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Theme parks are considered part of the hospitality industry. Other sectors of this industry have evaluation systems, well established and reliable, so it makes sense that theme parks do as well. Building a theme park evaluation system means understanding why attributes on the survey in other sectors were chosen. The research, Milman (2009) says, does not exist. This article, then, presents its goals: 1. Identify product-based attributes found in the hospitality industry that could be applied to theme parks in an evaluation system; 2. Rank the importance of the chosen product-based attributes for theme park guests; 3. Narrow those attributes to a reasonable number on the survey; and 4. Look at the response differences between out of town guests and locals to a theme park.
The article points out that there are few studies that illustrate why attributes of a hospitality industry survey are chosen, while there is much research on evaluation attributes of products. Their goals helped to clarify why certain attributes can be put on a survey; this why came from their study, which included asking guests open-ended questions about their experience, grouping into common attributes, and then ranking those by importance for those guests. Finally, the study winnowed down the attributes to a list that is not overwhelming for guests to fill out.
As I read this article from 2009, I wonder if more advancements have been made in theme-park surveys and the choosing of attributes is more deliberate. Certainly in 2026 theme park brands have much more visibility in the world which has to be managed by the theme park. Part of the management is understanding how guests think. Surveys are a great way to understand how guests think.
While we do offer products that are part of the overall guest experience, those intangible services are just as important. Theme parks have stepped up their game in their guiding principles for both kinds of services. Disney, for example, has the 5 Keys and the Guest Service Principles. These are important to Disney, and so it seems like this is a good place from which to derive guest experience survey attributes. While it is important to know what guests are looking at, the angle of this study, theme parks should also consider what is important to them. A 365-day a year horror experience-based theme park would not, for example, worry about ‘family friendly environment’ as an attribute. Theme parks can take their stated guiding principles and turn those into attributes for a survey.
I appreciate the study of guest service, and this article showed what is necessary for a survey for guest experience. I hope there is more out there about these kinds of surveys, and I intend to study this survey science more. 
