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Abstract
Welcome Professor Fletcher! 9-1 Project Submission: Measuring Your Strategic
Marketing Plan's Success. All three parts of the project are in this presentation. Crafting a
strategic marketing plan for reopening our theme parks requires careful consideration of
traditional and digital marketing methods to our reach target audiences effectively. This

presentation will outline key strategies to optimize brand visibility and customer engagement.
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9-1 Project Submission: Strategic Marketing Plan for U.S. Park Southeast
Part One: Strategic Brand Implications and Management
What is Brand Equity?

Every business, big or small, must be ready for a crisis that can damage its brand image.
Catastrophes can strike any company at any moment, but being prepared can soften the impact.
This readiness can mean the difference between surviving or going out of business. Brand equity,
the total value of a brand, includes both tangible and intangible assets, and how consumers
perceive it. It measures a brand's recognition, reputation, and influence. Positive brand equity
shows a brand held in high regard, while negative brand equity means consumers avoid it. Being
prepared can safeguard this vital asset (Aaker & Moorman, 2024). Brand equity has three basic
components: consumer perception, positive or negative effects, and resulting value. Consumer
perception comes from growing brand recognition and familiarity. These perceptions shape
whether the brand is seen in a good or bad light. The value that emerges from this can be huge,
boosting sales and profits. People naturally gravitate toward products with great reputations.
When a brand has strong equity, it directly drives more sales and enhances profitability. This
makes brand equity a crucial asset for any company.

Brand equity boosts brand awareness by increasing recognition and familiarity, which
serve as foundations for positive connections. When a brand's qualities stick in people's minds, it
links those traits to the company, giving consumers more reasons to choose it. Perceived value
plays a key role here, with brand equity helping shape how people view a product's pros and
cons. When customers see a brand, they often assume it must be friendly and reliable. Lastly,
brand equity builds brand loyalty, turning one-time buyers into repeat customers and

strengthening their relationship with the business. When businesses focus on building brand
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loyalty, they often see big financial gains. People will spend more on brands they trust. If a
company excels, customers might buy things they didn't even know they needed. Customer
loyalty boosts brand value, provides a competitive edge, and cuts marketing costs.

Positive implications of brand equity.

Our theme parks are getting ready to reopen and we must recognize that our stakeholders
will have mixed reactions to the reopening. By openly discussing safety concerns and addressing
them, companies can improve customer connections and protect their brand image. By taking
responsibility for issues and enforcing strict safety protocols, the company shows stakeholders its
commitment to its vision and mission, as well as their well-being. This strategy can increase
customer loyalty, improve brand reputation, and bring in visitors who appreciate accountability
after reopening. Although concerns persist following incidents, hesitance to visit the park is
likely to diminish if companies demonstrate accountability by acknowledging mistakes,
addressing concerns, and making necessary improvements to prevent future occurrences.
Garnering support from the local community and government can also positively impact the
park's reopening. The community and local government are crucial in guaranteeing citizen safety
and satisfaction, which builds trust among customers and stakeholders in the park's safety
measures. Although the costs related to advertising and reorganizing for reopening may be
substantial, involving the community in town hall meetings, city council deliberations, and
seeking assistance from local government can help mitigate expenses. These external entities
may solicit donations, secure sponsors, or attract investors to aid in completing the project and
drawing more visitors to the park. In addition to public support, employee endorsement is
equally essential. Employees are crucial internal stakeholders for a company's success. Engaging

employees can lower turnover and increase morale, as poor workplace conditions can affect them
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directly. To cultivate backing, businesses should heed and tackle employee issues, reassure them
of safety improvements, offer clear communication, and keep them informed of any changes.
Demonstrating a commitment to safety and protection can lead to lower turnover rates, improved
performance, heightened morale, and increased customer satisfaction (Ritson, 2022).

Negative implications of brand equity.

As our theme park gets ready to reopen, employees, customers, and other stakeholders
will see the company's efforts to tackle safety issues with new measures. Despite these actions,
doubts and concerns persist, hurting the brand's reputation. Negative reactions on social media
are expected even with a solid strategy in place. Social media can spread false information,
eroding trust in the parks. Employees' worries are critical; if they feel unsafe, they may leave,
leading to staffing problems that affect operations and customer satisfaction. These issues could
strain shareholder relationships, as they expect a return on their investment. Safety concerns
might push some employees and customers to look elsewhere. (Ritson, 2022).

Strategic Communication Plan
Employees

To ensure a smooth reopening, we'll train all employees on our new protocols to prevent
further crises. Every staff member must be fully versed in SOPs for each potential crisis. They
will also need to know how to operate each ride correctly, including spotting issues and shutting
down rides when needed. Staff are also responsible for conducting inspections before opening
and after closing. This thorough training will help us maintain a safe environment for everyone.
Customers

Customers are key external stakeholders, driving sales and revenue with their support. A

downturn impacts sales, revenue, and brand reputation. To fix this, companies must acknowledge
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the issue, outline improvement plans, and enforce safety procedures to reassure both returning
and potential customers. Communicating the park’s reopening status, promotions, and safety
updates via TV ads, websites, newspapers, and especially social media platforms like Facebook
and Instagram is vital to reach a wide audience. The reopening's impact on customers is huge, as
past safety concerns affect both visitors and park employees. Even if the park is safe, past
incidents can still create doubts about the park's safety and customers' overall enjoyment.
Vendors

To ensure a smooth reopening, we’ll share news about our new safety measures and
guidelines. We’ll explain how these changes might affect you. We’ll keep you updated on the
supplies and equipment needed. We’ll also let you know about any changes to our current
services. This information will help everyone stay informed and safe.
Communication Needs
Employees

Our theme park must keep employees in the loop about internal changes and updates on
the restructuring and phased reopening. It's vital to explain how the situation is being managed,
detail park modifications, and introduce new policies for a safer and better work environment.
Regular updates on the park's readiness and training programs to boost employee skills are
crucial. Emails and the company website serve well for updates, but meetings and conferences
are the best way to ensure open communication. Discuss key points, share plans, and address any
employee questions or concerns promptly in these sessions. Employees are key to the reopening
process, and their safety is essential for the park's post-reopening success.

Customers
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Customers want to feel safe when they visit theme parks, getting their money's worth
with an enjoyable and memorable experience. Addressing their concerns head-on is crucial. We
must acknowledge and own any safety issues, clearly outline our improvement plans, and
implement robust safety measures. By doing so, we can reassure both returning and potential
visitors that their well-being is our top priority.

Communicating the park’s reopening status, promotions, and safety updates across TV
ads, websites, newspapers, and social media platforms like Facebook and Instagram is crucial to
reaching a broad audience. The reopening's impact is big, as any safety issues affect both visitors
and employees. Even if the park is now safe, past incidents can still haunt customers, making
them doubt the park’s safety and their overall experience. Clear and frequent updates can help
rebuild trust and reassure everyone that the park is ready for their enjoyment.

Vendors

Vendors looking to get into our theme park sales need a clear grasp of future
requirements to become a vendor of our theme park. Have current crisis risks been fixed? New
standard operating procedures (SOPs) must be set to prevent similar issues. Vendors need to
know if enrollment criteria will change in order to keep our guests and employees safe.
Understanding these factors is crucial for anyone wanting to stay ahead in this market. Vendors
will need to stay informed and be ready when a crisis emerges.

Communication Methods
Employees

For effective employee communication, use these methods: host virtual and in-person

town hall meetings to keep everyone in the loop. Send weekly email updates about park

reopening so no one's left guessing. Conduct safety protocol training with random drills every
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three months to ensure readiness. Set up an FAQ portal for quick answers and extra support.
These steps will keep your team informed, prepared, and engaged.
Customers

Customers can stay in the loop with timely updates on our theme park reopening and
events via email, social media, and radio or TV ads. Get bi-weekly alerts on deals and rewards
through email and social media. Receive monthly safety tips and guidelines when the park is
open. Use social media posts and our website's FAQ section to answer questions and provide
extra details. Stay informed and make the most of your park visits.

Vendors

Theme park vendors must grasp the new requirements for future approval. Are the
current crisis risks addressed? What SOPs will help avoid similar issues? Consider if there will
be changes to the vendor criteria. Vendors need clarity on these points. What safety measures or
guidelines will become mandatory? Understanding these aspects is key to their success. Vendors
must stay informed and prepared for possible changes. This ensures they meet new standards and
maintain their spot.

Strategic Communication Plan: Effects of Reopening on Stakeholders
Employees (High)

Employees count on the park running well and staying open to make a living. With the
park closed, many now face financial stress. They still need to pay rent, utilities, and buy food.
The park’s closure directly hits their wallets and impacts their daily lives.

Customers (High)
As with any business, our theme park thrives on its customers' support for success.

Without their loyalty, our theme park would have to shut down. Keeping the theme park open
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and safe is key to keeping our guests happy. People come for fun, and ensuring every ride works
smoothly is a must. Guest satisfaction is the heartbeat of our theme park’s success.
Vendors (Medium)

The ride vendors at the park see it as a key source of income. They also work in theme
parks across the country to earn a living. So, our park is just a part of their overall earnings.
Losing even one client can hit their financial plans hard and hurt their income and success.
Functional Department Roles and Responsibilities
Sales - Drive Sales, Boost Revenue and Profitability
Given our current situation, the trust and confidence of employees, customers, and other
stakeholders in the company's products and services could decrease, negatively impacting the
company's brand reputation. Safety is a primary concern for all individuals using the brand's
offerings, and they may avoid repurchasing or visiting the park if they perceive it as unsafe. This
could lead to a drop in future sales. Thus, the sales department is developing a strategy to foster
positive customer relationships. By addressing key issues, providing transparent information, and
delivering excellent customer service, these efforts can enhance customer satisfaction and value.
Improved customer satisfaction can boost future sales, profitability, brand reputation, customer
retention, and acquisition of new customers. Furthermore, the sales team should encourage
customers to participate in surveys to gather feedback. By obtaining and promptly addressing
both positive and negative feedback, the company can enhance its operations to meet customer
needs. Additionally, the sales department is responsible for determining appropriate pricing
based on customer demographics and preferences. They should offer diverse pricing options with

unique features that cater to visitors' preferences and schedules. Moreover, they can introduce
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promotions like discounts, events, and gifts to attract both existing and potential customers to
return to the park once it reopens safely and is revamped (Agility PR Solutions, 2024).
Operations - Maintaining Customer and Employee Satisfaction and Safety

The operations department’s main role is to guarantee that all company operations are
running smoothly. During the reopening phase, all departments need to collaborate to navigate
the crisis. Safety incidents can lead to panic among employees and customers, affecting the
theme parks' present and future. The operations department liaises with other teams like sales
and marketing to develop a strategic plan assuring employees and stakeholders of the parks'
safety upon reopening. Throughout this process, they must closely supervise day-to-day
activities, ensure efficient park operations, provide employee training, and maintain quality
standards and regulatory compliance to prevent similar incidents (Thrill Syndicate, 2024).
Marketing: Retain our existing loyal customers and expand into new markets to increase
revenue.

The marketing department's key responsibility is to promote and enhance the company's
products and services. They are tasked with engaging customers, the community, and other
stakeholders, all while creating and upholding a positive company image. A crisis can harm the
brand's trust, loyalty, and reputation by depicting the parks as unsafe for visitors. Individuals can
further harm the company's credibility by spreading rumors, negativity, and criticisms to millions
of users on different social media platforms. A damaged brand image can reduce credibility with
suppliers and investors, impact potential customers' purchasing decisions, and create a negative
perception that prevents them from giving the company a chance. Therefore, marketing's role is
to safeguard the brand image, raise brand awareness, attract new customers, and increase brand

value. They can utilize various advertising methods such as promotions, billboards, and social
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media campaigns to gain exposure and motivate a specific audience. Additionally, marketing
departments can interact with stakeholders through different communication channels to tackle
issues, professionally address negative comments, and ensure the company is taking necessary
actions to provide a safer environment (Rowan Digital Works).

Legal and Ethical Considerations

There are growing corporate social responsibility (CSR) trends addressing people, planet, and
profit. Commonly called the triple bottom line or TBL, these trends are becoming the expected
norms for businesses.

The 3 P's—people, planet, and profit—form the cornerstone of responsible business
practices. These principles steer companies towards a balance that considers social and
environmental impact alongside financial gain. By focusing on the triple bottom line, businesses
shift their goals beyond just profit. They aim for social, environmental, and philanthropic
objectives. This holistic approach helps companies become more resilient and sustainable. It's
not just about the environment; it's also about improving employee well-being and fostering a
positive culture. This alignment with core values boosts employee retention, showing that doing
good is good for business (Miller, 2020).

Why it is important to engage with your critical stakeholder groups in your marketing
initiatives and communications?

Stakeholder engagement empowers individuals by involving them in decisions that shape
their future. It brings about lasting changes through active participation, allowing stakeholders to
share valuable insights for sustainability. When done right, it reduces risks and conflicts like
uncertainty, dissatisfaction, and resistance to change. Consistent and meaningful communication

channels enable stakeholders to contribute their expertise, express concerns, and actively engage
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in decision-making. This approach ensures everyone has a voice and helps create a more stable
and successful outcome for all involved (Hendricks, 2024).

We understand a significant portion of our target audience is comprised of families with
young children, young adults, and teenagers. This audience is particularly sensitive to the
CSR of businesses they consider supporting.

Marketing to families with young children, young adults, and teenagers holds importance
for several reasons. Children often sway their parents' buying decisions and start making their
own choices by age eight. Building brand loyalty early can lead to lifelong consumers. Young
individuals are quick to adopt new trends and technologies, making them prime targets for new
products. Marketing helps kids become savvy consumers and shapes their identities as they
grow. For teenagers, marketers can tailor campaigns to resonate with their unique values and
aspirations, creating a strong, relatable connection (CSP Global, 2023).

Part Two: Customizable Marketing Plan
Consumer Research Methods

Understanding our audience is crucial for reopening our theme park successfully. By
knowing their needs and desires, we can create marketing strategies that truly resonate. This
insight helps us design ads that highlight the attractions they'll love, making our messages both
relevant and enticing. Moreover, by addressing any concerns about safety or new protocols, we
build trust and encourage visits. In essence, consumer research forms the foundation of a targeted
and effective marketing plan, ensuring we meet our audience’s expectations perfectly (Cooper &
Schindler, 2008).

Surveys are a great tool for consumer research, helping us understand our audience's

interests, drives, and likes. Whether shared online or handed out at the park, surveys gather key
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data from a diverse crowd. Theme park surveys are goldmines for honest visitor feedback. They
cover rides, attractions, food, cleanliness, and overall satisfaction. This data lets park managers
perfect every detail of the visitor experience. Surveys do more than help; they transform visitor
satisfaction and loyalty. They inform smarter marketing and operational choices. With this
insight, a park can outshine rivals and become the go-to spot for thrill-seekers (Rodgers, 2024).

Focus groups are a powerful tool to understand our audience. By gathering a small,
targeted group, we dive into detailed discussions, uncovering valuable data on their perceptions
and preferences. Participants share thoughts and ideas freely, giving us a richer understanding of
their needs. This helps craft marketing messages and experiences that hit the mark. Focus groups
combine diverse people to answer questions from a researcher, aiming to see how they react and
understand their thoughts on a specific topic, product, or service. If the group mirrors a larger
population, their opinions offer insights into how the broader audience might feel. Researchers
rely on these reactions to gather feedback and make informed decisions ("Go-to-market
strategy,” 2024).
Traditional Marketing Methods

In our marketing plan, we'll use three traditional methods to reach our target audience and
hit our goals. First, we'll focus on print advertising by placing ads in local newspapers,
magazines, and brochures across the Southeastern United States. This approach showcases the
unique experiences and attractions our park offers, drawing in potential visitors. Print ads give
our audience something tangible, allowing them to physically hold and engage with the content.
This physical interaction creates a memorable connection, one that digital ads might miss. By

incorporating print advertising, we'll establish a strong platform to appeal directly to our
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demographic, driving more traffic to our park (Raymond A. Mason School of Business, William
& Mary, 2024).

Next, we'll target past visitors and those curious about similar attractions through direct
mail campaigns. This reminds them of the fun they had and the new experiences that await. By
personalizing our messages and offers, we'll boost the chances of drawing them back and
building loyalty (Raymond A. Mason School of Business, William & Mary, 2024).

Finally, we'll reach a wide audience with radio ads during their daily routines. We'll pick
stations that match our target audience's interests and demographics, grabbing their attention and
sparking curiosity about our park. Radio ads are cost-effective and allow us to create catchy
jingles or memorable slogans that stick with listeners (Raymond A. Mason School of Business,
William & Mary, 2024).

Maximizing Customer Retention Through Print Advertising, Radio Advertising, and
Direct Mail Marketing
Utilizing Print Advertising to Showcase Park Attractions

Print advertising stays strong in showcasing our park's unique experiences to our target
audience. Ads in local papers, magazines, and brochures link us with potential visitors in the
Southeastern US. We spotlight thrilling rides, engaging shows, and immersive themed areas,
captivating readers at first glance.

Our print campaigns burst with stunning images and vivid descriptions, painting a clear
picture of the excitement that awaits. From heart-pounding roller coasters to mesmerizing live
shows and magical adventures, we convey the joy and thrills our park offers. By choosing the
right publications our audience loves, we ensure our message hits home and sparks genuine

interest.
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Print ads provide something tangible for our audience. They can touch and interact with
the material, making our park unforgettable. Special offers or discounts in print ads encourage
repeat visits and build customer loyalty. These physical ads leave a lasting impression and
increase the chances that potential customers will visit.

Implementing Direct Mail Marketing for Personalized Messaging

Direct mail marketing packs a punch in keeping customers and fostering loyalty. By
reaching out to past visitors or those who showed interest, we remind them of the thrills our park
offers. Personalized mailings spark excitement and anticipation, ensuring our park stays top of
mind when planning their next adventure. This approach not only brings them back but also
builds a stronger connection with our brand.

In our direct mail campaigns, we craft messages and offers based on past visits to our
theme park. If a family loved their experience, we might highlight new attractions or upcoming
events in our mailings. By focusing on their interests and preferences, we increase the likelihood
of them visiting again. This personalized approach keeps our communication relevant and
engaging, resulting in more repeat guests.

Direct mail marketing is a powerful tool to keep customers and build loyalty. By reaching
out to past visitors or those interested in similar attractions, we remind them of the exciting
experiences that await at our park. Personalized mailings reignite their excitement, ensuring
we're their top choice for the next adventure. We craft messages and offers based on their past
visits. If a family loved our park, we spotlight new attractions or upcoming events in our mail.
By catering to specific interests, we boost the chances of them coming back.

Direct mail marketing works wonders when we offer special promotions or discounts to

our existing customers. It shows them they're valued and boosts their loyalty to our park. Adding
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personalized messages or handwritten notes creates a heartfelt connection, proving we care about
their experiences. This thoughtful touch turns routine promotions into meaningful gestures,
building stronger relationships and encouraging repeat visits.

Leveraging Radio Advertising to Reach a Wide Audience

Radio advertising hits the mark when it comes to reaching a wide audience and making
our brand stick. By picking stations that match our target audience’s tastes and habits, we can
catch their ear and spark their interest in our park. It’s a direct way to keep us top of mind and
drive more visitors to our gates. Simple, effective, and powerful (Klein, 2021).

As people go about their daily routines, the radio is a prime way to share our message.
Crafting catchy jingles or memorable slogans can etch our brand into the minds of listeners.
Imagine a jingle that vividly captures the thrill and family fun of our park—it's bound to leave a
lasting impression and draw crowds. It's a chance to paint a picture with words and music,
making our park the go-to spot for unforgettable adventures. By using simple, direct language,
we can create a connection that sticks (Klein, 2021).

Radio advertising is a budget-friendly way to reach a huge audience. Airing ads during
peak times boosts their impact and attracts repeat visits from our loyal customers. It's perfect for
announcing special events, promotions, or new attractions, keeping everyone informed and
excited about our park (Klein, 2021).
Advantages and Disadvantages of Print Advertising, Radio Advertising, and Direct Mail
Marketing for U.S. Park Southeast Theme Park Reopening
Understanding the Target Audience

Knowing our target audience is key to promoting the reopening of U.S. Park Southeast.

We're focusing on families with kids aged 6-18 who earn over $75,000 a year. These families
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want to create fun, lasting memories together. They have the budget, so we can offer premium
experiences. To market effectively, we need to understand their likes and hobbies. Teens aged
15-18 are also crucial, as they seek thrills and have their own spending power. They influence
family choices, so our messaging must appeal to them too. This dual approach ensures we
connect with both groups (Southern New Hampshire University, 2024).

Advantages and Disadvantages of Print Advertising

Print advertising has unique perks when targeting families and teens for the U.S. Park
Southeast theme park reopening. Brochures, flyers, and billboards in busy spots like malls,
schools, and popular hangouts grab attention instantly. Bright, eye-catching graphics and vivid
colors showcase the park’s attractions, sparking excitement and anticipation. This strategic
placement creates buzz and draws people in (Castellone, 2024).

However, print ads have significant downsides. They're costly, especially when aiming
for high-quality materials and broad reach, which can strain budgets. Their lifespan is short; once
removed, their message disappears. Tracking their effectiveness is tough too, making it hard to
measure impact and ROI. While print ads can connect with your audience, pairing them with
digital marketing ensures better results (Castellone, 2024).

Advantages and Disadvantages of Radio Advertising

Radio advertising is a powerful way to promote the U.S. Park Southeast theme park
reopening. It reaches a wide audience, grabbing families and teens during their commutes, at
home, or while chilling out. Radio ads pull listeners in with vivid audio storytelling, using sound
effects, music, and engaging voiceovers. This makes the message stick (Castellone, 2024).

But radio ads have their downsides. They can't show visual details, which makes it harder

to stand out. The broad reach is less targeted, meaning you might waste ad spend by hitting
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people who aren’t the right fit. Radio can spark interest and boost awareness, but it shines
brightest when paired with other marketing channels (Castellone, 2024).
Advantages and Disadvantages of Direct Mail Marketing

Direct mail marketing offers key advantages for promoting the U.S. Park Southeast
theme park reopening. It creates a personalized and tangible experience; families and teens can
interact with brochures, postcards, or promotional materials, building excitement and
anticipation. This method also ensures precise targeting. By using mailing lists and databases,
marketers can send materials to households that fit the target audience, maximizing effectiveness
and minimizing waste. However, direct mail campaigns can be costly, considering printing,
postage, and design expenses. Many people discard unsolicited mail, reducing the reach and
impact. Additionally, tracking the success of direct mail can be challenging compared to digital
marketing, where analytics provide more precise data. While it can be a powerful tool, the
effectiveness of direct mail depends on careful planning and execution (Castellone, 2024).
Digital Marketing Methods

In today's digital age, theme parks must use smart digital marketing to reach their
audience. Social media campaigns generate excitement with interactive content like polls and
contests. SEO-optimized blogs drive organic traffic to the park's website, offering useful tips and
insider information. Targeted email marketing keeps potential visitors updated on events,
promotions, and special offers, building anticipation and loyalty. These strategies ensure theme
parks stay connected and relevant to their audience (Gustavsen, 2023).

- Social media marketing can attract families and teens to the park. Platforms like
Facebook, Instagram, and Twitter offer tools for boosting brand awareness and driving

traffic. Engaging posts, tailored ads, and interactive communication can foster loyalty and
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new interest. These platforms also allow detailed targeting, reaching users based on

demographics, interests, and behaviors. To be effective, social media efforts need

constant monitoring and active management to keep engagement high and the brand's
image positive.

- Influencer marketing can significantly boost the park’s visibility and credibility by
teaming up with relevant influencers like family travel bloggers and teen influencers.
These influencers already have a dedicated following among families and teens, making
them perfect partners for promoting the park's reopening. Their authentic storytelling and
personal recommendations can deeply resonate with their audience, driving more visitors
to the park. It’s essential, though, to pick influencers who align with the park’s values and
target audience to ensure the partnership feels genuine and impactful.

- Email marketing allows the park to communicate directly with customers and prospects,
nurturing relationships with ease. Personalized emails with exclusive deals, updates, and
event invites can lead to repeat visits and boost loyalty. Segmenting and targeting based
on customer preferences ensures relevant content, enhancing engagement. It's crucial to
get consent and comply with data protection rules to maintain privacy and trust. Done
right, email marketing is a powerful tool for growth and connection.

Incorporating these digital marketing strategies helps the park connect better with its
audience, boost visibility, and enhance customer acquisition and retention. Each method has its
own strengths and weaknesses, but the right mix fine-tunes efforts to achieve results. This varied
approach keeps visitors engaged and ensures the park remains memorable, securing both
immediate success and long-term growth. Effective digital marketing keeps the park relevant and

competitive, drawing more visitors and building a loyal customer base (Gustavsen, 2023).
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How social media marketing, influencer marketing, and email marketing help in the
retention of existing customers?
The Role of Social Media Marketing in Customer Retention

Social media marketing is key for keeping customers coming back to our theme park.
Platforms like Facebook, Instagram, Twitter, and LinkedIn let us connect straight to our guests.
By sharing great content and chatting online, we stay on their radar. Building real relationships
makes them feel valued and heard, which boosts loyalty and repeat visits. Our unique brand
personality and values shine through, fostering community and emotional ties. Quick feedback
and solving issues on these platforms heightens customer satisfaction. In short, social media
marketing is vital for maintaining relationships, building loyalty, and keeping our customers
happy.
Utilizing Influencer Marketing to Enhance Customer Loyalty

Influencer marketing can boost customer loyalty by connecting our theme park with
trusted voices. Influencers have built communities that value their advice, offering brands a
chance to deepen customer ties. By partnering with influencers, our park can reach engaged
followers and create memorable content. Featuring influencers in campaigns or sponsored posts
adds value and strengthens brand messages, leading to a loyal customer base (Barnhart, 2024).

This strategy lets our theme park reach new customer circles with similar interests and
demographics. This wider reach increases brand awareness, attracts new customers, and
solidifies loyalty. By using influencers' trust and credibility, we can connect with our current
audience, offer valuable content, and draw in fresh prospects. This approach improves customer
acquisition and strengthens long-term retention (Barnhart, 2024).

Maximizing Customer Engagement through Email Marketing
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Email marketing boosts customer engagement and retention like nothing else.
Personalized campaigns keep customers updated on products, promotions, and new safety
protocols from our new safety team. When messages match customer preferences and past
purchases, they resonate more. Automated emails like welcome messages, birthday greetings,
and cart reminders keep conversations alive. Email marketing delivers timely, relevant
information that strengthens customer bonds and keeps them coming back (Barnhart, 2024).

Email marketing can help our theme park gather valuable customer feedback by sending
out surveys and feedback forms. These emails collect insights that let us refine our products and
services to match customer desires. This boosts customer engagement and retention. We can
deliver personalized messages, build relationships, and keep everyone updated on new
developments. By listening to our customers, we ensure they feel heard and valued. This way,
email marketing not only keeps them informed but also keeps them coming back (Barnhart,
2024).

Integrating Social Media, Influencer, and Email Marketing for Optimal Results

Integrating social media, influencer, and email marketing is key to boosting customer
retention. By blending these strategies, companies craft a unified approach that keeps customers
engaged and loyal. Sharing influencer content on social media while promoting email
newsletters widens the audience and grows subscriber lists. This synergy broadens reach and
builds brand trust through credible influencer collaborations. It’s a powerful way to drive repeat
purchases and keep customers coming back for more (Barnhart, 2024).

Our theme park can ramp up engagement by launching social media contests and partnering with
influencers through email marketing. This approach pulls in current customers and builds a lively

community around our park. These tactics also help collect crucial data. By analyzing social
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media interactions, influencer reach, and email results, we can hone our retention strategies and
make informed decisions. Combining social media, influencer partnerships, and email marketing
is key for keeping customers engaged. This mix lets us connect on multiple levels, build trust,
nurture our community, and gain valuable insights (Barnhart, 2024).

Measuring the Effectiveness of Marketing Strategies in Customer Retention

Measuring how well our marketing efforts keep customers is crucial for knowing the
impact of social media, influencers, and emails. Key metrics like customer retention rate,
lifetime value, repeat purchase rate, social media engagement, influencer performance, email
open and click-through rates, and customer feedback will drive the success of our theme park's
reopening. Regularly analyzing these numbers helps us see what works and what doesn't. This
allows us to adjust tactics and allocate resources to the most effective channels. By doing this,
we ensure our guests remain loyal to our theme park (Barnhart, 2024).

Our theme park can boost marketing strategies by running surveys or feedback sessions
with current customers. These sessions give us key insights into customer preferences,
satisfaction, and areas for improvement. This feedback is vital for boosting customer retention.
Tracking how well our marketing keeps customers helps us fine-tune strategies and ensures long-
term success. By reviewing both numbers and customer comments, we can make smart decisions
and keep improving our retention tactics (Barnhart, 2024).
What are the advantages and disadvantages of social media marketing, influencer
marketing, and email marketing for theme park promotion?
Advantages of Social Media Marketing

Social media marketing lets theme parks connect with vast audiences and engage directly

through polls, quizzes, and contests. Showcasing attractions, events, and promos visually hooks
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potential visitors. Regular updates build brand awareness and strengthen the park's online
presence. Plus, it's cost-effective compared to traditional marketing, making it a smart option for
boosting the park's profile (Barnhart, 2024).
Disadvantages of Social Media Marketing

Social media marketing has its downsides. Managing multiple platforms eats up your
time and resources. Negative comments can spread fast, hurting your park’s reputation if not
handled quickly. Relying on algorithms means your organic reach might be limited, pushing you
to pay for ads to reach more people. Staying on top of ever-changing trends and algorithms can
be a constant headache for theme park marketers (Barnhart, 2024).
Advantages of Influencer Marketing

Influencer marketing boosts our theme park by tapping into the social media celebrities'
fanbase, reaching huge, engaged audiences. By teaming up with influencers, we create real,
relatable content that speaks directly to their followers. These influencers have loyal fans, which
increases our brand awareness and park visibility. By choosing influencers who match our brand,
we can target specific groups and connect better with our audience (Barnhart, 2024).
Disadvantages of Influencer Marketing
Influencer marketing has its pitfalls for theme parks. Finding influencers who really match our
park’s brand and audience is tough. It can get pricey fast, especially with top influencers
charging sky-high fees. There's always the chance they won't deliver or might even misrepresent
the park, hurting its reputation. Plus, audiences can see through influencer campaigns, often
viewing them as just another sales pitch. This strips away any sense of authenticity, making the
effort feel hollow (Barnhart, 2024).

Advantages and disadvantages of Email Marketing
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Email marketing gives theme parks a direct line to their audience, letting them send
personalized messages that match user preferences. It's a great way to promote exclusive offers,
discounts, and special events right to subscribers' inboxes. Automation makes this process easier,
saving time and ensuring consistent communication. By segmenting email lists, theme parks can
send targeted messages to specific groups, making their campaigns more relevant and impactful.
However, there are downsides too. Not everyone likes getting emails. Some may see them as
spam. If not handled well, email marketing can hurt a brand's image. Too many emails can lead
to unsubscribes, and poor targeting can make efforts seem impersonal or irrelevant. Balancing

frequency and value is key to keeping subscribers engaged (Barnhart, 2024).

How Traditional and Digital Marketing Methods Will Work Together?

To hit peak brand performance and amplify the marketing plan's impact, blend traditional and
digital strategies. This mix allows the park to reach a broader audience and create a unified brand
experience. By merging these methods, it ties together the old and new, making sure no potential
visitor is overlooked. The brand's message remains consistent and engaging. This approach
captures the essence of both worlds, ensuring every visitor feels connected and valued. Here's
how the selected methods can work together:

- Television commercials can spark interest and awareness among the target audience,
drawing them in with compelling visuals and messages. By directing viewers to the
park's website and social media channels, these ads provide a seamless path for potential
visitors to find more information and engage further. The strategic use of TV spots can

effectively boost both online traffic and on-site excitement.
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- Print advertising can pack a punch when paired with digital elements like QR codes or
unique URLs. These tools invite readers to dive deeper into the park’s website or social
media for exclusive deals and extra content. By blending tangible ads with interactive
tech, you create a bridge that turns curiosity into action, making every printed piece a
portal to more engaging experiences.

- Direct mail marketing can now be supercharged with personalized URLS or QR codes
that whisk recipients straight to a landing page. There, they can discover more about the
park and snag exclusive promotions. This nifty approach not only ramps up online
engagement but also gathers crucial customer data. It’s a smart blend of physical and
digital marketing that keeps your audience clicking and your insights growing.

- Social media marketing can magnify the reach of traditional marketing by sharing TV
commercials, print ads, and direct mail materials with a broader audience. It offers a
dynamic platform for user-generated content and instant customer interaction, turning
passive viewers into active participants. By blending the old with the new, brands can
create a buzz that resonates both online and offline.

- Influencer marketing fits seamlessly into both traditional and digital strategies. Brands
can feature influencers in TV commercials, print ads, and direct mail materials, creating a
cohesive message across all platforms. On the digital side, influencers amplify this reach
through their social media channels, driving engagement and authenticity. This blend
maximizes exposure and connects with diverse audiences effectively.

- Email marketing lets you stay connected with customers who’ve shown interest in or
visited the park by sending them personalized offers and updates. It’s a direct way to

remind them of what they love and keep the excitement alive. Plus, you can encourage
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them to engage with your social media channels and drive more traffic to your website,

creating a full-circle connection that keeps them coming back.

By mixing traditional and digital marketing, the park creates a smooth and engaging brand
experience for its visitors. This approach guarantees a strong presence across many channels,
boosting visibility and customer involvement. Both marketing techniques are essential for
enhancing the brand and driving growth. By combining old and new methods, the park reaches a
wider audience and keeps them interested and connected (Central States Marketing, 2021).
Crisis Management Strategies

Before reopening our theme park, we must put in place strong crisis management
strategies. By foreseeing potential crises and addressing legal and ethical issues, we'll protect our
brand’s reputation. Meeting customer expectations will help mend any brand damage. Clear
communication of all changes and safety measures will assure customers that their well-being is
our top priority. Transparency and actively addressing customer concerns will reduce negative
impacts and keep their trust in our brand intact.

Reopening the park means we must directly address our employees' needs. They need
solid training and resources to handle crises and ensure safety. We have to prioritize their well-
being and equip them with essential tools for crisis management. We're preparing for issues like
bad media or technical problems. By doing risk assessments and crafting strong crisis plans,
we'll be ready to handle any situation and protect our brand's reputation (Briggs, 2023).

Legal and Ethical Considerations

One major legal issue that could tarnish our theme park’s brand image upon reopening is

non-compliance with safety regulations. To prevent another incident, we must ensure all

employees and guests follow safety protocols. Failure to do so could lead to lawsuits or even a
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shutdown, damaging our brand beyond repair. We will conduct pre-opening and post-closing
safety inspections, regular audits, and continuous training for employees to spot safety threats.
Clear reporting and addressing concerns are vital. These steps will protect our guests and
employees while safeguarding our theme park's reputation.

Exploitation of employees can be a serious issue. To curb this, focus on their well-being,
fair pay, and a good work atmosphere. Instill policies that ensure a healthy work-life balance.
Conduct regular employee surveys to gauge satisfaction and identify problems. Address any
concerns or grievances quickly and transparently. These steps create a supportive environment
where employees feel valued and heard, boosting their loyalty and productivity (Southern New
Hampshire University, 2024).

Part Three: Measuring The Strategic Marketing Plan Success
Setting SMART Objectives for Theme Park Marketing

Setting goals using the SMART method can transform your email marketing strategy. By
being specific, measurable, achievable, relevant, and time-bound, SMART goals give your team
clear direction. They help your team create informed plans and ensure their efforts match the
company's main objectives. SMART goals also prevent burnout by avoiding unrealistic
expectations. This keeps morale high and productivity steady. Implementing SMART goals in
your email marketing strategy sets your team up for intentional success.

When planning the marketing strategy for the reopening of the theme park, set SMART
objectives that align with the park's goals. SMART stands for Specific, Measurable, Achievable,
Relevant, and Time-bound. Specific means clear targets like increasing ticket sales by 20%.
Measurable lets you track progress. Achievable ensures goals are realistic. Relevant keeps them

aligned with the park’s mission. Time-bound sets deadlines to meet objectives promptly. Focused
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SMART goals pave the way for a successful reopening. Here are three SMART marketing
objectives that can be considered:

- Objective 1: Increase park attendance by 20% within the first month of reopening. This
objective aligns with the method of digital advertising, as it allows for targeted
campaigns to reach a wide audience.

- Objective 2: Improve customer satisfaction ratings by 15% compared to pre-incident
levels. This objective aligns with the method of customer surveys, which can provide
valuable feedback on customer experiences.

- Objective 3: Generate a 10% increase in revenue from ticket sales within the first quarter
of reopening. This objective aligns with the method of promotional offers, such as
discounted tickets or bundles, to incentivize customers to visit the park.

By setting SMART objectives, the marketing team can hone in on clear, measurable goals.
These goals must be achievable and relevant to the reopening. Each objective should have a
defined timeline for evaluation. This strategy brings focus and precision, helping the team stay
aligned and on track. With SMART goals, every effort aims at tangible results that boost the

reopening's success (Sonee, 2024).

SMART Objectives for Social Media Marketing

To enhance customer engagement and drive traffic to the theme parks, we first need to
establish baselines for our social media accounts by doing a social media audit. Once we
establish these baselines, we can establish our objectives. The SMART objective for social
media marketing to achieve should be at least a 15% increase in the number of social media

followers and a 10% increase in social media engagement rate within six months. This objective
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aligns with the SMART framework as it is specific (15% increase in followers, 10% increase in
engagement rate), measurable (number of followers, engagement rate), achievable (within six
months), relevant to the marketing strategy, and time-bound (within six months). Since organic
reach on social media is very small across the board, to achieve this we will have to utilize paid
advertising on the respective social media platforms.

Specific: Kick off your social media marketing campaign by showcasing improvements,
special promotions, upcoming events, and updated safety protocols at the park. Start with eye-
catching posts about enhanced attractions and new features. Highlight special deals and limited-
time offers that will attract more visitors. Promote upcoming events with engaging visuals and
clear details. Share changes to safety measures with straightforward, reassuring messages that
show your commitment to guest well-being. Use a mix of photos, videos, and live updates to
keep the content dynamic and engaging. Keep the tone friendly and informative to build trust and
excitement.

Measurable: We will roll out our social media marketing campaign across Facebook,
Instagram, TikTok, and YouTube, with clear goals set for each platform. Our mission: boost
followers by 15% and lift engagement rates by 10% within six months. We'll keep a close eye on
these targets, tweaking strategies as needed to stay on course. Every platform gets its own
tailored approach to ensure our content truly connects with its audience. With consistent
monitoring, we'll stay on track and adjust our tactics for continuous improvement, ensuring we
hit our marks and drive meaningful results.

Actionable: Share press releases, videos, and promotions that are easily accessible to
everyone. Make it simple for consumers to stay informed and engaged. Develop a guest

satisfaction survey to track feedback and measure results, letting us see what’s working and what
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needs to be tweaked. By staying connected and responsive, we can build trust and loyalty with
our target audience. Creating a survey does takes effort, but it’s worth it to understand your
customers better and where we can improve. Keep our content fresh and our feedback loops
active to stay ahead. Our target audience will appreciate the effort and help our brand have
success.

Relevant: To win back customer trust and confidence in our theme park, we need to be
clear and straightforward in our communication. Honest updates about what's happening and
why show guests we value their time and money. Address issues head-on, explain how we’re
fixing them, and share regular updates. This openness helps build a stronger bond with our
customers. They’ll appreciate the honesty and, in turn, will be more likely to visit us again. By
keeping the lines of communication open, we’re not just fixing problems; we’re nurturing loyalty
and goodwill.

Time Specific: We have made some exciting transformations for our theme park to
ensure guest safety. We will also be adding thrilling new rides, upgraded old favorites, and
implemented new safety protocols for a smoother, more secure and safe experience. Increased
safety measures, including pre and post opening ride inspections, are now in place. Our team is
going to be well-trained for quick and effective emergency responses. We're also launching a
fresh marketing campaign to spotlight these changes and reaffirm our dedication to guest safety
(Sonee, 2024).

SMART Objectives for Radio Advertising

To increase brand awareness and reach a wider audience, the SMART objective for radio

advertising is to achieve a 20% increase in the number of radio ad impressions by the end of the

quarter. This objective aligns with the SMART framework as it is specific (20% increase),
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measurable (number of radio ad impressions), achievable (within the quarter), relevant to the
marketing strategy, and time-bound (by the end of the quarter). McWhirter (2021) and Jantsch
(2024) have both suggested that when it comes to radio advertising, that we focus on mentioning
our targeted keywords in the ads. We should then see an increase in the search volume followed
by website visits from those keyword searches. This is one way to measure the effectiveness of
our radio advertising.

Specific: We're excited to bring back previous visitors and welcome new guests to our
theme park, aiming for a 20% spike in attendance with our fresh radio spots. These ads will
spotlight our latest attractions and special events, designed to ignite curiosity and thrill. They'll
remind past visitors of the joy they experienced and showcase to newcomers the fun they can
expect. Our message will be sharp and captivating, ensuring it grabs listeners' attention and
draws them to our park. With a focus on unique adventures and family fun, we believe our radio
spots will attract crowds and boost our numbers.

Measurable: Our radio ads need to grab attention and etch themselves in the listeners'
minds. The ads need to ignite curiosity and buzz about our theme park’s grand reopening. We
want to lure back our loyal fans and intrigue fresh faces to come and discover our world of fun.
Every word must electrify, making listeners crave the excitement and thrills that we offer. We
need to be able to craft ads that are unforgettable and persuasive, so that we can ensure a packed
crowd on opening day.

Actionable: Creating targeted and engaging radio ads for our theme park requires truly
understanding our audience. We need catchy slogans and memorable jingles that stick, capturing
the excitement of kids and the nostalgia for parents. Highlighting unique rides, special events,

and family-friendly attractions is key. Use upbeat music and enthusiastic voices to create a sense
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of fun and adventure. Include a clear call to action, like special discounts or limited-time offers,
making it easy for listeners to remember our park’s name and website.

Relevant: Rebuilding our customers' trust in our theme park is crucial for our success.
We've had some rough patches lately, and we need to show our guests that we're committed to
giving them a safe and fun experience. We'll focus on better service, cleaner facilities, safer
rides, and clear communication of our new safety protocols. Listening to our customers feedback
and making real changes will help us regain their confidence. We want every visit to be a
positive one, where families can create lasting memories.

Time-Bound: We need to keep working on our reopening, but ongoing monitoring is
key. We will schedule additional marketing with special discounts for upcoming events. This
will help us attract more customers and ensure a smooth reopening (McWhirter, 2021).
SMART Objectives for Email Marketing

Specific: We aim to boost our email open rates with eye-catching subject lines. We’ll
enhance click-through rates by offering content that’s both valuable and engaging. Regular
promotions of U.S. Park Southeast will keep our audience hooked. Each email will deliver
exciting updates and exclusive deals. Our goal is to create a vibrant community eager to explore
U.S. Park Southeast.

Measurable: We’ll check our email marketing goals every two months by using last
year's open rate metrics. We’ll also compare each two-month period with the last one we
reviewed. This will help us spot any growth patterns and make better decisions. This approach

keeps our strategy fresh and focused on results.
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Actionable: We'll launch new strategies for our email campaigns and check the open
rates after each send. This will help us find the best ways to reach our audience. Once we know
what works, we'll aim to boost our open rates to 50% by year's end.

Relevant: U.S. Park Southeast aims to boost profits by 25% by year-end. To hit this
target, we need a big lift from our email marketing. If we increase our open rates and click-
through rates by 50% this year, we'll drive the revenue growth needed. Effective email
campaigns can bring more visitors to our parks, helping us reach our profit goals. We'll focus on
crafting compelling subject lines and engaging content to capture attention and drive action. By
doing this, we ensure a strong contribution to U.S. Park Southeast's success.

Time-Bound: Our goal in email marketing this fiscal year is clear: we're aiming for a
50% boost in click-through and open rates. This means crafting compelling subject lines that
grab attention and creating content that encourages action. Every email must provide value,
spark interest, and prompt engagement. By focusing on these key areas, we'll see stronger
connections with our audience and better results for our campaigns. Let's turn every email into
an opportunity for success (McWhirter, 2021).

Identifying Key Performance Indicators

To track how well your marketing goals are performing, you need to pinpoint key
performance indicators (KPIs) for every objective. These KPIs act as measurable stats that show
progress and success. Without them, you can't see if you're hitting your targets or just spinning
your wheels. By focusing on clear, concrete numbers, you can adjust strategies and stay on
course. This approach keeps your efforts aligned with your goals, helping you achieve better

results. Here are the KPIs for the three marketing objectives mentioned earlier:
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- Objective 1 KPI: Number of ticket sales and park attendance data. This KPI can be
monitored through ticketing systems and attendance records. This KPI can tie in with our social
media marketing campaign and radio advertising. With radio advertising we can use specific
keywords in our radio ads that current and potential customers can use to search for more
information on our theme park. With social media marketing, there is a more direct link between
the sponsored ad on Facebook, Instagram, and TikTok and the link to our website where people
can purchase tickets.

- Objective 2 KPI: Customer satisfaction ratings and feedback. This KPI can be measured
through customer surveys and online reviews. This KPI can measure the impact of our email
marketing campaigns that can be used to send out customer surveys and request online reviews
on Google. Open rates and click-through rates can measure this.

- Objective 3 KPI: Revenue from ticket sales. This KPI can be tracked through sales
reports and financial data. This KPI will be used to report to our stakeholders to show that our
marketing strategy is working as it is supposed to.

By tracking KPIs regularly, the marketing team can see how well their strategies work.
They can spot what’s effective and what’s not. This data helps them make smart decisions fast.
Instead of guessing, they use facts to guide their steps. This approach sharpens their tactics,
boosts results, and ensures they're always on the right track.

Monitoring Results of Selected KPIs

To monitor the results of the identified KPIs, we can employ two methods:

1. Data Analytics Tools: To see if our radio ads are paying off, we'll need to track key
metrics. First, watch for a spike in searches. If the radio ads hit the mark, searches for our

specific keywords should jump. Google Analytics can help us spot these keywords, both
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on our site and in general searches. Next, we should see more website traffic. A boost in

keyword searches usually means more visitors. Google Analytics will keep tabs on these

visits. Lastly, focus on better-quality traffic. Visitors from the radio ad will probably
show high interest and buying intent, engaging more with our content and store items like
logo merchandise and tickets. Google Analytics will measure this quality traffic and any

sales, giving leaders a clear view of our ad's success (Jantsch, 2024).

2. Regular Reporting: Establishing a regular reporting system is crucial to track the results
of your selected KPIs. Create monthly or quarterly reports that spotlight key metrics and
performance indicators. Share these reports with regional marketing directors and the
CMO to keep everyone updated on the progress and effectiveness of the marketing plan.
This consistent reporting ensures transparency and helps in making informed decisions.
By focusing on clear data, your team can quickly identify what's working and what needs
adjustment.

Leverage PDCA for Continuous Marketing Improvement
How To Leverage PDCA for Continuous Marketing Improvement for a Theme Park that is
planning to reopen as a result of being shut down due to a ride malfunction.

The PDCA cycle can transform your marketing strategies and ensure a smooth reopening
for a theme park after a temporary closure. Start with "Plan” by identifying key areas for
improvement and setting clear goals. In "Do," execute the strategy by rolling out targeted
campaigns and promotions to attract visitors. During "Check," monitor the results and gather
feedback to see what's working and what's not. Finally, "Act" by refining your approach based
on what you've learned, making necessary adjustments. By cycling through these steps, you can

continuously improve and adapt, ensuring a successful reopening.
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Understanding PDCA in the Context of Theme Park Marketing

The Plan-Do-Check-Act (PDCA) methodology offers a practical way to boost marketing
strategies for a theme park reopening after a ride malfunction. By following its four stages, the
team can plan detailed campaigns, execute them, review the outcomes, and adjust based on real-
time data and feedback. This cycle ensures that marketing efforts are always improving and
adapting to current conditions. With PDCA, the park can effectively rebuild trust and excitement
among its visitors, ensuring a successful reopening.

In theme park marketing, understanding PDCA means constantly evaluating and adapting
strategies to meet the changing needs of visitors. By following the PDCA cycle, the marketing
team checks that their plans align with the park's goals and effectively aid its reopening. This
process involves planning marketing tactics, executing them, checking the results, and adjusting
as needed. It keeps the park's marketing relevant and focused, making sure they attract and
engage visitors successfully.

The PDCA cycle offers a clear path for continuous improvement, helping the marketing
team make smart, data-driven choices. This method allows the team to tweak their strategies
quickly and effectively. The PDCA cycle boosts agility and flexibility, so the team can adapt to
market changes fast. This leads to better marketing efforts and stronger results. With this
approach, the team optimizes campaigns to have the greatest impact, ensuring they stay ahead in
a competitive market.

Planning a Robust Reopening Marketing Strategy

In the Plan stage of the PDCA cycle, the marketing team sets clear objectives for the

reopening campaign. They define what success looks like and set specific goals. Next, they come

up with strategies to reach those goals. This might include social media ads, email newsletters, or
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special promotions. Finally, they create an action plan that outlines each step, deadlines, and who
is responsible. This stage is about deciding exactly what to do and how to do it. It's the blueprint
for the entire campaign.

To craft a strong reopening marketing strategy, the team must first set clear marketing
objectives. These goals need to be specific, measurable, achievable, relevant, and time-bound
(SMART). For instance, the team could aim to boost ticket sales by 30% within three months.
They could also work on enhancing brand perception and reputation, while attracting new
visitors. Setting these clear targets will ensure that every step taken aligns with the overall vision,
making success more attainable.

Once the objectives are set, the team can craft strategies and tactics to hit these goals.
They might start by conducting market research to learn what customers want and expect. Next,
they’ll identify the key audience segments to target. Finally, they’ll create compelling messages
and promotional materials to grab attention. Simple steps, clear focus, strong results.

An action plan should clearly outline the timeline, budget, and resources needed to
execute marketing strategies well. Assign specific tasks to team members, ensuring everyone
knows their role. Set up a system to monitor and evaluate the performance of your marketing
tactics. This keeps the team on track and allows for quick adjustments when needed.

Executing and Monitoring the Marketing Tactics

In the Do stage of the PDCA cycle, the marketing team puts the planned strategies into
action to promote the theme park’s reopening. They execute the action plan and monitor the
marketing tactics' performance closely. From launching ad campaigns to engaging on social

media, every step taken is measured and analyzed. The team adjusts on the fly, ensuring each
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effort hits the mark. Immediate feedback helps fine-tune the approaches, maximizing reach and
impact. This hands-on phase is about making the plan come alive and driving results.

During the execution phase, the team must track and measure key performance indicators
(KPIs) to gauge the marketing efforts' success. These KPIs might include website traffic, social
media engagement, ticket sales, customer feedback, and brand sentiment. Each metric offers a
clear window into how well the campaign is doing. By closely monitoring these indicators, the
team can quickly identify what's working and what needs adjustment. This real-time feedback is
essential for making data-driven decisions that drive the campaign forward.

By tracking marketing tactics in real-time, the team spots gaps or weak areas fast. They
can then make smart decisions based on data and act right away to fix issues. This keeps
campaigns on track and maximizes results, ensuring every effort hits the mark. Quick
adjustments mean better performance and more effective strategies without wasting time or
resources.

Regular communication and teamwork within the marketing crew are crucial during
execution. It keeps everyone in sync with the main goals and lets them share useful insights and
feedback. This ongoing exchange sharpens tactics and boosts the campaign's impact. Without it,
strategies can falter, and opportunities may be lost. Working together, sharing ideas, and
addressing issues head-on ensure the team stays focused and effective.

Assessing the Impact: The Check Phase of PDCA

The Check phase of the PDCA cycle is all about measuring results. It’s the moment of

truth for your marketing efforts. You compare outcomes against your goals and KPIs. This step

lets you see what worked and what didn’t. By examining these results, the marketing team can
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pinpoint successes and find areas needing improvement. It's a crucial step that helps refine
strategies and boost effectiveness.

During the Check phase, the team dives into the data from the execution phase,
comparing results against the set KPIs. This step shines a light on any gaps or deviations from
the target outcomes. It provides clear insights into what's working and what's not. By pinpointing
these areas, the team can refine their strategies for better results. It's all about ensuring the tactics
hit the mark and drive success.

The team should gather feedback from customers and stakeholders through surveys,
focus groups, or social media listening. This approach helps collect valuable qualitative data on
the perception and satisfaction levels tied to the reopening marketing efforts. The insights gained
will reveal the audience's preferences, expectations, and areas needing improvement. Using this
data, the team can refine their strategies to better meet customer needs. This step ensures the
marketing efforts align with what the audience truly values.

By evaluating results and feedback, the marketing team can see how well their strategies
worked. This lets them spot what needs fixing. With these insights, they can tweak their plans to
drive better results next time. They can focus on what works and drop what doesn't. This makes
their future efforts more effective and targeted.

Acting on Insights for Ongoing Marketing Success

In the Act phase of the PDCA cycle, the marketing team springs into action. They take
corrective steps and make key changes to strategies. They implement improvements based on the
insights gained during the Check phase. This is where plans become reality. If something didn't

work, they fix it. If a new trend appears, they adjust their tactics. The team addresses issues
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head-on and enhances their approach. This phase is all about making quick, informed decisions
to boost results.

To keep the marketing team on track, they should use evaluation results and feedback to
pinpoint areas needing improvement and create an action plan to tackle them. This could mean
tweaking marketing strategies, fine-tuning messages and promotional materials, shifting
resources, or trying out new marketing channels or technologies. By acting on this data, the team
can stay sharp, responsive, and effective in their marketing efforts.

Marketing teams must constantly engage with other departments in the theme park to
ensure their strategies match the reopening plans and goals. This cooperation helps find chances
for cross-promotion, boosting the overall guest experience. By working together, they can spot
gaps and turn them into strengths, creating a seamless experience that drives ongoing growth.
Effective communication across all departments not only aligns efforts but also enhances
customer satisfaction. This integrated approach ensures everyone works towards the same
objectives, making the reopening a success.

By sticking to the PDCA cycle and acting on insights, the marketing team can keep
refining their strategies. This ensures the theme park’s reopening gets the support it needs.
Effective marketing efforts help drive the park's success and keep the brand strong for years to
come (Kobiruzzaman, 2024).

Addressing Negative Feedback: Strategies for Social Media Engagement

Negative feedback on social media can hit brand reputation and customer perception
hard. To combat this, consider two strategies. First, address the feedback quickly and genuinely.
Recognize the issue and show your brand cares about resolving it. This can ease tensions and

demonstrate accountability. Second, use social listening tools to monitor and understand public
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sentiment. By doing this, you can spot problems early and engage with customers directly. These
actions can help turn negative feedback into opportunities for growth and improvement.

- Strategy 1: Prompt and Transparent Responses: Respond to negative comments or
reviews on social media quickly and openly. Acknowledge the issue, apologize if needed, and
offer a solution or explanation. This shows the park listens to guests and cares about resolving
their concerns. It builds trust and demonstrates commitment to customer satisfaction. Addressing
complaints head-on also helps prevent further dissatisfaction and ensures guests feel valued and
heard.

- Strategy 2: Proactive Social Listening: Monitor social media platforms for mentions of
the park and respond quickly. Address concerns or questions before they can escalate. This
shows the park's dedication to customer satisfaction. Engaging directly with customers builds
trust and fosters positive relationships. It also helps to turn potential problems into opportunities
for improvement. Plus, it keeps the community around the park engaged and informed.

By using these strategies, the park can handle negative feedback on social media and
protect its reputation. First, respond quickly to complaints. This shows you care and are attentive.
Second, be transparent and admit any mistakes. People appreciate honesty. Third, offer solutions
and follow up to ensure problems get fixed. This builds trust and goodwill. Lastly, highlight
positive reviews and share success stories to shift the focus. These actions will help maintain a
positive image even when issues arise.

Integrating Public Relations and Crisis Management in Marketing Efforts

Public relations and crisis management are key to marketing, especially when reopening

a theme park after a safety incident. Keep the public informed about new safety measures, staff

training, and response plans through press releases, media interviews, and social media updates.



RUNNING HEAD TITLE
(SHORTENED)

Build solid relationships with journalists by hosting media events, offering press kits, and
granting exclusive access. Clear and concise messages will help regain trust and interest in the
park. By maintaining transparency and engaging the media effectively, you can rebuild your

park’s reputation and draw visitors back.

47
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