
Operational Review 

The timely completion of the 
region’s first integrated theme park 
destination was our primary focus 
for the first nine months of 2016. 
Aside from the demanding task 
of managing over 40 contractors, 
thousands of workers, and rides 
being delivered from across the 
globe, the Company began its 
transformation from developer  
to operator as we geared up for 
DPR’s Grand Opening in the final 
months of the year. 

Almost as Phase I of the 
construction project was nearing 
completion, we announced the 
start of construction of the AED 
2.6 billion Six Flags Dubai, the first 
Six Flags branded theme park in 
the region, and set to occupy an 
area of 2 million square feet by  
the time it opens in late 2019. Six 
Flags is one of the region’s most 
recognised theme park brands and 
we expect that it will boost DPR’s 
appeal as a must-visit destination. 

Turning to the rebranding of Dubai 
Parks and Resorts PJSC to DXB 
Entertainments PJSC in mid-year, 
this was a strategic decision to 
separate the existing Dubai Parks 
and Resorts destination from the 
wider corporate entity, and supports 
the Company’s long-term vision to 
redefine the region’s leisure and 
entertainment sector. The change 
in brand is a clear statement of our 
intent to grow beyond our existing 
DPR destination, while keeping open 
the door to future expansion and 
other ventures beyond Dubai. 

We have attracted a team of 
theme park experts, the best 
entertainment professionals, young 
individuals pushing the boundaries 
of technology and entertainment, 
and a sales and marketing team 
with vast experience. The 
immediate focus for everyone is 
the successful management of 
Dubai Parks and Resorts, delivering 
an experience to our visitors that 
scores high customer satisfaction 
rates as well as ramping up our 
visitor numbers from international 
tourists visiting Dubai. 

Launch Spectacular 
In the lead-up to the opening of 
the first theme park on 31 October 
2016, the Company was focused 
on hiring and training theme park 
staff, integrating our complex IT 
infrastructure to support multiple 
gates and offerings, as well as our 
sales and marketing efforts. 

Annual pass sales for  
LEGOLAND® Dubai were 
announced in February 2016, 
followed by MOTIONGATE™ 
Dubai and Bollywood Parks™ 
Dubai in April 2016. The launch of 
sales coincided with the launch of 
a new dubaiparksandresorts.com 
website, which focuses on  
the consumer market, and the 
rolling out of our first consumer 
marketing campaigns. 

In August we launched our official 
theme song, ‘All the Wonders  
of the Universe’, composed by  
the legendary Academy Award 
winner Alan Menken, an American 
film composer and pianist. The 
song tells the story of joy, laughter 
and amazement coming together 
at Dubai Parks and Resorts. 

TOWARDS FULL 
OPERATIONAL  
STATUS 

Six Flags Dubai

   AED 2.6 bn
As Phase I of the construction project 
was nearing completion, we started 
construction of the AED 2.6 billion Six 
Flags Dubai, the first Six Flags 
branded theme park in the region, 
which will open in late 2019.

Official theme song

In August we launched our 
official theme song, ‘All the 
Wonders of the Universe’, 
composed by the legendary 
Academy Award winner Alan 
Menken, an American film 
composer and pianist.
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Annual passes

Annual pass sales for  
LEGOLAND® Dubai were 
announced in February 2016, 
followed by MOTIONGATE™ Dubai 
and Bollywood Parks™ Dubai in  
April 2016.

31 October 2016

Company moves into 
operational phase as 
LEGOLAND® Dubai  
and Riverland™ Dubai  
opened 31 October 
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Along with the destination’s 
brand ambassadors, Luna and 
Nova, the song was used in a film 
showing DPR’s many different 
elements, which was released  
on social media channels and  
on Emirates Airlines’ ICE 
entertainment system to build 
anticipation for the opening. 

The destination was officially 
inaugurated by His Highness Sheikh 
Mohammed bin Rashid Al 
Maktoum, Vice President and 
Prime Minister and Ruler of Dubai, 
on 18 December 2016. The gala 
event was attended by more than 
1,500 guests, including members 
of the Dubai ruling family,  
local dignitaries, sponsors and 
business partners, as well as 200 
international media representatives. 
It provided a fittingly dynamic 
finale to a remarkable year. The 
opening of a multi-gate resort is an 
achievement on a global scale and 
we were very proud to have the 
event widely covered in both local 
and international media outlets. 

The Grand Opening proved key  
to positioning the destination. Its 
key message was our focus on a 
family-friendly offering with a fresh 
approach to entertainment suitable 
for all age groups and nationalities. 

We experienced an uptick  
in awareness of DPR and its 
theme parks post-launch, as 
visitors and potential visitors  
alike were exposed to our 
increased media coverage  
and marketing campaigns. 

Focusing on the  
Guest Experience 
We have built a destination that 
aims to serve both the UAE 
residential market, as well as 
international visitors living within  
a four-to-eight hour flight from 
Dubai. Each park and attraction has 
been hand-picked to suit all age 
groups and nationalities within our 
catchment area, with over 100 rides 
and attractions across DPR’s three 
theme parks and one water park. 

LEGOLAND® Dubai and the 
LEGOLAND® Water Park are 
globally established brands that 
use the popular LEGO® bricks  
to deliver entertainment and 
education for families with children 
from the ages of 2 to 12. Bollywood 
Parks™ Dubai has been created  
to appeal to Bollywood fans from 
across the globe by showcasing, 
for the first time, popular 
Bollywood movies within a theme 
park setting. MOTIONGATE™ Dubai 
is our flagship park, where 
characters from 13 popular 
Hollywood movies from Colombia 
Pictures, DreamWorks, Lionsgate 
and The Smurfs come to life. 

In the operational period 31 
October 2016-31 December 2016, 
DPR attracted more than 320,000 
visits. For many visitors it was 
their first theme park experience. 
While we were still not fully 
operational, the quality of the 
destination as a whole has been 
well received. 

In December we invited UAE 
residents to celebrate the 45th 
UAE National Day weekend at 
DPR, with the launch of an annual 
offer that will celebrate UAE 
National Day with a limited number 
of tickets priced equivalent to the 
anniversary year. We offered 4,500 
#DPRNationalPride tickets at AED 
45 per person per park for the 
three-day weekend, and sold out 
in less than two hours. 

We also launched the DPR App, 
which is part of our collaboration 
with Etisalat, our telecoms 
partner. We are working with 
Etisalat to integrate this into our 
Smart Park initiative, so visitors 
can enjoy a seamless experience 
once in the parks. Together, we 
are leveraging the capabilities of 
the UAE’s telecoms infrastructure 
and digital technologies, to create 
an interactive guest experience 
and to enhance the country’s 
Internet of Things (IoT) 
ecosystem in support of Dubai’s 
‘smart city’ vision. 

Operational Review continued

 18 December 2016

More than 1,500 attended the  
official inauguration, including the  
Dubai ruling family, local dignitaries, 
sponsors and business partners,  
and 200 international media 
representatives – a fitting finale  
to a remarkable year.

 323,489
Number of visits to DPR  
in our first two months  
of operation.
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While still in its infancy, the aim is 
for future roll-outs of the App to 
provide innovative services to our 
guests that will enhance their 
experience, both in the parks and 
when planning their visit. 

As a family-friendly destination  
we are working on ensuring that 
we meet expectations across our 
offerings. At the Lapita™ Hotel  
we have areas and experiences 
targeting our younger guests such 
as a lazy river, kids’ club and child 
check-in areas. Providing live 
entertainment is another key 
focus. With over 400 performers 
across our stages, in addition to 
the well received Jaan-e-Jigar 
show at the Rajmahal Theatre in 
Bollywood Parks™ Dubai, we will 
continue to add more shows and 
line-ups to suit visitor tastes. 

For our guests, a year of discovery 
lies ahead. We will build on the 
knowledge that we believe we 
have got the product right to drive 
repeat visits and to encourage new 
visitors to Experience Amazing  
for themselves. 

With the guest experience as our 
core focus, we will experiment with 
different operating hours for the 
parks to ensure that we meet our 
customers’ expectations. We will be 
an organisation that learns, is willing 
to listen, and is prepared to adjust 
in trying to meet our customers’ 
expectations. We will continue to 
assess guest feedback to ensure 
that our guest satisfaction KPIs 
are met and to explore alternative 
ticket packages and retail products 
to suit their needs. 

Meeting – and Setting – Standards 
Having completed the 
development and construction  
of a unique 25 million sq ft leisure 
destination, we are now taking  
the lessons from that process and 
applying them as operators, on a 
number of levels. 

We are collaborating with each  
of the park operators to manage 
operating hours, staff training  
and meeting health and safety 
standards around the rides, food 
and beverage and much more. 

We continue to work with the 
park operators to minimise 
downtime caused by technical  
or mechanical issues. Safety  
and security are paramount.  
We have adopted the most 
stringent European standards to 
ensure compliance, and undergo 
certification by third-party 
inspectors, which extends even  
to play areas. Annual certification 
covers technical, operational, 
evacuations, and also includes  
the cross-training of personnel  
to work in different attractions. 

To forge a consumer identity for 
DPR, and for the individual parks, 
we embarked upon an ambitious 
programme to benchmark  
our service standards against 
those of the major players in the 
market. We have crafted a suite  
of ambitious KPIs to track, for 
example, guest satisfaction, 
safety/security issues, staff 
attrition, and technical compliance 
to support this goal. 

While last year was about putting 
the foundations in place, and 
implementing the DPR way of 
doing things, the task ahead is  
to manage, learn and grow. Agility 
and adaptability will be key to  
our success. 

Unique Strengths,  
Rich Experiences 
Launching a new industry in the 
region demands many things, but 
key among these is the need to 
educate a wide spectrum of target 
audiences – consumers, the travel 
trade, media, tourist associations –  
to build a better understanding  
of theme parks and in particular 
what DPR has to offer. 

During 2016, we focused our 
international sales and marketing 
efforts at some of Dubai’s key 
inbound tourism source markets. 
We signed agreements with 
leading representation companies 
from India, GCC, UK, China, 
Germany, and West Africa. These 
partnerships aim to embed a DPR 
presence in these key tourism 
markets and to raise awareness 
among holiday-makers about the 
destination’s unique experiences 
and packages. 

Our visitors in 2016’s short 
operational period were 
predominantly drawn from the 
resident market, with 33 percent 
of ticket sales achieved at the 
gates and 41 percent online. Only 
5 percent of ticket sales were 
generated though our partner 
tour operators. 

 4,500
To celebrate the 45th UAE National 
Day, we offered tickets priced to 
match the anniversary year – 4,500 
tickets at AED 45 per park for the 
3-day weekend sold out in 2 hours.

DPR App
In collaboration with Etisalat, the  
DPR App is planned to create an 
interactive guest experience and 
enhance the country’s Internet of 
Things (IoT) ecosystem, in support  
of Dubai’s ‘smart city’ vision. 

 400 

With over 400 performers on  
our stages, and the successful 
Jaan-e-Jigar show at the Rajmahal 
Theatre in Bollywood Parks™ Dubai, 
we will keep adding shows to  
keep our visitors entertained. 
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This reflects both the anticipation 
of the resident market, which has 
watched the destination being 
constructed over the past few 
years, and an expected ramp-up 
in international visitor awareness 
as tour and travel operators  
start marketing the destination  
to their customers. 

Our initial projections suggest that 
visits to the parks will be driven 
largely by international tourists,  
so a key focus of 2017 is to ensure 
that we work with our partners  
to reach this key target audience. 
Accordingly, there will be a 
continued emphasis on educating 
intermediaries, particularly the 
travel trade, on how Dubai is now 
a global theme park destination 
with DPR as its core offering. 

There will be an ongoing 
commitment to consumer 
education. Even though most 
consumers are familiar with the 
theme park concept, we will 
continue to use a variety of  
sales and marketing techniques  
to reinforce DPR’s uniqueness.  
The importance of word of  
mouth, particularly in local and 
regional markets, to convey the 
sense of excitement, scale and 
quality of the development will 
not be overlooked. 

To encourage repeat visitation,  
we aim to leverage off our unique 
intellectual properties to develop 
seasonal events and festivities for 
residents and tourists alike. In 2016, 
we launched our UAE National Day 
celebration as well as the ‘Festive 
on the River’ event to celebrate 
the December holiday season at 
Riverland™ Dubai. The common 
strand is a continued emphasis on 
family and novelty. Our objective 
is to forge a strong association 
between DPR and key events in 
the calendar – National Day, Eid, 
Chinese New Year, Diwali, New 
Year’s Eve, Halloween etc – and to 
position DPR as a top destination 
for annual family celebrations. 

We will continue to position DPR 
as a family-friendly destination 
with a focus on delivering 
memorable experiences. Our 
ability to host visitors in the 
comfort of our on-site, family-
friendly Polynesian-themed 
Lapita™ Hotel gives us a unique 
selling proposition. We will use 
this in our marketing to encourage 
multiple visits by guests planning 
to stay for two or three days. 

We are also prepared for a sea 
change in what has been a 
traditional media market: online 
purchasing is coming into its own. 

The launch of the 
dubaiparksandresorts.com 
consumer website has 
demonstrated that consumers  
are prepared to buy online and  
we will capitalise on this. We 
expect to see the online market 
accelerate rapidly and away  
from the ‘billboard’ approach. 

Further familiarisation trips by 
international tour and travel 
operators, in cooperation with 
Dubai’s Department of Tourism 
and Commerce Marketing, will 
enhance this cascade effect. 
Roadshows and attending major 
international travel shows will  
be another important channel, 
with the emphasis once again  
on promoting Dubai as a family-
friendly destination. 

Visitors only begin to realise the 
scale of DPR once they arrive at 
our gates. We intend to instil the 
wow factor that DPR is greater 
than the sum of its parts, a diverse 
offering that is unlikely to be 
replicated anywhere else in the 
world. Unique strengths and rich 
experiences await, for people of 
all ages and from all walks of life. 

Operational Review continued

Key events 

In 2016 we launched our UAE National 
Day celebration and the ‘Festive  
on the River’ event to celebrate  
the December holiday season at 
Riverland™ Dubai. We emphasise 
family and novelty, building a strong 
association between DPR and key 
events – National Day, Eid, Chinese 
New Year, Diwali, New Year’s Eve, 
Halloween, etc.

30    |  DXB Entertainments Annual Report 2016



Visits breakdown (by category)

	Online	 41%

	Walk-in	 33%

	Tour	operator	 5%

	Others	 21%
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