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BUSINESS RESOURCES | BRAND MANAGEMENT

byLisa A. Beach

MOVIE PARK GERMANY
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From consistency to communication,
attractions leaders offer a road map for
developing a trusted and identifiable brand

WHEN MOVIE PARK GERMANY CREATED ITS NEW RIDE
“MOVIE PARK STUDIO TOUR;” it also helped transfer the park
brand to a large Intamin roller coaster. “Since we’ve already
themed several rides with intellectual properties (IPs), the next
logical consequence was to establish our own brand as an IP for a
tand-al ride,” , the park’s direc-
tor of marketing and sales and director of brand development.
Movie Park Germany placed its generic corporate park design
on the ride to create a high. value. The gate
bears the park name in brand typeface. The ride itself adapts the
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brand’s color sp as well as an T ion of its
corporate sound design from its TV and radio spots.
“This is the ination of a i brand

project that turns the brand into a live experience for guests in the
form of a ride,” says Prossotowicz.

Similarly, Ted Molter understands how a brand develops and
evolves. As the former chief marketing officer at San Diego Zoo
Global, Molter helped transition the attraction into the San Diego
Zoo Wildlife Alliance. As societal issues changed over the years
and people became more conscious about animal welfare, zoos
had to overcome a stigma.

Fun and excitement are at the
core of the brand of Mall of
America, which owns and operates
Nickelodeon Universe.

“Zoos embraced a social responsibil-
ity,” says Molter. “Ultimately, we realized
we really wanted to be a conservation
organization first that runs two zoos—
places where people can interact with
animals,” explains Molter. “But the bigger
mission and vision had to do with con-
servation and saving endangered species
around the world.”

Regardless of an attraction’s size or
mission, it’s vital to manage the brand.
“More of our guests’ journey with our
brand is starting earlier and online to pre-
plan their future experience,” says Grant
Buntje, vice president of marketing for
Mall of America, which owns and operates
Nickelodeon Universe in Bloomington,
Minnesota. “It's important no matter
where they are in their customer journey
that the presence of fun and excitement at
the core of our brand is prominent across
all channels.”

How can attractions best manage their
brand?

Start with Values, Mission,
and Vision

Even if a company hasn’t formalized these
principles, the attraction means some-
thing to guests already, Molter points out.
“Identify what that is, become very clear,
then deliver on what you're doing and
why,” he says, noting how this provides a
brand road map. “Those become elements
in developing the branding—your history,
your story. But they should also include
your strategic plan.”

Identify What Makes the
Attraction Unique
“You can’t be everything to everybody,
so don’t try,” advises Molter. Be genuine.
Tap into the attraction’s sense of place and
what it means to others. Then put a frame-
work around this and develop guidelines
to help steward the brand.

‘With a competitive market in

Germany—over 100 parks and leisure facil-
ities—Movie Park Germany must clearly
distinguish its brand and position it appro-
priately. “In-depth, precise knowledge of
our target group and differentiation from
the competition with a clear USP (unique
selling proposition) are the keys to success-
ful brand positioning,” says Prossotowicz.

Understand the Brand
Belongs To Everyone

“The brand won’t matter to anyone if

it doesn’t matter to everyone,” stresses
Molter, noting this includes guests,
employees, shareholders, partners, and
sponsors. “Regardless of what you think
your brand is, the true brand is what lives
in the hearts and minds of all the audi-
ences that interact with it.”

Buntje agrees, stating, “It’s important
that we're not just telling guests our brand
values but rather amplifying the voices of
our guests and partners who align with
those values.”

How does everyone get on board?

For employees, it starts from the
moment they’re hired, then carried
through with training. “You're really trying
to qualify people as future brand ambas-
sadors,” says Molter.

“For guests, that might be communicat-
ing on your website the park’s expecta-
tions about guest demeanor and behavior,”
says Ron Gustafson, director of marketing
and public relations at Quassy Amusement
& Waterpark in Middlebury, Connecticut.
He cites examples such as prohibiting off-
color language or inappropriate clothing
on property.

Be Consistent

The need for consistency courses through
everything attractions do, from messaging
and behavior to uniforms and interactions.
“Image building and authenticity are the
most important aspects to reach the target
audience,” explains Prossotowicz. “Movie
Park Germany considers itself a family park
and cultivates open communication and a
personal connection with its target audi-
ence,” he says. This can happen through
direct contact (think social media engage-
ments and phone calls) and subliminal
ways (such as press releases and flyers).

Protecting Brands with Photo Policies

To safeguard an attraction’s brand, it's important to have photo policies in place—
including photo release forms when photographing people for promotional pur-
poses.

“There’s a fine line between news shots used in editorial and advertising,” explains
Ron Gustafson, director of marketing and public relations at Quassy Amusement &
Waterpark in Connecticut. “When we do photo shoots at the park used for advertis-
ing, and | know I'm going to do close-up shots of guests having fun, | have photo
release forms with me”

Gustafson notes that he sometimes sends releases prior to the event to sea-
son passholders who want to participate. “We make sure everyone has signed off,
including a list of names for any minors with the parent initialing it,” he says. “Just
putting a sign out that we'll be doing photos in the park and your photo may be
taken, | don't think that’s legitimate anymore,” cautions Gustafson. “It’s better to be
safe than sorry”

What should the release form include? Cover at least the basics, Gustafson advises,
which includes an agreement for the photo being taken, release of all rights to the
photos, rights for the images to be used for promotional purposes, and acknowledge-
ment that the individual won't seek any legal recourse against the property.

Buntje says attractions must balance the need for consistency
with the understanding that guest expectations are changing—
brands need breathing room to evolve with these expectations.

Evaluate Brand Standards

1t’s hard for attractions to know how they’re doing if they don’t
measure their efforts, advises Molter. The San Diego Zoo conducted
a “secret shopper” initiative that provided objective scores on pro-
cesses such as making phone reservations and buying a member-
ship. The point system evaluated everything from how shoppers
were greeted on the phone to whether the zoo’s key messages were
mentioned. “It’s good to do evaluations,” he says, “but it’s no good
if you don’t teach people how to deliver the brand standards.”

Create and Communicate a Brand Style Guide
When developing the tangible brand elements (like a logo), Buntje
emphasizes the importance of understanding the why behind the
design. “That will guide you on how the brand can flex for new
channels,” he says. “Create a style guide and look at it as a living
document versus something that can’t evolve with your brand.
Use this as your North Star.”

“Of course, style guides and color palettes are indispensable,
but the language on the website is also key,” adds Prossotowicz.
“How do I address the guests—do I incorporate the DNA of my
park into the language used?”

Also, empower others to protect your brand. Gustafson sug-
gests creating a media page for journalists to access approved

colors, logos, press releases, and photos.
LisaBeachis an
Orlando-based

elements, serving as a shorthand to communicate the attraction’s freelance journalist,
copywriter, and

story. “A lot of people think a brand is a logo,” explains Molter. content marketing
“In my mind, the logo is the very last step.” @ writer.

The bottom line? The branding becomes a symbol of all these
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