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INTRODUCTION 

I. MISSION, VISION, VALUES 

Busch Gardens is just one of the 10 parks owned by Sea World Parks and Entertainment, 

formerly known as Busch Entertainment. Sea World Parks and Entertainment’s mission as stated 

by public relations practitioner, Jill Revelle, is summed up in one word: quality. She explains 

that quality is strived for in every aspect of the company including quality of the guest 

experience, quality of animal care, and quality of the rides and attractions. Busch Garden’s own 

vision is to add to life’s enjoyment through all of its products, services and relationships.  

Sea World Parks and Entertainment values the conservation of wildlife and spends a 

great deal of effort on rescue and rehabilitation. Recently, SeaWorld’s Turtle Rescue Team has 

been working to clean and de-oil sea turtles affected by the oil spill in the gulf. Sea World Parks 

and Entertainment is involved with the following conservation efforts: the National Wildlife 

Federation, the World Wildlife Fund, and the SeaWorld & Busch Gardens Conservation Fund. 

With each purchase of a child’s SeaWorld ticket, $5 goes to one of the three non-profit 

organizations.  

Sea World Parks and Entertainment encourages kids to play outside more 

and develop a love of nature. The company provides financial support to 

the National Wildlife Federation with proceeds from its children’s 

magazine Ranger Rick and programs including the Great American 

Campout.  

 

 

Sea World Parks and Entertainment encourages donations to the World 

Wildlife Fund. This organization works to combat threats to arctic wildlife 

such as polar bears, seals, and puffins.  

 

 

 

 

Contributions to the SeaWorld & Busch Gardens Conservation Fund go 

toward the rehabilitation of ecosystems destroyed by natural disasters. 

 

II. STRUCTURE  

The structure of the communications department begins with the 
corporate vice president of marketing. Under the marketing vice president, 



the senior director of communications oversees three communication branches. Each branch is 

headed by a director. The public relations team deals with media relations and publicity. The 

public affairs team deals with reactive questions that the company may be called upon to answer. 

The third branch deals with digital and lifestyle applications including facebook and other online 

assets. The directors are then followed by senior managers, after which the representatives and 

coordinators come in.  

 

 

III. TIMELINE 

 

Busch Gardens           Busch Entertainment     Blackstone Group buys Busch Entertainment  

Opens in Tampa                is Formed               and changes the name to SeaWorld Parks &                               

         Entertainment 

         1964                                  1989                 2009 

       1959                                1979                                     

 

The First SeaWorld        Busch Entertainment  

Opens in San Diego     acquires Sea World, Inc.  

 

 

 

IV. THESIS STATEMENT 

The following pages explain the traditional media used for Busch Gardens’ public relations 

as well as relatively new media efforts. The paper will go into detail about the challenges new 

media creates for public relations and the importance of internal communication. THESIS: 

Public relations at Busch Gardens has evolved due to technological advances and the creation of 

social media.  

 

 

 

 

 

 



Organization Structure 

Corporate Vice-President 

1. Oversees all marketing efforts for all 10 parks and all three branches of 

communication at Busch Garden. 

 

                                   Communication Branches 

1. Director of Public Relations 

 Oversees media relations 

 Promotions 

 Publicity of events, new attractions, concert series, etc. 
2. Director of Public Affairs 

 Oversees Government affairs 

 Human Resources issues 

 Public policies 

3. Director of Digital and Lifestyle 

 Oversees all four Social media sites 

 Facebook, Twitter, Blog and official website. 

Then under the directors of all three branches, the company has senior managers such as Jill who 

handles Public Relation media efforts and is the administrator for Busch Garden’s Facebook 

page. 

Demographics 

Sea World Parks and Entertainment is a collection of 10 parks that include Discovery 

Cove, Aquatica, Sea World, Water Country USA, Adventure Island, Sesame Place and Busch 

Gardens. When talking about Busch Gardens specifically, they are a very local park; it means 

that the majority of visitors that go there are local residents. They live close by, they go several 

times a year and a lot of them take advantage of the one-year annual pass. Overall, Busch-

Gardens tries to reach out to mothers because they usually are the vacation planners. “If so we 
can convince moms that they want to visit a Florida park, then the rest of the family usually 
follows suit.” 

However, it also depends on what the attraction is and the event they have on a 
particular day. For example, if they were opening a new rollercoaster then they would 
target a different audience such as young adults and thrill-seekers. For a product like Howl-
O-Scream they target other groups like families, young adults, couples, etc. 

Since Busch Gardens is geared towards locals, the company tries to reach out into 
the community in different ways. Busch Gardens is a member of Tampa Bay and Co., the 
St.Pete Convention Visitor’s Bureau, and Orlando CVB. They are also members of Visit 
Florida that has media efforts all over the world. The company also has what is called CMT 
program. CMT program or Contemporary Marketing Team is an outreach team located in 
Tampa and Orlando. They make sure hotels have the flyers and information needed to sell 
the products. They also have members of the team go to concerts and Rays’ games who 
hand out beads, koozies, and talk to potential guests about what’s going on in the parks. 



“You know the whole point of marketing is to reach people wherever they are.” WHO SAID 
THIS??  

Busch Gardens’ target market might be geared more towards Florida residents, but 
Busch Gardens still offers a range of different deals based on a customers’ travel needs and 
expenses. Below are two tables that show the different types of package deals offered for 
Florida and Georgia residents (table1) and out of town visitors (table 2).  

Table 1- Discounts for Florida and Georgia Residents  

 

 

 



Table 2- Discounts for Out of Town Visitors 

 

 

Media Relations efforts, media used 

 Press Releases 

 VNR’s 

 B-roll 

 Some photos 

 Social Media including Facebook, Twitter. 

 Blogs 



The way Public Relations practitioners communicate to their publics has changed the last few 

years with the boom of digital and social media sites. What were called the fundamentals of PR 

such as Press Releases, VNR, etc has changed. With social media sites such as blogs, Facebook 

and Twitter, now Public Relation practitioners can directly reach their audiences instantly. The 

fundamentals of PR communication tools have become secondary because with modern digital 

media practitioners can now interact directly with their publics and receive immediate feedback. 

“Yes we are going to service our media, yes we are going to send that photo to the daily 
papers with a cut line and hope that they run it, but that almost has become secondary, that 
as long as we can push it out directly to our fans, and that’s a good way to look at it.” WHO 
SAID THIS?? Back then when we didn’t have the advantage of digital media sites; the media 
would act as an intermediary to the public, kind of like a proxy system, and that is 
sometimes good and not good because the messages are uncontrolled and the news people 
can change the content and context of the original message. With digital media it’s easier to 
control the message so that target publics receive the original meaning and intent.  

Busch Garden’s social media sites 

1. FB account: http://www.facebook.com/BuschGardensTampaBay?ref=ts 

2. Twitter account: https://twitter.com/BuschGardens_VA 

3. Busch Gardens Blog: http://buschgardensva.wordpress.com/ 

 The Facebook account has more than 46,000 fans, and so this makes it easier and more 

convenient for practitioners to reach their publics directly and hear their feedback. What fans 

like, don’t like and their concerns are key determinants in shaping future media and marketing 

strategies. Once practitioners realize the concerns of their fans they can then react to their 

comments, and interact directly with them; however, this is not the only advantage. Busch 

Gardens also uses their Facebook account to post photos from events, and publicize new 

programs, events and attractions. “The entire dynamic of what PR is has completely shifted 
and with that the tools we used have shifted as well.” 

With blogs, the messages are controlled completely; what they look like, how long, what 
words need to be used, etc… 

Digital media disadvantages 

1. More people to deal with directly  
2. Rules have changed 

      “Those same portals of digital communication have opened up the world of journalism 
to a lot more people.” WHO SAID THIS?? This means that dealing with more people can 
become more difficult because now, instead of dealing with five TV stations and two 
newspapers in the Tampa Bay Area, they PR practitioners have to deal with five TV 
stations, two newspapers and thousands of bloggers and fans directly.  

      It also means the rules have changed because everything happens instantly. If 
something bad happens in one of the parks, the news of that event will be on blogs, 
websites, facebook, etc within 5 minutes, sometimes creating rumors or false accounts of 
what actually happened.  We have to remember that anyone today can access the Internet. 

http://www.facebook.com/BuschGardensTampaBay?ref=ts
https://twitter.com/BuschGardens_VA
http://buschgardensva.wordpress.com/


This is a concern because a lot of bloggers are just regular people who do not operate 
under the same guidelines and rules as journalists and public relation practitioners are 
used to following. “With a professional reporter we can usually be guaranteed at least a 
“heads up” if they are going to publish something.” WHO SAID THIS?? When practitioners 
like Jill at Busch Gardens are dealing with those types of bloggers, it becomes a very 
difficult situation because they have to try to invalidate those rumors and restore their 
affected publics’ view of the company. A controlled counter-message is very hard to deliver 
when a large number of people is posting rumors throughout a sizeable region. 

Organization’s Internal Communication  

 Internal communication between a corporation and its employees is very important 
for Busch Gardens because they are the ones who deal directly with the public. It’s 
important for employees to be happy and informed of everything that is going on with the 
company so that they can transmit that information to the public. At Busch Gardens, the 
Human Resources department handles internal communication.  They produce a weekly 
newsletter called the Busch Gardens Bulletin in which employees can read-up on the latest 
company updates and information. Again, employees are the ones dealing with the public 
directly so it’s very important that they have the same information as everybody else. This 
ensures that they will be able to provide various publics with accurate and important 
information upon their inquirers. Busch Gardens knows how important and valuable their 
employees are and that’s why they make sure they are always ready. If an employee 
doesn’t know what’s going on or doesn’t have all the information necessary to share with 
guests, consequently, angry reactions and comments that damage the reputation of the 
company ultimately result. 

 

PR Tactics vs. Other Forms of Communications 

 Each branch that makes up the communications team at Busch Gardens has their 
own tasks to perform when a new attraction is built or a new campaign is set. According to 
Jill, “Of all of the arms of marketing, you know, you’ve got sales, you’ve got advertising, 
you’ve got promotions, you’ve got events, and then you’ve got us in PR. We PR people are 
probably the arm that can be the most nimble and can change direction the quickest if 
conditions change.” For example, Busch Gardens offered a free ticket to visit their parks for 
any traveler that got stranded in Florida due to the volcanic ash that clouded the skies back 
in April.  

 This is where the nimble arm of PR takes advantage over the other forms in the 
marketplace such as advertising and promotions. Due to the untimely nature of this event, 
there was no time to create a television ad or enact promotions with Pepsi, which is one of 
Busch Garden’s main sponsors. Instead the PR department was able to, through Facebook 
and Twitter, launch a mini campaign that offered qualifying guests free park admission. 
Through interactive digital media, Busch Gardens’ PR department was able to run an 
effective last second promotion on a whim.  

 



Research Methods 

 It seems the growing trend for research is incorporating these new forms of digital 
media to receive instant feedback from the public; however, Busch Gardens still relies on 
traditional forms of research such as focus groups and surveys. Focus groups are 
conducted to get opinions on ideas for upcoming TV commercials. Participants will view 
two different ideas and choose which one they think is best. Busch Gardens will also 
conduct a focus group not only for upcoming ideas but also to review examples they’ve 
done in the past.  

 These methods are classic but take time to organize and evaluate. Jill explained the 
benefits of social media in the interview, “Facebook has become a great way to do things 
instantaneous, a straw poll if you will, whether it’s what did you think of the concert last 
weekend, or give two options for a new menu item, which one would you choose?” An 
example of the immediate feedback that can be provided through these channels of 
communication is the sister park of Busch Gardens Tampa Bay, Busch Gardens 
Williamsburg. Last year Busch Gardens Williamsburg opened a Christmas Town event 
which included performances, shopping, dining and other holiday experiences. On opening 
weekend of the event, visitors posted feedback on Busch Gardens Facebook about lighting 
issues and queuing issues with a particular display of penguins. By next weekend, Busch 
Gardens corrected these issues and received instant feedback from their guests about how 
great it was that they listened to the public and corrected the issues immediately.  

 

Strategic Differences Among Communications Platforms 

 When new marketing plans or new attractions are introduced at Busch Gardens 
each communication platform sits down together and figures out how each branch will 
address it. For example the rollercoaster Sheikra was opened in May of 2005 and each 
branch of marketing sat down and found different ways to deal with this new attraction 
and how to draw attention to it. This is how each team addressed the opening of the 
rollercoaster: 

Advertising  

 TV Commercials  
 Print Advertising for Newspapers and Magazines 
 Radio Commercials  
 Web Banners/Online Advertisements 
 Flyers 
 Table Tents/Restaurant Advertising 
 Logos/Color Scheme  

 Advertising was in charge of creating the brand for this particular rollercoaster and 
pushing it through as many advertising channels as possible.  

 



Public Relations 

 Media Day 
 “Dive Live” 
 Interviews 
 International Journalists 

 

 Dive Live was a promotion for the opening of Sheikra where they mounted a camera 
on the front of Sheikra for a news broadcast.  

Promotions 

 Pepsi vs. Mountain Dew 
 Shopping Malls 
 Event Planning 

 Busch Gardens decided to go with Mountain Dew instead of Pepsi because Mountain 
Dew was considered to be an edgier product than traditional Pepsi.  

 

Crisis Communications 

 “Crisis communications is obviously something where the duty is shared not only 
with PR but with our community affairs and public affairs team.” Busch Gardens seems to 
tackle the crisis head on when dealing with difficult situations. Back in February a trainer 
was killed at the park when an Orca dragged her under the water and eventually drowned 
her. Instead of the typical clam up and no comment approach that comes with most tragic 
events, SeaWorld went straight to the media and addressed the issue firsthand. SeaWorld’s 
policy is to be open and honest, which is an order that comes down directly from CEO Jim 
Atchison. During a press conference with Jim Atchison, he explained that all killer whale 
interaction with trainers was suspended indefinitely and explained their policies with 
animal training and interaction.  

 In terms of a case study this was the first time that the park had dealt with a crisis 
with media outlets like Facebook and Twitter. As a result, they planned to face the media 
head on and just explain what happened. They took responsibility for their actions and 
started new plans on how to move past the crisis. 

     CONCLUSION 

Overall, the organizational structure of Busch Gardens’ communication strategies can best 
be characterized as complex and integrated. Since there are three major branches of the 
communication department that all have separate duties and responsibilities, it is 
absolutely imperative to have integrated, real-time collaboration and communication 
within the ranks of these channels. The PR team has to be able to effectively communicate 
with the social media team in terms of the way issues and information are to be relayed to 



the target publics. If each branch does not understand the other’s needs and concerns then 
the entire company suffers at the mercy of the unrestricted public eye. The Public Relations 
department not only has to decide the best way to manage a crisis or promote an event, it 
also has to determine the best way to go about doing such. Although each communication 
department has its own particular objectives, all three share the same ultimate company 
goal. It is the duty of each channel to meet that goal while operating within the realm of 
ethics, professional courtesy and company mission. The key for each branch is to meet the 
company goal by collaborating with the other communication branches in order to 
accomplish individual and departmental goals. In turn, the completing of branch specific 
objectives through effective communication with other departments ultimately leads to a 
successful organized communication effort consistent with company goals and missions. It 
is the duty of the Busch Gardens’ PR team to know what the other branches need from 
them and communicate what they need in return. Since there are so many different 
elements of PR, crisis management, promotion, research etc., it is much easier to identify 
the main goal of the campaign and then shape all future actions within those various 
elements around that goal. Ultimately this reduces the need to micromanage and ensures 
that all actions will be in accordance with the department’s purpose. A PR team can always 
come up with a new way of reaching publics in the event of crisis or promotion; however, 
the new idea still has to be grounded in the company’s ultimate goal for that department.          

 

 

 

  

 

 

    
 

 

 

 

 

 

 

 

 



 



 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Interview Transcription 

July 13th 3pm @ Busch Gardens Marketing Office 

0:51-2:14 

Chris Denny: Background information of you and your schooling 

Jill: “Sure, I am the senior management of communications for Busch Gardens and 
Adventure Islands, and uhm actually my training and my background is in Journalism. I 
went to school for journalism and got a degree in print journalism. Mhm also I got a degree 
in Theater, that was kind of my fun degree and worked as a newspaper reporter for several 
years, before I came over here, and had a great time and loved to write and loved working 
with the media but I knew that the kind of advancement that I was looking for was never 
going to be available in a newspaper setting, and so I actually had worked with Busch 
Gardens during their Hollow-scream event. I did it as a side job as one of their characters, 
so I was familiar with the company. I grew up in St.Louis and so I was familiar with 
Anheuser-Busch and with what kind of company they were. When the PR job became open 
here, that seemed like a great combination of media based skills and knowing what makes 
a good story and knowing how to tell a story, how to pitch a story to the media, combining 
that with some of the theatrical background, a lot of animal love on my part, so if you put all 
of that together, doing PR for a theme park, it’s perfect. 

2:14- 2:48 

Chris: Just to clarify, is it Busch entertainment or is it Sea World Parks Entertainment?  

Jill: Know we are Sea World Parks and Entertainment. As a little background on that we 
were Busch Entertainment Corporation while we were under Aunheuser Busch, then it got 
bought out when the switch from Inbed to Blackstone happened and then it became Sea 
World Parks and Entertaiment. 

2:48-4:15 

Chris: Explain mission statement, values that Sea World Parks and Entertainment has as far 
to their the customers and publics 

Jill: One of the greatest things that Sea World Parks and Entertainment stands for is quality, 
whether is the quality of the guests experience that we provide, the quality of care that we 
give our animals and our collections, the quality of rides and attractions that we build and 
bring to the entertainment community, quality is a pillar that we stood when we were 
ansheur busch, and we’ve continued to stand on going on into Sea World Parks and 
Entertainment. Mhm, of course part of that is making sure that our parks are very, varied in 
their attractions. You know, we have one of the world’s largest animal collections, we have 
one of the biggest zoos, we personally at Busch Gardens have one of biggest zoos in North 
America. And then when you take all ten of our parks together we have one of the biggest 
collections of rollercoaster’s and thrill-rides in the world. Our live entertainment knows no 
rival in the theme park industry, and so if you put all of that together and we were really do 



operate on a high level, we expect a lot of ourselves, our guest expect a lot from us and we 
to deliver on that. 

4:15-6:22 

Chris: can you explain the organizational structure of the PR Communications, from top to 
bottom? 

Jill: Sure,  mhm we do have a corporate vice president of marketing who is based in our 
global office in Orlando. He sees, well it was a he haha, that position is currently open right 
now, oversees all of the marketing efforts for all of 10 our parks. Then for communications, 
we are actually divided into three separate branches in our communications teams, we 
have public relations which is of course all of the media relations and is more proactive, 
publicizing our events, our concert series, new attractions, things like that.  Then we have 
public affairs as apart of communications, which is the more reactive arm, that’s 
government affairs dealing with issues such as, you know right now the high speed rail 
issue is question of how is that going to affect theme parks, HR issues that may show in the 
news, hiring, the jobless rates, things like that.  So those more reactive questions that we 
may be called upon to answer, public affairs deal with that.  Then our third branch in 
communications is digital and lifestyle which is something very new for us, that were 
starting to get into, we’re about a year and a half into our digital lifestyle applications which 
of course are our facebook app, twitter, our website, all of our online assets.  So we do have 
a senior director of communications at out global office who oversees all three of those, 
then we have a director of public relations that oversees PR at all of our parks.  WE have a 
director of public affairs and a have a director of digital and lifestyle.  Under the directors 
then we have senior managers like myself , under us there are reps and then there are 
coordinators who are kinda of our base that take care of office work daily, making sure all 
clips files are up to date and media tickets are set up, things like that. 

6:22- 8:25 

Chris: What is your target demographic? 

Jill:  it kinda depends on the park, for Busch Gardens specifically, and you’ll forgive me, it’s 
hard to talk just about Busch Gardens. Well there are a lot of things that happen on Busch 
Gardens and there are a lot of things that happen at the Florida Parks, so the Florida Parks 
would be Busch Gardens, Adventure Islands here in Tampa, and then SeaWorld, Aquatica 
and Discovery Cove in Orlando. So there are parts of my job, parts of my team’s job that are 
very Busch gardens focused and then there are other parts where we all do as Florida’s 
Park initiative.  So as far as who our target audience is, for Busch Gardens we are a very 
local park, we’ve been in Tampa now for fifty one years and a vast majority of our visitors 
are local. They’re close by, they come see us several times a year, and we speak to them in a 
different way than for example Orlando would speak to their target market, which is 
tourists, by and large there are national tourists, international tourists, they’re not 
residents of Orlando, they’re people coming to this area coming for vacation, maybe for a 
weekend or a week. So but here in Tampa we specifically definitely speak to locals. Overall 
we speak to moms, mhm for a lot of our products, moms are usually the vacation planners, 



and if so we can convince moms that she wants to a Florida park, then the rest of the family 
usually follows suit. Depending on what the attraction is, you know for opening a new 
rollercoaster’s, we’d speak to different audience, we maybe looking a t those young adults, 
you know thrill-seekers. For a product like hollow-scream, we’d obviously talk to someone 
very different than if we’re opening, you know Kattonga.  

8:25-10:55 

Chris:  Media relations efforts you use  

Jill:  Well you know it’s funny because, we of course call those the fundamentals, when we 
sit down to write our press plan we have our fundamentals, and what we’re finding is that 
over the last few years, those fundamentals have changed. Mhm when I started in PR 6 
years ago, your fundamentals were press release obviously, some photos, maybe some b-
roll, mhm some kind of VNR that we could send up via satellite, so all our stations could 
pull them down. And when we looked at what we do need to, say we had a celebrity visiting 
the park or a new baby animal, you know, those were the go to steps. Now that has 
completely changed, if we have a celebrity in the park, our first priority might be getting 
photos and video that we can put out in our sea world parks and entertainment blog, and 
then we’d take that blog post and we push it out via facebook or twitter. You know, yes we 
are going to service our media, yes we are going to send that photo to the daily papers with 
a cut line and hope that they run it, but that almost has become secondary, that as long as 
we can push it out directly to our fans, and that’s a good way to look at it. The business of 
PR  used to be a proxy system, PR professionals would talk to the media, the media would 
talk to the public, and we always have that buffer of the media to kinda of get out message 
out there. Which sometimes was helpful, sometimes we wished there wasn’t as much of a 
barricade. Well now in this new era of digital communications, and of facebook, twitter, 
blogs and websites and everything else, PR is finding ourselves more and more talking 
directly to our fans. One of the things that I do as part of my job is that I am the 
administrator for the Facebook page for Busch-Gardens. So it’s me talking directly to 40, 
000 facebook fans, and that could be just reacting to their comments, tracking their 
answers to questions, obviously publicizing our new programs and photos and everything 
else, but the entire dynamic of what PR is has completely shifted and with that the tools we 
used have shifted as well. 

 

10:55-14:55 

Chris: Do you think its easier to communicate through the new models or better to stick to 
the older ones: 

Jill:  Well, I think it’s become a hybrid, and it really does kind of depend. You know it’s 
become easier in some ways in that when we are providing the message to the public, we 
control it completely.  So where as if I do an interview with a newspaper reporter, I’m 
relying on that newspaper reporter to get the information correct, to quote me accurately, 
to type in the prices accurately, and to make sure that they’re really representing whatever 
the news thing is however we want them to represent it. And we didn’t have a lot of control 



over that, there are a reporters, and being a former reporter myself, I would admit it, as 
much as you try to keep your own bias and your own voice out of it, you are depending on 
another person to deliver that message. So when we speak directly to the public we get to 
control the message completely. When we put out a blog post, we control exactly what it 
looks like, how long, what the words are, everything. The downside to that is that those 
same portals of digital communication, have opened up the world of journalism to a lot 
more people, so instead of dealing with a handful of reporters, you know five TV stations 
and two newspapers in town, I now deal with 5 TV stations, 2 newspapers and a 150 
bloggers, who are writing whatever the topic of their blog is. It also means the rules have 
changed, you know when we went from mainly newsparers to mainly TV, we thought how 
news have become a medium, well in shifting to TV to blogs, news have gone from 
immediate to instantaneous. You know if somebody sneezes out in the park, it’s on 15 blogs 
within 5 minutes. And the people writing those blogs, some of them are very professionals, 
some are former reporters who are going to blogging, some are still reporters who are now 
doing a blog as part of their network or newspapers, and some of them are not 
professionals and as such they do not operate under the same guidelines and rules of 
professional journalists that were used to dealing with. With newspapers, we can trust that 
they’re as much as possible dealing with facts instead of rumors. Some of the bloggers are 
happy to deal with rumors, but with a professional reporter we can usually be guaranteed 
at least a heads up if they re going to publish something. We may wish they wouldn’t 
publish it, we may wish that they haven’t gotten their hands on something, but at least they 
give us opportunity to at least respond to it and at least put our two cents in. Some of the 
bloggers if they over hear somebody , thought they heard something, might have seen, it’s 
up to us to play catch up to try to dispel those rumors, to try to control what the message is, 
and its just the name of the game.  It’s the new system we’re dealing with, is it better or 
worst? Hard to say, it makes our job difficult sometimes , because one of PR main jobs is 
that the message that gets out there is accurate, and it’s hard to control a message being 
accurate when there are 200 people out there contributing rumours to the pot. 

 

14:55-16:30 

 

Chirs: Importance of internal communication between corporate and employees 

 

Jill: Employee communication work differently in different parks, at sea world employee 
communication is part of the PR team. So the employee newsletter that comes out which I 
believe is called “making waves” over at Seaworld is actually produced by the 
communications team. Here at Busch Gardens, employee communications is handled by 
HR, so we do have a weekly newsletter called the Busch bulleting that comes out, and even 
though is HR department putting together of course all of the departments contribute to it. 
If I’ve written a press release about Summer Nights, and have some photos to go with it, of 
course I share those with HR and so that’s ready to be disseminated. But of course our 



employees, they’re the ones that deal with our public, so we want to make sure that  just as 
we try to control and make accurate the message that were sharing with the media and 
with our facebook fans, we also want to make sure our employees have that same 
information, so when a guest asks them, “ hey I heard about Summer nights, what’s going 
on?” , that the employees have that information at their fingertips and they’re able to share 
it as well. 

(16:30- 

Q: Explain a little bit about your crisis communication plan and explain a recent crisis you 
have dealt with. 

A: Sure. Um, crisis communications is obviously something that the duty is, is shared not 
only with PR but with our community affairs and our, our public affairs team. Um, a lot of 
people know about what happened back in February with one of our whales at SeaWorld 
uh and that was an interesting, you know the tragedy aside, and it was absolutely a tragedy 
for everybody that knew the trainer and worked with her, there’s just no way to explain 
how that felt for all of us who worked with her. But if you look at is as a case study in public 
relation and public affairs and dealing with the media it was the first time that we had 
facebook and twitter and all those digital tools at our disposal. As a company, I’m really 
proud of how our company deals with crisis. I’ve never worked in PR for another company 
so I really can’t speak to how they do it, but I have worked with it in our company and I 
really like that we try very hard to be out in front of the information that we don’t try to 
clam up and no comment and you know, yes we want to be given the time to make sure 
we’re putting the story out there correctly, but we have always been very open and very 
honest. That’s a lesson that comes down to us from our CEO, Jim Attichson. You know he 
believes and demonstrated in the case of the whale incident in getting up in front of the 
media and answering questions and saying you know here’s what happened and here’s 
what we’re doing about it. So, you know, in the days following the whale incident we were 
able to, through facebook, through twitter, through Jim getting up in front of the TV 
cameras say, here’s what happened and here are the steps we’re taking to make sure it 
never happens again. So, you know, I guess the overall answer is our crisis communications 
plans are based on being very open with our media, being very honest, facing the crisis 
head on, you know, taking responsibility for what needs to be taken responsibility for and 
moving forward from it. 

Q: What kind of research do you conduct before entering a PR or marketing campaign? 

A: There’s several different ones, I can speak on a lot of them very generally. Actually, our 
director of digital and lifestyle knows far better than I do a lot of the online resources we 
use, but we do have a couple of people in the marketing department dedicated to surveys 
and research. So we will use focus groups, you know we will bring people together, not only 
to review what we’ve done in the past, to get their feedback on it, but then present new 
concepts for example if we have a new TV commercial that we want to put together, we will 
call a focus group together and show them three different concepts for a TV commercial 
and ask them which one they think would resonate the best. We do a lot of in park surveys: 
we’ll stop guests on their way out and ask them questions. We do surveys out in the 



marketplace, whether it’s at our partner hotels or at other outreach events. We’ll get 
information that way. Of course facebook has become a great way to do kind of 
instantaneous, straw poll, you know, whether it’s what did you think of the concert last 
weekend, or given two options for a new menu item, which one would you choose? A great 
kinda case study in that was our sister park, Busch Gardens Williamsburg, (they) opened 
their new Christmas town event last year, beautiful event, very, very successful especially 
for a first year event. But after the first weekend they got a lot of feedback on some very 
minor things that were very easy to fix. There were some queuing issues, they had 
penguins, a penguin display and there were some queuing issues with the penguin display. 
There were a couple of places where the lighting in the park wasn’t quite right and their 
facebook fans were very quick to point those out. Well because of that instantaneous 
feedback, they were able to correct those issues before the second weekend. And so not 
only were they able to get that feedback and respond quickly, but the guests and by the 
next weekend the comments on facebook said, “Hey thanks! You listened to what we were 
saying and you fixed it and that was great and we really appreciate it.” So that has become a 
tool at our disposal. Then we’ve also got a whole range of online dashboards and metrics 
and everything else that you know,  if we put a campaign out there we can measure, almost 
instantaneously, what the buzz is online and you know, what the, what is it, the Q rating 
what they call it? And again that’s the stuff that Ellen D. lives and breathes every day, but 
they can pull up all kinds of charts and metrics of whether our key words are trending up, 
trending down or what part of the chatter, is it positive or is it negative. So it’s becoming 
easier and easier to track and do research very quickly.  

Q: Do you do promotions for outside of Tampa such as people coming over from Europe? 

A: We do. And you know Orlando has some different deals than we do. But we really do try 
to look at who our visitors are even though a lot of them are local and we do gear a lot of 
things to our locals. We know we have visitors coming from all over the states, all over the 
world and so when you go on our website, for example, we’ve got it broken down to if 
you’re a Florida resident start here. Our options for them are a fun card, you know you pay 
for a day you come back for the rest of the year that’s great for locals, buy a park get a park; 
buy Busch Gardens get Adventure Island for free that’s going to appeal to locals. Then if you 
click on over to the “If you’re visiting Florida” then that’s where you start seeing our hotel 
deals. You know, you buy three nights at a partner hotel, you get two nights free plus you 
get some free theme park tickets. We just introduced a new deal that’s you buy a one day 
ticket and we’ll throw in our day dining deal for free. So, yes some locals have taken 
advantage of that, but that’s really geared more for the folks who are maybe coming in from 
out of state they’re here for a week and they’re only going to spend a day at Busch Gardens. 
Or maybe they’re at the beach for a couple of days and may come over and see us for one of 
their vacation days. So depending on…we really do try to have several different options so 
whatever your travel style is, your, however long you want to spend with us we do have a 
promotion in place to answer that.  

Q: Being geared toward locals, how do you guys find ways to reach out into the community? 

A: We are very active participants in all of the local convention visitor’s bureau; we’re a 
member of Tampa Bay and Co., which is the local CVB, St. Pete Convention Visitor’s Bureau, 



Orlando CVB. We are members of all of that. We’re also active members of Visit Florida, 
who have efforts all over the world that we participate in. We have a dedicated outreach 
team both here in Tampa and in Orlando, what we call our CMT program, the 
Contemporary Marketing Team and those are our kind of, you know, feet on the ground, 
going to our hotels to make sure, you know, that the hotels have the, the flyers they need, 
the information they need to sell our products. They’re also the ones that if you go to a 
concert at the Amphitheater or a Devil Rays, er uh Rays game, it’s not the Devil Rays 
anymore, it’s a hard habit to break. But they’re the ones who are there handing out beads, 
handing out koozies, talking to potential guests about what’s going on at our parks. So, we 
do, you know, have those live in-person people. You know the whole point of marketing is 
you touch people wherever they are. If you turn on the television you see one of our 
commercials, if you turn on your computer you see a banner ad on Yahoo, you see our posts 
on your Facebook page, you know, if you go to the grocery store you see our gift cards in 
the display, if you go to a Rays game you see us there, if you go to the beach you see our 
banner flying over. You know, you hit people where they shop, where they eat, where they 
play, where they live with the message that’s geared towards them in the language they 
want to hear it and that’s what marketing is all about.  

Q: What do you feel is the overall goal of the company? 

A: The overall goal of the company, that’s, uh, that’s a BIG question. Obviously we are a 
privately owned consumer based company, so of course we’re looking to be profitable, but 
at the same time we are also one of the world leaders in conservation and rehabilitation of 
wildlife, so you’ve probably seen stories about our efforts with the oil spill, we rescue and 
rehabilitate and release more animal as a company than any other organization in the 
world. We’ve been doing that for 47 years now and if you look at the numbers it pretty 
much breaks down to one animal a day rescued and released everyday for the past 47 
years. So whether that’s, you know, marine animals, sea turtles, we have our Busch 
Gardens/SeaWorld conservation fund, that is a non-profit organization that has donated 
millions of dollars into education and wildlife research all over world, whether it’s rhinos, 
or elephants, or giraffes. We are part of the species survival plan, which is a program 
throughout zoos all over the world that tracks genetic lines of different species of animals 
so that those species that are endangered or threatened can be bred in zoological facilities 
with the intent of re-releasing them back into the wild to keep those wild numbers up. So 
yes we are a theme park company and we want to make a profit for our investors, but we 
are also a conservation minded organization that is doing what we can and a whole lot out 
in the community to raise awareness, to conserve wild places, to rescue and rehabilitate, to 
educate people of what they can do out in their communities and out in their world to be 
part of that mission. So, on the one hand that seems like two very different goals, but over 
the past fifty years I think we’ve found a really good way to dog tail them together. 

Q: Have you changed anything in your strategies when you get feedback from the public? 

A: Sure. I mean that’s one thing, taking it back to PR, of all of the arms of marketing, you 
know, you’ve got sales, you’ve got advertising, you’ve got promotions, you’ve got events, 
and then you’ve got us in PR. We PR are probably the arm that can be the most nimble and 
can change direction the quickest if conditions change, um, a good example of that is when 



the ash cloud was affecting travel all over the world. We were able to, in the span of just 
about 24 hours actually, come up with a ticket for those stranded travelers that we were 
inviting any traveler stranded in Florida to visit our parks for free. Now that the kinda 
thing, of course, we didn’t have time for, in 24 hours, to make a new television commercial 
and get it on air. We certainly couldn’t enact a promotion with Pepsi to get that on their 
cans or anything, but through PR and through digital and lifestyle we were able to get that 
out to all our media partners, we were able to get that on the news programs, in the 
newspaper, certainly out on our blog and our facebook pages and our other digital channels 
and we were able to, on a Saturday afternoon, make sure as many people as possible were 
able to hear about that. So, in the very short term we can react to conditions like that 
almost immediately. In the somewhat longer term, you know this year has been a 
challenging year for a lot of companies, you know, you’ve had some really strange weather 
patterns we went from it being really, really unseasonably cold to really, really 
unseasonably hot very quickly, with a lot of rain, which we need, but it does make an 
outdoor attraction a little bit difficult. The economy is starting to show signs of coming 
back, but we’ve been in economic decline for several years now and that’s something we’ve 
had to react to. So, to answer your question, yes, when there are changing conditions in the 
marketplace depending on how quick and how severe those changes are we are definitely 
able to change our strategies to answer them.  

Q: Can you explain the different between your PR team and your advertising team. 

A: Well anytime we have a new event, a new attraction we have a marketing plan that we 
all sit down as a marketing team and figure out how is advertising going to address it, how 
is PR going to address it, how are promotions going to address it and sales and say when 
we’re opening, say back when we opened Sheikra, great example. It’s a rollercoaster, what 
are we going to do with it? Well on the advertising side, they were going to of course make 
a TV commercial, they were going to come up with print advertising that would show up in 
newspapers, radio commercials, web banners for online, and any print pieces, be it a flyer 
or a, you know, a table tent that you would see in a restaurant or a coaster you would see at 
Applebees for all of those collateral pieces, is what we call them, of course that would only 
be after they came up with the name, what does the logo look like, what is the color palette 
for something like that so that’s what we call our brand team. They are responsible for 
creating the brand of this new thing then pushing it out through advertising channels. For 
PR it would be what do we do for media day? What is the experience going to be on media 
day when a reporter comes out to see Sheikra for the first time and that’s where, of course 
working with Spectrum, we were able to come up with Dive Live and mounting a camera 
on a coaster, you know, back in 2005 when we opened Sheikra that was ground breaking, 
that was amazing stuff! Now we do that practically every media day, anything we can 
mount a camera on, we’re putting a camera on it, then going forward from PR, doing the 
interview not only here in the states but around the world. How do we get our 
international journalists over here sometime in those first couple of months to experience a 
new attraction? For promotions, it’s looking at who are our promotional partners that 
make sense. For something like Sheikra, that’s a very intense adrenaline pumping 
attraction so is Pepsi the right answer or is Mountain Dew the right answer? Pepsi is the 
parent company we are partnered with, but for something like Sheikra, Mountain is a little 



more extreme and a little bit better fit. We were able to do can panels on Mountain Dew 
cans and promotions also works with our malls. So, whatever our presence is going to be in 
a shopping mall they would be the ones taking care of things like that. For our events side, 
they’re the ones who are planning a VIP party for it. They’re the ones who, once we’ve got 
the area built, if you want to rent out an area for a corporate event after hours and you 
want Sheikra to be part of that, you know, how do we set up a party in Stanleyville to make 
Sheikra the centerpiece for that. And on the sales side there are ticket products. So, 
although we may not create a special ticket product for something like Sheikra it’s keeping 
that type of mind that if you’re selling a ticket in Brazil, where they are more interested in 
thrill rides rather than animal attractions, how do you position a ticket product that, you 
know, lets you get all of the best coasters than Busch Gardens and the best coasters at 
SeaWorld and package that together and kind of position the parks as a thrill ride leader. 
So, that’s, you know, when we build these marketing plans it really does take looking at all 
of those different things and one of the ways we’ve done that is by creating a program of 
project managers. So, you may have somebody whose regular everyday job is PR but for a 
specific attraction is kind of that central hub that keeps in mind all of those different 
functions of marketing and is kind of that central repository of information that makes sure 
that sales is thinking about the sales stuff and promotions is thinking about the promotions 
stuff and kind of brings that all together in that marketing plan. 

 

 

Thank you Email 

From: Christopher Denny [mailto:cdenny@mail.usf.edu]  

Sent: Wednesday, July 14, 2010 11:23 AM 
To: Revelle, Jill 

Subject: Thank You 

Hey Jill I would just like to thank you so much for participating in the interview. I think our group has more than enough information to complete this project. If I 
have any further questions I can just email them to you and you can get back to me whenever you're free. Once again I appreciate your help and I'm sure 
everyone else in the group does as well. If we have time to make a video presentation for the project I'll definitely send you the link for it. 
 
Thanks so much, 
 
Chris Denny. 
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