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Producing and Managing Experiences in Attractions
Professor J John Lennon

Moffat Centre for Travel and Tourism Business Development

Glasgow Caledonian University

The purpose of the course is to provide the participants with the knowledge of and tools to:
· Construct and stage various types of attraction experience

· Apply different types of experience development

· Manage and evaluate attraction experiences

At the end of the course participants will have:

· Enhanced knowledge and understanding of what is involved in producing experiences

· Better understanding of the potential of new technology in experience development

· Improved skills to evaluate experiences

The Learning Approach will combine:

· Workshops covering cases.

· Participation / in-class exercises /discussions, and group activities.

· The use of participant’s practical experiences as a course resource.
· The use of case study approach to offer comparisons for benchmarking and best practice 

Programme
	Monday 6 December 2004
	Content Title 
	Methodology

	10.00-10.30
	Introduction  to Course

 
	Instruction / Date Provision  – Ann Hartl

	10.30-11.15
	Attractions experiences – a selection of ideas and a variety of approaches
Looking to case analysis and research to inform development
	Workshop with power point imagery and data provision

	11.15-11.30
	Discussion
	Debate on visitor experience across different sectors

	12.00-12.45
	Understanding life cycles and reinvestment – the visitor journey, stages of the visitor experience 
	Workshop with power point imagery and data provision

	12.45-1.00
	Discussion
	The impacts of different types of technology

	13.00-14.00
	Lunch
	Networking, Informal questions and answers

	14.00-14.45
	Approaches to Technology – personalising the narrative, documentation and audio visuals
Designing the Experience 
	Case Analysis 

	14.45-15.00
	Discussion
	

	15.00-15.45
	Low Tech Solutions to building performance : what works in which contexts 

	Case Analysis 

	15.45-16.00
	Discussion
	

	16.00-16.30
	Coffee / Tea Break
	Networking, Informal questions and answers

	16.30- 17.15
	Benchmarking and Best Practice : I 
Learning from others 
	Case Learning and Discussion

	17.15-17.30
	Discussion 
	

	17.30-18.15
	Interpretation and Spectacle 
	Discussion

	18.15- 18.30
	Questions and Conclusions Day One 
	Summary and Key Exercise Identification 

	19.30
	Dinner 
	


	Tuesday 7 December 2004
	Content Title
	Methodology

	8.30-9.15
	Driving Success in the Attractions Sector – understanding the total experience

	Case Analysis – the 12 Leading Heritage Attractions of the National Trust – Business Planning and Driving the quality of the Experience

	9.15-9.30
	Discussion
	Application in the context of Delegates own operation 
Value and Relevance

	9.30-10.15
	Visitor Evaluation and  Satisfaction 


	Review of Methods and Approaches

	10.15-10.30
	Discussion of Experience Design Case Studies
	Case Discussion 

	10.30-11.00 
	Coffee / Tea Break
	

	11.00-11.45
	Appreciating the Total Visitor Experience –  identifying winning experiences from delegates

	10 minute presentations from Delegates on one element of their experience which is rated most strongly by businesses

 

	11.45-12.00
	Discussion and Break 
	

	12.00-13.00
	Appreciating the Total Visitor Experience –  identifying winning experiences from delegates


	10 minute presentations from Delegates on one element of their experience which is rated most strongly by businesses



	13.00-14.00
	Lunch
	

	14.00-14.30
	Review of Presentations
	Networking, Informal questions and answers

Delegate Feedback

	14.30-15.00
	Evaluation and Feedback
	Instruction / Evaluation  – Ann Hartl


Case Study Examples and illustrative references will be drawn from the following:
ASDM

Arizona Sonora Desert Museum

BZ

Bronx Zoo

BM

British Museum, London, UK

BMFA

Boston Museum of Fine Arts, USA

BCM

Boston Children’s Museum, USA

CHG

Chatsworth House and Gardens, UK

DAK

Disney Animal Kingdom

IMWN
The Imperial War Museum, London, UK
IMWMN
The Imperial War Museum of the North, Manchester

MG

Merlin Group

MOMA
Museum of Modern Art, New York

MM

Metropolitan Museum of Art, New York, USA

MNAP

Museum of the Native American Peoples, Washington DC, USA

NHM

Natural History Museum, London, UK

NTS (12)
National Trust for Scotland – Leading 12 Attractions

SDWAP
San Diego Wild Animal Park, USA

SFD

The Sixth Floor, Dallas, USA

TM

Tate Modern, London, UK

USHMM 
United States Holocaust Memorial Museum, Washington DC, USA

ZZ

Zurich Zoo, Switzerland
In addition other international attractions will be referred to.

Assignment 

In the form of a short management presentation (10 minutes)  please respond to the following questions

1.0 
Provide a brief summary of an aspect of interpretation in your attraction that is particularly successful and popular with visitors and explain why this is the case.
2.0 
Detail the type of technology and interpretation materials considered

3.0 
Provide an estimate of the amount of dwell time visitors spend on this exhibit and the nature of visitor attracted (e.g. children, all visitor types etc.)

Assessment Criteria and Objectives 

The aim of the assignment is for delegates to provide a practical and technical example of interpretation that works. 
To explain why this is the case and to see if a pattern begins to emerge in relation to technological input, interpretative ‘success’ and visitor appeal.
To allow participants to feedback knowledge and expertise amongst peers and to engage in informed debate.

To build application of course content within a short time and in order to help drive tangible returns.
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