	Memorandum
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	Corporate Strategy analyst

	From:
	James Bender

	Subject:
	Demand, costs, and pricing at  Glen Jean Theme Park
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Background:

The marketing department has extensively researched the habits of visitors to the Glen Jean Theme Park. Our customers are between the ages of 15 and 30, mostly from middle income to upper middle income brackets. The theme park has 10 individual attractions that visitors can enjoy.

 I have plotted from surveys daily demand data for the individual attractions for a typical customer who frequents the theme park. Spreadsheet is attached with the customer demand data. Note that the price (P) column gives the various prices that could be charged for each of the 10 individual attractions. The quantity (Q) column provides the number of attractions the customer would visit at these prices.

For example, if the price is set at $4, the typical customer would visit 5 attractions. This could mean that the customer visits 5 different attractions once or visits the same attraction five times. Because it is possible to go to the same attraction multiple times, the actual number of possible visits exceeds the number of attractions. That is why, at a price of $2.95, the number of attractions visited is 12, which is larger than the actual number of attractions at the park.

A visitor generally comes to the Glen Jean Theme Park for the whole day. Because the typical visitor spends about 30 to 35 minutes at each attraction, the maximum number of purchases by a customer is unlikely to exceed 16 on any given day.
Glen Jean Theme Park's cost structure suggests that most of the park's costs are fixed. However, variable costs are associated with each attraction. Variable costs are mostly linked to ticketing, controlling entrance and exit to the individual attractions, and keeping the facilities clean and attractive as the number of visitors increases.

The operations department tracks cost data for each attraction. Although the total variable cost increases as the number of customers increases, the average variable cost, or variable cost per customer, has remained relatively constant at $2.80 per customer for each attraction. The marginal cost, or the cost of one more visitor to an attraction, is also $2.80.

As has been the practice since the theme park opened, there is no charge to enter the park. However, each attraction is individually priced. Currently, the charge for an individual attraction is $3.70 per visitor.

This charge may sound low, but given the cost structure of Glen Jean, and the marketing department believes this price is appropriate and that it maximizes profits for the theme park. At a price of $3.70 per attraction, the typical customer will visit seven attractions and spend $25.90.

Interview with James Bender, Director of Marketing

Only theme park within a 50-mile radius, and our attractions are different from attractions in other theme parks. Glen Jean is a business with pricing power, and we use that power effectively.

Current pricing practices at G.J. are no different than those at other firms with pricing power. The basic pricing rule says that profit-maximizing firms should set price in a way that marginal revenue equals marginal cost. Since our marginal cost is $2.80 per customer, we should try to induce a typical customer to visit the number of attractions necessary to make marginal revenue equal to $2.80 also.

The price per attraction should be consistent with this outcome, so we should charge $3.70. At this price, market research shows our typical customer will visit seven attractions. Revenue collected per customer will be $3.70 times seven, which is $25.90, and given our cost structure, this revenue will maximize profits.

Recommend that current practices be continued without change

Interview with Bob Radcliffe, CEO

I've reviewed the market research, and I agree with Jim—up to a point. Yes, the price per attraction should be set so that marginal revenue equals marginal cost. So the price of $3.70 is correct and should be continued. But there are alternatives that would give us larger revenues and profits.

I am thinking of the two-part pricing strategy. Charge clients a fixed fee, which gives them the right to use the products. Then   charge clients another fee based on actual usage.

If we accept Jim's recommendation and charge $3.70, we are giving our customers a substantial break. Look at our estimated demand data for the theme park attractions.

Suppose our typical customer could go to only one attraction: the customer would be willing to pay $4.60. By charging $3.70, Glen Jean is leaving a surplus of 90 cents—almost a dollar in potential added revenue. We're leaving money on the table! Instead, we should try to capture the surplus by charging a fixed fee to enter the park.

I don't think an appropriate entrance fee will affect demand because the fee will equal what customers are willing to pay over and above the $3.70 per attraction. We just have to figure out the exact fixed entrance fee. I recommend an alternative pricing strategy that includes a fixed entrance fee and a price of $3.70 for each attraction

Interview with Nell Richards, Vice President

I'm inclined to side with Bob. We should consider the idea of a fixed entrance fee in addition to a charge for each attraction. I'm not sure we should stick to the $3.70 price, though. It seems to me that there are certain tradeoffs involved. Perhaps we could reduce the price per attraction below $3.70 but in exchange increase the fixed entrance fee.

Suppose I take Bob's argument one step further and suggest we drop the price for an individual attraction to $3.10. Looking at our estimated demand data, the surplus generated for the typical customer who visits one attraction is equal to $4.60 minus $3.10, which is $1.50. This surplus is larger than the surplus if the price were left at $3.70. Let's say we drop the price per attraction and offset the lost revenue by charging a larger entrance fee to the park.

By dropping the price per attraction to $3.10, we increase the number of attractions visited to 11, which increases revenue. And because the price per attraction is still larger than the marginal cost, profits should also increase.

I favor taking a serious look at Bob's suggested approach. We need to determine the optimal fixed entrance fee and price per attraction. This should tell us if our current pricing practice should be continued
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The marketing department has extensively researched the habits of JetSetter customers.

We will send you a spreadsheet that contains demand data on consumer maximum willingness to pay (reservation prices) for two sets of packages:

(1) Bundles at Odyssey Isle for golf, luxury, and family options.

(2) The Big Apple Platinum package.

