of Thea Award: Lifetime
Achievement, Thea Classic, and Award
for Outstanding Achievement (AOA). This
report summarises the event, tributes
and award recipients.

In April 2018, at the Disneyland
Resort in California, the 24th annual TEA
Thea Awards Gala paid tribute to the

TEA honours the creators and developers of compelling places and experiences
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organisations and individuals who work
in the world of themed entertainment
and experience design. Prior to the Thea
Awards Gala, the TEA Summit conference
featured two days of presentations

which allowed attendees to consider the
industry through a business lens.

Sessions included an inspiring
conversation with Phil Hettema, recipient
of the Buzz Price Thea Award for a
Lifetime of Distinguished Achievements,
interviewed by colleague Adam Bezark,
and The Future is Now, AECOM'’s foresight
on futuristic developments that are closer
to reality than most people think.

The popular “Elephants in the Room”
sessions included a thought-provoking
“Blinders Off” panel discussion, exploring
inclusivity and #MeToo in the themed
entertainment industry, as well as a
look at sustainability in the sector and
perspectives on succession planning.

Day Two of the summit offered the
outstanding achievement award recipients
an opportunity to give an overview of
their projects, speak about the creative
process, business impact and lessons
learned, and answer questions regarding
their achievement.

www.attractionshandbook.com
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FEATURE: THEA AWARDS
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Cedar Point
Sandusky, OH, USA
AWARD: THEA CLASSIC

The Thea Classic Award honours an
exemplary and influential project that has
stood the test of time (20+ years).

Simply put... there’s no place like Cedar
Point. Located on a scenic peninsula
jutting out into Lake Erie, Cedar Point is
a unique American amusement park and
resort paradise. Cedar Fair Entertainment
Company'’s flagship park has a rich
history dating back to 1870, making it the
second-oldest operating amusement park
in North America. What began as a simple
bathing beach and bathhouse is today a
modern, multi-day family getaway and a
mecca for thrill-seekers. With more than
150 rides, shows and attractions, Cedar
Point is consistently voted one of the

www.attractionshandbook.com

Cedar Point is a unique American

amusement park and resort paradise

“Best Amusement Parks in the World” at
the Golden Ticket Awards.

It's also known as “The Roller Coaster
Capital of the World!®”, home to many
innovative, record-breaking, bold
and daring rollercoaster creations,
including: the first “hyper coaster”,
Magnum XL-200; the first “giga-
coaster”, Millennium Force; and in
2018, the world’s first “hyper hybrid”
rollercoaster, Steel Vengeance.

Yet it’s much more than great thrill
rides. The 18-acre Cedar Point Shores
Waterpark helps guests beat the heat,
while the famous mile-long Cedar Point
Beach and Boardwalk is a place to cool
off. Three children’s areas, spectacular
live shows, unique food offerings, special
events and even parasailing add to the
multitude of family activities.

The fully restored 1905 Hotel Breakers
and additional accommodations total
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over 1,500 rooms, while top-notch
restaurants, night-time events and ferry
boat excursions to nearby islands round
out the many offerings that make Cedar
Point a complete resort destination.

From attractions that can’t be found
anywhere else to pint-sized fun for
families, Cedar Point is a place like no
other — making it a worthy recipient of
this year’s Thea Classic Award.
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Thea Awards for Distinguished
Achievements and Service

he Thea Awards began in 1994 with a single Lifetime Achievement Award, and the first honoree was Harrison “Buzz” Price,
pioneer in economic feasibility for entertainment projects. After Buzz passed away in 2010, the award was renamed in his honour.
The TEA’s Distinguished Service Award recipients are selected by the TEA Past Presidents Committee (as opposed to the Thea
Awards Committee) presented annually at the Thea Awards Gala, in recognition of a TEA member’s outstanding contributions
“above & beyond the call of duty” to the association. TEA Past President Peter Chernack, who passed away in 2016, embodied all of the
qualities that define this award, and so it has been renamed in his memory.

Phil Hettema,
Founder, The Hettema Group

AWARD: BUZZ PRICE THEA
AWARD FOR A LIFETIME OF
DISTINGUISHED ACHIEVEMENT

Ask around The Hettema Group (THG)
design studios for some words to
describe Phil Hettema, and you'll hear
an impressive list: creator, originator,
technology wizard, entertainer, legend.
They’ll go on to describe him with words
like: gentle, thoughtful, collaborative,
respectful, respected. He’s a visionary
leader who's also a good guy, and proof
that good guys can achieve great things.
Originally a music major, Phil carried
his passion for creative expression
into his early work in the themed
entertainment industry: costume designs
for Disneyland’s classic Main Street
Electrical Parade, work for legendary TV
puppeteers Sid and Marty Krofft, and
production supervision for the Super Bowl
XVII halftime show and the 1984 Summer
Olympic Games in Los Angeles. This led

Phil’'s devoted his lifetime to creative
endeavours in themed entertainment

to a 14-year tenure at Universal Creative,
where he became senior VP; after which
he founded The Hettema Group.

An “inspirational ringmaster”, Phil
has built a diverse team of creative
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and technical talents who work in an
atmosphere of collaboration, teamwork
and respect. This knack for “lighting the
spark that makes [the team] rise to the
next challenge” has led to the creation of
award-winning experiences like the One
World Observatory guest experience at
the One World Trade Center, the National
World War Il Museum in New Orleans,
a