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TREND AND STRATAGEM OF THE EVOLVEMENT ON THEME PARK

DONG Guan-zhi
(Shenzhen Tourism College, Jinan University, Shenzhen 518053, China)

Abstract: Since the renaissance of D iney Land in Califomia, Am erica, in July 1955, the conceptof Them e
Park cam e into being for the firsttim e. Them e Park, as a conceptualized form oftraveling, w as accepted and
acknow kedged w dely and gradually by the whole world. The change and prom otion for the form ofm odem
them e park s significant®© its nnovation and developm ent.

The author divides this paper into 3 parts. In the firstpart, Them e Park’s definition is given. The second
partdeak w ith the im petus system . ltgives the structure of im petus system and the Them e Park evolvem ent
bgic. In the bstpart, through researching the evolving in petus system of the form of Them e Park, this paper
brings forw ard the logicalm odel of the evolving path of Them e Park, expatiating the nine strategic evolving
trends of the Them e Park’s product fom like them e culiure, technical content, entertaining content,
participation ofcustom er, scenic atm osphere, gardenesque scene, w ay ofconsum ing, enterfaining tim e, safety
and com fort. @ There are three functions during the period of them e park developm ent, a lbgical relationship
w ith appetency, a visiting clue w ith shocking pow er and a productchain w ith expanding pow er. @ W ith the
speeding developm ent of the science and technobgy, the theme park willl continuously increase the
technobgical contentof its product. @W ith the culiure diversification, technical m odemization and various
entertainm entdem anding from the turists, the them e park w il enrich its perform ance content, strengthen its
participation content, increase its interaction and prom ote its nnovation content. AT he success or failure for
a them e park depends on the follow ing three key factors. (5A fier the cool generation becom es the m arketing
driving force, the them e park w il pay m ore atiention © create and renovate entertainm entatn osphere. ©The
sightenvironm ent is the foundation of the them e park’s styk effectand brand image. (D) The Them e Park
needs  create new atiraction continuously. @)T he degree ofabundance for the activities in the scene w ill be
m uch enhanced. @Then e park m ustradically have safety and com fort, in order © becom e the firstchoice of
the m odem social ravelkers.
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Tab.1 Basic Characteristics of Different Types of Theme Parks
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Figld The Im petus System forThem e Park Evolvem ent
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Fig2 LogicalM odelforThem e Park5Evolvem ent
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Tab.2 Concept Innovation for Theme Park's Product Form
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Tab.3 The Generation Discrepancy for Consumer Groups of the Theme Park
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