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Marketing Plan for Ocean 
Park Hong Kong 
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Background

Operating at a loss 

since 2015

Loss since 2015

Total debt close to HK$6 

billion in 2019

Worsened in 2019
Consecutive losses & 

temporary closure due to the 

coronavirus outbreak

Pandemic 

100M
guests have visited Ocean Park

● Ocean Park Hong Kong, also known as Ocean Park
● Opened in 1977
● A marine mammal park, oceanarium, animal theme park 

and amusement park
● The largest marine-based theme park in Asia 
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Market Analysis

Part 1
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What is latest development of the market?

In 2020:

● Total number 
of visitors 
decline for 
67.2%

● Drop from 253 
million to 83 
million
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Upward or Downward
Trend? 
Attendance

● Hong Kong Disneyland decline for 70.1%
● Ocean Park decline for 61.4%

Upward trend

● 2020 steep drop-off
● 2021 bounce-back year
● 2022 usher in real recovery
● 2023 guest expectations would rise

Source: https://aecom.com/wp-content/uploads/documents/reports/AECOM-Theme-Index-2020.pdf
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Technology Integration

Improve the tourists' experience
● Create high-tech multimedia experiences
● Provide a higher sense of immersion and 

entertainment through audio visual equipment
Great customer experiences using technology | theme parks | blooloop
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● A brand-new interactive multimedia attraction
● A series of interesting and exciting interactive virtual 

games
● About how animals adapt to the changing natural 

environment

Ocean Park——Explorer R

Technology Integration

Source: https://www.oceanpark.com.hk/en/press-release/ocean-park-launches-new-technology-experience-hub-to-engage-kids-in-immersive-learning
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E-commerce Integration
                     -More opportunities 

For theme parks ● Higher sales
● Seamlessly transition from the 

discovery phase to the action 
phase

For tourists ● Improve the experience of tourists
● Better plan their day

For the ocean 
park

● Official website
○ Buy tickets, online shopping, 

make a reservation…...
● Mobile App

○ Provide tourists with real-time 
information

 How to Implement eCommerce at your Amusement Park (with Examples) - Connect&GO (connectngo.com)
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COVID-19 

--A Major Blow

● Stopped operation in June (in early May 2020)
● Received more than HK $5.4 billion in emergency 

relief funds from the government of the Hong Kong 
Special Administrative Region

● Resumed business at the end of June 2020
● Limited the number of people
● Closed some amusement facilities during business
Source: https://www.globaltimes.cn/content/1191497.shtml
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Consumer Analysis

Part 2
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Consumer analysis 

Ocean Park

Fun

Conservation & 
Education

Individuals and 
housewifes

Educational institutions

Corporate 
organizations

And so on...

Service

Show value

Respect for people, 
community, 
environment

Safety

Source: http://cwstudent.vtc.edu.hk/LRC/e-dissertation_cw/pdf_files/SHU_HBM/SHU%20H080.pdf
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Consumer analysis on age & gender
-Middle-aged customers are the majority of Ocean Park attendance

Source: http://hkicc.ust.hk/public/files/past_competition/Ocean%20Park.pdf
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Survey-a gap exist between customer impression and ocean park itself  

Source: https://www.wjx.cn/report/138279632.aspx
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Competition Analysis

Part 3
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Competition is all over the 70-km-radius GBA

Local Competition (1)

➢ HK Disneyland

Competition from GBA (6)

➢ Guangzhou: Chimelong Paradise, Chimelong 

Water Park

➢ Shenzhen: OCT Happy Valley, OCT window 

of the world, OCT East

➢ Zhuhai: Chimelong Ocean Kingdom

In 2018, parks in GBA 
● Had 42 Million visitors 
● Ocean Park took about 13.7%

70KM

Source: https://multimedia.scmp.com/infographics/news/hong-kong/article/3048707/red-numbers-ocean-park/index.html
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Ocean Park has a diverse presence in all categories

Category Representatives

Theme Park ● Ocean Park
● HK Disneyland
● OCT Happy Valley Shenzhen
● OCT Window of the World Shenzhen
● Chimelong Ocean Kingdom Zhuhai

Amusement Park ● Ocean Park
● Chimelong Paradise Guangzhou
● Chimelong Water Park Guangzhou

Entertainment and 
resort complex 

● Ocean Park
● OCT East ShenzhenXia
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Less-worrying distant competition but fierce local competition 

Strengths Weaknesses

Ocean Park ● Strong local brand recognition
● High accessibility 
● Caring service 
● Bundled experiences at lower price
● Focus on animals and nature, 

about reality

● Animal-related activities might 
attract criticism

● Limitation on land development
● Lack of strong financial support
● Outdated and aging facilities 

HK Disneyland 
(local)

● World-class brand name
● An unique and appealing IP
● Government support 

● Controversial co-operation with  
the government 

● Relatively expensive
● No local DNA

Chimelong Ocean 
Kingdom (Zhuhai)

● More types of animals
● Strong partnership and resources 

from Chimelong group

● Relatively far from HK
● Not much different from Ocean 

Park

Chimelong Water 
Park (Guangzhou)

● First water-based amusement park
● Strong partnership and resources 

from Chimelong group

● Not a all-weather tourism 
destination 
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Ocean Park has not differentiated itself from its competitors

Sources:https://en.tripadvisor.com.hk/Attraction_Review-g294217-d317431-Reviews-Ocean_Park-Hong_Kong.html
https://en.tripadvisor.com.hk/Attraction_Review-g294217-d543602-Reviews-Hong_Kong_Disneyland-Hong_Kong.html
https://en.tripadvisor.com.hk/Attraction_Review-g297418-d6419024-Reviews-Chimelong_Ocean_Kingdom-Zhuhai_Guangdong.html
https://en.tripadvisor.com.hk/Attraction_Review-g298555-d1141961-Reviews-Chimelong_Water_Park-Guangzhou_Guangdong.html
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Low threat on new entrants but highly substitutable

● Threat on new market entrants is very low 
➢ Extremely high capital requirements
➢ HK’s land development restrictions
● Substitutes are in both physical and digital forms
➢ Local shopping malls (K11, Pacific Place, IFC, etc)
➢ The growing tendency for families to spend long weekends on 

the mainland or other parts of Asia (eg. Seoul)
➢ “COVID-friendly” online entertainment: Netflix, online games, 

and even online mahjong
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Marketing Goals 

Part 4
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Marketing Goals and Priorities 

Short-term Goals

● Return to a healthy financial 
condition 

● Attract local customers
● Level up customer/staff 

satisfaction and bring a peace of 
mind during pandemic 

Long-term Goals

● Differentiate from competitors 
● Reach a harmony with animals and 

delivery the “Care” concept
● Continually educate customers 

about the importance of preserve 
and protect the nature 
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Marketing Goals - KPI for Brand and Sales 
Make our brand more popular and relevant to customers
● Have a higher media index compared with our close 

competitor, HK Disneyland
● Have more than 1 Million UGC on major social media 

platforms 
● Have a higher rating on major travel review platforms, such as 

TripAdvisor and C-trip 

Boost sales to survive and reduce reliance from government
● Cannot rely on government grants forever
● To survive, have to reach a minimum revenue at HK$ 2000 

Million in 2021 to break even and keep growing in the future

Make our success and achievements measurable
● Brand KPI: Media index (# of times mentioned by major press, 

Google Trends/Baidu Index, # of Instagram likes, etc)
● Sales KPI: revenue, operating income, ROI, ROA (compared 

with previous years)
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Brand Strategy - 
DRC & exceptional experience Principles

Principle 1
Distinctive, Relevant, 
Consistent

Deliver an exceptional 
experience to your 
customers

Principle 2

● Distinctive: Continuously deliver the education, 
conservation and entertainment vision of Ocean 
Park to differentiate itself from competitors.

● Relevant: Deeply deliver the concept of harmony 
between people and animals, and optimize the 
customer experience within Ocean Park.

● Consistent: Comprehensively deliver the branding 
information to customers from different dimensions. 

● Build a customer-driven branding impression 
to all the audience. 

● Improve customer service quality and 
high-tech user experience inside the park, 
and also the customer review and after-sale 
service to improve the outside branding 
reputation.
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Brand Strategy - Deliver Brand Promise by STP 

What are the types of products and services that can help to deliver the 
brand promise?

● Education & Conservation 

� Develop Explorer R with educational virtual games; 

� Complement animal & plant guide
● Entertainment  
� Organize living theatre and special events (festival events, etc.)
� Renew facilities

What is the brand positioning, brand personality and brand attributes? 

● Brand positioning: Create memorable experiences that are fun, entertaining and 
educational

● Brand personality: Provide interactive opportunity to get close to the animals
● Brand attributes: Bring happiness and knowledge to the public
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Marketing Strategies

Part 5
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SWOT Analysis
Opportunities

● “Invigorating Island South” plan
● Interest-free and subsidized from 

Government
● About Gen Z, the Bloom of local Cultural 

and Creative Industries
● New VR tech applied on Theme Parks
● Endangered animals

Threats
● Over reliance on non-local 

customers
● price discrimination
● competitors from all over the world

Strengths
● Strong local brand recognition
● High accessibility
● Caring service
● Bundled experiences & lower price
● Focus on animals and nature, 

about reality

Weakness

● Animal-related activities might 
attract criticism

● Limitation on land development
● Lack of strong financial support
● Outdated and aging facilities 
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Abolish useless facilities 

Lower down the ticket price for local public

Set up new educating and interacting 
animal programs for visitors

Facilities improvement and providing more 
interactive activities for target customers

Boycott animal performance

Internal
changes

W

External
changes

T

SO

WO

T

Cooperate with local IPs and spread out 
the changes

Advertising and emphasizing local 
characteristics, making sure every target 
customer (especially the locals) noticed

SO

ST

W=strategy using weakness factors

T=strategy using threats factors

SO=Strength-opportunities strategy

ST=Strength-threats strategy

WO=Weakness-opportunities 
strategy
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Brand Evaluation
Replace old facilities with more high-tech 
VR interactive facilities, optimizing 
visitors’ experience

Context

Brand Enforcement

Contact

Competitive
advantages

Community

Brand Strategies Under the 4E Brand Management Framework

Set up Endangered Animal Sanctuary & 
educating consumers about animal 
protection

Generate funny or cute local characters to 
attract more consumers (like Disney’s 
Linabell)

Joint our brand with local IP 麦兜, using 
advertising video to spread local 
cultures,stirring up local people’s childhood 
memories
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● This engagement will help us to keep the 
connection with  our clients

Brand Engagement 
Brand promise

Build a One-year Plan

● Full services - exclusive administrator
● Making sure every travels had a good 

experiences and playing & learning at the same 
time

Brand Enhancement

Word of Mouth

● Consumers feeling are the best ADs

● Reset our facilities, and involving 
some NEW-TECH to attracting our 
clients like VR roller coaster, pursuing 
excited

● We are also encouraging our client do 
some outside researches for 
answering the bonus questions to win 
a free ride of one of the facilities or 
watching a free show

● Children and their parents can both 
actively participate

Brand Strategies Under the 4E Brand Management Framework

New Changes

Extending 
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Thanks For
Watching
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