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Executive Summary 
[bookmark: _Int_wduxdrpy]Universal Orlando Resort, a premier tourist destination in Orlando, Florida, has been continuously enhancing its theme parks to offer immersive and state-of-the-art experiences. The announcement of the third theme park gate, Epic Universe, set to open in 2025, represents the largest investment in theme park history, with an estimated total cost between $3-$4 billion. To support this expansion and attract a large audience, Universal Parks and Resorts has invested $100 million in advertising in 2023. Despite these efforts, park attendance has declined from 10,922,000 in 2019 to 10,750,000 in 2022. Data suggests that many potential visitors are potentially postponing their trips until the new park opens, finding it more cost-effective to wait for the new park to open than plan multiple trips. This poses a significant challenge for Universal Orlando Resort, as they try to maintain revenue and attendance until the new park's debut, especially being that their investment in creating Epic Universe is the largest investment ever made by a theme park in the United States to date. 
The primary objective of this research is to understand the factors influencing attendance of the current theme parks. The study aims to uncover key motivations, expectations, and barriers that affect visitors’ decisions. This information will be utilized to inform marketing strategies that will boost attendance and enhance visitor satisfaction during the transition period.
[bookmark: _Int_cDvIeVDU]To gather the necessary data, an online survey was conducted, receiving over 100 responses. The questionnaire covered respondents' past visits to Universal Orlando Parks, factors influencing their decision to visit, and their knowledge and anticipation of the new Epic Universe park. 
[bookmark: _Int_bapVJkz1][bookmark: _Int_OA8zmYQp][bookmark: _Int_8RGqUXNp]The findings from the survey provide insight into visitor behavior and preferences, guiding Universal Orlando Resort in developing targeted marketing campaigns and operational improvements. These strategies aim to sustain current park attendance, enhance visitor satisfaction, and build loyalty during the transition to the new Epic Universe park. With the ultimate goal being to ensure that Universal Orlando Resort remains a top choice for tourists, even amidst the excitement and anticipation for its upcoming major expansion.
Introduction 
[bookmark: _Int_7o2buLCS][bookmark: _Int_SzsHnRXz][bookmark: _Int_Ls3O5LNA]Universal Orlando Resort is a popular tourist destination located in Orlando Florida that is home to two theme parks, a water park, and seven hotel resorts. Universal touts itself as offering immersive theme park lands and experiences that allow you to place yourself into the iconic stories you know and love from the big screens. Since June of 2010 when Universal opened the Wizarding World of Harry Potter, the company has been working on enhancing their parks to create more immersive and state-of-the-art experiences that help to take Market Share of the themed entertainment market from their largest competitor, Disney. With the announcement of a third theme park gate set to open in 2025, Universal is poised to take a large share of the market. The theme park comes at a large investment with first-year construction numbers predicted to cost $1 billion and will likely be a total investment of between $3-$4 billion for the company. In addition to the company's efforts to increase the allure of its parks to make them a travel destination comparable to competitors' parks, they are investing heavily in the marketing of its parks to reach a wide audience, in 2023 it is estimated that $100 million was spent on Advertising for Universal Orlando Resort with $35 million of that being directly to digital media advertising. With these large investments into their property and marketing, it is extremely crucial for Universal to be able to predict the outcome of opening this new park and the effects that it will have on its current park attendance.
Since the announcement of Universal’s newest park Epic Universe, the biggest investment in theme park history, park attendance has decreased from 10,922,000 in 2019 to 10,750,000 in 2022. Of course, this creation of a bigger and ‘better’ park is an exciting prospect for reaching new audiences but Universal needs to continue to be able to generate revenue in the meantime. Proprietary Universal data offered to employees is showing that many potential visitors are deciding to wait to buy their park tickets until after the opening of Epic Universe, a more cost-effective decision when considering that a visit to the Orlando Park starts at $119 per park. Universal Orlando Resort is facing the problem of delayed visitation to the park and gauging the perception of a new park that is currently being minimally advertised due to these delayed visitations.
Research Objective
[bookmark: _Int_2xL4GiQW]The objective of this research is to investigate the factors influencing individuals' anticipation of the new Universal Epic theme park and declined attendance to current parks in order to identify strategies to maintain and boost attendance. This research aims to identify key motivations, expectations, and barriers contributing to interest and delayed visitation. Also, examine the role of social media, word-of-mouth, and promotional campaigns in shaping public expectations and interest. By understanding these dynamics, the study seeks to provide insights into consumer behavior patterns and inform marketing strategies for theme park operators. The research should investigate how visitors' expectations align with the theme park's offerings and determine whether any gaps might influence their decision to delay their visit. With this research, we can identify strategies to increase current park attendance at Universal Studios by understanding the factors influencing visitor decisions, preferences, and expectations related to the new Epic Universe Park and develop targeted marketing campaigns and operational improvements that will enhance visitor satisfaction and loyalty during the transition period.
Research Method 
[bookmark: _Int_I5UElHyW][bookmark: _Int_6RjMxBvb]To conduct the research necessary to answer our marketing objectives, we created an online computer administered survey that asked key questions to users regarding their visits to Universal Orlando Resort as well as their knowledge of the new theme park Epic Universe. The use of a computer administered survey was chosen due to its user-friendly nature, economic benefit, and our ability to reach a wide audience in a short time frame. The survey was sent out via a number of different digital means including social media, only forums, and chat rooms. The survey received 116 responses and of them, 107 finished the survey. 
[bookmark: _Int_8MIRR6Nq]The questionnaire opened with an introduction and asked for consent from respondents to collect their information for research purposes. From there the survey asked warm-up questions about respondents' prior visits to Universal Orlando Parks, starting with a filter question that asked when their most recent visit to the park was. If they answered with never or over a year ago, they were pushed to the second set of questions as these respondents either were unlikely to remember their experiences at the park or have not had any experiences at Universal Orlando Resort. The next set of questions asked about factors that influence respondents' decision to visit Universal Orlando Parks, including promotional offers, prices, special events, and new attractions as well as inquiring about future visits to the parks. The last question section of the survey asked questions regarding a respondent’s knowledge of Epic Universe and if they have had any hesitation about visiting the current theme parks Universal Orlando Resort has to offer due to waiting for the new park to open. Finally, the respondents were prompted with an introductory blurb about answering demographic questions to help identify the type of people who responded to the survey and were asked 7 demographic questions including age, gender, household income, employment status, level of education, if they have kids, and their annual passholder status at Universal Orlando resort.
Research Findings 
[bookmark: _Int_3XqGouo6][bookmark: _Int_08D9tPB3][bookmark: _Int_yQfOE9Ws]We were able to compile a total of 119 responses by texting the link to our immediate family and friends as well as posting it on UCF (University of Central Florida) RSO (Registered Student Organization) Discord servers and each of our personal social media accounts. With this in mind, we were conscious that we were using a non-probability convince sampling method which would likely get us respondents who were around our ages, 18-24, and of similar backgrounds to us. Using a computer-administered questionnaire meant there would be no one there to assist if the respondent had questions and none of us could be sure that the individual would stay until the end of the survey. With that in mind, we decided to make sure that our survey was short with only sixteen questions and keep our questions concise and easy to understand, for this reason we also opted to include mostly collectively exhaustive multiple choice response options. We also opted not to include any write-in-response questions even though they might have given us more insight into the respondent's mind because we wanted our responses to be uniform and easy to aggregate for the purpose of data collection. Including a free response question also didn’t seem to align with our needs for the survey, our primary goal was to get a feel for if consumers were waiting to purchase tickets on the basis of the new park opening and I believe we were able to get a response to that question without the intricacies of a fully articulated consumer response. After gathering our 119 respondents' information we do feel like the questions we asked ended up giving us the information we needed in order to make an inference on consumer attitude among 18 to 24-year-old students and young professionals. 
[bookmark: _Int_ClY2bUKA][bookmark: _Int_ti3HCFmk]The survey findings underscore the critical role of ticket prices and the appeal of current attractions as primary factors influencing visitors’ decisions to visit or delay visiting Universal Orlando Resort. The majority of respondents highlighted ticket prices as a significant consideration, indicating sensitivity to the cost of admission. This finding suggests that competitive pricing strategies and promotional offers could effectively sway visitor decisions, particularly given that 29% of respondents rated promotional offers as extremely important when deciding to visit a theme park. This highlights the potential impact of targeted discounts and special deals in attracting and retaining visitors.
Moreover, the appeal of current attractions emerged as another key determinant influencing visitor behavior. Respondents indicated a strong preference for quality experiences within the park, suggesting that ongoing investments in enhancing attractions and immersive experiences could positively influence attendance.
[bookmark: _Int_MmsvfLLV]Despite the anticipation surrounding the new Epic Universe theme park, which 65% of respondents had heard of, there remains significant interest in visiting Universal Orlando Resort’s existing parks. A notable 62% of respondents expressed the likelihood of visiting within the next 12 months (35% somewhat likely and 27% extremely likely), presenting an opportunity to capitalize on this interest through strategic marketing initiatives. Effective communication of the unique offerings and experiences at the current parks, coupled with anticipation-building campaigns for Epic Universe, could help maintain visitor engagement and attendance levels during the transition period.
[bookmark: _Int_pni5OeMp][bookmark: _Int_Su8nW9Hn]In terms of planning behaviors, the majority of respondents (80%) indicated that they typically plan their theme park visits within six months or less. This finding underscores the importance of timely and compelling marketing campaigns to capture potential visitors during their decision-making process. Social media emerged as the preferred source of information about theme parks for 42% of respondents, followed closely by Universal Studios’ official website (32%). These channels should be leveraged extensively in marketing efforts to effectively reach and engage with potential visitors, particularly the younger demographic (ages 18-24), which constituted the majority of respondents in this survey.
[bookmark: _Int_C8mO3IMf][bookmark: _Int_KoMkjvP7]Demographically, the survey captured a diverse respondent profile. The majority were in the 18-24 age group, reflecting the sampling method and suggesting a need to broaden outreach to include older demographics. Income levels varied, with a significant portion reporting household income above $100K, indicating potential spending power among visitors. The majority of respondents were not Universal Orlando Annual Passholders (64%), presenting an opportunity to convert these occasional visitors into repeat customers through targeted loyalty programs and exclusive offers. 
After looking at the data we performed a Chi-Square hypothesis test to see if there was any correlation between gender and if someone had heard of Epic Universe before, because the distribution between male to female and people who had heard of Epic Universe to people who had not heard of Epic Universe were both 2:1. The results came back as not significant showing that there is not an association to be found between gender and if someone had heard of Epic Universe.

	
	Has heard of Epic Universe
	Has not heard of Epic Universe
	Total

	Male
	22
	10
	32

	Female
	43
	24
	67

	Total
	65
	34
	99



[image: ]
[image: ]
[image: ]
Practical Implications and recommendations 
[bookmark: _Int_XRfxW6KS][bookmark: _Int_eKRMykpx]We are projecting that Universal's ticket sales will have a steady decrease as the opening of EPIC Universe gets closer. The survey results do not show a significant relationship between sales and the opening of Epic, so we believe that with the implementation of the strategies covered in this paper, UOR can work to prevent this issue. Factors more likely to influence a customer's choice to visit include quality, wait times, price, and promotional offers. However, we do believe that if we were able to survey more overseas guests with more expensive trip costs, then we would see more individuals postponing their trips. 
The survey results highlight the importance of high-quality attractions in influencing visitors' decisions. 96% of respondents said that current and new attractions influence their decision to visit the parks. Therefore, Universal Orlando Resort should prioritize keeping existing rides, shows, and experiences well-maintained and up to date. Investing in refurbishments and introducing new elements within current parks can ensure repeat visits remain exciting for returning guests.
48% of respondents said they were not satisfied with wait times when visiting Universal parks. Wait times can frustrate customers and make them reluctant to return. We suggest implementing efficient crowd management strategies such as virtual queues to combat this issue. Disney has already implemented virtual queues and allows guests to get food, shop for merchandise, use the restroom, or go to attractions with shorter wait times while they wait for their queue. This strategy will not disrupt any current systems and will increase customer satisfaction. We also recommend increasing advertising and discounts on express passes so more customers take the opportunity to reduce their wait times during their visit.
[bookmark: _Int_ykcXhnUo][bookmark: _Int_IY9KJ5hJ]56% of respondents said that ticket prices are a major deciding factor for visitation as well. We recommend that Universal Orlando Resort should consider increasing and enhancing pricing strategies and promotional deals. They should leverage discounts and special deals to incentivize park visits, especially during the period leading up to the opening of Epic Universe. This could include targeted promotions for specific demographics or seasons, limited-time ticket offers, and bundled packages that combine park admission with hotel stays or other perks.
While offering discounts is important, it is also crucial to emphasize the unique value proposition that Universal Orlando Resort offers. Marketing campaigns should focus on the immersive experiences, popular attractions, and overall quality that sets Universal Orlando apart from competitors. This will help visitors understand why even at full price, a trip to Universal Orlando is worth the investment.
Our research indicates that social media is the primary source of information for Universal’s guests, as 42% of respondents answered. Universal Orlando should leverage these platforms with targeted campaigns that reach potential visitors during their trip-planning phase (typically within 6 months of their visit). We recommend increasing advertising, promoting higher engagement, and featuring competitive offers in their content across all significant platforms.
Facebook, while still widely used, is most popular amongst older demographics. A substantial portion of Facebook users are adults between 30 and 65 years old. Therefore, we recommend leveraging this platform for family focused campaigns and offers and utilizing growth of Facebook groups to reach their target audience. YouTube has seen a growing trend in shorts (short video clips), so it would be wise to follow suit and emphasize breaking up high quality content into shorts. For Instagram, we suggest focusing on developing quality reels due to their increasing popularity. TikTok provides a growing opportunity to capitalize on influencer marketing and using the stitch feature to respond to or repost popular/engaging content. Universal can use this to build their fan base and give spotlight to loyal creators that support Universal or make content in/about the parks. Snapchat has seen popularity in Augmented Reality filters as well as spotlight challenges, so we recommend they put more focus on creating interactive filters for guests and participating in spotlight trends to reach a larger audience.
On the other hand, 32% of respondents said that the UO website is their preferred source of information. Therefore, we believe Universal should focus on driving more traffic to the Deals and Specials page and the Hotel Offer page. With competitive offers and better discounts, Universal can use this platform to draw in more customers and give them a reason to visit the parks despite the upcoming opening of Epic. 
Conclusion 
We are projecting that Universal's ticket sales will have a steady decrease as the opening of EPIC Universe gets closer. However, with the implementation of the strategies covered in this paper, we believe that Universal Orlando Resort (UOR) can effectively combat this issue.
Our analysis indicates that several key factors are more likely to influence customers' choice to visit Universal Orlando Resort. These factors include the quality of attractions and services, wait times for rides and experiences, ticket prices, and the availability of promotional offers. By focusing on these areas, Universal can make substantial improvements that will attract and retain visitors.
Quality is a primary driver of customer satisfaction and repeat visits. Ensuring that all attractions, shows, and guest services are of the highest standard will enhance the overall visitor experience. Additionally, investing in regular updates and maintenance can keep the park offerings fresh and appealing, even as anticipation for EPIC Universe builds.
Wait times are another critical factor influencing visitors' decisions. Long waits can significantly detract from the guest's experience, leading to dissatisfaction and potentially discouraging future visits. By implementing efficient crowd management strategies, such as virtual queues and express passes, Universal can reduce wait times and improve the overall flow of visitors through the park.
Price sensitivity is an important consideration for many guests. Competitive pricing, along with value-added promotions and discounts, can make a significant difference in attracting cost-conscious visitors. Offering bundled packages, seasonal discounts, and special promotions can enhance perceived value and encourage more frequent visits.
[bookmark: _Int_7v67nlb7]Promotional offers play a crucial role in driving attendance. Effective marketing campaigns that highlight special deals, exclusive experiences, and new attractions can generate excitement and urgency among potential visitors. Utilizing various marketing channels, including the website, social media, email campaigns, and partnerships with travel agencies, can maximize reach and impact.
[bookmark: _Int_guTpPztq][bookmark: _Int_CP1Tmbj9]However, there are several limitations to our survey that must be considered. Firstly, the majority of responses came from guests aged 18-24. This demographic may not fully represent Universal's primary audience, which likely includes a broader age range. The preferences and behaviors of younger visitors may differ significantly from those of older guests, potentially skewing the survey results. Understanding the perspectives of the entire customer base is essential for accurately assessing the factors influencing park attendance.
[bookmark: _Int_yKmp1BO7]Additionally, our survey did not include participants from overseas. International visitors constitute a significant portion of Universal's audience, and their exclusion from the survey means we are missing critical insights into their preferences and decision-making processes. The absence of this demographic limits the generalizability of our findings and suggests that further research is needed to capture a more comprehensive view of Universal's global customer base.
[bookmark: _Int_s4sAysBM]The sample size of our survey is relatively small compared to Universal's vast audience and customer volume. While the data provides valuable insights, the limited sample size means that the results may not fully reflect the experiences and opinions of all park visitors. A larger, more diverse sample would enhance the reliability of our findings and provide a more accurate picture of the factors influencing park attendance.
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